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For those who advertise, FMLink provides a unique blend of 
customer education, branding and targeting.  
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FMLink is the best way to reach online FMs 
 
§ FMLink has had over 600,000 unique visitors  

over the past 12 months. 
 

§ FMLink is consistently in the Top Five ñorganicò search results 
when one does a Google search on ñfacilities managementò. 
 

§ FMLinkôs has proven-effective advertising programs, and  
makes them available at a very low price. 
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FMLink Media Planner 
 

FMLink is the most comprehensive and most accessed publication on the 
Net for facilities managers. Among the 600,000 unique visitors over the past 
12 months, there are over 85,000 registered subscribers, and more than 500 
new visitors who register every month. Timely news is added daily, resulting 
in over 12,000 pages of informative content. There is no charge to access 
any part of FMLink.  
 
FMLink repeat visitors return more than 
once each week, meaning they're serious, 
highly qualified subscribers. This is further 
reinforced by the fact that the average 
stay onsite is nearly eight minutes. 
 
FMLink's approach to advertising is to 
provide you with a unique variety of pro-
grams that blend the benefits of search 
and display advertising. Because FMLink 
already has the targeted facilities management audience for you, you are that 
much closer to reaching your potential clients when you advertise on FMLink.  
 

 

This Media Planner contains the following information: 

¶ What Makes FMLink Unique.  Please turn to Page 4. 

¶ FMLink Statistics.  Please turn to Page 4. 

¶ Testimonials from FMLink's Advertisers.  Please turn to Page 5 

¶ Why You Should Advertise on FMLink.  Please turn to Page 6. 

¶ FMLink Advertising Programs.  Please turn to Page 8. 

¶ How Do I Choose from So Many Advertising Programs?  
Please turn to Page 11. 

¶ FMLink Demographics.  Please turn to Page 12. 

¶ Industry Trends: Why You Should Advertise Online.  Please 

turn to Page 12.. 

¶ Questions and Answers.  Please turn to Page 14. 

¶ How Can I ñAdvertiseò for Free on FMLink?  Please turn to  

Page 14 (see Box). 

¶ Examples of FMLink's Advertising Programs.  Please turn to  

Page 17. 

¶ FMLink Vision Statement.  Please turn to Page 20. 

  

Free Consulting Services 
by an FM Industry Expert 

Let our FM insider help you pick the best 
way to reach the online FMs you want, 
and then show you how to maximize the 
impact of your ad. See more on Page 3. 



 

 

FMLink Media Planner  page 4 of 20  

© 1996 -2010 FMLink Group, LLC  301.365.1600  

updated April 2010  www.fmlink.com  
 info@fmlink.com  

What Makes FMLink Unique 
 
Each bullet below describes how FMLink is unique in the facilities management online publishing world. 
Few publications can claim even one of these special qualities. 
 

¶ FMLink has over 12,000 pages of easy-to-find timely content; the News stories usually are 
reported within a day of their occurrence. So FMs come to FMLink first and more often. 

 

¶ FMLink is more than just a news dailyðit also publishes feature articles from field experts each 
month along with articles from nine other leading FM-related publications. The experts contribute 
exclusive content to FMLink, and are from the BOMI Institute, the U.S. Green Building Council 
(USGBC), the U.S. General Services Administration (GSA), and FM BENCHMARKING, a leading 
global benchmarking firm. 

 
¶ FMLink was designed originally as an online publication and has remained online since 1995. We 

provide FMs with concise, actionable advice that maintains their interest. 
 

¶ FMLink requires your online registration in order to see about half of our site (registration is free 
and names are always kept private). Registration enables us to provide accurate aggregated 
demographic information to our advertisers, thus keeping our service free. (Please see FMLink 

Demographics on Page 12.)  
 

FMLink 
Statistics 

 
 
 
  

FMLink Statistics 

Subscribers 

¶ More than 85,000 registered online subscribers. 

¶ More than 500 new subscribers signing up every month. 
 

Visitors 

¶ Over 600,000 unique visitors in 2009. 

¶ Over one million total visits in 2009. 

¶ Over 650,000 page views per month (average) . 

¶ Repeat visitors come back more than once each week. 

¶ The average visit is nearly eight minutes. 
 

Advertisers 

¶ More than 50% of FMLink's major advertisers renew every year. 

¶ Some advertising programs exceed  a 40% - 50% click-through rate. 
 

Search Engines and FMLink Content 

¶ FMLink is in the top five search results among leading search engines, when 
doing a search on "facilities management" or "facility management"  
(out of more than 43 million search results). 

¶ FMLink is consistently #1 when doing a search on ñfacilities management 
newsò. 

¶ FMLink has more than 12,000 pages of content, not including its directories. 
 
Please see FMLink Demographics for information about our visitors. 
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Testimonials from FMLink's Advertisers 
 

 

 

 

 

 

 
 

  

 
Since 1999, FMLink's mini-page and e-mail programs have been a great way for 
FM:Systems to reach a high quality list of facility professionals. FMLink is a key part of 
our awareness and lead generation programs. Also, it's a great valueðwe've found that 
the cost per lead from our FMLink campaigns is lower than that of other tactics such as 
tradeshows or direct mail. 
Marty Chobot 
Vice President of Marketing 
FM:Systems 

 

 
FMLink has been an important part of our marketing to facility managers since 2000. Our 
mini-page on FMLink continues to drive traffic to our website and is typically one of the 
top 5 referrers to our site. Our products are in a category that is not often purchased by 
facility managers so having our mini-page on FMLink helps us connect with them when 
they are in the market for outdoor furnishings and accessories. 
Janis Etzcorn 
Marketing Manager 
Landscape Forms 

 

Since we started our campaign with FMLink, not only have we had the highest referral 
generation from our banner ad, and the least Cost-Per-Lead, but more importantly to us, 
they are qualified leads. We want people who are dedicated to their fieldðleads from 
FMLink are people who care about keeping currentðpeople who are serious about 
adding value to themselves as professionals. FMLink is target marketing at its best, plus 
the best bang for the buck. 
Megan J. Lochte 
former Marketing and Communications Director 
BOMI International 
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Why You Should Advertise on FMLink 
¶ FMLink comes up in the top five search results in the four leading search engines (Google, Yahoo!, 
MSN and AOL) when one does a search on ñfacilities managementò or ñfacility management.ò This 
is a status we have earnedðwe do not pay for this ranking. FMLink has already found the 
visitors that you're seeking, so you don't have to waste your resources looking for them. 
 
And if you're searching for "facility management news," FMLink usually comes up NUMBER ONE! 

 

¶ FMLink is linked by over 400 industry-related Web sites. This not only gives great credibility to 
FMLink, but brings more visitors as well.  
 

¶ FMLink co-sponsors a number of FM-related 
conferences each year. This also drives interested visitors 
to FMLink. 
 

¶ More than 50% of FMLinkôs major advertisers renew 
every year. That's well above the industry average.  
 

¶ FMLink price guarantee. Once you sign up for an ad 
program on FMLink, we will never raise the price you pay 
for that ad, as long as your ad remains on FMLink without 
interruption. 
 

¶ FMLink offers more exposure for a full year at a cost lower than a one-time insertion in most hard-
copy publications. Over the course of one year, you'll attract far more people from our subscriber 
base than you will by exhibiting at a trade show, and for significantly lower cost. 

 
¶ Your satisfaction is always guaranteed, or you 

may cancel your contract. Ask us for details. 
 

¶ Our visitors are among the most serious on 
the Net 
- The average repeat visitor returns more than 
      once each week. 
- The average visit in 2009 lasted nearly 8 
minutes. 

  

Targeted Advertising 

Now you can target only those facilities managers you wish to attract. Have your ad 
seen only by those FMs who manage educational facilities, or seen by those from New 
York. Or you can have one ad seen by those from educational facilities and another 
seen by those who manage medical facilities. This powerful mix-and-match feature is a 

direct result from listening to our advertisers! 

Online Advertising Trends 

This year [2010], for the first time, online advertising will 
exceed print spending (32.5% and 30.3%, respectively).  
Outsell, March 2010 

(based on a survey of more than 1,000 U.S. advertisers). 

 
Online ad spending is expected to jump 12.^% in 2010 to 

$29.7 billion in the U.S. 
IDC, March 2010 

Free Advertising Consultation 
by an FM Industry Expert 

FMLink publisher Peter Kimmel, an IFMA Fellow, has 
over 20 years experience as an FM and FM consultant. 
He understands the FM audience and will help you match 
FMLink's advertising programs to the message you wish 
to get across to FMLink's visitors. He'll also help you 
make sure your ad takes advantage of FMLink's unique 
benefits. For more information, call FMLink at 
301.365.1600 or e-mail info@fmlink.com.  

mailto:info@fmlink.com
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FMLink has programs that replicate what you do elsewhere to promote your site:  

§ Exhibiting at trade shows 

§ Presenting seminars at trade shows 

§ Advertising in journals 

§ Presenting case studies 

§ Writing white papers 

§ Tie-ins to search engines 

§ Directory listings 

 
Would your product or service benefit from customer education? 
FMLink has ways to get our visitors not only to find your product or service, but to learn more about it, 
and then click through to your Web site. 
 
 
 

 

  
  

How FMLink Works for You 

1. FMLink attracts the FMs you need. 

2. FMLink then connects those FMs to you. 

3. FMLink's expert consultants ensure that your message benefits from 
FMLink's powerful interactive features. That will increase the chances 
that the FMs not only see your ad, but click on it. 

4. FMLink not only drives FMs to your site, but to the specific content 

pages that are more meaningful to them, and therefore to you. 

Clickable targeted 

ad  goes into news 
stories seen only by 

those who manage 
the types of facili -

ties you specify.  
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FMLink Advertising Programs 
Most display programs on FMLink run for one year, starting when it's convenient for you; some are available for shorter terms. 

 

If you have not done so yet, we strongly recommend that you schedule a guided tour through FMLink via 
a brief phone call. We'll quickly show you examples of the interactive nature of our programs, as well as 
of other advertisers who may relate to your industry. We'll also demonstrate how our visitors use our site, 
which will help you determine the best placement for your ad program. 
 

 
Please turn the page to see the following advertising programs: 

§ Targeted advertising 

§ E-Mails 

§ Facilities management research 
  

Display Advertising 
 

§ Mini-Page Advertisements  
A foundation for most FMLink programs.  
The mini-page provides the greatest number of quality leads to your company's Web site. It will 
not only drive FMs to your Home Page, but to the deep content pages inside your site.  
You post a Web page (micro site) right on FMLinkðcomplete with graphics and as many links to 
your site as you need. Your clickable logo will be on every page of the FMLink site, including the 
Home Page. Another powerful feature is a rotating inset banner on the Home Page. Each word on 
the page is tied into our search engines. This is an excellent opportunity for both customer 
education and branding. 
Example of mini-page: http://www.fmlink.com/Affiliates/MajorAds/FMSystems/ 
 
Localized Mini-Page. You get a different mini-page served up to visitors, depending on the State 
or Country from which they come. Great for when you have different dealers or distributors in 
different states or countries. 

 

§ White Papers and Case Studies  
The best way to present scholarly articles and case studies to FMLink visitors.  
White papers not only help you explain a concept related to your product or service, but they give 
you more credibility as well. Case studies help FMs see how they can relate to what someone else 
has done with your product or service. With ties into FMLink's powerful search engines, you no 
longer have to wait for a magazine issue to be published with some appropriate themeðyou can 
submit your article to the whole world whenever you want to. FMLink makes sure it gets seen, and 
promotes it on our Home Page, in our e-newsletter, and on our What's New page.  
Example: http://www.fmlink.com/Marketplace/WhitePapers/Articles/montel_paper1.html 

 

§ Banner Sponsorships  
A sponsorship is an effective way to advertise for companies that have a concise message to 
convey; it's also an excellent way to reinforce other advertising programs a company may have on 
FMLink.  
Example: http://www.fmlink.com/News/ 

 

http://www.fmlink.com/Affiliates/MajorAds/FMSystems/
http://www.fmlink.com/Marketplace/WhitePapers/Articles/montel_paper1.html
http://www.fmlink.com/News/
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Please turn the page to see more advertising programs. 

Targeted Advertising 
 

§ Facility-Type Targeting  
An ideal way to showcase your product or service to only those for whom it has been developed. 
By knowing the types of facilities our subscribers manage when they log onto FMLink, we'll display 
your ad in News and Surveys stories seen only by those FMs you wish to reach. For example, you 
might focus on those who manage educational facilities, or medical facilities, or government 
facilities, etc. If you have different products for different types of facilities, we can serve up a dif-
ferent ad for each type. 
Example: http://www.fmlink.com/News.test/Sample/ 

 

§ Keyword-Activated Search Ads  
A great opportunity to place your company in a targeted editorial environment and receive highly 
qualified leads. When a subscriber comes to an FMLink News story containing a word or phrase 
that you've reserved, the subscriber sees your clickable ad right in the middle of the story.  
Example: http://www.fmlink.com/News.test/Sample/ 

 

§ TopicSearch Sponsorship  
The search engine used most often by FMLink's visitors. 
Get your clickable logo at the top of the search results page whenever a topic that you select is 
clicked on from FMLink's TopicSearch. One accesses FMLink's TopicSearch in the left green 
menu bar on every FMLink page, just under News and also under Surveys. This is comparable to 
sponsoring a search word in a search engine, but at a fraction of the cost. Facilities managersð
the people you want the mostðare the ones who will see the ad. 
Example: http://www.fmlink.com/Search/topicsearch.cgi?keyword=Software 

 

§ Sustainability Directory  
Choose an enhanced listing in FMLinkôs special directory where you tell our subscribers what your 
company does to conserve our natural resources. Preview the page at: 
http://www.fmlink.com/ProfResources/Sustainability/Directory/. 
Click on the logo of any Featured listing to see it the listing expand. 

 

§ Regional Ad Program  
Target FMLink's visitors from specific geographical regions. 
 You get an ad right in the middle of News and Surveys stories whenever someone from a region 
you specify visits FMLink. You can target specific states or countries. 
Example: http://www.fmlink.com/News.test/Sample/ 

 

§ Marketplace Enhanced Directory Listings  
An enhanced Silver listing will place your company ahead of all the free listings, not only in the 
Marketplace Directory, but also on the right side of the popular TopicSearch search results. In 
addition, you can add your logo and a live link to your listing for a modest one-time fee. This is a 
good program for those who recognize the importance of greater visibility on FMLink.  

 

http://www.fmlink.com/News.test/Sample/
http://www.fmlink.com/News.test/Sample/
http://www.fmlink.com/Search/topicsearch.cgi?keyword=Software
http://www.fmlink.com/ProfResources/Sustainability/Directory/
http://www.fmlink.com/ProfResources/Sustainability/Directory/
http://www.fmlink.com/News.test/Sample/


 

 

FMLink Media Planner  page 10  of 20  

© 1996 -2010 FMLink Group, LLC  301.365.1600  

updated April 2010  www.fmlink.com  
 info@fmlink.com  

We encourage you to list your company 
in our free Marketplace Directory.  
See the instructions below for more information. 

FMLink Pricing Information 

¶ With the FMLink mini-page, you'll receive substantial 
savings on many other FMLink advertising programs. 

¶ When you order most other FMLink programs, you'll 
receive major discounts by ordering multiple sets (e.g., 
white papers and case studies, banners, e-mail list 
rentals, and more). 

¶ Special OfferñLoyal Advertiser Guarantee! 
When you place an ad on FMLink in 2009, whenever 
you renew, you will never pay more than you do in 
2009, even if our new prices double! 
 

Please contact us for all our pricing information. 

 

FMLink Named an òE-Mail All Staró 

FMLink was named a 2009 All-Star by its award-winning e-
mail Marketing Service, Constant Contact, an honor 
bestowed on less than 15% of its 250,000 clients. All Stars: 

¶ Average a bounce rate of less than 25%. 

¶ Average an open rate of more than 15%. 

¶ Receive no compliance complaints or inquiries. 

¶ Have used Constant Contact for at least two years. 

That is why most of those who rent FMLinkôs e-mail list rent 
it multiple times. 

E-Mails 
 
§ E-mail List Rental  

Send a compelling HTML mailing to FMLink subscribers.  
This opt-in only list is verified monthly. A maximum of one mailing is sent by FMLink per week, so 
our readers are more likely to read your e-mail. Be sure to reserve the week you want before 
someone else takes it! FMLink has been honored as an ñe-mail All Staròðsee box below for more 
information. 
 

§ Web Seminar Promotion Package  
A multi-faceted approach to promote your Web events.  
Let FMLink attract the right people to your next Web event. This is a combination of one e-mail list 
blast, one newsletter sponsorship and an attention-grabbing bannerða great combination to help 
our subscribers learn about your eventðand all at a deeply discounted price. 
 

§ Newsletter Sponsorships  
A short message appears near the top of FMLinkôs popular e-newsletter along with your clickable 
logo. There's no competing advertising clutter in this spot. The biweekly newsletter is well readð
traffic to FMLink increases 30% over the three days following the newsletter's delivery. 

 

Facilities Management Research 
 
§ Survey Sponsorships; Market Surveys  

Sponsor an industry-wide survey, conducted through FMLinkôs highly customizable online survey 
mechanism. Or run your own private, confidential market survey. Either way, FMLink markets the 
survey, ensuring the highest possible number of responses. We'll even collate the results.  
Example of survey results: 

http://www.fmlink.com/Surveys/EnergySavingsSurvey_2008/EnergySavingsSurveyResults.htm 

 

http://www.fmlink.com/Surveys/EnergySavingsSurvey_2008/EnergySavingsSurveyResults.htm
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How Do I Choose from So Many Advertising Programs?  
FMLink has a wide variety of advertising programs for every budget and business type. This means that 
you will find the most appropriate program (or combination of programs) for your needs. The chart below 
includes suggestions to help determine the best route to go.  
 
We also encourage you to contact us so that we can help guide you during a short, consultative phone 
call, based on our knowledge of how our readers visit FMLink. Remember that many of our programs are 
discounted when you order several at once (indicated by an "*" in the chart)ðthis often will make your 
companyôs presence most effective in targeting our audience. 
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Educating customers 
about your type of 
product or service 

Õ Õ 
(WP) 

  Õ         

Differentiating your 
specific product or 
service 

Õ Õ 
(CS) 

  Õ         

Promoting a new or 
upgraded product or 
service 

Õ   Õ Õ    Õ Õ    

Building brand 

awareness Õ Õ Õ  Õ  Õ  Õ Õ  Õ Õ 
Promoting a Web 
event     Õ         
Getting targeted FMs 
to find your company Õ  Õ    Õ Õ    Õ Õ 
Getting FMs of spe-
cific building types to 
find your company 

  Õ Õ          
Reinforcing the mini-
page ad on FMLink 

 Õ Õ    Õ Õ  Õ  Õ  
Informing FMs on 
your efforts to 
conserve natural 
resources 

Õ     Õ    Õ    

Getting market sur-
vey data about your 
industry 

          Õ   

Sharing FM data with 
the profession (a PR 
benefit) 

 Õ         Õ   

Finding potential 
employees 

             

Reaching specific 
geographic areas    Õ         Õ 
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FMLink Demographics 
Note: All data in this Media Planner are compiled through the statistical analysis software, Web Trends. 

 

¶ Growing by more than 500 subscribers per month. Most new subscribers come from the search 
engines (where FMLink always has a Top 5 ranking); most others come from other FM-related 
Web sites and from conferences where FMLink is a Media Sponsor. 

 
¶ As of December 2009, 44% of FMLink's subscribers were in-house FMs, and 22% were out-

sourced FMs who offer FM services back to in-house facilities management staffs. This reflects 
the global trend toward outsourcing the FM function. 

 
¶ The vast majority (60%) of FMLink's in-house subscribers are in corporate positions (versus 

specialists, maintenance staff, designers, etc.). This, combined with feedback from our advertis-
ers, supports our belief that most in-house FMLink subscribers are either those who make deci-
sions or those on whom the decision makers tend to rely most. 

 
¶ 45% of the in-house facilities managers using FMLink are responsible for over 250,000 sq. ft. 

each, and 26% manage over one million sq. ft. each. 
 
¶ 54% of in-house facilities managers using FMLink manage office facilities; the next largest 

sectors (both under 10% each) are those managing academic and medical facilities.  
 
¶ 69% of FMLink's 2009 visits were from the United States, and 4% were from the UK. All others 

were 2% or less and represent 196 countries, led by Australia, Canada, France, India and China. 

Clickable Platinum 
Listings  from the 

Marketplace Directory 
are listed ahead of 

others on both the 
TopicSearch and 
Directory pages.  

TopicSearch 

sponsorships  are 
an inexpensive way 

for you to be on the 
search results page 

for the search topics 
related to your 

business.  
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 Industry Trends: Why You Should Advertise Online 
 
Most businesses trying to reach the FM marketplace focus their marketing efforts on a combination of trade 
show exhibitions, hard print media, and online advertising. Rarely does it make sense not to use some com-
bination of all three. FMLink can help replicate whatever works best for you. 

 
Search versus Display Advertising. Recent studies

1
 found that a mix of display and search 

advertising campaigns earned the best results for companies. FMLink offers a comprehensive 
mix of search and display advertising, enabling you to pick the best combination for your needs. 
 
Online Advertising versus Hardcopy Publications. Online research is typically where people 
begin their information search nowadays. And 
in general, people who use the Internet to re-
search specific information tend not to duplicate 
the same research in hard-copy media. To 
increase your chances of fully reaching your 
available audience, it is important to use a 
variety of online plus hard copy. Other research 
has shown that it is rare where one ad, 
regardless of where it is placed, will have 
significant impactðin other words, your 
company must be visible in several venues. 
 
Online Advertising versus Trade Shows. 
FMs are going to fewer trade shows each 
yearðoften no more than one. There are too 
many shows to go to. And most shows attract 
no more than 2,000 - 3,000 facilities managers. 
Contributing to this decline is the fact that Web 
seminars now enable people to see and hear a 
presentation without ever leaving their desks. 
Given that the FMLink audience can help you 
reach over 600,000 people all year round for far 
less than the cost of exhibiting at one show, online advertising makes very good sense. And 
FMLink's mini-page program has features that parallel most  advantages of trade shows. 
 
Corporate Branding. Greg Stuart of the Interactive Advertising Bureau told Business Week that 
the science of counting clicks is "vastly overrated" (see the box above, Not All Click-Throughs Are 
Created Equal). And the Atlas Institute, through its Digital Marketing Insights, confirmed that Web 
advertising is more than a direct response medium, and quantified conversions to sales of a 
"branding effect" from recognizing a company name in seeing their ads online. FMLink, through 
its unique combination of advertising programs, is positioned to deliver not just the click-throughs 
that our advertisers need, but the corporate branding as well. 
 
The Role of Content as a Consumer Motivator. According to Brian McAndrews, president of 
aQuantive, a preeminent digital marketing company, "What motivates the consumer is content. 
What advertisers need is good content to attract eyeballs." And with over 12,000 pages of con-
tent, FMLink definitely attracts not just facilities managers, but the most qualified ones.  

                                                
1 from Avenue A/Razorfish and Yahoo together with comScore Networks. 

Not All Click-Throughs Are Created Equal! 

¶ As more companies are able to identify the behavior of 
people who come to their Web sites (still far from an ex-
act science!), they are concluding that the value of each 
click varies, depending on its source. Even on FMLink, 
click-throughs from the mini-page are much more likely 
to result in a sale than are those from other places on 
FMLink, as they can send visitors directly to the deep 
content pages in the advertiser's Web site. 

¶ Ask us to demonstrate why we believe we have the 
most qualified click-throughs on the Net for those trying 
to reach FMs. 
 

Bottom Line: The days of calculating ad value by counting 
"cost per click through" are numbered. 
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Questions and Answers 
 
Here are some of the questions most frequently asked by potential advertisers on FMLink: 

 
Q1. I am already advertising through the big search engines such as Googleðwhy do I 
need to do anything else?  
 
A. If you have selected a specialized phrase for the search engine (e.g., indoor air quality) and 
you are getting the right people to your Web site, these will be the people who already are inter-
ested in that topic. But there are many more FMs who would be interested in that topic if they had 
only thought about it. Those are the people FMLink will drive to your site. For example, if you 
have a booth at a conference, you want to attract not only those who came into the exhibit hall to 
look specifically for you, but those who just happened to see your display as they were passing 
your booth. In other words, you will benefit from both display and search ads (see Industry 
Trends). 
 
If instead you are not happy with the results you are getting from the search ads, perhaps it is be-
cause the general search audience is not targeted enough. FMLink focuses on the FM audience. 
And because we offer display advertising as well, you greatly increase the odds of your success. 
You also will find that FMLink can be far less costly than search ads. 
 
 
Q2. Why do I need to advertise online when I already have a great Web site? 
 
A. The short answer is, "To drive FMLink's audience of facilities managers to your Web site, 
ideally the ones who are most likely to understand and want your product or service, and who are 
in a position to order it." First, FMLink is uniquely positioned to attract those people by being 
ranked highly in the top search engines; 
in fact, we have a better chance of at-
tracting the people you need to FMLink 
than you will to your site.  
 
Second, to make sure that the people 
understand your product or service, 
FMLink offers a wide variety of adver-
tising programs, so it is a matter of 
finding the right program for your com-
pany. For example, with the mini-page 
ad, you have an opportunity not only to 
describe your product or service, but to 
gear it for our FM audience. Once FMs 
understand your product or service, they 
can click through to your Web site.  
 
Third, to ensure that the people find 
your ad, depending on the ad program you select, we give it many ways to be found on FMLink; 
for example, with the mini-page program, you will receive your logo on every page of the FMLink 
site, including our Home Page, which, as an additional benefit, provides your company with that 
important benefit of corporate branding; also, your ad will be tied into our search engines. So 
even if an FMLink visitor isn't necessarily looking for your type of product or service, he or she will 
see your logo and be given every opportunity to "run into" it. 

How Can I "Advertise" for Free on FMLink? 

Both the Marketplace and Sustainability directories on 
FMLink encourage free basic listings. You can start the 
process for both directory listings by going to the FMLink 
Home Page http://www.fmlink.com and clicking on Media 
Planner from the top of the left green menu bar. You will 
see links for both directories. 

The basic listings include your contact information and a 
very brief company description, but do not include a com-
pany logo, Web site link, or detailed description. All en-
hanced listings appear ahead of the basic listings. 

To get a better idea of what you can expect out of the free, 
basic listing, see Q5 on the next page. 

 

http://www.fmlink.com/
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Questions and Answers, continued 

 
Q3. Weôd like to get a mini-page for a year, but thatôs a long time to try something in case it 
doesnôt work. What assurances can you offer?  
 
A. Donôt forget the guarantee that we offer with our mini-page. This will enable you to opt-out of the 
mini-page after six months for any reason, even if you have a one-year agreement. We also offer 
shorter terms, although we believe that an ad on FMLink usually takes six months to truly test. 
 
 
Q4. Why is it so important to be on the Featured Products and Services page?  
 
A. The Featured Products and Services page is accessible by clicking on the rotating logos on 
the upper right corner of nearly all FMLink pagesðthat is the way most people (over 80%) are 
directed to the ads. In other words, sooner or later, your logo will be seen by every FMLink visitor. 
When visitors click on any logo, they are directed to the Featured Products and Services page. 
Once there, they tend to view the page similarly to the way they walk up and down the aisles of 
an exhibit floor at a trade show. When something piques their interest, they click and ñgo into the 
boothò (open the mini-page). The people who happen to stop by your booth at a trade show will 
be the same types that will open your mini-page from our Featured Products and Services page. 
The only way to get your logo on every page of the FMLink site and to get onto the Featured 
Products and Services page is by getting a mini-page. 
 
 
Q5. Weôre thinking of going with the free Directory listing for a while, to see what that 
does. Is that a fair test?  
 
A. It is necessary to understand the way FMLinkôs subscribers use the siteðmost of them find the 
ads in ways other than through the Directory. That's because we give our enhanced placements so 
many ways to be found, right in the parts of the FMLink site that people access the most. While 
companies can be found through the Directory, that seems to happen only when readers are spe-
cifically looking for a certain type of company, and even then, they focus on ones that are Featured. 
Most FMLink visitors find the ads when they're reading editorial content on the site. 
 
One example, when placing an adé If you were to run an ad in the classified section of a hard-
copy publication, do you feel it would generate the same response as a full-page ad somewhere 
in the body of the same publication? Of course not! What you need to do is find the best way to 
match your product or service to the programs that the publication offers. 
 

 
Q6. How does traffic from a company's news stories compare with the potential success of 
an advertisement on FMLink?  
 
A. In a nutshell, they do not necessarily relate at allðwe have found seemingly low correlation 
between traffic from the news stories and traffic from advertising.  
 
For example, one of our top-three advertising companies over the past five years has averaged 
over 200 click-throughs per month from its mini-page, yet that company has never had even one  
click-through from either its Marketplace Directory listing or any of its news stories that we have 
published on FMLink. Another advertiser who sends us press releases every quarter or so gets a 
fair amount of traffic directly from their news stories, but their ad is just an average performer 
when it comes to generating traffic.  
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Questions and Answers, continued 
 
Our hypothesis as to why there is such low correlation is based on an analogy of companies that 
exhibit successfully at trade shows. In speaking with these companies, we learned that while 
some people come by their booths as a result of seeing an occasional news story about those 
companies, most of the visitors come for other reasons; furthermore, there are many companies 
that exhibit successfully, or so they say, without generating any press releases on a regular basis. 
So while the traffic-generating power for news stories is high, there are other methods that work 
just as well or better for many companies. It all depends on the product or service you sell, and 
what the news story has to say. 
 
 
Q6. What does it mean when someone says that not all measured click-throughs from the 
same link may come up with the same number?  
 
A. The short answer is, "Several things, dependingé." 
 
First, did the Web site report unique click-throughs or total clicks? Unique click-throughs are the 
number of different visitors that clicked on a link. Total clicks are the total number of times a link 
was clicked on, even if the same user clicked several times. For example, if three different people 
click ten times each on a link, there would be three unique click-throughs, but 30 total clicks. Both 
numbers are important: Unique click-throughs are an indication of the number of different people 
you are attracting, and eventually that will lead to the total number of sales; the total click-
throughs are an indication of how interested each of those people are. 
 
Second, does the number include "Spiders" and "Robots"? spiders and robots are the (Web-
crawling) programs that the search engines send to all Web sites to look at the type of information 
they contain on each of their pages; they also take all links from a Web site and go to wherever 
they may lead. This information gets "indexed" by the spiders and robots so that when one does 
a search, that search engine is able to find the results you want. Many analytic tools do not 
differentiate between the clicks made by spiders/robots and real people. Clearly, from a metrics 
perspective, an advertiser is interested in the clicks from the real people only. Some sites report 
the totals, while others filter out the spiders and robots. If they are not filtered out, the resulting 
number of clicks can be a number ten times higher that it should be! 
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Examples of FMLink's Advertising Programs 
 

FMLink Home Page 

   
 

 

  

With a mini - page , 
your clickable logo 

rotates on all  

FMLink pages.  

 

With a mini - page , 
you also get an 

inset banner on the 
Home Page, rotating 

randomly eve ry 
time the page is 

refreshed.  
 








