Spam Search Phrase: *Houston Medical supplies*
Allheart
Discount Medical Supplies, Uniforms, Scrubs & Equipment Supply Best Prices & selection in all kind of Medical Supplies. ... 
Spam Search Phrase: *Dallas Medical Supplies*
Chicago Dallas medical supplies Michigan Boston Massachusetts Diego San Francisco Houston. ...
www.wp.com.ar/medical/index.asp 
redirect cloaked page to allheart.com
 
Report Spam To Google
http://www.google.com/contact/spamreport.html
 
-------------------------------------------------------
New! Yahoo! Local: Medical Supplies near you search yahoo *houston medical supplies*
http://local.yahoo.com/
 
-----------------------------------------------------------
A change In The Way Google Looks At Links.
 
Solutions:
1. Focus on developing content and acquiring potent and relevant content. Ranking & Back Links will take care of itself.
 
2. Free & Paid Directories: Do a search on google for *medical supplies directory*

ÂÂÂÂÂÂÂÂÂÂÂa. SeniorPro: http://www.seniorpro.com/pdirectory.asp?sc=18 (FREE)

ÂÂÂÂÂÂÂÂÂÂÂb. Information Outpost: http://www.informationoutpost.com/page.cfm?c=link_submission.cfm (Paid $5.00 one time fee)
c. directories are a good source for finding linking partners

3. Hide outbound links from spiders

ÂÂÂÂÂÂÂÂÂÂÂa. Use Robots Text To to exclude robots from links page.

ÂÂÂÂÂÂÂÂÂÂÂb. Use java script to hide links page from spiders.

ÂÂÂÂÂÂÂÂÂÂÂc. Image map an image to links page

ÂÂÂÂÂÂÂÂÂÂÂd. Use data base with symbols in url

ÂÂÂÂÂÂÂÂÂÂÂe. Single links page with no links pointing in

ÂÂÂÂÂÂÂÂÂÂÂf. Put links page in frame set

ÂÂÂÂÂÂÂÂÂÂÂg. make links page flash

ÂÂÂÂÂÂÂÂÂÂÂh. make links page in shock

ÂÂÂÂÂÂÂÂÂÂÂI. make links page content a image and image map interior links.
-------------------------------------------------------------------------------
4. Article Marketing
 
The benefits of article marketing are well documented. And if it can build your Page Rank as well, it's even a better use of  your time. Start writing and posting articles that show your expertise. And start getting the traffic and attention you'd  been wishing for.   
This is just a very small list of places to submit your articles. You can find more by performing online searches for terms  such as:  
"free places to submit articles"
"article submissions" 
"free articles for reprint"
"submit articles"
and so on. 
 
http://www.mommyshelperonline.com/phpBB2/
 
http://www.internetbasedmoms.com/bb/
 
http://www.webwritingprofit.com/forum/ 
 
http://www.selfstartersweeklytips.com/forum/index.php 
 
http://ideamarketers.com/ 
 
http://www.netterweb.com/articles/ 
 
http://groups.yahoo.com/group/article_announce 
 
http://groups.yahoo.com/group/Free-Reprint-Articles/ 
 
http://www.constant-content.com/ 
 
http://whisperenterprises.com 
 
http://www.wahmarticles.com/ 
 
http://virtual-professionals.com/articles.shtml 
 
http://ezinearticles.com/ 
 
http://clearviewpublications.com/ 
 
http://www.goarticles.com/ 
 
http://www.authorconnection.com/ 
 
http://www.webmasterslibrary.com/ 
 
http://workathomesuccess.com/Articles/articles.htm
 
http://www.article-emporium.com/
 
http://www.modernmom.info/mpn/submit.php 
---------------------__________________________
Twenty-Five Tips in Writing Articles for the WWW
Writing articles can provide you with enormous amount of exposure on the Web (sounds "rude, that). You are branding
yourself on a shoestring budget - it hasn't cost you a cent, but a little time and effort Writing a free content article is simple and follows a similar professional approach as an article for a standard, paying market.
People want quality content for their newsletters and their web sites; however, the competition for content is fierce. Every Web site owner wants content and hundreds of writers want their content visible on the Web. It's FREE promotion through your signature file at the end of your article*. Articles that give good information or explain how to accomplish something are usually best, and will be read most often. Here are some pointers in writing articles for the world wide web.
1. Accept that writing for the web is different to writing for the off-line world. People tend to skim and scan when reading online. They read quickly scrolling down the page.
2. Identify your target audience. (Article on foot pain)
3. Give your article a catchy title that will grab attention and make people want to read. Example “Relieve All Your Foot Pain Problems” 
4. Keep your title reasonably short. Put some thought and effort into your heading - again to get your reader's immediate attention.
5. Be professional and take your article writing seriously. Write about something you know professionally. Don't be overly casual in your writing (ie. don't write exactly as you speak)
6. Keep your paragraphs short.
7. Get to the point quickly 8. Target your article to your audience with "focused information".
9. Be brief, people want immediate information online and have limited time.
10. Write briefly and concisely (redundant words, meaning the same thing!) Try to keep your article under 1,000 words. Most paying markets usually only accept between 500 and 2,000 words... and with a bit of luck they may even "pick up" your great article. Try to be concise in your wording. Brevity is the hall-mark of good writing...or so say many of the teachers of writing!
11. Use the OCCASIONAL exclamation mark (!) to get your
readers attention. Forget the ALL CAPITAL LETTERS and
exclamation points!!!
12. Be credible at all times. 
13. Use HUMOUR. People like to have a bit of fun with the
occasional laugh, whilst being informed on a serious subject. At least I believe so!
14. Write from "your heart", so that you come across as a REAL person. Just write what comes naturally with INTEGRITY...and BE YOURSELF.
15. Be totally honest in your writing and don't "borrow" too much from others content. 
16. Be humble.and don't talk down to your readers.
17. Use bullets (not live, please, oops er sorry, bad taste) in your articles - it makes the points easy to follow.
18. Don't forget your byline ...or your "business card". Make sure that you resource box at the end of the article provides enough information to identify yourself and provide contact information. It's FREE advertising.
19. Offer a free report with your article - this is an easy way to collect a list of addresses for marketing your product(s). An instant target market.
20. Check all the links in your article before submitting it.
21. Offer your articles by auto responder
22. Conclude with a strong message. Your final point (and
paragraph) should be a message that summarizes your article
or gets your reader to take further action, like "GET STARTED"
23. Finally, make sure your layout is good, as this greatly enhances your prospects of
getting published Use a spell-check. Go over your article carefully and be an editor yourself.
24. Make sure your article flows properly.
25. Re-read and re-read, until you get it "just right."
"Aim for perfection, but settle for excellence" in your article writing.
SUMMARY:
MORE TRAFFIC = INCREASED SALES
Share YOUR unique knowledge and skills to help others "out
Why not start writing articles for the www in your unique area of interest, knowledge and or expertise?
YOU CAN DO IT by writing articles for the www in 2005...and so and "by giving, you receive".
---------------------_________________
Targeting Inner Page To Increase Sales
 
Some website owners care too much about where their visitors enter their site. They want to see their traffic arrive through the website’s home page. That is not the best way to maximize sales. In fact, for visitors arriving at your site, you should be happy if they arrived on many of the internal pages. By having traffic arrive through the most appropriate pages for their individual needs, you can increase your sales volumes tremendously.  
A common misconception shared by many website owners is the desire for traffic to flow through the site’s home page. Partly driven by ego, and partly by the possibility that big dollars were spent designing it, many business owners want visitors to see the home page. The problems resulting from this hubris are many, including a loss of visitors who don’t immediately find any useful information, visitors leaving because the home page doesn’t relate to them, and the usual lack of sales and marketing that characterizes most Internet home pages.  
Instead of worrying about the level of visitor traffic that arrives through the home page, think instead in terms of conversions to customers and sales revenue.  
Problems with home page arrivals
 
1. large percentage of website home pages are not very sales oriented. They often show a few products at random, some brief company information, and some nice but often unrelated photographs. In other words, the home page is more focused on the company than on the customer.  
2. Many website owners believe that if the maximum number of available incoming links point to the home page, it will rank highly in the search engines. They also believe the home page is where Google PageRank should be accumulated. While these are worthwhile goals in themselves, the results often mean very little in actual sales numbers.  
3.Website home pages are generally introductions to the company in general and the website in particular. It’s more of a home base than a sales and marketing tool. In fact, many home pages are ï¬‚ash laden and slow loading, sending many potential customers away to greener pastures.  
The website home page is better thought of as an introduction to the business itself, and not as a sales and marketing device. Because of the generalities necessary on the home page, little opportunity is available to develop a strong customer base. Incoming links to the home page are often better utilized on the site ‘s internal pages.  
Interior pages that develop the dollars Website visitors are  generally searching for specific knowledge on general topics  of interest, or for product information for possible purchase.  This is clearly not the job of the Website’s home page. Instead,  this yeoman’s work of information provision and sales and  marketing is the strength of interior site pages.  
Most e-mail marketers are aware of the power of internal landing pages, written specifically to sell a certain item. Sending the potential customer to the site ‘s home page drastically reduces sales. This principle is well known. Less known is the concept of using the entire set of internal Web pages as entry ports for potential customers and clients. By optimizing internal website pages, and having them properly linked through a site map, the specialized Web pages are capable of ranking very well in searches. By carefully targeting one specific keyword phrase per page and optimizing that page for it, an entire fleet of highly competitive Web pages can set sail on the sea of search rankings.  
The power of internal pages is specialization. The informational pages can attract natural links to boost link popularity and provide a source of Page Rank for further redistribution around the site. The knowledge pages also build trust and a reputation for expertise that often translates into customers and clients as well.  
The product and services marketing pages provide specific opportunities for online and ofï¬‚ine revenue. By specializing them for individual products and services, they can compete successfully in searches. As entry ports into the site, they are also instant access for sales to customers.  
Conclusion
Website owners are well advised to avoid the home page tunnel vision that entraps many online businesses. Instead of focusing your efforts solely on ranking well for the home page, consider using the entire site as a huge marketing team. As an online marketer, you would have all of the internal pages working towards your sales efforts. The additional pages also provide numerous entries into the site for prospective clients and customers. Optimization of internal pages turns many pages loose to compete in the search rankings. ---------------------_____________
Keyword Analysis Pitfalls
Consider this example: Overture‘s keyword tool say that a whopping 136,960 searches are conducted each month for the term “sports cars,”  while only 2,545 searches are conducted for “Jaguar XK8.”  But someone searching for “sports cars” is early in the buying cycle and may just be searching for information about different makes and models. Someone searching for a Jaguar XK8 has a clear idea of what they want. This is a much more valuable customer.
The popularity numbers from Overture and Google can also be skewed by rank checkers and bid management tools that generate artificial popularity. Consider this scenario: a PPC advertiser is using a bid management tool to monitor his sponsored ad on Overture. He has set the bid manager to check his ad placement 4 times a day, which means his tool will execute 120 queries per month for that keyword, artificially inflating the popularity of that term. If he sets the bid manager to check rankings every hour, he could be generating 720 artificial searches per month.
WordTracker draws its data from a cross-section of meta search engines such as DogPile. In practice WordTracker tends to give the most representative search popularity data. Nevertheless, it‘s a good idea to double check even WordTracker‘s data. I‘ve seen too many cases where a keyword showed attractive numbers in one keyword tool, only to see those number evaporate when I check other tools.  It ‘s a good idea to spot-check your analysis. 
Forgetting Seasonal Changes
The weather isn‘t the only thing that changes with the seasons – keyword popularity does too. If your client is in the travel industry, keyword popularity can vary by 50% or more between summer and winter months. Do you have a retail client? Then you need to compare the popularity of spring and fall fashions. Does your client sell gifts and collectables? Then you need to know how Christmas, Valentine‘s Day, and Mother ‘s Day items compare in search popularity.  
Unfortunately, today‘s tools report only a snapshot of keyword popularity, giving little insight into seasonal variations. If you run a keyword analysis with Overture during November, your results are based on searches during October.  
Of the tools available, only Trellian ‘s Priority Submit gives insight into seasonal changes in keyword popularity. Beyond that, your best approach is to ask your client about seasonal changes in their business. If they do twice as much business in summer as in winter, you can apply this as a weight factor in your keyword analysis.
If you use Overture or Google AdWords as your primary keyword tool, you should always keep in mind that these tools were made for pay per click advertisers and not for SEO research. Since they ‘re designed to support advertisers, these tools follow each PPC engine ‘s default matching options, and this means the engine will report keyword popularity using broad match results. That can greatly inflate your numbers.
Broad matching means that the your keyword will match search queries using either the singular and plural forms of your keyword, plus any longer queries that include your keyword.Â  
For example, if you check the search popularity of the phrase “health care”  with Google AdWords, Google will predict a very attractive 22.0 clicks per day. But this number includes broad match results for phrases like “home health care,”  “mental health care”  and “health care center.”  These phrases may indeed be ones you want to target in your SEO work, but you probably won ‘t win them by optimizing for the words “health care”  alone. 
To get the true picture of a keyword ‘s popularity from Google, you need to expressly wrap the keywords in brackets. Ask Google to predict the popularity of “[health care]”  (with brackets) and you ‘ll get an estimated 5.5 clicks per day. That ‘s a big difference.
Similar issues exist when using Overture to check popularity. Overture ignores differences between singular and plural forms of words. Check the popularity of “Chicago hotel”  and Overture will report 73,461 searches. Check the popularity of the plural form “Chicago hotels”  and Overture reports exactly the same number. Even if you expressly wrap the phrase in brackets or quotes, Overture stubbornly reports the same number.
Just as importantly, Overture jumbles the order of your search terms, which means you have little insight into word order. That ‘s a shame, because word order is important for maximum optimization. Ask Overture for the popularity of “downtown Chicago hotels”  and it reports a single number. You ‘ll have to use other keyword tools to get insight here.
Ask WordTracker the same question, and it will tell you that “downtown Chicago hotels”  is more than twice as popular as “Chicago downtown hotels,”  and three times more popular than “hotels in downtown Chicago.”  That ‘s much more useful data.
At one time a good SEO could make any page rank for any keyword. Those days are sadly gone. If you don ‘t factor competition into your keyword selection, you may end up choosing keywords that you just can ‘t win. 
Today ‘s keyword tools offer limited insight into competition. WordTracker and a few other tools offer something called a Keyword Effectiveness Index (KEI), which assigns a single value rating to each keyword based on its search popularity and degree of competition.Â  
Unfortunately KEI is a broad metric that offers little insight into real competition. KEI is based on the raw number of results returned for a search query. The theory is that the larger the number of pages containing your keyword, the stiffer the competition will be. Run a query for the term “internet marketing”  on Google and you ‘ll get 27,100,000 results. That ‘s a lot, so this keyword will have a low KEI, indicating that competition is tough.
A little reflection should tell you this is a flawed assumption.Â  If you run a Google query for “search engine optimization”  and you ‘ll get only 7,400,000 results, which means it will have a better KEI than “internet marketing.” Â  Yet “search engine optimization”  is perhaps the most hotly competed keyword on the Web. It ‘s not how many pages include your keyword, but how many of those pages have been optimized.
WordTracker is a great keyword analysis tool, but we need a better way to assess competition. 
Consider using PageRank as your guide for judging competition. With the search engines making more and better use of off-the-page factors to determine ranking, a site ‘s PageRank determines the bracket in which it can compete. 
A well-optimized web site can still beat un-optimized sites with a higher PageRank, but this is true only up to a point. Before selecting a keyword, consider the competition and make sure you can beat them.
Conclusion
Keyword analysis tools are incredibly useful, but ultimately they ‘re just tools. They provide insight that helps you make good decisions, but you need to understand how they generate their numbers and keep in mind that numbers don ‘t always tell the whole story. Good keyword analysis ultimately depends on your judgment.Â  
---------------------_________________
Optimization Results For Block Terms Security Lights
Keyword: SECURITY LIGHT URL Pattern: www.residential-landscape-lighting-design.com
Check Google Position 63 Â NOW 79 Online outdoor lighting, light fixtures, landscape lighting
Full url: http://www.residential-landscape-lighting-design.com/
---------------------------------------------------
*Note Wordtracker Results For Security Lights
Keyword: SECURITY LIGHTS URL Pattern: www.residential-landscape-lighting-design.com
Check Google Position 9. Â NOW 6 outdoor security lighting system, residential lighting fixtures ...
Full url: http://www.residential-landscape-lighting-design.com/Outdoor_security_lighting.htm
---------------------------------------------------
Keyword: Security Lighting URL Pattern: www.residential-landscape-lighting-design.com
Check Google Position 18.NOW 12 outdoor security lighting system, residential lighting fixtures ...
Full url: http://www.residential-landscape-lighting-design.com/Outdoor_security_lighting.htm
------------------------------------------------------
Keyword: outdoor security lights URL Pattern: www.residential-landscape-lighting-design.com
Check GoogleÂ  Position 1. Now #1 outdoor security lighting system, residential lighting fixtures ...
Full url: http://www.residential-landscape-lighting-design.com/Outdoor_security_lighting.htm
---------------------------------------------------------------------
Keyword: outdoor security lighting URL Pattern: www.residential-landscape-lighting-design.com
Check Google™ Position 3.NOW 3&4 outdoor security lighting system, residential lighting fixtures ...
Full url: http://www.residential-landscape-lighting-design.com/Outdoor_security_lighting.htm
--------------------------------------------------------------------
Keyword: motion security lights  URL Pattern: www.residential-landscape-lighting-design.com
Check Google™ Position 12. NOW 6 outdoor security lighting system, residential lighting fixtures ... 
Full url: http://www.residential-landscape-lighting-design.com/Outdoor_security_lighting.htm
---------------------------------------------------------------
Keyword: motion security lights URL Pattern: http://www.residential-landscape-lighting-design.com
Position 13 Now 6 . outdoor security lighting system, residential lighting fixtures ...
Full url: http://www.residential-landscape-lighting-design.com/Outdoor_security_lighting.htm
----------------------------------------------------------------------------
Keyword: motion security lighting URL Pattern: www.residential-landscape-lighting-design.com
Check Google™Â  Position 16. Now 6 outdoor security lighting system, residential lighting fixtures ...
Full url: http://www.residential-landscape-lighting-design.com/Outdoor_security_lighting.htm
---------------------------------------------------------------------
Keyword: outdoor security light URL Pattern: www.residential-landscape-lighting-design.com
Check Google™ Position 3. Now 2&3 outdoor security lighting system, residential lighting fixtures ...
Full url: http://www.residential-landscape-lighting-design.com/Outdoor_security_lighting.htm
----------------------------------------------------------------------
Keyword: motion security lighting  URL Pattern: www.residential-landscape-lighting-design.com
Check Google™Â  Position 18.Now #6 Â outdoor security lighting system, residential lighting fixtures ...
Full url: http://www.residential-landscape-lighting-design.com/Outdoor_security_lighting
------------------------------------------
Next Block Of Key Phrases Â *light fixtures* & *lighting Fixtures*
light fixtures 933 846Â  
Keyword: light fixtures  URL Pattern: http://www.residential-landscape-lighting-design.com
Position 47. Online outdoor lighting, light fixtures, landscape lighting
Full url: http://www.residential-landscape-lighting-design.com/
Check Google™
bathroom light fixtures 196 178Â  
Keyword: bathrom light fixtures  URL Pattern: http://www.residential-landscape-lighting-design.com
Position 10. Bathroom Designs, Bathroom Vanities, Bathroom Lights, bathrom
Full url: http://www.residential-landscape-lighting-design.com/store/PPF/parameters/2742_127/more_info.asp
Check Google™
ceiling light fixtures 99Â  90Â Â  Â NO RANKING
discount light fixtures 93Â  84Â Â  
Keyword: discount light fixtures  URL Pattern: http://www.residential-landscape-lighting-design.com
Position 33. Discount Underwater Lighting, Under Water Lights, Pond-Fountain ...
Full url: http://www.residential-landscape-lighting-design.com/underwater_lights.htm
Check Google™
outdoor light fixtures
Keyword: outdoor light fixtures  URL Pattern: http://www.residential-landscape-lighting-design.com
Position 11. Online outdoor lighting, light fixtures, landscape lighting
Full url: http://www.residential-landscape-lighting-design.com/
Check Google™
lighting fixtures 802 727Â  
Keyword: lighting fixtures  URL Pattern: http://www.residential-landscape-lighting-design.com
Position 50. Online outdoor lighting, light fixtures, landscape lighting
Full url: http://www.residential-landscape-lighting-design.com/
Check Google™
church lighting fixtures 141 128Â  
Keyword: church lighting fixtures  URL Pattern: http://www.residential-landscape-lighting-design.com
Position 389. landscape lighting, low voltage landscape lighting, outdoor ...
Full url: http://www.residential-landscape-lighting-design.com/PPF/page/45/FAQ.asp
Check Google™ outdoor lighting fixtures 124 112Â  
bathroom lighting fixtures 100 91Â  
Keyword: bathroom lighting fixtures  URL Pattern: http://www.residential-landscape-lighting-design.com
Position 32. Bathroom Lighting, Bathroom Vanity Lighting, Bathroom Lighting ...
Full url: http://www.residential-landscape-lighting-design.com/bathroom_lighting.htm
Check Google™ 
fluorescent lighting fixtures
Keyword: fluorescent lighting fixtures URL Pattern: http://www.residential-landscape-lighting-design.com
Position 76. Residential Landscape Lighting & Design
Full url: http://www.residential-landscape-lighting-design.com/store/PPF/Category_ID/215/products.asp
Check Google™
discount lighting fixtures
Keyword: discount lighting fixtures URL Pattern: http://www.residential-landscape-lighting-design.com
Position 30. Discount Underwater Lighting, Under Water Lights, Pond-Fountain ...
Full url: http://www.residential-landscape-lighting-design.com/underwater_lights.htm
Check Google™
commercial lighting fixtures
Keyword: commercial lighting fixtures URL Pattern: http://www.residential-landscape-lighting-design.com
Position 14. Outdoor Commercial Lighting Fixtures
Full url: http://www.residential-landscape-lighting-design.com/store/PPF/Category_ID/638/products.asp
Check Google™
home lighting fixtures 
Keyword: home lighting fixtures URL Pattern: http://www.residential-landscape-lighting-design.com
Position 62. residential lighting, residential lighting fixtures, residential ...
Full url: http://www.residential-landscape-lighting-design.com/Residential_lighting.htm
Check Google™
Outdoor Lighting Fixtures 33Â  30Â Â  
Keyword: Outdoor Lighting Fixtures  URL Pattern: http://www.residential-landscape-lighting-design.com
Position 7. Online outdoor lighting, light fixtures, landscape lighting
Full url: http://www.residential-landscape-lighting-design.com/
Check Google™
kitchen lighting fixtures 32Â  29Â Â  
Keyword: kitchen lighting fixtures URL Pattern: http://www.residential-landscape-lighting-design.com
Position 18. Kitchen Lighting-Fixtures, Kitchen Pendant Lighting
Full url: http://www.residential-landscape-lighting-design.com/kitchen_lighting.htm
Check Google™
exterior lighting fixtures
Keyword: exterior lighting fixtures URL Pattern: http://www.residential-landscape-lighting-design.com
Position 23. residential lighting, residential lighting fixtures, residential ...
Full url: http://www.residential-landscape-lighting-design.com/Residential_lighting.htm
Check Google™
Targeting Inner Page To Increase Sales
 
Some website owners care too much about where their visitors enter their site. They want to see their trafï¬�c arrive through the website ‘s home page. That is not the best way to maximize sales. In fact, for visitors arriving at your site, you should be happy if they arrived on many of the internal pages. By having trafï¬�c arrive through the most appropriate pages for their individual needs, you can increase your sales volumes tremendously.   A common misconception shared by many website owners is the desire for trafï¬�c to ï¬‚ow through the site ‘s home page. Partly driven by ego, and partly by the possibility that big dollars were spent designing it, many business owners want visitors to see the home page. The problems resulting from this hubris are many, including a loss of visitors who don ‘t immediately ï¬�nd any useful information, visitors leaving because the home page doesn ‘t relate to them, and the usual lack of sales and marketing that characterizes most Internet home pages.   Instead of worrying about the level of visitor trafï¬�c that arrives through the home page, think instead in terms of conversions to customers and sales revenue.  
Problems with home page arrivals
 
1. large percentage of website home pages are not very sales oriented. They often show a few products at random, some brief company information, and some nice but often unrelated photographs. In other words, the home page is more focused on the company than on the customer.   
2. Many website owners believe that if the maximum number of available incoming links point to the home page, it will rank highly in the search engines. They also believe the home page is where Google PageRank should be accumulated. While these are worthwhile goals in themselves, the results often mean very little in actual sales numbers.   
3.Website home pages are generally introductions to the company in general and the website in particular. It‘s more of a home base than a sales and marketing tool. In fact, many home pages are trash laden and slow loading, sending many potential customers away to greener pastures.   The website home page is better thought of as an introduction to the business itself, and not as a sales and marketing device. 
Because of the generalities necessary on the home page, little opportunity is available to develop a strong customer base. Incoming links to the home page are often better utilized on the site ‘s internal pages.   Interior pages that develop the dollars Website visitors are  generally searching for specific knowledge on general topics  of interest, or for product information for possible purchase.  This is clearly not the job of the Website ‘s home page. Instead,  this yeoman ‘s work of information provision and sales and  marketing is the strength of interior site pages.   
Most e-mail marketers are aware of the power of internal landing pages, written specifically to sell a certain item. Sending the potential customer to the site ‘s home page drastically reduces sales. This principle is well known. Less known is the concept of using the entire set of internal Web pages as entry ports for potential customers and clients. 
By optimizing internal website pages, and having them properly linked through a site map, the specialized Web pages are capable of ranking very well in searches. By carefully targeting one specific keyword phrase per page and optimizing that page for it, an entire fleet of highly competitive Web pages can set sail on the sea of search rankings.   
The power of internal pages is specialization. The informational pages can attract natural links to boost link popularity and provide a source of PageRank for further redistribution around the site. The knowledge pages also build trust and a reputation for expertise that often translates into customers and clients as well.   The product and services marketing pages provide specific opportunities for online and ofï¬‚ine revenue. 
By specializing them for individual products and services, they can compete successfully in searches. As entry ports into the site, they are also instant access for sales to customers.  
Conclusion
Website owners are well advised to avoid the home page tunnel vision that entraps many online businesses. Instead of focusing your efforts solely on ranking well for the home page, consider using the entire site as a huge marketing team. As an online marketer, you would have all of the internal pages working towards your sales efforts. The additional pages also provide numerous entries into the site for prospective clients and customers. Optimization of internal pages turns many pages loose to compete in the search rankings. 
