
When I was a kid we left the house key under our back door mat. In 20 

years of the practice, no one ever burgled the family home.

These days, the equivalent of a naïve trust in a doormat to keep things secure has gone electronic. 
People will dead-bolt their doors but sƟ ll leave passwords to their Internet acƟ viƟ es fl apping on 
the air-condiƟ oning breeze on yellow post-it notes or they use their fi rst name or (yes, this really 
happens), “password” as the entry to their on-line possessions.

Back in the eighƟ es, when EFTPOS arrived, it’s likely you had only one to remember and that was 
only 4 numbers. These days, many people have a dozen or more that maƩ er and others that get 
used once and discarded. 

It’s not silly to protect your on-line life with passwords that defy a paƩ ern. Your credit card 
informaƟ on, personal informaƟ on, bank accounts, Trade Me access and all manner of things 
you use every day are kept from being public items only by imaginaƟ ve and unique passwords. 
Cunning people have wriƩ en programmes that aƩ empt (oŌ en successfully) in deducing 
passwords.  If you share the same password across all your accounts, cracking one gets someone 
into your electronic life in the worst possible way. 

It’s diffi  cult to remember many passwords but persevere, with characters other than a-to-z. Try 
mnemonics: my own cat’s name is bob and he is black, would be “mocnibahib”. It’s not bad, but 
sƟ ll just a-z. Confuse it more. Use an ampersand instead of ‘and’. Capitalise the cat’s name and 
subsƟ tute a zero for the leƩ er o: m0cniB&hib.  On-line password systems usually treat upper 
and lower case leƩ ers as disƟ nct so even mixing cases is beƩ er than a plain word. ‘Passw0rD’ is 
inadequate but sƟ ll beƩ er than ‘password’. Toss in some numerals and shiŌ ed characters and 
you’re starƟ ng to  protect yourself beƩ er.  Be cauƟ ous when you let Internet Explorer ‘remember’ 
your user name and password. Never, ever select that opƟ on when at a public Internet  kiosk. 

Password protecƟ on extends to more than banks and Web sites. Anyone using wireless access 
at home really should use protecƟ on or risk leƫ  ng any passer-by with a wireless device into his 
or her network. If you carry a laptop or PDA consider what you’d lose if you lost it and it wasn’t 
protected by a secure password. On a laptop, set a password in the bios which prevents the 
computer starƟ ng up at all without the correct password. Your laptop’s manual tells you how.

People who run Web sites can oŌ en read your password in plain characters behind the scenes so, 
if you sign up to a new site, don’t type in a password and user name that you use everywhere else. 
Your private electronic world would be opened to them if they were dishonest. 

At a technology conference recently in the USA, a session enƟ tled, “Privacy is dead”, an expert 
asked the name and age of a conference parƟ cipant and, before the session ended, he had the 
man’s fi nancial history, his relaƟ ves’ names, his schooling record and his social security number. He 
was even able to tell the dumbfounded parƟ cipant that someone else had been illegally using his 
social security number in another state for nearly twenty years!

Against an expert like that you may not have a chance to hide but secure passwords certainly give 

you a fi ghƟ ng edge against casual snoopers.Ω
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Feeling a little lost in the crowd? 
There are more than 100 million 
web sites according to an English 
company, Netcraft, that has been 
counting sites since 1995 (the year 
Netco was established). 

In 1995, Netcraft counted 18 
thousand sites world wide (there 
were around 1,400 in New Zealand). 
By 2004 they say there were 50 
million and in the last 3 years, things 
took off to reach 100 million.

Use Google to find who links to your 
web site. Enter:

link:www.your-site-name.co.nz

into a Google search box and it will 
list every site that thinks yours is 
worth a link. (see also p.2 for an 
alternative in your site stats).

American web site, digg.org, which 
lists links to interesting stories on 
other web sites has been going for 
a couple of years, is owned by a 
couple of twenty-somethings and 
is so popular they were offered 
$US100 million for it by none other 
than Rupert Murdoch. Of course 
they turned it down. They thought 
they were worth 50% more! Who 
said the dot dom bubble had burst?
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Protect yourself with simple password tricks

Taupo for Tommorrow

Taupo for Tomorrow, is a web-based teaching 
resource  in which pupils  can complete pracƟ cal 
exercises to learn about trout ecology, freshwater 
environments and fl y-fi shing. The site is administered 
by the Department of ConservaƟ on and includes 
content management, an image library, course 
scheduling and news publicaƟ on.

www.taupofortomorrow.co.nz

Delta Cleaning Company Ltd.

Delta Cleaning Company’s site is the ideal small 
business site: fast, concise and aƩ racƟ ve. It delivers 
informaƟ on about Delta Cleaning’s services, its ISO 
9001 quality endorsement and provides a form for 
potenƟ al and exisƟ ng customers to contact the 
company. The site features original Netco street 
photographs taken amongst the sort of buildings that 
Delta services on behalf of some of the city’s largest 
tenants.

www.deltacleaning.co.nz

The ALB Fan Club

For those who haven’t met him yet, the ALB is 
the pseudonym of the AnƟ  LiƩ er Bug, a children’s 
character from the Keep New Zealand BeauƟ ful 
Society. The ALB has started a fan club to recruit 
youngsters to his cause of cleaning up New Zealand. 
The site includes a full membership management 
database that allows on-line sign-up and full 
administraƟ on for thousands of members.

www.albfanclub.co.nz

The Cranes Associa  on of New Zealand 
(Inc.)

Take a name change, a new logo and banner, a 
redesigned newsleƩ er and a rethink on how the 
country’s crane owners and operators look aŌ er 
their industry and fi t it all into a newly launched web 
site. That  preƩ y much took care of available Ɵ me 
at Netco for November. The site includes content 
management, news publishing and a complete, 
private site where members get the fi rst drop on 
maƩ ers of importance to their industry.

www.cranes.org.nz
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Make e-mail earn its 
keep

E-mail is probably the simplest and easiest way to stay 

in touch with people and its intelligent use is mostly 

common sense.

To set up e-mail for a small business you buy a domain: it’s your 
personalised number plate on the Internet. Buy it from a domain name 
registrar such as OneSquared (www.onesquared.net) or by asking Netco to 
set it up for you.

The domain name is the bit between the ‘@’ and the’.co.nz’. For around 
$40 a year you can buy sole rights to use the name. Using the free one 
tossed in by your Internet provider or Yahoo won’t wash. Give those 
accounts to your kids to play with. I’ve seen everything from boat makers 
to car yards trying to sell $60,000 luxury goods and expecƟ ng people 
to take an Xtra or Yahoo e-mail seriously. Besides, why give Xtra a free 
adverƟ sement every Ɵ me you send an e-mail – if you’re proud of it 
promote your own business instead.

When you set up e-mail accounts for staff , follow a standard paƩ ern such 
as fi rstname.lastname@yourcompany.co.nz then no customer will ever 
have trouble deducing the e-mail address they need to a send message to 
you or your staff . 

If all your sales enquiries go through one person, don’t make his or her 
name the contact. Instead call it sales@ so, no maƩ er who is on duty, the 
mail always gets through. Base important e-mail contacts on the posiƟ on 
not the person so that when a staff  members leaves, his or her successor 
takes over recepƟ on of the sales@ e-mail address without everyone having 
to learn a new address. Do this through a process called ‘aliasing’. In this, 
all e-mail sent to sales@yourcompany.co.nz is automaƟ cally forwarded to 
whomever  happens to be sales manager at the Ɵ me. When that person 
leaves and is replaced by someone else, customers just keep sending 
enquiries to the same e-mail, except now it’s forwarded to the new sales 
manager’s mail account.

And while you’re at it, you might make one account a catch-all: it receives 
anything not assigned to someone else. Without a catch-all, your enquirer 
has his or her e-mail rejected if they’ve misspelled the recipient’s name 
and you may have lost a sale because of a spelling error. A second benefi t 
of a catch-all e-mail account is that you can adverƟ se addresses such as 
sales@, info@ and markeƟ ng@ and they all arrive safely in your catch-all 
mailbox, making it appear as though you have a work force of maybe a 
dozen people where, in reality, you work alone from your garage.

To become as big as Westpac on High Street you need to buy a lot of real 
estate. To mimic its size on-line, you can start with a simple e-mail account 

and appear as big as your imaginaƟ on and ambiƟ on will let you. Ω

Internet Explorer 
7 is released
Microsoft has finally released 

an upgrade to its Internet 

browser, Internet Explorer.

It’s been available from Microsoft’s web 
site as a download and it will also be 
included with Windows Vista, the new 
version of Windows  due in shops early 
next year. The current version, 6, has 

been around 
for about five 
years, a long 
time,  in a 
fast-changing 

industry and it was showing its age.

For site owners, the delayed, mass 
introduction of IE 7 (it won’t take off until 
Windows Vista ships) is an opportunity  
to install IE 7 and run through their site 
to ensure that Microsoft has not written 
a browser that “breaks” it. Microsoft’s 
existing browsers are the butt of much 
criticism for the haphazard way they 
display some code that otherwise 
adheres to Internet standards.

Newcomer 
browser, 
Firefox 
is much 
preferred 

by developers because it behaves itself 
much better and so it’s easier to write 
compliant code and know it should work. 
IE 7 is supposed to end a lot of that 
criticism. Firefox has also released a new 
version, 2.0, but no one is expecting it to 
alter the way it displays sites.

We can audit your site if you’d rather not 
roll your sleeves up and run a line by line 
check to see that IE 7  displays your site 
properly. Microsoft’s momentum means 
IE 7 will rapidly become the browser of 
choice for most Internet users.

An average-sized site, about 50 web 
pages with a database should take 
around 2 hours to run through. We’re 
happy to quote on larger sites. If we find 
the site needs updating we’d submit a 

fixed price quote for the work.  Ω
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Stats and lies
How To make sense of your Web site’s activity

Web Sites hosted through Netco all share a 

clever piece of software that ticks away in the 

background, recording  all activity associated 

with the site. 

The soŌ ware is a Web site staƟ sƟ cs package and in our case, 
it’s AW Stats and its value lies in the fi gures it gathers, not in its 
preƫ  ness, of which it has none. AW Stats runs constantly on the 
server on which your site is hosted and interprets all the records 
of visits that the server gathers. It records when the visitors arrive,  
which pages they looked at, how long they looked at them, what 
sort of operaƟ ng system they were using, which browser they 
used  and even where they were in your site when they clicked 
their way off  to somewhere else.

Site staƟ sƟ cs tell a tale about your site and you should be 
checking them frequently, seeing which combinaƟ on of pages 
and links aƩ racts most visitors, holds them for longest and results 
in sales or views. This is a complex discipline and here, we are 
describing just the bare bones.

Hits

Hits count the number of ‘things’ you send out to a visitor when 
he or she sees your web page. ‘Things’ include a count for each 
image and even the the page itself. In other words, if you have 
the page, fi ve mug shots and your banner image, someone 
viewing your pages counts as 7 ‘hits’. Distrust any organisaƟ on 
that adverƟ ses fantasƟ c numbers of ‘hits’ on its web site. It’s an 

interesƟ ng, if extremely infl ated, fi gure of site popularity.

Page views

Page views record the complete pages viewed by your visitors. 
This is a good month-by-month fi gure to track to see whether 
interest in your site is waxing or waning.  It’s more accurate 
when viewed within your organisaƟ on and more honest, when 
publicised, than straight hits.

Bandwidth

Bandwidth measures the bits and bytes that fl ow from your web 
site to fi ll the screen of a visitor. 

For you to see the videos on YouTube or the scenery on Google 
Earth, bits and bytes are sent to your computer down your 
Internet connecƟ on. The same happens when someone clicks to 
view your site except it’s you sending out the bits and bytes. Your 
site host buys bandwidth and sells it on to you. 

If your site publicises something amazing, expect more visitors 
and hence, that you’ll expend more bandwidth.

 It can be a Catch 22: you want to be popular but you don’t want 
to be exposed to too much cost in bandwidth. Even without 
becoming popular, watch for increased bandwidth. Perhaps you 
are off ering large PDF fi les for download (make sure they’re text 
and not images of pages such as a modern photocopier produces). 

Maybe you’re puƫ  ng images up on the site at 300 dots per inch 
(they should be at 72 dpi) or off ering Word documents with 
images embedded in them for download (reduce the image 
resoluƟ on and put the document into a PDF). All these things (and 
many others) contribute to large bandwidth use because they 
occupy more bytes of disk space and consequently increase traffi  c 
when your web site serves them to visitors.

URLs

A URL is just the address of one of your pages. Monthly staƟ sƟ cs 
include your most popular pages. If you’re puƫ  ng a lot of eff ort 
into one secƟ on of your site and fi nd that almost no one visits 
it you might rethink your plans for your site and concentrate on 
more popular pages. The stats report off ers the top ten pages and 
a link to a report on all pages in your site.

Connec  ons

Look at the detail page on connecƟ ons to see which sites link 
directly to yours. Search engines give more prominence to sites 
that have many links into them. This is also a handy tool to see 
what other sites are saying about you.

Searches

Search terms are what visitors were looking for when they were 
presented with your site by a search engine.   Are you off ering 
them the informaƟ on? Is it relevant to your site? It’s good 

intelligence on what visitors want. Ω


