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Social Media Marketing
 Doesn't Replace SEO

By Jill Whalen (c) 2010
 


Looking at the latest search marketing conference agendas,
articles, and online news in the SEM space, it certainly appears
that social media marketing and networking are the wave of the
future.



To a certain extent, they are.



Social media, and social networking in particular, create a
back-and-forth conversation with your target audience, so you
can virally market your website through the "buzz" that can be
created. When something interesting, cool, or unique is being
talked about in "all the right places," it can certainly
provide a boost in website traffic.
 


We search marketers tend to hang out in numerous online and
offline communities where it's easy to promote our own products
and services, yet I can't help wondering if our view of Web
marketing is skewed because of this.



Are potential B2B clients and even B2C customers spending time
at Digg? Do they attend SEM conferences in order to hire a
company, or are they just trying to learn to do it themselves?
And what about other industries? Is there a Sphinn equivalent
for developers of product lifecycle management software? Are
there groups of people online comparing the various brands of
auto parts? Are there really people seeking out articles on
these topics?



Perhaps.



And if so, we'd be remiss not to promote our clients' websites
in those spaces. But is this search marketing? Or is it simply
marketing? Arguably, it becomes search marketing when it
increases link popularity, but surely that should be the
secondary goal of this type of marketing campaign. True link
popularity comes from having something worth linking to, not
something you've asked your insulated circle of cronies to link
to.
 


Certainly, the boost in direct traffic that a site can gain when
it is being discussed in all the right places online is not to
be taken lightly - and that alone is reason enough to try to be
found in all the right places. Yet how much of that traffic
actually converts into anything good, and how much does it help
your organic search rankings?



More important - how does it incréase your bottom line?



For instance, I've written a few articles that receíved upward
of 1,000 visitors a day from StumbleUpon alone. The spike in
traffic was nice, and the slight addition in newsletter
subscribers was certainly welcome, but for the most part, those
StumbleUpon visitors spent just a few minutes on our site, and
only a small percentage signed up for our free newsletter. None
of them were interested in using our services. They read the
article and then stumbled their way to the next site of
potential interest.



Isn't participation in social media really just preaching to
the choir?



You reach your peers, not the people who will purchase your product
or service. Sure, it's a nice ego stroke to have others in your
industry tell you how cool you are, and there's something to be
said for building credibility within your community. I'm
certainly not knocking that, and have built my own credibility
via various online communities in which I've participated over
the past decade.
 


But how does it sell your products and services?



Do you gain customers and sales from your social media marketing
and/or your participation in social networks? Does it increase
your rankings for the keyword phrases your actual target
audience is typing into the search engines? If your business
model depends on traffic for traffic's sake, or on how many ad
impressions your site generates, then there's an obvious value.
But if you sell a product or a service - then not so much.



My fear with all the hype about social media marketing is that
people new to search marketing will believe it's what SEO
demands and what SEO is all about.



It isn't. Not by a long shot.



Social media marketing is a great addition to any traditional
SEO work that you do, but it's not a substitute. It's more
akin to hiring a PR firm once you've launched your
already-SEO'd website. On-page SEO is definitely not as sexy as
social media marketing, but it is still the most important
investment in your website that you can make. Period.



So, go to all your social media conferences, and Digg your way
to increased traffic. But first learn exactly who your target
audience is, what they're searching for in the search engines,
and how 
your website can solve their problems. Then make sure your
website does exactly that. All the social media buzz and
traffic won't amount to anything if your target audience isn't
already part of the online conversation.



Be sure to have your house in order before you give social
media marketing a try.



And don't be surprised if it doesn't actually provide you with
the ROI you hoped it would. In most cases it will depend on who
your target audience is, where they hang out, the types of
services or products you provide, and whether your website truly
provides people with what they're looking for.



Getting back to SEO basics 
- that is, creating a crawler-friendly website that is built
around the keyword phrases people use at the search engines to
find what you offer - is the first and most important thing you
can do for your website and your business. Yeah, it's not as fun
and exciting as social media marketing, but skip this step at
yóur own peril!
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---===---
The Behavioral
 Targeting Promise Land?

By Jerry Bader (c) 2010
 


If you were to put together a líst of irritating and annoying
everyday occurrences, those dinnertime phone calls about getting
your ducts cleaned or your windows and doors replaced would be
high on the list, followed closely by email spam, and television
commercials that seem to be twice as loud as the program and
repeated 'ad infinitum.'

Would You Like Some Behavioral Targeting With Your Duct
Cleaning?



My own special hell includes all those newsletters, reports, and
white papers touting statistical analysis aimed at directing
advertisers to the behavioral targeting promise land. Behavioral
targeting refers to the practice of collecting data (that's
data not information) about how people behave. That data is then
used to display advertisements that are supposed to be of value
to individuals who have shown an interest in that subject
matter.
 


From an advertiser's point-of-view it seems like a very
promising tactic for increasing the effectiveness of what
otherwise would be a shotgun approach, and I would hazard a
guess that at its most sophisticated (as in expensive) it may
actually work. On the other hand, if it's not done properly, it
can lead to silly if not downright unfortunate marketing gaffes.
It doesn't take much of an imagination to see how this approach
in the wrong hands or set to autopilot by some backroom
programmers could go terribly wrong.



And then there is the whole issue of privacy. It appears that
the Federal Trade Commission in the US is considering a
do-not-track browser plug-in that would allow people to opt-out
of this hidden form of data collection, something that some fear
is the slippery slope to an invasion of privacy.
 


What Does Behavior Really Tell Us?



To my mind the issue is far more clear-cut and avoids the whole
moral dilemma issue; is behavioral targeting really valid if it
doesn't track motivation? Tracking what you do is not the same
as tracking why you do it. And if we don't consider the 'why'
of someone's actions, is that data really valid, and is the
money spent on collecting, analyzing, and acting on it worth the
expense?



It seems to be just another example of how we as responsible
business owners and executives want to rationalize what is
essentially an emotional and psychological aspect of human
nature - we are motivated for the most part by emotion as much
as we want to believe otherwise. And it is emotion that drives
purchase decisions and sales.

It's A Jungle Out There



The notion of the Internet as an information highway is a
canard, it is more like an information jungle, a place with no
predefined paths to follow, but rather a mysterious dense
wilderness in which Web-travelers must meander their way around
dead-ends and false starts while avoiding numerous dangers in
order to discover something of value, and that is what makes the
Web so damn powerful.
 


Efforts to make the Web a cut-to-the-chase environment, miss the
point of what ultimately makes the Web so attractive to people.
It's not just finding what you set out to find, but rather
discovering all the wonderful information, knowledge, companies,
and yes even products and services that you wouldn't have known 
about without the Web's most powerful feature - serendipity. Rémove 
that aspect of the Web with so called statistical targeting and we 
might as well go back to the days when we looked for things in the 
Yellow Pages.



Turning over the Web to behavioral targeting tactics means
turning the Web over to Wal-Mart and their ilk, leaving small
and medium-sized companies behind. If people wanted to be
inundated with pitches and promotions from major advertisers all
they have to do is turn on their televisions. The Web's success
has been that it is an alternative; that it's open and free for
all comers, both big and small. It is the democratization of
marketing, and it's not in your interests to mess it up. It may
be sloppy, confusing, and occasionally frustrating, but it
works.

So What Does This Mean To You



If network television is for the marketing big boys with deep
pockets, the Web is for the rest of us. It provides an even
playing field as long as you don't allow it to be taken over by
mega corporations who will outbid you for ad space and takeover
search results. So how do you fight the good fight, how do you
help your company succeed and at the same time practice a little
marketing 'rope-a-dope?' The answer is properly constructed
website content, content that matters, content that has impact,
and not just a recycled PowerPoint slideshow, or PDF catalog, or
even a video filled with platitudes.



You can use every trick in the book to attract people to your
website in order to sell them something, but if once they get
there the experience is lame or the content is confusing then
you've wasted your money. It's always nice to attract more
people to your site and no one would argue against spending
money to do it, but if once people arrive they find it
confusing, irritating, ugly, non-functional, or boring then
you've lost them forever. If you are not getting the
conversions you need then it's time to rethink how you're
spending your marketing dollars. If your website isn't an
experience, if it's not informative, entertaining, and
memorable, you can be assured all those visitors you paid to
attract will be on their way to the next stop on their journey.
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---===---
Is Advertising
 Fraud Funding Terrorism?

By Pace Lattin (c) 2010
 


For those who aren't aware of it, I have a background in
Cybercrime and Law Enforcement - before even working in
interactive advertising, there was a time where I was devoted to
catching cybercriminals and kiddie pórn traffickers.



There is still a part of me that always wants to catch the bad
guy and put him in jail - and have even while working in this
Industry been involved in catching fraudsters and criminals, and
have put a few of them back in jail. However, it's come to my
attention that there might be something even more devious
happening in the industry: the very real possibility that
interactive advertising fraud is helping to fund terrorism.
 


During my time running a display ad network, there was a
constant influx of people submitting websites to our reviewers
that looked like legit websites. They would often copy websites,
change a few things - many times it was obvious, sometimes it
was pretty damn convincing. Using proxy servers, they'd apply
using a US IP address and real postal address.



For those who weren't trained in noticing "little problems" in
the websites, it would easily seem that they were actually
showing advertising on a legit, highly trafficked website. After
a month or so, when the site was making money, they would often
then change the pay information on the website to another
address, or request a wire to an offshóre bank accóunt - hoping
that some companies would be too busy to notice or even think
twice about it. More than once during my time, the new address
was in China, or worse in a country with extensive terrorist
ties, including Pakistan, Libya or Syria.  Every major network,
whether it is display or affiliate based has similar stories.



There is already significant information that terrorists
use the internet for much of their activities, including to
recruit, organize and learn.  Those "in the know" in Cybercrime
can tell you that there are already well known links to
terrorism and botnets.
 


The American Federation of Scientists, in a report prepared for
Congress, points out that current cybercrime rings have ties
to both drug dealers and terrorists. The FBI has long
acknowledged that terrorists are using botnets in order to
attempt to disrupt the infrastructure of the United States.



Botnets have been traced back to the middle-east several times,
their complexity growing yearly. The ties to organized crime are
well documented and since many of these criminals have no qualms
about who they work with, it is easy for them to provide support
and training for terrorist groups. Different types of wire fraud,
credit card fraud, phishing and other scam mechanisms have been
tracked back to terrorists over and over again. Similarly, these
methods have been tracked to interactive advertising fraud -
which often provides a "legit" method of cash flow, through paid
advertising.



Interactive advertising is always vulnerable to fraud.
Without standard checks and balances, many companies rely on
their own knowledge (or lack thereof) and poorly trained staff
who haven't the foggiest idea of how to detect fraud.



Companies that provide turnkey products for anyone to create a
banner network or affiliate program allow almost anyone with a
computer and a few thousand dollars the ability to make a new
company. With the complexity of the schemes, even those with
basic training can often be fooled by proxy-ip situations that
make it look like real people are viewing advertising, clicking
on the ads and often even buying products.
 


Anyone who has run a network knows that fraudsters are often
applying to networks at an alarming rate, getting hundreds of
applications from people that don't pan out to be real. Since it
costs almost nothing to run these schemes and defraud, even if a
small percentage of these scams are not caught, hundreds of
thousands of dollars a week can be sent to scammers...and into
the hands of possible terrorists.



There is another problem here that makes this even worse. As we
all know, there are some companies in our industry that while
they themselves might not be committing fraud (or claim they are
not), they are very much lenient on the type of fraud that
occurs under their watch.



For years I sent notices to various ad networks showing them
extreme examples of fraud occurring in their network, and many
of them did not seem to care or take notice. For them, often
small businesses, turning off a publisher account that makes
them thousands of dollars a day seems like a bad idea, so they
ignore the fraud. When fraud occurs, they take the attitude "if
no one complains too much, especially the advertiser" then why
do anything about it?



I have argued over and over again that they are just as complicit
in the fraud. I now have a much greater case against them - in
cases like this, where they don't take action, they are helping
to fund terrorist cells and groups.



If we can't "prove" that the money is directly going to
terrorism or turn a blind eye to the possibility, it's only
because much of the industry refuses to connect the dots. If
checks are being cut and wires being sent, based on fraudulent
activities, to countries that have ties to terrorism, then it's
very likely the money is making its way into the hands of
terrorist organizations.



It is not a huge leap to reach the conclusion that some part of
online advertising in the US is funding terrorism. If you think
that the money is going into those countries to fund after-school
daycare programs, or to help feed the poor, you'd be sadly
mistaken.



Terrorist cells in those countries are engaged in many types
of crimes, ranging from drug growing to arms dealing, all to
fund their desire to destroy the "western world."



We have a responsibility as an industry not only to prevent
fraud for the industry, but for the greater good. Fraud of this
kind doesn't just hurt your clients, and eventually your
business, but could be hurting many people in a real, tangible
way. I even had a friend, who is a recognized expert in Affiliate
marketing tell me that he knows of Affiliate networks that send
checks to Iran, Syria, Pakistan knowing "full well what they are
tied to."



I urge the industry as a whole to look at these issues and
examine them. I urge the IAB and the DMA to address the
overwhelming issues of fraud in our industry and the need for
the industry to make changes that prevent not only the fraud,
but prevent the money being used to fund terrorism.



Maybe a decade ago, such thoughts would be considered the rants
of a crazy guy. Now, with all we have learned, and with the giant
leaps in technology and the well-documented connections of
cybercriminals to terrorist organizations, we need to open our
eyes... if only a little bit.
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---===---
Bad Ads: Who
 Should be Responsible for 
Fraudulent and Deceptive Advertising?

By Pace Lattin (c) 2010
 


Until recently, it has been a legal standard that publications
are not liable for the bad behavior of their advertisers. While
some print publications do require that advertising conforms to
certain standards or follows guidelines that they set, this is
almost always based on community sensibility and the personal
preferences of the publishers. When it comes to the content, the
legitimacy of the claims being made by an advertiser; there
usually is no responsibility for a publication in the United
States to determine if the claims are true or valid. However,
the relationships between the publisher, the advertising network,
and the advertiser has changed enormously and everybody should be
aware of what this means.
 


The relationship between the advertiser and the publication in
all areas requires that the publisher be independent of any
decisions regarding the claims and content of the advertising.
Publishers, while they can obviously ask for changes based on
esthetics, principles and general guidelines generally do not
comment or ask for changes based on the legitimacy of the
product.



If an advertiser claims that "this product will guarantee to
make you lose 50 lbs a week," it is nevér the responsibility of
the publisher, to check this claim and ensure the legitimacy of
it. The publication, whether it is print, internet or mobile is
just taking the content and placing it within the publication.
As Bennet G. Kelley of the Internet Law Center explained to in
a brief conversation about this topic, once a publisher gets
more involved "there is a potential for greater liability. The
greater role one takes the greater risk they take."



When the dynamic changes, therein lies the problem. Advertising
networks on the internet, for example, are sometimes becoming
more and more involved with the creative process and the actual
selling of the product.



For example, there is more than one major display network that
also makes creatives for their clients and changes them so that
they perform better. In doing this, the display network is no
longer just "placing ads" but is actually becoming part of the
creation process. Often the reason to be involved is simple: the
advertising pays based on a clíck or conversion and, if there is
a better advertisement, the network will be paid more.
 


An advertisement that once claimed that "you can lose weíght"
on this product, might have been changed by the network to "you
can lose weight while watching TV". The actual claim is being
made by the advertising network since they made the
advertisement.



"It is the difference between being passive," says Kelley "and
being an active participant in the process. Once you get involved
in the decision making of what the advertisement says you open
yourself up to liability." Kelley mentions an example where a
housing website has been sued for violation of fair housing laws
because they created the website in a way that one could in the
process of creating the ad for listing, include screening of
people based on race. They at that point opened themselves to
liability.



Similarly, there should be a real concern about any company that
receives money based on a commission, cost per lead, cost per
action. Affiliate networks have already learned that they are
not immune from the bad actions of their affiliates and many of
them embroiled in the ACAI and other fraud suits know too well
that they can be sued based on the actions of their client.



An "Affiliate" or "CPA network" is no longer an advertising
network that just places advertising. Most of them are involved
from the ground up with almost every aspect of how the market is
created and have little or no defense to the bad-actions and
claims of the advertisers anymore. Even without this, there is
now a relationship based on commission, based on the performance
of the advertisement that goes beyond a simple placing of an
advertisement. The affiliate network makes money only if the
advertising makes money and there is a real argument that they
are no longer acting as a publisher, but as an independent sales
person pushing a product.
This should concern publishers who are involved with these
programs as well. As the FTC starts to examine the practices of
advertisers and their actions, they are going to start examining
the relationship of the publishers to those advertisers. 



If you getting paid on a Cost-Per-Performance model, your
liability is suddenly much greater. Putting a link in your
blog that reads "This product can do this" suddenly goes beyond
a recommendation or advertisement. You are in fact yourself
making that claim and getting paid based on the result of that
claim. No longer are you just a publisher with an advertiser,
but you've become an agent, a salesperson, a product pitcher
that could be responsible for your statements and actions.
Kelley mentioned that the FTC is closely examining everybody in
the chain and what their role is.



Michael H. Sproule, of the firm Akabas and Sproule, explained
that in order to determine liability there is often a two prong
process. "Endorsement required two things: First the publisher
received an economic benefit from the advertisement and secondly
a reader would think the publisher was recommending the product.
Both prongs must be met."



He says that any website that recommends a product based on a
CPA needs to be careful. "Here both prongs are present: payment
to the reviewer, plus a recommendation. On its face, this traditional 
test could apply to Cost per Sale (Affiliate) advertising without 
any difference. If the commission was seen merely as analogous to a 
traditional payment for placement, then there is no difference. 
The first prong, economic benefit to the publisher is met, but there 
would be no liability unless placement made the ad appear to be a
recommendation."



Thus a link to a product without a review or recommendation might be 
okay, but as soon as you recommend the product, or make claims, there 
lies the liability.



What can be learned from this? If you are engaged in any product
marketing where you are doing anything besides just putting an
advertisement up for a set cost, you need to examine what you are
selling. If a product makes a claim and you are expressing that
same claim in anything you do, whether it be posts in your blog
or your personally created banner you need to do some
research about those claims. Ask the person involved what
studies have been done to show them, ask what proof they have.



Perhaps it's also time to retain an attorney, if you don't
already have one, to look over these relationships. I know it's
hard for publishers to spend the money in this economy, but
the possibility of getting sued for millions based on one poorly
worded banner or recommendation might be enough to scare you
into doing it.
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---===---
Social Networking and
 the Overshare Generation

By Kalena Jordan (c) 2010
There have been a lot of stories in the media lately about
cyber-stalking and privacy issues on the Internet. It seems to
be a knee jerk reaction to the tsunami of social networking that
has occurred in the past few years. Or is it? Are the media
over-reacting? Or have we forgotten what privacy is in the age
of the World Wide Web? 

The Rise of Oversharing



Back in the late 1990's, many people didn't even use their
real names on the Internet. Email addresses were usually aliases
or nicknames in an attempt to retain as much privacy as
possible. But with the rise in popularity of social media
services such as Twitter, 
Facebook, and MySpace
has come a rise in online confidence.
The new Internet generation doesn't seem to have the privacy
hang ups or suspicions their parents had about sharing
information with strangers over the net. In fact, this younger
generation of cyber savvy has an alarmingly high comfort level
when it comes to communicating personal information about their
lives on the Web. 



The premise is that everybody in your social circle not only
wants to know but NEEDS to know when you are buying that tall
frappuccino from @starbucks. That they need to know precisely
where you are and what you are doing every minute of the day.
This new phenomenon is called oversharing 
and it has privacy experts worried.



"People put data up on the web and they just don't realize the
implications of this data" says Martin Cocker, Executive
Director of NetSafe, a non-profit
organization that promotes safe and responsible use of
Cyberspace.

Location Based Oversharing



It's not just our increasingly high comfort level with a lack
of online privacy, but the way people are sharing and
socializing online that has changed dramatically, particularly
in the past 12 months.
Services like Gowalla and 
FourSquare focus on location-based social
networking. Using your phone or mobile Internet device, you log
into these sites and announce where in the world you are and
what you are doing there e.g. "Kalena is at City Fitness Gym
taking a Zumba class." 



The process is called *checking in.* You can check in from
parks, bars, museums, restaurants, libraries or anywhere you
care to create a location. The idea is to let your online
friends know where you are and you earn points, badges and
rewards (both tangible and intangible) based on your activity.



Sounds like harmless fun, right? But there's a seedier side to
location-based social networks. Not only does it encourage
stalking by your exes, your boss and your mother, but it opens
you up to the very real possibility of a criminal attack. How?



Gowalla, FourSquare and other location-based social sites post
your exact geographical location including the precise GPS
co-ordinates of your current location. Some naive users of these
social sites actually register their home address as a *place*
and then *check in* when they arrive at the location of their
homes.



If you are particularly obsessive about posting your location
status on either of these sites, ANYONE with an Internet
connection can track your movements at all times of the day -
when you leave home, what time you arrive at work, where you
decide to grab lunch, etc.



Many people also cross-link their location status updates with
their Facebook and Twitter accounts, sharing their whereabouts
with an ever-widening public circle. Not only could stalkers
have a field day with this information, but it can make it very
easy for cyber criminals and hackers to steal your identity.



Unfortunately, it's not just your identity that can be stolen.
The Perfect Storm for Crime 



If you are a regular user of location-based social networking
sites, it's child's play for criminals to know when you leave
your house unattended. Match this with an overshare on Twitter
about your recent iPad or flat screen TV purchase and you've
got the perfect storm for a break and enter.



To point out how simple it is for criminals to take advantage of
our silly oversharing nature, programming students Frank
Groeneveld, Barry Borsboom, Boy van Amstel set up 
Please Rob Me in February this year. The site
consisted of a live stream of tweets from people who were
*checking in* at locations other than their Home address on
FourSquare and cross-posting the information to Twitter.



The site included a location-based filter and would-be burglars
were encouraged (tongue-in-cheek) to view *recent empty homes*
and *new opportunities.* When asked why they built such a site,
Groeneveld, Orsboom and van Amstel responded:



"These new technologies make it increasingly easy to share
potentially sensitive personal information, like your exact
location. The danger is publicly telling people where you are.
This is because it leaves one place you're definitely not...
home. So here we are; on one end we're leaving lights on when
we're going on a holiday, and on the other we're telling
everybody on the internet we're not home..."



Reaction to the site was enormous and angry. Groeneveld, Orsboom
and van Amstel discussed the logic behind the site in their 
recent 
guest post for the Center for Democracy and Technology:



"Our intention is not, and nevér has been, to have people
burgled... The goal of the website is to raise some awareness on
this issue and have people think about how they use services
like Foursquare, Gowalla, BrightKite, Twitter, Google Buzz etc.
Everybody can get this information."

How Easy Is It?

David Farrier, a journalist
for TV3 in New Zealand decided to find out how vulnerable users
of location-based social networks are. He researched profiles on
FourSquare and Facebook and found a couple of people in his
geographical area of Auckland. They had willingly published
their photos and home co-ordinates as public *places* on
Foursquare so with the help of his in-car GPS, he went to visit
them at their homes, keen to share with them all the information 
he had learned about them online, like the fact they had been out for 
dinner 14 times in the past month and enjoyed listening to the band Pet Shop Boys.
Naturally they were freaked out and didn't let him in, but as he
pointed out, "It's a bit weird, I don't know why they wouldn't
let me in, they had made ALL this information available to
complete strangers on the Internet."

Photo Tracking



So this is all a bit confronting. But did you know that you may
be sharing your location even if you don't use location-based
social sites? Photos you take with smart phones and upload to
the web are automatically embedded with GPS tracking data that
can easily be deciphered to provide precise location
co-ordinates.



So that Twitpic of your brand new Mercedes convertible might be
admired by a car thief who now has the exact GPS co-ordinates of
your driveway. Or the snapshot I tweeted last week of All Blacks
rugby legend Dan Carter working out at my gym can pinpoint his 
exact whereabouts to anyone with photo decoding software. Anyone 
coming across the photo on the Web could track Dan's physical 
location down and start stalking (sorry Dan).

The Disappearance of Online Privacy



An organization in the US called the Electronic Frontier
Foundation has developed a white 
paper on the potential dangers of exposing our
locational privacy. Authors Andrew Blumberg and Peter Eckersley
write:



 

Read the rest of Kalena's article at SiteProNews.com
"Social Networking and the Overshare Generation"
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My Tactics for Getting
 Those Top 5 Spots in Google

By Titus Hoskins (c) 2010
Actually, getting in the #1 spot is best, but I will settle for
the top 5 or even anywhere on the first page for very
competitive keywords. Obtaining those top rankings for your
targeted keywords in Google will obviously be very important to
achieving your online goals. 



I don't have some magic formula, just marketing online stuff
that works. Very simple stuff that everybody can do to get those
top rankings. Here are some of the tactics/things I do:
– article marketing through the free article directories 



– create videos on my niche products



– make blog posts in my niche areas



– do press releases for my targeted products



– create free ebook guides on my subject areas



– build separate lists for each major niche market with
   follow-up emails



– participate in online forums with my sig links added



– make regular tweets about any new content



– find out my competitors' main backlinks and duplicate them



– create Google Alerts for my major keywords and add
   comments/links to the ones I like



– keep adding fresh content pages to my sites keyworded to
   phrases used by buyers


   
Now on second thought, some of those are not so simple, but they
can be easily done by most webmasters. Or, you can get someone to
do them for you. For example, I get my videos done for me since
I simply don't have the time or expertise to do them myself. If
you're poor at writing or have little time, you can even get
someone to write your articles for you as well. Same goes for
your web content, but you have to be careful and make sure it is
of the highest standard.
Still, these tactics are fairly basic marketing stuff
which anyone can do to get those higher rankings. Perhaps, what
many webmasters fail to realize is that getting and keeping your
keywords on the first page of Google does take a lot of work and
time. For very competitive keywords, I usually put in a year's
work to get to those top spots. It sometimes takes a lot less if
your content (an article or video) becomes viral and lands on a
lot of sites. That does happen, but for me it is mostly building
steady one-way quality links back to the page or site I want
ranked high. 



However, it is this time factor which DEFEATS most people. They
don't have the patience or the resources to wait it out. After a
couple of months they throw up their hands and come away
believing all this Internet marketing stuff is for the birds.



Don't get the wrong idea, there are probably programs and
systems out there which will give you instant success on the web.
I just haven't found them yet, nor am I really looking since I
have figured out how to get those top rankings and earn money on
the web. However, the catch is, it usually takes around a year
or two of hard work before the serious money starts flowing.



There are exceptions. If you're good at writing articles, you
can get immediate traffic and a few sales. Same goes if you're
into making videos and they become popular and featured in
Google... you will make some sales.



However, for steady traffic which flows regularly and
keeps the sales coming each day; you will need to keep those
top rankings in the search engines for your keywords, especially
in Google. Once you get those top rankings, I find you have to
maintain them by continuing to build links by writing articles,
making posts, creating videos... and so on.



My goals are very modest. I am doing affiliate marketing or
sales where I usually get from 2% to 5% since I am promoting
high-end electronics which provide low commissions. I also do some
ClickBank type info products where the commission rates are much
higher - 50% or more.



I also concentrate most of my time on products/services which
give me a recurring income - make one sale and earn a percentage
for years to come. The trick here is to promote services where
once clients sign up they tend to stay with these services for
years... services like web hosting, autoresponder services,
telephone services, internet services and so on.
If you have yóur own products, your daily earnings will be much
higher. Same thing if you do drop-shipping... but that also
brings in other complications and worries. I like affiliate
marketing because it suits my lifestyle. I refer the sales or
clients and the merchant does all the rest. 



Now, I have also found if you target longer keyword phrases
which have little traffic but also much less competition, you can
bring in sales in a matter of months, sometimes weeks. This
"long tail marketing" as it's called, goes faster, but you have
to cover a lot of ground to be successful.



I prefer picking "mid-range" keywords that have competition, but
if you put in the work, you will land on the first page of
Google. I usually stick to keywords which have around 1,000 -
10,000 searches a month. Highly popular keywords which get
hundreds of thousands or millions of searches I don't bother
with because I know I just can't compéte with multi-national
companies getting most of this traffic.



So it is a matter of picking the keyword battles which you have
a good chance of triumphing. You do need to do a lot of research to
see who is ranking for these keywords, what kind of backlinks
they have and what kind of resources they're pouring into
obtaining/keeping those rankings.



I also check to see who owns the domains in the top five spots
or on the first page. If one person or company owns 4 or 5 of
these sites, it means you're going to have your hands full
trying to grapple for the top spots.



One simple strategy for getting those top spots in Google is to
create two or three keyworded domains competing for the top
spot. Link these together and one or, in most cases, all of them
will land in the top three or four positions. For lucrative
keywords, this can prove very profitable because your sites are
receiving the majority of the web traffíc for those keywords.



Keep in mind, however, that in many niche markets major companies
are now hiring writers, SEO services and webmasters to get those
top spots.



It sometimes can be unnerving. Imagine you're a small webmaster
operating in a niche for years and suddenly you have four or
five top brand multi-billion dollar companies competing with you
for the same keywords in the search engines. This happened to me
and to Google's behalf, small webmasters still have a chance to
keep their spots on the first page.



How long before these small webmasters are totally wiped out is
anyone's guess, but I believe for very lucrative keywords, it is
only a matter of time before big companies throw so much
advertising revenue and SEO resources at getting those top spots
that the little guys will have a very slim chance of holding
their keywords.



Fortunately, there are countless small niche markets and
products that an online marketer can target and rank well for in
Google with just a little hard work and patience. Using some of
the tactics listed above will get you to those Top 5 spots in
Google - just give them and yourself some time to reach your
goals.
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Do You Suffer
 From BlindWebsititis?

By Jill Whalen (c) 2010
When you review the keywords from which people clicked to your
site, are they only peripherally related to what you provide? If
so, your website is likely suffering from BlindWebsititis! 

What Is BlindWebsititis?



BlindWebsititis is what happens to websites when those in charge
of their content don't come right out and say exactly what
every page is all about. Instead, they use only corporate jargon, 
non-descriptive copy,
or - in acute cases - no copy at all. It's a horrible condition
that affects hundreds of thousands of websites every year. Sadly,
the pain of BlindWebsititis goes well beyond the hurt to the
website itself; it often spreads to site visitors who have to
try to guess what the company offers.
Even search engines aren't spared from BlindWebsititis. Their
symptoms include the miscategorization of the afflicted websites
because there's no 
way for them to assign relevant keywords. 



Rather than dealing with the pain of BlindWebsititis, many users
move away from infected sites as quickly as possible, in search
of healthier ones that clearly say what they're offering.

Causes of BlindWebsititis



This condition is so widespread that intensive research has gone
into determining the possible causes. One major cause is the
proprietary prose that companies use internally to discuss their
offerings. While using company jargon within the walls of a
business is not unhealthy in and of itself, when it makes its
way to the website, it often turns into BlindWebsititis.
Companies tend to forget that for every person who knows exactly
what they do, there may be 20 others who don't.

BlindWebsititis Immunity



While BlindWebsititis has been spreading like the flu, research
finds that some websites are immune. What gives them this 
immunity? These companies are interested only in
visitors who seek them out by brand name. It turns out that
search engines use a special "immunized algorithm" that
protects branded searches from coming down with the condition.
The Worst Cases 



Sadly, companies who seek to gain new customers from the search
engines - that is, people looking for their type of product or
service who don't already know that the company exists - are
hurt the most by BlindWebsititis. These companies often stop
growing, and in many cases premature death is inevitable.

The Cure



For critical cases of BlindWebsititis, companies must
immediately take action! The first step is to let people who haven't 
heard of them know that they're in the right place.
Because it's widely accepted that people using search engines
are generally searching for stuff, they are typically pleased
when they find their information quickly and easily. The cure
with the fewest number of side effects is to display this
information as clearly and succinctly as possible.

The Recovery



Research into BlindWebsititis has shown that clarity on every
page results in the best recovery rate because there is no
beginning, middle, or end to any website. Because each page is a
gateway to the rest of the site, when one page is afflicted, the
rest are too. Adding clear content to all pages tells users that
they've found what they're looking for, which leaves
BlindWebsititis with no further mode of attack. In fact, it's
been found that just adding a short, descriptive summary to the
top of every page can cure BlindWebsititis immediately.
(However, the cure has a longer recovery period for search
engines if they have to re-index the previously afflicted pages.)
The Active Ingredients 



Best results have been noted when the site creator uses keyword
phrases in the most natural manner possible. This means users don't
have to think too hard, which boosts their own immune response
to the affliction. Descriptive web writing provides complete
information to search engine visitors who don't know anything
about the company or its products and services.

Beware of a Relapse!



While BlindWebsititis may seem to be cured on websites when a
paragraph of text is added below the fold (rather than at the
top), the affliction still exists, albeit in a dormant state. It
may not affect search engines in this form, but because users
often don't look below the fold, they continue to feel the
pain. Their suffering often takes the form of scratching their
heads in wonderment. The resulting itchiness can become acute if
the copy at the bottom of the page is keyword stuffed or
slightly hidden with gray text and is suddenly noticed by the
user.

Is Your Website Afflicted?



To see if your website has BlindWebsititis, take a look at it
with fresh eyes. Perform usability tests with people who are not
already familiar with your company and see if they can tell what
you provide within a short amount of time. If they are confused or
have to clíck around to your About Us page, then you have some
work to do. Luckily, you'll see great benefits when you
completely cure BlindWebsititis by clearly describing your
products and services. Benefits include increased search engine
rankings, more targeted visitors, a decreased bounce rate, and
higher conversions and sales.
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Blogging and How
 to Inspire Interaction

By Bradley Hess (c) 2010
As you sit down to write a blog you need to ask
yourself - who is going to be reading this and how can
I help them? As I have mentioned in several of my blog
posts the trick is not to create something with the intent
to "make" it go viral. The trick is to create a blog that
contains valuable information and is well written and then
it will go viral. This same principle applies when looking
to add to your readers' interaction. Interaction
increases continued readership. 

Target Your Audience



I have a good fríend who owns a helicopter flight school
and when he sits down to blog he is communicating to an
entirely different audience than you or I may be intending
to communicate with.
With this in mind make sure that you are targeting the correct 
audience. If your blog is geared toward an audience looking 
for information on kite building, you won't want to write a 
post that directs most of its attention to model airplane 
building. You may want to write a blog comparing the similarities 
and differences between the two, but the main goal of the 
blog post should be appealing to your readers' main interests. 



You may want to write down some questions that you would be
interested to know the answers to if you were new to the
niche which you are blogging in and answer those in a blog
post or two. Make sure that your blog posts do not wander
from the main subject. The more on target your posts are,
the more likely your readers are to return to your blog and
share it with others they know. Blogs are meant to be
dedicated to one subject such as professional networking,
vintage car restoration or triathlon training.



I would like to leave you with one last thought when
targeting your audience in your blog posts. It is a good
idea to re-read your blog posts from the perspective of a
reader while in the editing process. Make sure that it
captures your attention. You want to be sure to give
complete thoughts in your writing. Give your readers some
food for thought to spark their own ideas and comments on
your blog.

Give Them Your Best Information



Your reader needs to be motivated to be engaged with your
blog post. After reading your blog post the visitor should
have the desire to comment and share your blog. Why?
Because it had valuable information. It was not a sales
pitch and it was well written. I am an advocate of giving
some of your best content away for nothing. If you have captured
your readers' attention and have given them some quality
information, they are much more likely to share your content.
Have you discovered something incredible in your niche
lately? Your reader will probably want to know about this
information as well. Consider what you would want to get
out of reading a blog and make sure that those goals are
met in your writing. If you are giving great
information in your blogs, your readers will literally beg
for more. Getting your readers to ask you for more is the
goal of writing in the first place and a validation that
you are writing something that they want to read and are
actively seeking. 



I recently read a blog from Brian Solis called 21 Rules of
Engagement. It was a summary of part of his new book,
Engage. Not only did I feel like I was getting quality
information and a great preview of his book, but it also
made me want to go out and purchase his book immediately. I
thought that this information he was giving away for nothing
was already valuable so I should go and find what else he
has to offír. This is an excellent strategy and very
effective to create continued readership whether the future
readings are free or not.
Do Something About It 



At the end of each blog post use a call to action. Ask your
readers to comment on what they think about the specific
topic. You can even reward them for doing so. For example
another buddy of mine posted on Facebook that whoever
commented on a blog post he had just posted on his MyMark
profile page would get a fríe copy of his e-book. I am sure
he had people read his blog that normally may not have, but
with this kind of reward they took the time. The blog needs
to be good enough that they are happy they spent the time
reading it; if this happens they will come back again and
again. Even without a specific reward being offered, the
reward has now become the quality information you are
giving them.



One of the most valuable parts of a blog is the comment
section. Usually if one person has a question so do many
others. This is a great place for readers to ask questions,
answer questions and provide their own tips and tricks that
you may not have had time to cover in your blog. You should
be asking or telling your readers to leave their comments
and make sure that the call to action invites more than
just, "great blog." It's nice to be validated, but it's more
important to provide readers with further information.



Finally, when leaving a call to action make sure that you
act on it as well. If you told your readers to go find
something new to learn and write about it in the comments
make sure that you are doing this as well. Make sure that
you are responding to comments and not just reading them.
Continue the interaction in your comment section so that
your readers will feel like you are offering two-way
communication rather than just talking at them. Any webinar
presenter will tell you that one of the most valuable parts
of every webinar is the questions and comments part at the
end of the webinar. Don't skip this step. It will likely
ensure your success as a blogger and a brand builder.
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