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Web Video
 Content Considerations

By Jerry Bader (c) 2010
You've got this hot new product that you're sure will take the
market by storm, all you have to do is get the word out, and you
know the best way to make the biggest, most memorable impact is
with a knock-your-socks-off viral video campaign published on
your website and repurposed on YouTube. 



If for some reason you doubt the value of video or its
increasing impact on commercial presentation, and you need some
statistical evidence to satisfy your skepticism, consult Paul
Verna's article "Companies Throw Their Weight Behind Online
Video".
You know you'll need to support the video with a public
relations blitz, and you're investigating companies like Viral
Ad Network and AlphaBird for seeding your videos so that they go
viral. But how (there's always a but) do you present your
product or service so that viewers won't dismiss your video
campaign as just another sales pitch from a company that's
claiming to sell the greatest thing since Ron Popeil's spray-on
hair. The answer is both simple and difficult: simple to
understand but hard to execute, and for most small and medium
enterprises even harder to accept. 

Start At The Beginning



Once you've made the decision to use Web video as a means to
promote your company you have to decide if this is a project you
are going to take-on in-house or outsource to professionals.
Decisions. Decisions. Producing an in-house video campaign would,
of course, be the cheapest solution assuming you have all the
hardware and software, plus the technical, production, and
marketing communication expertise to complete the task. If you
don't have all these assets at your disposal you'll probably
need to hire someone to help produce what you need, assuming
that is, you actually know what you need.



Often the most critical issue in producing a Web video campaign
is not how or even who produces the video but rather what you
present. If you've already started to líst the dozens of
features you provide - stop! The most important element of your
presentation is defining what makes you special. To determine
what makes you special you need to answer the question why
should anybody care; in more marketing lingo, what is your
emotional value proposition? Once you have a handle on your EVP,
you need to develop an affordable conceptual framework in order
to present it.
These are not easy questions to answer even for people who are
in the video production business. Knowing what to do is not the
same as knowing how to do it. It is the main reason you should
hire a professional Web video marketing communication company to
produce your video campaign and not a wedding videographer or
one of those cookie-cutter operations with all the
interchangeable pretty people ready to spout inane platitudes.
The presentation solution requires more than mere technical
expertise, it requires extensive business experience, and a
grasp of what makes people tick. 

Of Course This Article is Self-Serving



Being in the Web video production business, we of course would
like every company interested in Web video to hire someone like
us, mostly us, but whether you hire a professional or do it
yourself, it is important to understand how to connect to an
audience in order to make an impression and hopefully grow
your customer base.

The Customer Is Not Always Right



Most customers are desperate for help but fear being taken for a
financial ride by some fast-talking charlatan, or more likely
today, some anonymous website that lacks any human component. As
a consequence customers rely on what they think they know. Not
knowing what you need to know can create a false sense of
confidence leading to poor decision-making: a cognitive bias
known as the Dunning-Kruger effect. This is not some ivory tower
notion only useful to academics; it is one of the main reasons
consumers are so cynical about everything from advertisements to
politics. Unhappy consumers are a direct result of poor
decision-making based on false expectations created by a lack of
understanding, and frustration caused by the illusion that they
know more than they do. The prime culprit is the universally
accepted sales technique of telling people what they want, or
expect, to hear rather than what they need to hear.
Telling people what they want to hear may get you some one-off
sales but those sales will be at the expense of long-term
customer loyalty. This notion applies to you as a buyer of media
services and as a seller of whatever it is you sell. If you
don't understand the emotional value inherent in your offering
then you won't ever develop a Web video campaign that will
connect to your audience and establish appropriate customer
expectations that result in customer loyalty and long-term sales
relationships. 



You know what you sell, you may even have the best features on
the market, and you may actually provide quality service, but do
you actually know the emotional benefit you deliver. Successful
Web video depends on a producer's ability to use the
communication tools available to delivery that emotional benefit
backed-up by an appropriate marketing and public relations
campaign.

Presenting Your Emotional Value



Once you've defined the emotional benefit you provide to
customers, you then must figure out how you're going to present
it to an interested audience.



Peter Marshall, film director and publisher of the ezine, "The
Director's Chair" suggests that film development, in our case
Web video marketing, begins with understanding what the audience
is going to SEE, HEAR, and DO. From an advertising perspective I
would add a fourth requirement: what is the audience going to
REMEMBER. Pretty simple stuff, isn't it? What will your
audience see, hear, do, and remember after they've viewed your
video(s)?

What Will Your Audience See, Hear, Do, & Remember?



This is what we call the Brand Story development stage; what
kind of presentation framework are you going to use? What story
are you going to tell and how are you going to tell it? What is
your video going to look like, sound like, and feel like; what
kind of emotional response are we aiming to create? It is this
emotional response that triggers action and promotes memory
retention.

Web Competition: Survival of the Smartest



As video communication presentation technology becomes more and
more affordable, it filters its way down to smaller enterprises,
and a lot of homemade junk marketing is produced.



The thing that makes the Web so vital to small and medium
enterprises is that it is a communication platform that puts
smaller companies on a level competitive playing field with the
big boys; but companies can only take advantage of the Web's
democratic nature if they are prepared to delivery professional
presentations that connect to their audiences on an emotional
level. The bar has been raised, so if you are not prepared to
compéte on that level, you risk putting your business at a
competitive disadvantage.
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---===---
Website Speed Penalty -
 Google is Testing Your Load Time!

By Aaron Steinheinkel (c) 2010
After Google started using website speed as a parameter in their
ranking algorithms every webmaster has a good reason to keep an
eye on the page load speed of their website. Google's bending
over backwards to spread the word about this new speed penalty
is proof in itself since big G is usually very secretive about
pending algorithm changes. 



From the announcement we learn that the speed penalty was
introduced following experiments by Google that revealed the
impact website speed has on Internet users.



But the results of the experiment come as no surprise even for
someone that has started to use the Internet recently; users
prefer websites that load faster and tend to spend more time on
such websites.
However, the search engine giant has been careful to state that
even though website speed is now a factor, it is not the primary
parameter for determining results. The quality and relevance of
information is still the determining factor, but if your website
speed is slow, you will receive a Google penalty. 



This implies that it is important for you as a webmaster start 
to assess the speed of your website to determine whether
you are moving further down the search engine results pages
(SERPs) because your website is slower than your direct
competitors.

How Can Google Know Your Page Speed?



It is vital that you understand the basics of how Google's
algorithm determines your website speed and thus your SERP
ranking. The search engine uses two main factors when it comes
to speed assessment.



First, your website will receive a higher speed ranking if it
responds faster to Googlebot, the crawler program Google uses
to find and index websites.



Second, your website will also receive a good speed ranking if
it records a faster loading time on Google Toolbar than your
competition. To better assist you in analyzing your website
speed, Google has added a page speed report to their webmaster
tools found within the Google webmasters 'lab' section.
The tool and the reports can be used to compare your website's
page load times to that of other websites. Once you are armed
with the information of where your page ranks in the speed
hierarchy, you can start to make the necessary code and
structure changes to make it respond faster. 



Your first priority should be to make sure you have no SLOW pages
on your site. Pages that take two seconds or more to load and
pages that are marked as SLOW in Google Webmaster Tools need
to be improved to avoid a Google penalty for website speed.



When you have no slow pages left, try to make all your pages
load in less than a second. Read on to see why this is
important.



Having a website that loads quickly has more benefits than just
higher search engine ranking and avoiding a Google penalty.



A website optimized for speed reduces the bandwidth required on
your hosting service, thus reducing your overall hosting costs.



Faster websites also provide a better browsing experience because
users are able to get information faster and navigate through
your website more easily.



In addition, websites optimized for speed work better when
accessed on mobile phones, PDAs and other devices that do not
have the same level of processing memory as your standard laptop
or desktop computer.
Even though you can have a mobile variant of your website
which is trimmed down, some users will want to view your site
in full HTML on their phone or PDA and a faster loading website
will have a better chance of successfully loading on such
devices. 



As a webmaster, there are a number of free tools that you can
use to improve the loading speed of your website. I have listed
three of the more popular ones below:

Page Speed

Page Speed is an open-source add-on for the Mozilla Firefox
browser. It evaluates the speed of your website and gives you
suggestions on how to improve your website speed.



Page Speed runs tests on the architectural configuration of both
your web server and your website's front end code. After running
these tests, it gives you a report on your website speed and
suggestions on how to improve the speed of your website.

Yslow

Yslow is a frée Firefox
add-on from Yahoo integrated with Firebug software for website
development. It displays statistics, an evaluation report and
also provides suggestions on how best to improve the speed of
your website using best practices.



Yslow comes integrated with other tools for performance
evaluation, including Smush. Use it and JSLint to further
enhance your website performance. Yslow is a Yahoo product
but is still useful for avoiding the Google speed penalty.

SSEL Speed Tools



There is also a website speed check at Secret 
Search Engine Labs where you can get a quick answer on how
big your webpage is and how fast it loads.

The Website Speed Quick Fix



There are several factors that affect page load speeds on your
website, many of them technical and best solved by your
webmaster or developer, but some changes you can do yourself as
long as you have some experience with HTML and creating web
pages.



Reduce the number, size and quality of images and use less
audio, flash and Javascript. Reduce the length of the page by
splitting a long page into several short pages. Strip the source
code of redundant HTML, Javascript and CSS code that just slows
things down. Don't use images and other components that are
linked live from other domains; instead use a copy on your 
server.



And don't forget to keep your eyes on Google Webmaster Tools
to see how your site performs compared to the competition.

 

About The Author
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---===---
Why Directories
 Still Have SEO Benefits

By David Lopez (c) 2010
Web directories have been around since the beginning of the
World Wide Web in the early 1990's and are still recognized as
an important channel for advertising businesses online. People
often get web directories and search engines mixed up. The
difference between a search engine like Google and web
directories is that Google uses a web crawler to automatically
index websites to show up in SERPs (Search Engine Results Pages),
while a web directory organizes links under various categories
and sub-categories. 

How Can Submitting to Directoríes Help Your Website?



Here are some tips:
Get Indexed Quicker in the Search Engines 



When search engines crawl directory websites any new entries
within those directories also get crawled and indexed.
Directories that are deemed authoritative by search engines like
Google are crawled regularly, finding new website links to index
which are then ranked to appear in the search results. If you
are launching a new website, you should seriously consider
submitting to website directoríes to speed up the process of
getting indexed into Google.

Raise Your Positions in Google



As many website owners should know the more quality links to
your website that you obtain, the more favorably Google will
rank your website. Website Directories are a great source for
one-way or reciprocal links. Well maintained directories will
place your link in an appropriate category or sub-category,
meaning that the directory's human moderators agree that your
website is about what your website claims to be about and is
useful to human beings.
Drive Traffic to Your Website 



Having a listing on a popular, high traffic website directory
can also bring you website traffic. You can usually judge
whether a web directory receives much traffic from looking at
its Alexa rank. This can be found simply by going to
www.alexa.com 
and entering the directory's domain name into the
search field. The lower the "Alexa rank" the more visits the
website gets. You can also get a "Country Rank" that indicates
how much traffic it gets per country. If the Alexa rank is
100,000 or less, you can be confident that you will get some
traffic from it.

How to Pick Good Directories from Bad Directories



Good website directories allow you to enter your preferred link
title that best describes what your website is about. The link
title, or anchor text, is an important factor in determining
where your site appears for certain search terms in Google's
search results.



Good website directories are human edited, meaning that links
are not approved automatically. This means that a directory
moderator will review your website before making the listing
live and won't approve your website if it does not meet the
directory's quality guidelines.



Many website directories that were previously actively moderated
and regularly updated are now pretty much dormant. One way to
determine this is to see if the directory shows link statistics
on the number of links approved and the number of links awaiting
review. If the number of links awaiting approval is vastly larger
than the total number of published links, it's probably a waste
of time submitting a listing.
Good website directories pass Google Page Rank through links to
your website within their directory listings, but there are
directories out there that prevent this from happening. They do
this by using a tag in their links called a "nofollow attribute."
If the link to your website contains this tag, it is rendered
almost useless to you. 



Good directory websites do not accept links to rubbish websites
(link farms and websites with nothing but affiliate or
advertising links) or to sites that are otherwise not useful
to real humans. A directory worth its SEO salt should also not
allow links that redirect to another site.



Good directory websites require manual submission. Avoid
automated directory submission software because there is a good
chance that any directories that accept automated software
driven submission are not going benefit your website.

Google, Paid Links and Directories



There is a lot of confusion about Google's policy of penalizing
websites for buying links. This is aided by the fact that Google
does not really have a clear policy on paid links. Should you
avoid paying for links from website directories?



From what employees of Google have indicated, human-edited
website directories are generally okay with Google because there
is editorial review. The directory is not considered to be
selling the link, just the review and the listing service.

Manual Directory Submission Services



Manually submitting a website to online directoríes is a
time consuming, seemingly pointless task. It's important to be
discerning about the directories that you submit to in order to
make sure that it will help your website rather than waste your
time. There are numerous manual directory submission services
available these days that can do all the manual submission
for you. A problem with a lot of these is that you need to be
able to see the results. Also, it can take days, weeks, or even
months for many submissions to go live and the quality of the
directories submitted to can vary.



If you don't have time for manually submitting your website to 
the directories and the benefits that your website can
receive from such efforts, talk to an SEO expert. They can
either perform this service as part of an overall SEO strategy,
or identify a quality web directory submission service provider
to use.
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---===---
4 Ways to Use
 Social Media in Promotions

By Enzo F. Cesario (c) 2010 BrandSplat
Social media marketing has earned its place as one of the
fastest-growing, most competitive marketing fields in the history
of advertising. People are gathering online in record numbers,
finding and socializing in groups that cater to their interests;
often, these interests neatly intersect with marketing and
branding opportunities. The best social media tools combine
simplicity with an extensive reach, allowing messages to target
thousands of people in seconds, thus serving as an outstanding
tool of brand advertising. 



Briefly, here are a few of the more interesting and simple ways
you can use social media to arrange a short-term campaign for
your brand.
#1 – Flash Mob 



A flash mob is an impromptu gathering of people arranged by SMS.
Originally popular on message boards, the advent of texting and
SMS powerhouses like Twitter has made flash mobs even easier to
arrange. In the simplest terms, the originator of the mob sends a
message to his audience, arranging a time, place and theme for a
quick meeting and/or performance. Famous mobs have included
zombie walks, unannounced pillow fights at major business centers,
and other assorted fun events.



As an example of using a flash mob for a brand, consider the
following scenario: You own a cafe with a respectable Twitter
following. You tweet out a time and place - say 2 p.m. in the
park - and a short promo code like ParkFrap. When everybody
arrives, you're waiting with a selection of your newest frappe
drinks, and everybody who can give you a copy of the code gets a
drink and a coupon for the next time they drop by the cafe.



This kind of arrangement takes a bit of preparation, of course,
but the idea creates instant buzz, sticks out in people's minds
and can be an enjoyable time for everybody.
#2 – Couponing 



People like to save monéy, and businesses like to make it. If
your brand is tied into a business that offers products, you've
probably already considered how to go about offering coupons to
people. Social media offers many avenues of getting coupons out to
people. Again, Twitter is an excellent tool here; in fact, there
are several sites out there that are tailored to helping use
Twitter for couponing. For example, http://twtqpon.com allows you
to combine a short tweet and an image into a coupon for your
customers.



However, Facebook is also a good tool for distributing coupons.
If your brand has a Facebook gróup associated with it - and if it
doesn't, why not? - you can leverage the service as both a
coupon and a promotional tool. For example, post a message with a
new coupon that's only valid if a follower brings a buddy
along. In this one step, you get two people into the store, sell
some product and have a chance to sign up a new follower on
Facebook.

#3 – Cross Promote



Sometimes you don't necessarily have a large following of your
own. This is obviously the case in brands that are just
developing their online identity. They've signed up for the
various social media services, but haven't really gotten a big
splash together.
This is where research and legwork come in. Let's continue with
the coffee shop analogy, since cafes seem to be a defining
feature of the modern set. You could look up an organization that tends
to associate with cafes, such as writers. If you find a local
writing organization on Facebook for your area, consider posting a
friendly message on their board, inviting them to come in for a
weekly "writer's day" in which members of your newly-formed
writing club get a discount. 



Remember, of course, the key rules of social media: be polite and
respectful. These are people you're talking to, people with
their own agendas and desires, and they can sense insincerity
like a shark smells blood in the water. Your offers must be
interesting and credible.

#4 – Picture Perfect



Images are powerful things. A well-done image can excite the
imagination and catch peoples' attention in a way that text
sometimes fails to grasp. Consider sending images designed to
give people an association with your brand.



Returning a final time to our cafe example, consider taking a
picture of some fresh cinnamon rolls that just came out of the
oven and quickly uploading them to your preferred social media
service. This requires a bit of work to make sure the picture
looks appetizing and appealing, but isn't too difficult. Post
that picture up along with a message about how they come with a
free cup of coffee between 10 a.m. and noon, and you just might
have a rush on your hands.



Even if you don't have mouth-wateringly delicious pastries, 
any brand benefits from visual associations. When you go
to make a post in your blog or SMS, include a link to a relevant
picture as often as you can. This will help people associate your
brand with colorful thinking, with interesting things to look at,
and the like. Text can appear awfully drab, so do what you can to
brighten it up a bit.
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---===---
16 Ecommerce
 SEO Tips to Keep You Ahead

By Debbie A. Everson (c) 2010
A typical Ecommerce website contains a few hundred pages. An
Ecommerce giant like Amazon contains thousands of products and
millions of web pages. Optimizing a website like Amazon is not
tough; it just requires a strong SEO strategy. 



Optimizing an Ecommerce site is slightly different from
optimizing a static website. You need to plan and construct your
optimization strategy well in advance. This will help save
you a lot of time and effort in the future.

16 Ecommerce SEO Tips to Keep Your Website Ahead in Rankings and
Traffic

1. Maintain a Uniform and Clean Website Structure: The home page
of your website should reflect the product categories; while all
the inner pages should follow a common webpage structure.
2. Use a Unique Title Tag: Every product page should have a
unique title. An Ecommerce site can contain any number of web
pages. You can ask the programmer to code the title from the
page content and product name. This makes your SEO more dynamic. 

3. Select an Appropriate Keyword: The keywords must be unique
for every webpage. They must reflect the important phrases
within the webpage content. For an Ecommerce site, you can ask
the programmer to select keywords from the content and product
name.

4. Create a Relevant Description Per Web Page: The description
of a web page is the snippet which appears in the SERPS. Every
visitor reads the snippet and then clicks on the search result.
It is very important to include a description relevant to the
webpage content.

5. Include Breadcrumbs for All Inner Pages: A breadcrumb is like
a secondary navigation structure. It helps the visitor to
navigate back to the main product category page. A breadcrumb
also helps in the internal linking of the website. Overall,
including a breadcrumb makes the website SEO friendly.
6. Use a Heading Tag: Searchbots assign a lot of importance to
the heading tag. The heading tag is SEO friendly and can be used
to format the title of the web page content. 

7. Avoid Usage of Flash: Avoid using flash on every web page of
your Ecommerce website. This will expand the site loading
time. If the use of flash is inevitable, include textual content
in the flash. Search engines are capable of reading the text in
the flash file.

8. Optimize Images: Add the Alt tag to all the images of your
website. Search engines cannot read images. The Alt tag is a
means of ensuring that the search engines read the alternate
text for images.

9. Optimize Anchor Text: Anchor text appears between the anchor
opening and closing tag. It is good practice to use keywords as
the anchor text.

10. Create an SEO Friendly URL Structure: The default URL
structure of a dynamic website contains parameters. Search
engines are not capable of understanding these parameters. A
good URL structure must contain words separated by hyphens.
11. Generate a XML Sitemap: A XML sitemap contains all the
URLs present in the website and makes it easy for searchbots to
find and index all web pages. If the number of web pages on a
site is large, you can create a number of XML sitemaps and then
submit these sitemaps to Google via Webmaster Tools. E.g.
sitemap1.xml, sitemap2.xml. 

12. Limit the Number of Outbound Links: Always link to a safe
and secure website. If you are not sure about the quality of the
website you are linking out to, use the no follow attribute.

13. Submít to Search Directories: Forward your website URL to
good quality search directories. Most of the search directories
take a few weeks to link back to a site. Fill in the details of
the submission form carefully, so that the administrator accepts
the submission.

14. Submít to Article Directories and Social Bookmarking Sites:
Article submission is the quickest way of obtaining high quality
backlinks. You need to select the do follow bookmarking sites
and submit the URL to them. Growth in traffic is a plus point
of submitting to social bookmarking sites.

15. Integrate a Secure Payment Gateway: A secure payment
gateway is the heart of an Ecommerce website. Get a trust seal
from Verisign, TrustE, etc. Visitors will be more likely to trust
your site and to make an online payment.

16. Track User Behavior with a Good Analytics Tool: You can
track and analyze visitor behavior with a good analytics tool.
You need to select an analytics tool based on your requirements.
If your Ecommerce website operates on a large scale, you can opt
for a paid analytics tool. Otherwise you can use a variety of
free tools to obtain the best results.



It is very easy to rank well and get quality traffic with these
tips. The trick is to maintain the balance of the site being SEO
and user friendly.



What steps do you take to optimize your Ecommerce website?
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---===---
Video Email -
 The Future Of Communication

By John Gaydon (c) 2010
I know the concept of video email is quite new. Imagine
receiving a birthday video email, information on a property
you were seeking, or advanced notice of a new car model
with a video of it in the email. Certainly providing links
to videos on emails is becoming common, and many marketers
do that. So why not take the next step? 

What You Can and Cannot Do



First, right now, embedding a video in an email is not
possible. One day it might happen, but right now email
servers don't have the necessary software for this. This
means text links or graphics.



Research suggests that using a graphical representation of
your video and then providing a direct link to the video
email is the best way to achieve video emailing right now.
The Case For Video Emails 



In an article by Mark Brownlow, "Video email: current
practices", he discusses the research on video emailing.
There are some interesting statistics.



Looking at this statistic, it is obvious that video is now
acceptable to most Internet viewers. "According to
comScore, US Internet users viewed 14.8 billion online
videos in January, with YouTube alone scoring over 100
million unique viewers in that same period." Finally video
has come of age, and we are all conditioned to use it.



Comparing emails with or without a video link - "When not
linking to video his clíck through rate is between
20-27%...when linking to online video it's consistently
between 51-65%" says Anna Yeaman. We know that a video link
receives a much better open rate than a simple text message.



With an image in the email, views are 5-10 times as many!



Campaign Monitor reported that: "the screen grab was
clicked on more than 5 times as often as the text link."
Mark Brownlow says of his own email campaigns: "In my own 
newsletters, a video image attracts between two and ten 
times the clicks that the accompanying text link gets." 



Do you get this? If you have a properly constructed image
in your email, 5-10 times more people will clíck on the
link and view your video. If you are in sales, information
dissemination, or advertising what would you pay to have
5-10 times more people view your message?

Direct Video or Video With a Link



When considering video email, there are three possibilities;



1. A text link.



2. A video thumbnail.



3. The video plays within the email.

Video Text Link



We are all familiar with text links pointing to videos.
These are common in emails now. The challenge is that the
link is usually a bunch of numbers and meaningless symbols
and not very sexy! The author puts a catchy headline in
there to entice you to click. Now you get about double
clíck through rates when you direct your emails to a video,
so it is pretty good compared to sending them to a text
blog entry for instance.
Video Thumbnail 



A Video thumbnail is where you get a picture to click on in
order to play the video email. A really well produced image
looks like a play button. When you click on the image it
opens up a browser and plays the email seamlessly. When
using a video thumbnail like this, the research suggests a
5-10 times better response than a standard text link! This
is huge.



It is not intrusive, as you only see the video if you click
on the link. We believe this is the best way to use video
email right now, and the research backs us up. Compared to
an email with a simple text link to a blog post, you are
likely to see a 10-20 times greater open rate. This is
phenomenal.

Video Within the Email



There is an email company or two around now that will send
an email with a video in it. While this seems great,
imagine receiving 20 emails and every time you click on one
a video starts paying! I think this is intrusive, and many
are likely to get angry at the invasion of their personal
space. As well, with most of them you need special software
or plug-ins to view them.



Because of this in your face aspect, I would suggest that
the best form of video email now and into the future will
be the thumbnail version, where with the click of a mouse a
high quality video plays seamlessly.

What Video Email Service Should You Use?



I think by now you can see why I am so excited by the
concept of video email. It is exciting, new and I believe
in the same space as TV was when it first appeared. Right
now video emails are not that common. This means sending a
message this way is very likely to get opened. As people
become more familiar with the technology, expect even
better response to video emails and reduced openings of
more traditional text links.



After I was Introduced to Video Email, I did my homework to
see what was available.

COMF5



Formerly hello, hello, this company has been around for a
while. The cost is $39.95 for up to 5,000 email addresses
and bandwidth is limited to 40GB. There is no commission
payable at this level and to earn residual income you need
to pay $99.95 a month.



Their video templates are fairly ordinary and in my
opinion, unattractive.



Deliverability is fine. There is no mention of free
autoresponders.

EYEJOT



This is a free service if you want to send videos less than
1 minute long. You can upgrade to a 5 minute service for
$99.95 a year with tracking. No referral commissions are
payable, and there are no autoresponders.



Once again, the actual video template is fairly ordinary
and not eye catching. Nevertheless, for a free service,
providing you only want to send short messages to people you
know, it would be okay.



There is no video conferencing and the basic service can't
be loaded onto YouTube, etc.



 

Read the rest of John's article at SiteProNews.com
"Video Email - The Future Of Communication"
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Occam's Razor Solves
 Marketing Misinformation

By Jerry Bader (c) 2010
Many years ago I had a professor whose favorite saying was,
"It's the simple things that elude people." It's not a new
idea of course, but it is an important one, often associated
with 14th century English logician William of Ockham. Occam's
razor as it is commonly referred to states that "entities must
not be multiplied beyond necessity" which in pop culture terms
has been interpreted as meaning 'the simplest solution is most
often the best.' It is also pretty clear that old Ockham would
have been a big believer in what we now call the 'Paradox of
Choice' as coined by Barry Schwartz in his book by the same
name. The Paradox of Choice basically describes how customers
intent on buying from you, don't, because they are confused
with too many options; to paraphrase Ockham, features or options
must not be multiplied beyond what it takes to get an order.'
In fact, it is pretty well understood by those of us who
actually study how to communicate a marketing message that a
focus on an emotional benefit is what works, not another new
feature. 
 
The implications of this seemingly simple insight into
decision-making are quite significant for marketing executives:
features are out; emotional and psychological benefits are in.
Ah, but what emotional benefit, there's the rub. I will assume
that if you are reading this you are interested in improving
your business and that you are open to new ways of doing things,
and that starts with new ways of thinking about things. 

Finding Your Emotional Benefit



Finding your emotional benefit is really not that hard if you
know where to look. The extended version of Abraham Maslow's
Hierarchy of Needs is the place to start. Every product or
service needs to apply to at least one level of the
psychological hierarchy from basic survival, to 'be all you can
be' self-actualization. Every successful brand has its place on
the hierarchy.



The Web was recently all abuzz with the success of the Old Spice
commercials featuring Isaiah Mustafa. Many analysts chalked its
success up to the social networking aspect of the campaign but
as much as that may have helped initially, it also over-exposed
it, shortening its effective run. There were lots of things the
Old Spice campaign got right. It was kind of a
perfect-creative-marketing-storm, but the one thing that
actually drove its success was the emotional value proposition -
Old Spice will make you more attractíve to women, and sex is one
of Maslow's basic needs.
The Key Component to Marketing is Establishing Want 



How do you improve your business, how do you grow your
sales, how do you sell more stuff? And how do you simplify the
process so you narrow your focus down to a manageable marketing
communication concept - a brand. Following our pal Ockham's
advice, the answer is simple, concentrate on why people should
purchase from you.



What customers want is the key component in today's
materialistic consumer environment, especially in a marketplace
that breeds competitive brand alternatives like rabbits breed
bunnies.



Why people should purchase from you is not the same as why they
should purchase your product or service. If you are a monopoly then
the answer is easy, people have two choices, to purchase from you or
not at all. But most companies aren't so lucky. Most companies
have competition either selling the exact same products and
services or substitute products and services.



What customers' think they need is only one criteria of the
decision-making process; in fact, want invariably plays a large
role in establishing what people think they need. For most
products and services, need plays only a superficial role in
what people actually purchase. What your audience wants is really the
decision-clincher, a fact that should be at the center of all
your marketing.
How To Sell Anybody Anything on the Web 



According to management consultant David Fields of Ascendant
Consulting there are six basic sales criteria.

Know: A potential client must know you exist if you want to make
a sale, that's pretty obvious. This aspect of the sales process
has led to an obsession with search engine optimization and
social networking. What needs to be remembered is that knowing
of your existence, as important as it is, is only one of the six
sales criteria.

Like: Your intended audience may know who you are, and what you
do, but that doesn't mean they care, or that you have any chance
of getting an order: for example, you may be able to name a
half-a-dozen different kinds of apples but when you go to the
supermarket, you don't purchase just any apple, you purchase the one you
like best.



If you don't like a company you will find somebody else to purchase
from. Just because you're good at what you do or sell the best
product on the market doesn't mean a thing if people don't like
your company. How often have you sworn-off a company because the
person on the telephone was uncooperative. That company may have
thousands of employees and a customer service manual three
inches thick, but if the minimum wage call center person is a
jerk, you'll find yourself someone else.

Need: Every client has needs but in the final analysis those
needs are a highly over-rated motivating factor when it comes to
buying a specific product or service from a specific supplier.
You may need an accountant but you have many options from which
to hire. You may need drywall to complete a project but you can
purchase it from a dozen different local building supply dealers.
There are very few products or services for which you can't find
an alternative or that can't be purchased from multiple
vendors.

Want: Of all the sales criteria listed the most important one is
want - what you want ultimately overrides all other
considerations, even trust and affordability. I once had a
teacher who road the bus to work every day for twenty years
until he saved enough money to purchase a Mercedes - granted he was
crazy but you get my point. You may need a mobile phone but you
want an iPhone; you may need a new suit but you want a Boss
suit; you want your audience to want your company.

Trust: People are leery of companies they don't trust. Trust is
an important factor in building a long-term business
relationship. Companies that engage in unethical practices or
who cross the ethical marketing line may get one order, but they
will not ever build a long-term business relationship or customer
loyalty.

Afford: And then there is money, there is always an issue when
it comes to what things cost but surprisingly it's not even
close to the deciding factor in many purchases. Often companies
think that cutting prices is the surefire method of attracting
more business, but depending on the company, brand, category,
and target audience, cutting prices may have the opposite
effect. Every company has budgets, and no one would suggest that
companies purchase things they can't afford, but sometimes it is
better to wait until you can afford the optimum solution instead
of making-do, and ending up with a second rate or mediocre
result.

A Final Thought



As complicated as Web marketing has become with the myriad of
digital advertising options available, the only real way you can
move forward is to break things down to a series of simple
decisions based on the fundamental aspects of human nature.
People need to feel connected and they need to feel good about
your company. We all inherently know this but for some reason
find it more comforting to put our faith in technological
solutions that you may, or may not really understand, and that
often make no real-world practical sense.



People are people and they are all motivated by the same natural
hard-wired instincts. Your job is to find the one motivating
factor that will get your audience to salivate over your brand,
and present it in a way that will make your company the one
company everybody wants to do business with.
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The Top 7 Facebook
 and Twitter Strategies
 that are Working Right Now

By Christine Gallagher (c) 2010
One of the great things about the work I do is that I have a 
bird's eye view of what's working and what's not when it 
comes to social media. Every so often I like to give sort of a 
"state of the union" on Facebook and Twitter best practices, 
because as I am sure you know, social media is constantly 
growing, changing and evolving.  



As you'll see, some of the strategies I am recommending are 
tried and true - they have been working since day one and will 
probably continue to for the foreseeable future.
However, there may be a few here that you've not ever considered 
- or may even be surprised by. But they are what I see as being 
the biggest keys to success and results for business owners on 
the two hottest social networks on the planet: Facebook and 
Twitter.  

1. Find Your Peeps



What this means is that you want to become part of the community 
you are looking to serve. The first step of course is to be 
clear on whom it is you want to serve and what problem you are 
solving for them. Once you know that, the goal is to go where 
they are hanging out. 



There are specific tools you can use to easily find and interact 
with your target market. Two of my favorites for Twitter are 
wefollow.com and 
search.twitter.com. 

2. Concentrate on Conversing and Building Relationships, instead of Broadcasting and Selling



One of the most common yet biggest mistakes that people make 
when they are first introduced to social media is to focus on 
pushing their product or service in a spammy way. That approach 
fails miserably in social media because most people are there to 
build relationships and interact. 



There's nothing wrong with letting others know what's going on 
with you or your business sometimes -- just be sure to 
intersperse your tweets or Facebook updates with some two-way 
conversation. 

3. Use a Facebook Personal Profile AND a Facebook Business Page Together



This might be a little "controversial" - and don't get me 
wrong, your business SHOULD have a Page -- but when you have a 
personal profile, you are able to interact with other people 
much more easily.
As a business Page, a Page can't go comment on another 
person's Wall or profile or in their Gróup or on THEIR Page AS 
that Page. You are really contained inside the space of your 
Page. This might be something to consider because a lot of the 
magic of Facebook and the relationship-building and 
rapport-building comes from that ability to interact.  

4. Cross-Post and Cross Promote 



Once you've decided to make social media a part of your 
marketing strategy, you don't want to keep it to yourself. 



There are lots of ways to spread the word. For example, you'll 
want to advertise your social presence on your blog, add links 
to your email signature and use one social media platform to 
post to another. 

5. Use a Social Media Dashboard like Hootsuite and Other 
Productivity Tools to Accomplish More in Less Time



Hootsuite.com is my hands-down favorite, free social media tool, 
and the reason why is because it does so many different things. 
For example, you can use it to update many social networks at 
once, including Twitter, Facebook and LinkedIn; you can use it 
to pre-schedule tweets, status updates and more.
6. Get Them on the List 



In most cases, people aren't going to purchase from you right off from 
sites like Facebook and Twitter. You need to shift your thinking 
from "how can I get this person to purchase from me or hire me 
now?" to "how can I bring this person into my community and 
strengthen the relationship with them on an ongoing basis?" 



One of the best ways to do this is to give people a way to 
provide their email address via your blog or website so that you 
have permission to keep in touch and build an ongoing 
relationship with them. 

7. Measure and Track Your Social Media Results



Measuring the ROI of social media isn't exactly cut and dry. I 
am often asked how you can tell whether the time you've spent 
on social media activities is really making a difference. 



Some of the best metrics? Blog comments, blog subscribers, 
newsletter subscribers, social media profile engagement, number 
of friends and followers and website traffic to name a few. 



No matter who your target market is, you can be sure that at 
least some segment of them is using social media. The important 
thing is to understand that social media is a great way to get 
in front of that target audience. 



And remember, you may not be able to equate your interactions to 
dollars now, but what you are doing is planting seeds which can 
have big payoffs later on. 



Most of the strategies I've mentioned here aren't really 
"strategies" unless you keep applying them over time - so stick 
with it to reap those results you've been searching for. 
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