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Why Social Media
 Has Gone Mainstream

By Mark R Cameron (c) 2010
The hype around social media just keeps getting louder. Every
week a new campaign and a new platform is released. So why has
social media gone mainstream? 



Online networks, including social ones, evolve and take on a
life of their own. In the real world, for multi-celled organisms
to exist a number of cells must work together to make something
bigger. When individual cellular components work together
multi-celled organisms evolve and these can evolve into complex
life forms over time. A branch of these complex life-forms
evolved and eventually became humans. Human civilization has in
turn evolved to where we are now because we have mastered the
art of continually grouping together into teams, tribes, cities,
and nation states to create something that is bigger than the
sum of its parts.
Networking and collaboration is fundamental to what it means to
be human. In our bodies are atoms working together to create
cells and cells working together to create our organs. In our
brains neurons work together to create our thoughts, feelings
and language. In your company people are working together - to
create something bigger and more exciting than the sum of its
parts. We can take this thinking and look at the development of
the personal computer and see a very similar pattern emerging. 



Before anyone had a computer or a smart phone, everything was a
social event. Meetings were face-to-face, or over the phone at
least, and communication in general was human to human based. In
the last 30 years things have changed. Initially, the personal
computer made everything a private and secluded affair. Games,
for example, could be played without the help of another human
and work could happen sitting in front of a screen. The advent
of the early Internet showed how powerful many computers
networked together could be, but from a personal perspective
'computing' was an insular activity.
The first social networks, forums and blogs worked with a huge
number of anonymous users. While this was a step forward in
person-to-person networking, the anonymity allowed people to
behave in ways that they wouldn't ever dream of in real life. This
left many of these networks to be the domain of the very early
adopters and special interest groups. The 'rules' that govern
effective social networks were yet to be developed. 



What has happened recently, particularly with Facebook, is that
it has become far easier to transport your real identity
around the web. This means that increasingly people are joining
new social networks with their 'real identity': their real name;
their place of work; and other details that define them as a
person in a movement - sometimes referred to as the 'Open
Web.' Naturally this makes people think more carefully about
what they say and how they behave on social networks - because
they 'own' their comments the common rules of society come
into play. When a person's reputation is attached to what they
say it makes them think carefully about what that comment might
mean to others.
Of course people can still misbehave in social networks, like
they can in real world networks, but the networks are now being
governed by majority rule so this behavior is quickly dealt
with. This makes cooperation and collaboration much easier and
because of this the barriers to entry are dropping at an
astronomical rate. Companies can now start to feel more secure
in setting up their own networks knowing that majority of users
will join to get value out of the information that is provided
and quickly deal with other users who lessen the overall value
of that network. 



So when thinking about why social media has become so widely
adopted and pondering about where it is going avoid getting
distracted by the leaps in technology. These are important,
of course, but it is the behavior of the network and the
developments of new social norms that are really driving the
progress. Every individual in this massive network is doing what
he or she is pre-programmed to do - communicate, collaborate, and
continue the march of our civilization's evolution.



The future of the Social Web will see openness and ownership of
communication adopted on a much greater scale as the tools to do
so become more wide spread and easier to adopt. The potential
economic benefits of social media will force this to happen.
Companies can and will want access to increasingly granular
data about their 'stakeholders' - employees, supporters, and
consumers. Knowing what individuals are saying, how they
are behaving and who is influencing them is critical and
valuable information.



With Facebook's release of its new developer tools in April this
year, there has been an even bigger push towards the Open Web -
something that many market analysts are predicting will make the
eventual float of Facebook bigger than that of Google's IPO.
The rules governing online social networks are beginning to
mature. Unsurprisingly, they closely reflect those that exist in
offline world. 
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Google Instant - Implications
 for SEO & Internet Marketing

By Titus Hoskins (c) 2010
While reading Harry McCracken's rather insightful article on 
Google Instant in PCWorld , 
I was reminded once again, how narrowly focused my own thinking 
has become in regards to Google. I keep forgetting, not everybody 
is into SEO or Internet Marketing (lucky dogs), and that Google 
search has a function outside of SEO.  



I keep forgetting that the general public actually uses Google 
for online search, there are millions of web users out there who 
have been using Google Instant to find out the weather, the 
latest Lady Gaga outfit or which flat-screen HDTV to purchase? Of 
course, I know this to be the real function of Google, but if 
you're a full-time search engine marketer, your perspective is 
solidly aligned to all the SEO elements - keyword rankings, link 
building and content placemént in the most dominant search 
engine in the world.

 

Basically, you will be more concerned with how Google Instant 
will impact those top keyword rankings, your click-through rates 
and most importantly, what effect will it have on your 
conversion rates and sales? More specifically, how does this 
instant search impact the display of your listings in Google and 
what are the long-term ramifications this instant "real time" 
display will have on your marketing online?
There are even some so-called experts which say Google Instant 
will be the end of SEO. This is a rather foolish notion since 
the underlying structure of using optimized strategies to obtain 
top rankings in Google or any other search engine for that 
matter, has not changed. We still have the emphasis on quality 
content, high quality backlinks and on-page ranking factors.  



In the background nothing has changed; in the foreground 
everything has changed. Well, somewhat. 



Google Instant is a game changer for online marketers simply 
because it changes "How" your listings are displayed. Not only 
is the faster speed a factor, but Google is guessing or rather 
dictating what the web surfer is searching for so Google's 
influence on what's displayed has increased 10-fold. They are 
displaying results not only based on rankings BUT on what their 
data tells them you're looking for? How big a role this other 
compiled data and web users' histories plays in these 
suggestions only Google knows, but to the online marketer all 
this is somewhat worrisome. 



Eric Schmidt, the CEO of Google has been quoted as saying, 
"Never underestimate the power of fast. Quick, quick, quick - 
we want to help you right now... we can understand things like 
what you really meant." 



Only time will tell what effect this "jumping the gun" or 
"making up your mind for you" will have on Internet marketing. 
The long-lasting effect of Google imposing its results on the 
web searcher will no doubt have some strong impacts on web 
marketing. Getting those first suggestions when a surfer types 
in just one or two letters... will become the real money-makers 
in terms of online traffic and sales. 



Those companies and products which pop-up first will gain in 
market share and importance, but hasn't this always been the 
case with getting those first place keyword rankings in Google? 
Yes, but now Google is giving the searcher options and planting 
seeds/suggestions, which Google has done in the past but not at 
this speed and to this extent. The implications for online 
marketing could be enormous, assuming of course, web surfers 
actually use this function. Google does give users the option 
of turning off Instant search. In our hurried fast-paced 
world, one would reason, web searchers would not turn off this 
function, although if your Internet connection is too slow, 
Google will automatically turn off Instant search for you.
From a marketing angle, webmasters must now note Google's 
keyword suggestions which quickly pop-up and target them in 
their SEO efforts. Analyzing and targeting which keyword phrases 
Google is displaying in your niche market will be vital to 
capturing the majority of traffic. Surfers will click on 
Google's suggestions to find what they're looking for on the 
web. Getting top rankings for those 4 or 5 suggestions will 
become important if an online marketer or webmaster wants to 
cover/corner all the search territory in their niche. Whether 
you actually target these keywords would really be determined by 
their commercial intent probability which can be discovered by 
using Microsoft's Adcenter Labs 
and of course, the amount of traffic each keyword gets each month. (Try here: 
Google Keyword Tool. 
 



Another area of concern has to do with the ever decreasing space 
for organic listings on the new Google Instant interface. With 
the drop-down menu and depending upon how many paid listings are 
shown, there may only be room for 3 listings instead of five or 
more above the fold. Keep in mind, we are mainly talking about 
lucrative keyword phrases which will also usually have three 
Adwords paid listings in the spots where organic search results 
were formerly displayed. Searchers are lazy, they will probably 
not scroll down, especially if they see different listings 
popping up as they narrow they search. So your SEO has probably 
gotten much harder since you will now have to aim for the top 3 
spots - thanks Google.
Of course, savvy online marketers know the real gold is in the 
long-tail keyword phrases which surfers use to find what 
they're looking for on the web. Google Instant could possibly 
play havoc on this whole process because before the searcher 
finishes typing in the long 4 or even 5 word phrases, they would 
be exposed to maybe 4 or 5 pages of Google listings... chances 
are great that searchers will click on one of these listings 
before they finish typing, especially if the listing contains a 
part of the searched for phrase.  



Marketers will have to closely analyze their own web stats and 
conversion rates in regards to Google Instant. I am seeing 
little change in my own marketing... traffic has dropped 
on some sites and risen on others, subscription rates are up and 
sales are steady. What really concerns me is the fact that 
Google may not only be pre-judging their rankings but also your 
mind. They are playing a much bigger role in how you decide 
which listing you click. Granted, this is probably drawn from 
unbiased data but will the influence of top-brand companies be 
more dominant in Google's Instant results? 



Another general concern - will the display of so many listings 
make it harder for your site or page to be clicked? Will giving 
the searcher so many options so quickly, lower your chances of 
getting that click-thru, even if you have the top spot in 
Google? The laws of probability and human nature say your 
chances have diminished somewhat in this new instant search 
environment. Not good news if your livelihood depends upon 
getting that click. 



However, many of these changes (and no matter how fast Google 
gives you their search results) will not change the fundamental 
principles of good SEO practices. Keyword positioning will still 
get you to the number one spot in Google for your chosen phrase 
if you have the time and resources to create quality content, 
build quality one-way backlinks and use good on-page 
optimization. Besides the smaller emphasis on organic traffic, 
the only other real  concern is the degree to which Google will 
use their suggestions and how much those suggestions are based 
not on SEO ranking factors but on users' histories and compiled 
data. Even with this concern, Google Instant, even at warp 
speed, does not negate the importance of getting those top 
rankings. For many search engine marketers, like myself, it's 
business as usual. Full speed ahead. 
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---===---
What Every Company
 Needs on Their Website

By James McRoy (c) 2010
Even the best-run business is guilty of starving the media
of good usable content for use by the press. When you have
a small team with enormous time constraints, the problem is
even worse. Just how do you let the world know how good you
are? 



PR is an absolute boon for small businesses; it is much
more effective than pure advertising and the big bonus is
- it's free! Free in terms of cost, but not in effort.



Developing a PR strategy takes time, effort, clarity of
purpose, and an amount of doggedness on the part of the
company, but for the majority of companies, time is a
really precious commodity that is 'best devoted to churning
out the finished product, project or service.'
Most companies have newsworthy events, things that they
could really bang the drum about - if only they had the
time and the resources. Lately there has been a solution to
this appearing on really well thought-out websites; the
virtual Press Office. 



What is a Virtual Press Office? The Virtual Press Office
is  a dedicated page or pages on your website, where you
can place information about your organization or industry
for use by journalists who may want to create stories,
articles or features for their publications. These are
also referred to as online media or press centers. In
these dedicated areas you will find a host of useful
background information about the company, including
archived releases, fact sheets, case studies, contact
details for the company spokesman, hi-resolution image
downloads - in fact, anything that will make life easier for
the journalist researching either your company or your
industry in general.



While your website might already carry the information in
its various pages, why not make life easier for the
journalists or researchers by holding specific, relevant
information on dedicated media pages?



How useful this actually might be was brought home to us
when one of our clients, Drilcorp, a Specialist Drilling
Contractor in the UK, suddenly found news articles
appearing in one of their industry international journals.
It was obvious from the content that these articles had
been lifted directly from their news pages and as their
web development and marketing team we realized the
potential of having a dedicated area where the media could
access and download relevant releases and high quality
imagery relating to the news story of the day. 



Plus, having a company spokesman's details on the site also
has the potential for additional expansion on the stories.
In addition, lifting pictures from a website and then using
them in print media produces really poor quality final
images, so the benefit of having high-resolution images to
accompany the articles is a much higher quality printed
article; better for both the journalist and the source
company.



To ensure that the news stories hit the right desks, we are
also setting up an RSS feed for journos to subscribe to so
that when we upload the news, it is pinged right to their
RSS feeds.



If you are unfamiliar with RSS feeds, here is a brief
overview of how they work: RSS stands for 'Really Simple
Syndication.' It is a system that automatically 'pulls' web
pages from a website and displays them on the RSS
subscriber's PC (or Mac!) desktop. It is like subscribing
to receive information directly from a website - except,
unlike a website which you have to visit, the information
from the web page is delivered direct to you. And unlike
emails, the recipient decides if they want to receive this
information.
How to Develop an Effective Virtual Press Office 



The key here is the acronym KISS. (Keep It Simple Stupid) -
Put your most relevant and important content in this area,
but don't overload it with everything you have.



– Update it frequently and encourage further contact from
   the press.



– Always have a spokesman ready with a prepared statement
   that reflects company policy.



– Make sure that the spokesman is well briefed on what not
   to say as well as what to comment on.



– Put case studies and photography in here - you would be
   surprised at how much the press really love unique
   content, and on this note ensure that the photography is
   at or at least near to professional standard.



– If you find that you are answering the same question time
   and time again, compile these questions and answers into
   a FAQ section or even create a mini 'White Papers'
   for use as reference documents by the press.



   This will establish your reputation as the authority for
   the industry and your articles and opinions will be highly
   sought after.



– Request notification of any articles that may be
   published by the participating media; it is cheaper than
   using a 'clipping service' - a paid for service that
   searches for and collects media mentions about your
   organization and sends them to you.



As your website is often the first point of contact for
your organization, it is worth investing the time to keep
it as fresh as possible and as useful as possible. It will
repay you many times over and really create a great
relationship with the media. 
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Social Media
 Marketing is Dying

By Duncan Wierman (c) 2010
If nothing is certain, one thing is - social media is
losing its magic. What once was a new and improved way to
keep in touch with your closest loved ones has become just
another sales pitch to convince you to sign up to another
dreadful business prospect, newsletter, product, or
service. There is no opening or closing - simply raw
advertisements that lack sincerity. The people advertising
their products don't care about you or your general interests.
They're too set on the idea that you're going to sign up
and turn them into a success. 



What's wrong with this picture? Could it be that the
advertisements lack taste and real value, or could it be
that the people who want your business care less about who
you are and what you are interested in?
What business entrepreneurs are forgetting is that they are 
on the other side of the fence of social media. They are on the
advertising end, which means without a real connection to
the "the people," they are getting nowhere. At some point,
a real connection needs to be established or otherwise all
efforts to make a sale or spread the word are pointless. 



The truth? No one cares about you unless you care about
them, particularly when it comes to social media. Let's say
that you've got an account with Facebook. Each day when you
see those tiny red notifications, you're dead sure that
they signify a message from your friends or family.
Unfortunately, you open your inbox and all you see are loud
advertisements. What do you do? You delete them, and you do
so automatically without any interest whatsoever about what
they say.
Advertising gurus are no longer "gurus," they are simply
annoying spammers who have no clue what they are doing.
Business owners are missing the point. If their emails are
getting read, it's only by other advertisers just so they
can compare tactics and techniques. Another sad part of it
all is that no one is coming up with new techniques.
Everybody is following someone who they think is successful,
but in reality, no one is making any money because of their
lack of effort and knowledge. 



If you haven't noticed (and you most likely have), all
online entrepreneurs go about advertising their businesses
in the same way. First, they request you as a fríend or
become a follower (Twitter). Some of them may greet you
with a "thanks for the request" or some other similar
phrase, while others jump straight to the point and start
bombarding you with their "winníng" sales pitch. Who are
you more likely to communicate with? Nothing screams
"delete" louder and faster than a sales pitch.
Some of the "thanks for the request" people might actually
make it, as long as they don't jump the gun too quickly.
Unfortunately, the majority of them end it right there and
automatically go on a link-posting frenzy, and immediately
begin flooding your inbox with details about their products
with no mention of how they might benefit you individually.
It's almost as if they are "demanding" that you purchase
from them without any clear reason as to why. 



On the other hand, some people are making sales. They are
the ones who take their time in getting to know people.
They ask questions and take a true interest in their
prospects. Developing customer relationships is the most
important part of advertising on social media because in
the real world, customer relationships are a must.



It helps to wear the shoe on the other foot. Picture
walking into a store with workers that aren't friendly and
don't seem to have your interest anywhere in their top
priorities. They are anxious for you to purchase something and
that is it. They don't care what you purchase or why, they just
want your money. When you leave, they want you to come back
over and over, even if you're not interested in what
they've got. It's a horrible experience for both you and
them.



When you look at it from a different perspective, it helps
to see why social media is dying for your company. What
people want is warmth and a display of interest in who they
are, not lousy sales pitches. As soon as business
professionals establish a connection, then they might have
a chance, but until then, it's best to just stick to more
familiar means of advertising and leave social media to
what it was always meant for. Bring common sense back to
your marketing. 
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How to Out-Socialize the Gurus
 on Twitter and Other Social Media

By Marty Bradfield (c) 2010 Onlíne Marketing Bootcamp
Social media has long been touted as the latest and greatest
Internet marketing tool that will bring new people to any online
business seeking new customers. 



For most online marketers, the social media environment appears
over-hyped and ineffective. Between Facebook, MySpace, Twitter,
StumbleUpon, and Delicious, online marketers waste plenty of
time trying to tap revenue from these social platforms.

Why Auto-Following Will Always Fail



John Reese is one of those people who has become famous for his
marketing prowess, with a variety of product launches.
Even with his genius for marketing online, John Reese failed to
make the Twitter platform work for his business. In June of
2008, Reese realized that the auto-follow strategy of gaining
Twitter followers was not working.
The auto-follow Twitter marketing strategy is doomed to
failure. I actually lost a little bit of respect for John
Reese because he had to learn the hard way that the Twitter
auto-follow strategy would not work. A man with his genius
should have known before he started that the technique was doomed
to fail miserably. 



It will fail because it works in the same manner as a safe list
or traffic exchange system, where a bunch of people will gather
together to send advertising to each other. The problem is that
people only agree to join such systems so that they can send
their advertising to others, not so that they can read a ton of
advertising from other people.



People do not join safe lists because they want 10,000 people to
send them advertising in their email. They only agree to let
10,000 people send them commercial e-mail, because they want to
send their commercial e-mail to 10,000 people. Everybody
involved is so caught up in the hope that someone will read their
advertising and purchase what they are selling, without giving much
concern or thought to the idea that even they are not reading the
email that other people send to them.
In June of 2008, John Reese gave up on the auto-follow strategy
for gaining Twitter followers. He un-followed everybody in a
single day and started again from scratch. 

Is Twitter Dead?



Nearly 2 years later, in March of 2010, John Reese declared in an
e-mail to his mailing list that he had deleted his Twitter
account. He cited the same reasons that he did 21 months
previously -- too much noise.



John Reese is not the only online guru to abandon the Twitter
platform. Frank Kern, and a few of Reese's other online
associates, also bid Twitter farewell. Kern said that Twitter
was a "time suck" that was eating into his productivity.



Please don't get the idea that my reporting on the marketing
gurus leaving Twitter like rats from a sinking ship is a signal
to you that you should do the same.



In fact, I am not leaving Twitter and I see no reason that you
should either.



By mentioning Reese and Kern leaving Twitter behind, I am only
pointing out that some of the sharpest minds involved in online
marketing have yet to understand the true art and science of
social media marketing.



Both of these guys are smart. Few people will argue against
that. But, both have failed to understand how to turn a profit
from the Twitter social media platform.

Social Media Marketing Is Not Mass Marketing



If you were to ask me... these two guys, smart as they are,
missed the most elemental foundation of social media marketing...
say, after me, S–O–C–I–A–L... SOCIAL media marketing.



John Reese and Frank Kern are masters of mass marketing. Mass
marketing does not work on social media websites.
Social media is described as such, because it invites individuals
to socialize with one another. Those individuals who have
mastered the social media platform are those who have understood
how to create relationships, develop relationships, and maintain
relationships. They have understood that social media websites
are there to help you nurture social relationships with other
people. 



The mass marketer is focused on himself, above and beyond all
other people. The social marketer is focused on building
relationships with the people with whom they would like to do
business.



If you understand how to attract people and maintain personal
relationships with those people, then you may master social media
marketing in a way that John Reese and Frank Kern were unable to
do.

Stumbling In The Dark



The first step to mastering social media marketing is to learn
how to attract people. Auto-follow will not ever work towards that
end. In order to attract people who want to follow you, you
must inspire them to want to follow you.



It is funny when I watch the people who are trying to market
themselves on Twitter.



Some of those people will send out an endless supply of quotes,
trying to convince you of their value, because they have said
something clever through the words of another person.



Others will send out sales message after sales message hoping to
attract your business.



Still others will try to win your support by focusing on key
words. They want to treat Twitter as if it were search engine
driving traffic to their website.



Some Twitter users will make certain to include a link with every
tweet. The smarter of the lot will only link to information.
The more shallow of the group will only link to sales pages.



And finally, there are those who are probably smarter than all of
us put together. They are the ones who provide a mix of
content. Sometimes, they will give us a link to information.
Sometimes, they will link us to the sales page. At other times,
they will share quotes and news headlines. And in all cases,
they will socialize with their followers, asking about things
important to their followers and sharing their personal lives
with those who ask.

The Lesson To Take From This Article



Social media marketing works best, when the marketer who is
attempting to use it, remembers that first and foremost it is a
platform to socialize with other people.



Why do people follow YOU on Twitter?



They follow you, because there is something about you and what
you say that appeals to them at a very human level.



If you want to win in the Social Media element, be human and
don't be afraid to socialize with your friends and
acquaintances. 




About The Author
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How to Out-Socialize the Gurus
 on Twitter and Other Social Media 
By Marty Bradfield (c) 2010 Onlíne Marketing Bootcamp
 


Social media has long been touted as the latest and greatest
Internet marketing tool that will bring new people to any online
business seeking new customers.



For most online marketers, the social media environment appears
over-hyped and ineffective. Between Facebook, MySpace, Twitter,
StumbleUpon, and Delicious, online marketers waste plenty of
time trying to tap revenue from these social platforms.

Why Auto-Following Will Always Fail



John Reese is one of those people who has become famous for his
marketing prowess, with a variety of product launches.
Even with his genius for marketing online, John Reese failed to
make the Twitter platform work for his business. In June of
2008, Reese realized that the auto-follow strategy of gaining
Twitter followers was not working.
 


The auto-follow Twitter marketing strategy is doomed to
failure. I actually lost a little bit of respect for John
Reese because he had to learn the hard way that the Twitter
auto-follow strategy would not work. A man with his genius
should have known before he started that the technique was doomed
to fail miserably.



It will fail because it works in the same manner as a safe list
or traffic exchange system, where a bunch of people will gather
together to send advertising to each other. The problem is that
people only agree to join such systems so that they can send
their advertising to others, not so that they can read a ton of
advertising from other people.



People do not join safe lists because they want 10,000 people to
send them advertising in their email. They only agree to let
10,000 people send them commercial e-mail, because they want to
send their commercial e-mail to 10,000 people. Everybody
involved is so caught up in the hope that someone will read their
advertising and purchase what they are selling, without giving much
concern or thought to the idea that even they are not reading the
email that other people send to them.
 


In June of 2008, John Reese gave up on the auto-follow strategy
for gaining Twitter followers. He un-followed everybody in a
single day and started again from scratch.

Is Twitter Dead?



Nearly 2 years later, in March of 2010, John Reese declared in an
e-mail to his mailing list that he had deleted his Twitter
account. He cited the same reasons that he did 21 months
previously -- too much noise.



John Reese is not the only online guru to abandon the Twitter
platform. Frank Kern, and a few of Reese's other online
associates, also bid Twitter farewell. Kern said that Twitter
was a "time suck" that was eating into his productivity.



Please don't get the idea that my reporting on the marketing
gurus leaving Twitter like rats from a sinking ship is a signal
to you that you should do the same.



In fact, I am not leaving Twitter and I see no reason that you
should either.



By mentioning Reese and Kern leaving Twitter behind, I am only
pointing out that some of the sharpest minds involved in online
marketing have yet to understand the true art and science of
social media marketing.



Both of these guys are smart. Few people will argue against
that. But, both have failed to understand how to turn a profit
from the Twitter social media platform.

Social Media Marketing Is Not Mass Marketing



If you were to ask me... these two guys, smart as they are,
missed the most elemental foundation of social media marketing...
say, after me, S–O–C–I–A–L... SOCIAL media marketing.



John Reese and Frank Kern are masters of mass marketing. Mass
marketing does not work on social media websites.
 


Social media is described as such, because it invites individuals
to socialize with one another. Those individuals who have
mastered the social media platform are those who have understood
how to create relationships, develop relationships, and maintain
relationships. They have understood that social media websites
are there to help you nurture social relationships with other
people.



The mass marketer is focused on himself, above and beyond all
other people. The social marketer is focused on building
relationships with the people with whom they would like to do
business.



If you understand how to attract people and maintain personal
relationships with those people, then you may master social media
marketing in a way that John Reese and Frank Kern were unable to
do.

Stumbling In The Dark



The first step to mastering social media marketing is to learn
how to attract people. Auto-follow will not ever work towards that
end. In order to attract people who want to follow you, you
must inspire them to want to follow you.



It is funny when I watch the people who are trying to market
themselves on Twitter.



Some of those people will send out an endless supply of quotes,
trying to convince you of their value, because they have said
something clever through the words of another person.



Others will send out sales message after sales message hoping to
attract your business.



Still others will try to win your support by focusing on key
words. They want to treat Twitter as if it were search engine
driving traffic to their website.



Some Twitter users will make certain to include a link with every
tweet. The smarter of the lot will only link to information.
The more shallow of the group will only link to sales pages.



And finally, there are those who are probably smarter than all of
us put together. They are the ones who provide a mix of
content. Sometimes, they will give us a link to information.
Sometimes, they will link us to the sales page. At other times,
they will share quotes and news headlines. And in all cases,
they will socialize with their followers, asking about things
important to their followers and sharing their personal lives
with those who ask.

The Lesson To Take From This Article



Social media marketing works best, when the marketer who is
attempting to use it, remembers that first and foremost it is a
platform to socialize with other people.



Why do people follow YOU on Twitter?



They follow you, because there is something about you and what
you say that appeals to them at a very human level.



If you want to win in the Social Media element, be human and
don't be afraid to socialize with your friends and
acquaintances. 




About The Author

We teach the basics of marketing online and cutting edge
techniques used by professional online marketers to develop
lead generation systems and new businesses. Our Onlíne Marketing
Bootcamp training is geared for new online marketers, network
marketers and offline business people looking to go online.
www.BestBusinessNetwork.com/OMB
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Small Business Help:
 Top 25 Websites

By Marco Carbajo (c) 2010
 


With the large amount of information and resources available
on the internet it can be quite a challenge for
entrepreneurs and small business owners to find the small
business help they need.



From deciding whether to start a business, setting up or
acquiring a business, raising capital, acquiring credít,
marketing, social media marketing, working with customers,
growing your business, working online, selling online, and
much more it's vital to have access to resources you can
depend on.



Below are my top 25 all time favorite websites that provide
small business owners the much needed support, news,
information, resources, and tools to succeed in business
today.
 


1) AllBusiness.com



AllBusiness.com has a variety of small business resources,
advice, and business ideas for entrepreneurs and small
businesses to start, manage, finance, and build a business.

2) Bplans.com



Bplans.com offers free sample business plans, business plan
software, business calculators, and articles on writing a
business plan, starting a business, and other small business
topics.

3) Business.com



Business.com provides an extensive and helpful business
search engine and business directory designed to help its
users find the companies, products, services, and
information they need to make the right business decisions.

4) Business.gov



Business.gov helps small businesses understand their legal
requirements and locate government services from federal,
state, and local agencies.
 


5) Businesscreditblogger.com



Businesscreditblogger.com has been the go-to source for
business credit information, providing expert information
about building business credit, business credit scoring,
business credit reporting and business credit cards.

6) Copyblogger.com



Copyblogger.com is an invaluable source for business owners
wanting to learn more about how to attract more traffíc,
links, and subscribers for their company website.

7) Credit.com



Credit.com covers all aspects of personal credit and
includes free interactive tools and unbiased product
comparisons.

8) Entrepreneur.com



Entrepreneur.com offers a comprehensive range of practical
information for small business owners including articles,
videos, tools, newsletters, and message boards.

9) EntreWorld.org



Entreworld.org is a collection of resources for
entrepreneurs designed to support and help build
entrepreneurial economies. The content on the site focuses
on starting, growing, and locating support for your business.
 


10) Franchise.com



Franchise.com serves the franchise community by serving both
as a unique search tool for locating the right business for
sale and a franchise industry resource that offers franchise
information, franchise industry news, and resources.

11) Frannet.com



Frannet.com provides an overview of franchising and provides
helpful advice and guidance to determine if you are suited to
being a franchise owner.

12) Inc.com



Inc.com is the online version of the magazine Inc. It
provides information, products, services, and online tools
for entrepreneurs.

13) IRS.gov/businesses/small/index.html



The IRS Small Business Resource site covers a broad range of
tax resources for entrepreneurs and small business owners
including workshops, forms, and publications.

14) Knowthis.com



Knowthis.com is a leading information and resource website
in marketing, market research, advertising, selling,
promotion, and other marketing-related areas.

15) MoreBusiness.com



MoreBusiness.com is filled with sample business plans,
marketing plans, templates, sample contracts and business
agreements to help entrepreneurs start and grow a small
business.

16) Mashable.com



Mashable.com is the top source for news in social and
digital media, technology, and web culture. The business
section offers tips, tools, social media resources, and
guides you will find extremely helpful.

17) SBA.gov



SBA.gov is run by the U.S. government and it is dedicated to
helping small business owners by giving a wide range of
sources for technical, managerial, and financial help and
assistance.
 

About The Author

Marco Carbajo is founder of the Business Credit Insiders
Circle. Looking for help in acquiring credit for your
startup or existing business? Claim Marco's popular free
business credit seminar ($597 Value), available at: =>
startbusinesscredit.com. Follow Marco on Twitter
@MarcoCarbajo and read more of his insights on
businesscreditblogger.com.
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Website Development
 Strategy That Will Drive Customers

By John Carroll (c) 2010
 


Take this one question quiz:

What should be the first step in developing a website?



1. Creating a design to use as a basis,



2. Deciding how the content needs to be integrated and
    managed,



3. Gathering content from corporate collateral,



4. Developing a strategic plan for your specific needs, or



5. Choose the most cost-effective hosting plan.
 


In just about any profession other than website development,
your answer would be choice 4. After all, you couldn't build
a house without considering the layout, number of bathrooms,
and features of the home. You wouldn't create a design for a
major advertisement and then plan the content and message of
the ad. Yet, when it comes to website design, often the
design comes first and the strategic plan for the site comes
last.



Being a veteran of about 20 years in marketing and design,
this issue has perplexed me for years. It seems to me that
the development process should be:



1. Discover the reason a business needs a website and the
    expectations of the business.



2. Understand your typical customer and what influences
    their purchasing decision.



3. Have a clear understanding of how the website fits into
    the marketing plan.



4. Research to find what customers are searching for in
    Google, Yahoo in relation to the business (keywords).



5. Carefully plan a site architecture which is best for the
    demographic, online search trends, and have a site that's
    easy for search engines to follow, is designed with the
    target market in mind, and has clear definitions of
    conversion goals.
 


6. Create a design which speaks to the target demographic.



7. Launch the site and begin an internet marketing plan to
    fulfill realistic expectations.



8. Modify strategic marketing plan as needed in response to
    real-time data.



Then issues such as server configuration, hosting service,
domain registration variables, proper site construction,
CMS, SEM, PPC, Social Media, and many other features need to
be researched and fine-tuned. For example, choosing a hosting
package with an IP that has been associated with a "bad
neighborhood" in the past (bad neighborhoods are
offensive sites, etc.) can cripple your website marketing
plan before it begins.

Instead the plan is usually:



1. Create a design.



2. Add content. (most plans end at this point because there usually
    are no marketing goals for a site.)



3. Contact SEO firm who performs keyword research based on
    content of site.



4. SEO firm proposes keywords.
 


5. Site is optimized by SEO firm by editing original site to
    make it more SEO friendly.



6. Results vary.



7. Usually followed by redevelopment IF business doesn't
    lose faith in the internet.



All the details are usually not dealt with because the
average designer doesn't know they exist.



I think the reason the internet world can get away with a
backwards strategy is because the design portion is fun, is
more tangible, and looks impressive. It gives a client the
ability to suggest colors, logo position, interactive
media, position of the navigation system and other elements.
The process usually goes smooth because the developer gets
the excitement from the client and the client is impressed
by the nice design work. BUT... that's also why over 99% of
all internet businesses FAIL.



Because there is no quality infrastructure and strategic
plan in place. Either the site is poorly marketed, keywords
are unfocused, or it doesn't fit into the overall business
marketing plan. In most cases, this is where the business
owner begins to think the internet is all hype and will not
work for their particular business. They disregard stunning
statistics, such at 65% of all Americans begin their search
for local services on the internet FIRST. This is followed
by a competitor leveraging the internet as a strategic
advantage and ultimately leads to a loss of revenue by the
disillusioned company. So What's the CURE?



Your website needs to be planned. A thorough understanding
of your expectations, target demographic, and geographic
influences have to be considered. The proper research needs
to be done to assure your internet marketing plan has the
right infrastructure and architecture and then you can eat
the "cake" (design).

BUT...



This is easier said than done for the following reasons:



* It's more expensive to create the right plan.



* It's not as fun to start off with planning, expectations,
   and realistic goals.



* A good team to create your plan has to understand design,
   marketing, social media, SEO/SEM, custom development, and
   customer service to get the job done.



* Most website developers mask their weaknesses. Some are
   good at design, others technical work, others SEO, but few
   are good at it all...



* College students and novices practically give away website
   design which is hard for the business to turn down.



* Consultants usually do not have a complete understanding
   of the entire process.

AND THE WORSE PART...



Is now the internet developing world has realized that
cheaper, do-it-yourself systems sell better than a
comprehensive plan. (See our article on "canned solutions.")
So companies like Intuit provide "simple solutions" (because it
is high profít, low overhead), and the one who ends up
suffering is your business. Be Smart and Eat Your Vegetables
First... Then have Dessert.



Proper planning is the cure. Hiring an experienced
company to help you is the one way you will truly have an
opportuníty to dominate your market online. It will cost a
little more, it won't be as fun up front, but it will be
worth it in the end.

 

About The Author

John Carroll is A.C.E. and SEMPO certified and has almost 20
years experience in marketing and design. His internet
marketing plans have helped many organizations reach new
levels of success using both the internet and traditional
marketing techniques. John Carroll is founder of 
www.MaxWebGear.com. 
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