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9 Tips for More
 Effective Facebook Marketing

By Brandon Cox (c) 2011 







Facebook is NOT welcoming of the marketing efforts of its users;
and often, family and friends on Facebook are ANNOYED by
marketing efforts. Both of those statements are undeniable. So
trying to "market on Facebook" requires good sense, strict
moderation, and an understanding of how Facebook might work for
marketing purposes.



Personally, I rarely post any marketing messages on Facebook.
I post them on Twitter frequently, but I also try to make sure
that 75 - 90% of what I post on Twitter is either personal
interaction, plugging good free content, or plugging other
people's stuff. I do think, however, that monetizing my content
on even free social media platforms is perfectly acceptable.
Why? It's simple. Even though the platforms are provided to me
for free, I'm also providing the content that allows the network
to exist. If nobódy posted on Twitter, they'd be broke.





So again, in moderation, with good sense, and with a priority
on relationships over sales, marketing across these platforms
should be an acceptable thing. Now about the good sense part.

Why is it That Social Platforms Are So Effective for Marketing?



People are social, by nature, so they love recommending stuff
they like. Facebook, Twitter, and other platforms have a rapidly
expanding user base. Authenticity is demanded as people will
give honest and public feedback. The platforms are accessible
and easy to use by design, even by people with few technical
skills.



For the most part, marketing across social platforms is free,
but doing it badly can cost dearly.

Why Is Facebook So Important to Messaging and Marketing?



With 500 million (and growing) unique users worldwide, Facebook
is the number one social networking site in terms of activity
and subscriptions. What started as a garage initiative by Mark
Zuckerberg has now become the biggest phenomenon on the internet.



A user interface that allows for quick communication and the
ability to create fan pages and groups at the clíck of a 
button are what make Facebook extremely popular. Another
important reason for its immense popularity is the wide variety
of social applications that have been developed and made
available within the Facebook environment.



Facebook provides a wide variety of avenues to communicate with
the audience, which opens up an entirely different world of
possibilities to have a fruitful dialogue with customers. Some
of these methods used popularly by marketers are:





Advertising: The first, which is the most obvious
one, is advertising on Facebook. The difference, however, is the
fact that you can create an advertisement in a matter of
minutes and also specify the details of your target group in
terms of demographics and types of discussions where you want
your advertisement to appear.

Fan Pages: Facebook allows every brand, as well as individual
users, to create fan pages for their favorite celebrities and
their own businesses. Large brands have also created
their official pages on Facebook that have a huge, immediate
fan following world-wide. The fan page has immense utility
to convey first hand information about the brand and also to
collect immediate and frank feedback from your customers.

Branded Applications: One of the most effective ways to engage
a user toward your brand is by creating an application; this
could be a game or a contest, with your branding coming across
subtly through it.



What makes Facebook even more exciting is the way it allows you
to target your communication sharply just to the customer
segment you want to attract. It also provides analytics and page
insights that give good feedback and measurement on the activity
done.





Facebook is envied by other platforms and internet companies
because, at least for now, they own the social graph. If Google
has mapped the Internet's URLs, Facebook has mapped the
Internet's personal relationships and connections, and that's
extremely valuable. Why else would a company with virtually no
physical assets to speak of (other than offices, servers, and
datacenters) be worth billions of dollars?

9 Tips for Using Facebook to Market a Message



If you're thinking about jumping into the idea of marketing (or
messaging even without the goal of profit), here are some tips
to keep in mind:

1. Facebook, like any other online platform, has terms of use.
Respect them or be prepared to be banned as well as criticized
mercilessly.

2. Facebook is about relationships. You don't have a
"relationship" with a door-to-door vacuum cleaner salesman - so
don't be one on Facebook.

3. Being personal is everything. Successful Facebook marketing
campaigns revolve around personality.

4. There isn't a magic formula for making any message "go
viral." You can't control a virus - that's what makes them
viral.

5. People like Facebook for entertaining stuff. In fact,
entertainment is defined as "holding one's attention." Remember
this.

6. Facebook ads are more personally targeted than ads anywhere
else.

7. Being "liked" can work very, very well for your message.
Being "unliked" (no, there's not a button, but it can happen)
can bury you.

8. Facebook is in control. Always remember this and don't 
ever, ever assume its available tools won't change. They have and they will.

9. Don't build a business on Facebook marketing - or Twitter
marketing - or newspaper ads, radio ads, TV ads, or leaflets
dropped from hot air balloons. Build your business on a great
product, a great message, and great relationships.



What did I miss?
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7 Steps to Building the
 Right Social Media Connections

By Angelique L. Rewers (c) 2011 







Once upon a time, it seemed as though the number of
"followers" or "connections" a person had on social
networking sites like Twitter, Facebook, and LinkedIn was akin to
the number of votes they had for homecoming king or queen. It
was the grown-up version of a high school popularity contest.



However, as these websites have now matured - and as
entrepreneurs and business owners have figured out how and how
not to use them - most everyóne has come to realize that it's
not about the number of connections you have, but the number of
right connections.



Just like in the real world, you want to make sure you're
making the most of your networking time by connecting with those
people that have similar or complementary interests or expertise
and, therefore, create a mutually beneficial relationship -
particularly when sites like Facebook limit your number of
friends to only 5,000. In fact, many people who have large
followings of the wrong people are taking the drastic step of
deleting their connections and starting over from scratch.





Whether you're just getting started building your social media
network or you're a seasoned pro, who's thinking about doing a
major overhaul, here are seven steps you can take to help you
build the right connections.

1.)Start With the People You Know.  If you're still not using
social media and are hesitant to get started, the best way to
get your feet wet is by connecting with those you know
personally: your friends & family, your neighbors, and your
co-workers. But don't stop there; your network is likely a lot
bigger than you might think. Don't forget about your former
co-workers, your connections through professional organizations
to which you belong, your clients or customers, members of your
mastermind communities and even vendors with whom you've done
business.

2.) Add the New People You Meet. Not so long ago (unless you
were in sales), the majority of the business cards you collected
at networking events, conferences, trade shows and other
professional development opportunities probably went in the
garbage can the next day. Today, however, there's no excuse for
not taking a few minutes to extend the life of those connections
by sending social media invites the very next day. Be sure to
remind the person who you are by referencing something from your
conversation or by providing a piece of follow-up information
that you promised.





3.) Follow Your Followers' Followers. Check out the connections
and followers of your colleagues, peers, friends, etc. On
Twitter you can easily see who your friends are following, as
well as who is following them. Facebook automatically provides
suggestions of people you might want to add because you have a
lot of shared connections. In LinkedIn you may need to ask your
connection to make an introduction. In any case, if you have
things in common with your networkers, it stands to reason that
a good portion of their followers is also worth following. Just
be sure not to "spam" your connections' lists.

4.) Broaden Your Reach. Extend invitations to people in groups
to which you belong in both the real and online worlds, such as
professional organizations. On LinkedIn you can connect with the
folks you "meet" through LinkedIn Groups. And on Facebook you
can make connections when you're invited to attend an event or
when you join someone's fan page.





5.) Follow the Experts. We're constantly learning from experts
in our respective industries. Why not reach out to these folks
in the social media world? Maybe you've just read a great book.
See what the author has to say on Twitter. Or maybe you've
gotten a brochure for an upcoming conference that you'd love
to attend but can't. Before you throw the brochure in the
trash, search for the speakers' names on social networking
sites and send them an invitation to connect. Let them know that
you saw their session description for the conference and you're
disappoínted you're going to miss it, but would love to keep
track of where else they might be speaking.

6.) Do Some Digging. Don't forget to take the time to search
for people who share similar interests as you or who would be an
ideal customer for your business. Granted, this is the most time
consuming of all the methods. But it will give you the chance to
unearth new sources, experts and connections that will add value
to your business and who you might not otherwise have ever
"met." Be on the lookout for bloggers, reporters, and analysts
who cover your company or industry.

7.) Invite Others to Follow You. To truly create an online
"relationship" it needs to be a two-way street. One of the
best ways to encourage others to follow you is by showing that
you will provide value to them. In other words, be worthy of
their time. Start by ensuring your online profiles are
professional (i.e. no avatar photos) and accurately describe who
you are, what you do, and what topics you're interested in.
Provide content and commentary that matches that profile, is
timely and doesn't spam. Promoting is fine so long as it's
balanced with valuable content. Link to blog posts, videos and
articles your followers would find interesting. Ask questions
and provide insightful comments on other people's posts. Make
it easy for others to follow you by providing "follow me"
widgets on your website, blog posts, article archives, and
podcasts.



Remember: It's not about the number of connections you have on
these sites - it's about the quality of those connections. Today,
people are looking for authenticity. They want to meet real
people with real things to say who will add value to their
personal and professional lives.



Are you doing something interesting to find valuable contacts on
social media sites? Leave us a comment and tell us know what
strategies are working for you!



By Angelique Rewers, ABC, APR
 
- Richer. Smarter. Happier. - 
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Rev Up Your Social
 Media Marketing Strategy

By Denise Campbell Laidler (c) 2011 







In less than five years, social media has revolutionized not
only our communication culture but how we conduct business. The
dizzying effect of endless and sometimes unfettered-24-hour
access to people and information has transformed the various
tools into a game changer.



There is a broad and increasing list of sites, including
BlinkList, YouTube, Delicious, Flickr, Tumblr, BlogMarks.net,
and the triumvirate of major sites: Twitter, Facebook, and
LinkedIn. These social destinations have become to business
professionals and entrepreneurs what golf is to C-suite
powerbrokers - a juncture to strategically network and close
deals based on shared interests and personal engagement. But
these sites do more by offering users valuable real estate to
advertise products or services, create and expand brand
recognition, solicit feedback, build relationships, and create
community forums. Users also have unprecedented access to
consumers, hiring managers, prospective clients, industry
experts, and opportunities.





Moreover, social media levels the playing field by allowing
anyone access without restrictions on time, location, or social
status.



The most diligent and creative players are reaping huge
benefits. According to a report from Forrester Research, 55.6
millíon U.S. adults - just shy of one-third of the
population - visited social networks at least monthly in 2009,
a jump from 18% in 2008. Recent Nielsen research says
Americans spend nearly 25% of their time online on social
networks and blogs, up from nearly 16% a year ago.



The initial foray into social media can be daunting and
bewildering. Newcomers to the space might wonder: Who's
reading? Will I be heard or noticed? Isn't it all just fun and
games? Isn't it invasive? Making the effort worthwhile requires
time, patience, and a work-smart-not-hard strategy. Whether
you're an entrepreneur or a corporate professional, the success
of marketing your products, businesses, or your personal brand
will be determined by how well you engage interest on the
varying platforms. In part one of a series on social media
strategies, Black Enterprise offers some tips to get you
connected.

What Business Owners Should Know



Finding out who your customers are and how they like to be
served is essential for the success of any business. Questions
and surveys offered on social media platforms can help business
owners quickly access that information. Jason Burton, social
media strategist and marketing director of Lab 5702, a boutique
marketing firm in Kansas City, Missouri, says such
data can help you position your product to broader groups
outside your initial base of contacts. "Put your product in
front of the trendsetters or the next level of users," he
suggests. "Targeted searches let you drill down beneath the
surface to find followers and potential influencers that can use
or promote your product or service."





Location-based social mapping services such as Foursquare,
Google Latitude, Loopt, Facebook Places, and MyTown allow
consumers to benefit from their influence. For example, if you
visit your favorite flower shop in Tucson and tweet it to your
followers, you get $2 off your purchase. The greater the network
and influence, the bigger the discount. These services also
enable users to find friends and events; share locations,
updates, tips, photos, and comments; and share across online
social networks and blogs. Loopt has more than 4 million
registered users and partnerships with every major U.S. mobile
phone carrier and is available on more than 100 smartphones,
including the iPhone, BlackBerry, and Android. Google Latitude
and Foursquare boast more than 3 million users each. Greater
social media interactivity has been facilitated by mobile apps
such as ÜberTwitter, MobileLinked IM, and Nimbuzz. According to
a Juniper Research report, the number of downloads from mobile
application stores is expected to rise from fewer than 2.6
billion per year in 2009 to more than 25 billion in 2015.

What Corporate Professionals Should Know



Carmen Hudson, CEO of Tweetajob in Seattle, oversaw employer
branding campaigns when she was senior manager of talent
acquisition for Yahoo and has witnessed the shift in recruitment
practices. "Companies are cultivating and marketing a brand
that attracts and is attractive to certain types of
candidates," she explains. For companies such as Yahoo,
Starbucks, Apple, and Microsoft, social media is increasingly at
the forefront of that strategy. Recruiters will, for instance,
use LinkedIn to create a search stream of attributes to find
precisely the type of candidates hiring managers are looking for
with minimal time and fuss. Moreover, Hudson adds, "They're
also looking at how many followers you have. Do you have a
strong network? If you're an expert, friends and/or follower
numbers are strong indicators of that."





A Jump Start Social Media survey of hiring managers indicates
that 66% go to LinkedIn to find candidates for openings, 23% go
to Facebook, and 16% to Twitter. "Job seekers who frequently
post and update profiles are nimble and often get to job
opportunities first," Hudson says. "Recruitment officers can
execute a well-rounded and more diverse search, through a search
stream of attributes because they now can meet candidates where
they play," says Hudson. At the same time, companies can
promote the brand and the company message, which gives the job
seeker a more informed perspective on the companies as potential
employers.

How to Maximize Social Media Marketing to Promote Your Brand or
Business



    • A blogging platform such as WordPress or Blogspot is
essential, advises Warren Laidler, webmaster and creative
director of DeLite Multimedia in New York City. Blogs have
greater potential for organic leads because their content-rich
nature makes them more search engine friendly. Search engines
love content-driven platforms and rank them higher than static
websites. "Think of your blog as a launch pad or hub for your
enterprise. Your social media efforts should lead back to your
blog or website, which should be dynamic and informative,
providing content and information that encourages visitors not
only to return, but to distribute your content to their
network."



    • Blogs or websites should contain SEO, or search engine
optimized, keywords and phrases that help visitors find the
business when they search via Google, Yahoo, Bing, and others.
Laidler also suggests pulling in RSS feeds and useful links into
your blog. "RSS feeds allow you to import content from outside
sources and are a great way to share information that visitors
find interesting."



    • Work on engagement and consistency. For example, your Twitter
timeline should be a combination of original updates, retweets,
or shares from other sources, replies from connections,
inspirational quotes, and trending topics. A standard formula is
two to four tweets per day. Positive activity can also blossom
quickly and create buzz that reaches well beyond a businesses'
core audience. In the virtual world, consumers and job seekers
can become influencers and trendsetters by persuading their
network to take action or purchase a product or service. Laidler
suggests using tools like Klout or Twittergrader.com to measure
your social media influence and find out the reach of your
Twitter posts.
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Top 5 Tips for Multi-Lingual
 Website Success in 2011

A SPN Exclusive Article By Luigi Koechlin (c) 2011 







2010 has come and gone and even now many online marketers and
web designers are still ignoring the importance of adapting
their websites for other languages and cultures. While English
was still the number one language on the Web in 2010 with 536.6
million users viewing pages in English, Chinese is closing in
with 444.9 million users.



This means that there are almost the same number of Chinese
users as there are English and if your website is in the
business of selling, then you are missing out on a potential
78% of internet users if you only provide an English version
of your site.



We explore some of the main areas you need to consider when
creating and optimizing your site for a multi-lingual audience.
 


Keyword Research



One of the most common pitfalls of localizing your website into
another language is not spending enough time researching language
specific keywords. Simply translating your English keywords is a
step on the road to failure. The classic example Google Translate
gives for 'car insuránce' in French is 'l'assurance automobile.'
While this is an accurate translation French users will more
than likely not use this keyword at all and type something along
the lines of 'assurance voiture.'



Foreign language keyword research should be approached in more
or less the same way that English keyword research is achieved
by using a native speaking professional translator who is able
to brainstorm for synonyms and the most commonly used search
terms for that country.

TLD vs. Sub Domain



This age old debate nevér fails to arise on discussions of
multi-lingual websites. Is it better to use a country code top
level domain (ccTLD) or a sub domain of your main domain?



Both choices have their ups and downs. For instance, using a
ccTLD such as www.yourdomain.it may make your site look slightly
more authoritative in Italy to local search engines and visitors
than a .com/.net address, although there is much debate as to
whether this is truly the case.





Using ccTLD's is useful if you are looking to target countries
or regions, but don't get caught in the trap if you simply want
to provide alternative languages for your site. There are many
countries that speak the same language. You wouldn't really want
your Spanish .es site serving your South American visitors would
you? Add in the cost of some ccTLD's, maintainability issues of
separate domains and hosting and you have to ask yourself if you
are targeting a specific language or a specific country.



The alternative is to use a sub domain of your main domain such
as www.it.yourdomain.com or even www.yourdomain.com/it. This
method is more practical if you are looking to provide
alternative translations of your content but are not solely
focused on selling products or services in a specific country or
region.

Cross-Cultural Content



It's not only keywords that need to be researched and managed;
content also needs to be properly localized for each language.
A common mistake is to poorly translate English content or have
content machine translated on the fly.





Content should be properly localized for individual cultures and
that doesn't just mean getting your content translated. Different
cultures prefer different styles. You could get away with an
informal, almost 'chatty,' tone when writing for a UK audience.
But try this for a German audience and visitors will more than
likely be put off by your lack of professionalism since they
prefer a more corporate, to the point, efficient tone.



You should get to know your target audiences and what their
preferences are. Use analytics and statistics to evaluate your
landing pages and content. How long are your visitors staying on
a page? How high is your bounce rate?



Successful multi-lingual content is a mix of many different
things, including SEO, and can take numerous trial and error
attempts to get right. So research, refine, and re-write!

Translation Management



Management of your translated content also needs careful
consideration. What happens when you alter your English pages?
Do you leave your other language pages as they are or have them
translated again?



There are efficient ways of working with translated content such
as the open source 
GNU gettext framework which allows your translators to work from 
easy to use .po files. We will be exploring this method further 
in a future article. There are also numerous methods for popular 
blog platforms to manage translations.

Analytics, Analytics & Analytics



Google Analytics shouldn't ever be ignored. First you should make
sure you have a separate account for each domain or sub domain
you have running. This will help to segment and breakdown the
analysis of each site and enable you to draw conclusions on how
each country or language version is performing and where to
improve.
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How to Use Twitter for Business -
 5 Tips For Twitter Newcomers

By Debs Williams (c) 2011
 


Twitter is a wonderful business tool, not least because it's
free. All it will cost is your time (and if that's in short
supply, you can hire a social media marketer to manage it for
you).



Used well, Twitter can provide good exposure for your business,
but you can also damage your brand with social media marketing
if you're not careful, so it's worth learning the biggest do's
and don'ts before you start using Twitter.

Tip 1: Be Yourself and Be Human



The beauty of Twitter is that it's a huge global community of
human beings (mostly; there are spammer accounts but they're
easy to spot, block and report). So do show your human side,
especially when using your business account. Talk about things
that matter to you: funny things your children say, recent
achievements, your favorite band or TV show, and so on. Join
in with conversations that interest you - be friendly, show
emotion, and use smilies if you want to.
 


On the other hand, don't be too human. Don't share anything you
wouldn't share at a real-world business networking event; keep
intimate health problems and controversial or potentially
offensive opinions to yourself.

Tip 2: Watch How You Write



Some people write well, others don't - that's true in all areas
of life, not just on Twitter. You don't need to be a bestselling
novelist to use Twitter, but it helps if you have basic literacy
skills (and if you use Twitter at the website instead of through
a client, your Tweets will be spellchecked as you type anyway -
which helps).



However good (or bad) your writing skills are, with Twitter's
140-character limit you'll need to be creative with your Tweets.
Your Tweets need to be concise yet informative, and often you'll
be trying to squeeze in a URL too (URL shortening services like
bit.ly and tinyurl.com are lifesavers).



One definite don't is using text speak. Text speak is fine if
you're 13, but as a professional adúlt promoting your business
you're just going to look silly, and won't communicate your
messages efficiently - unless you're targeting 13 year olds.
 
 


Tip 3: Share and Share Alike



If you have some good news - related to your business or your
personal life - share it; everybody loves a good news story.



Do share links - to your website, your blog, your local news
service, or anything else that interests your followers. This
is a great way to get conversations going. But do remember to
explain what the link's about, or your followers will feel less
inclined to click it. And don't Tweet the same link over and
over; people will quickly become bored and may stop following
you.



Do retweet your friends' links, too. They'll be grateful, and so
will your followers if the link is interesting and relevant. But
here's a very big 'do' - DO make sure you click the link and read
the content before sharing it with your followers, or you could
end up sharing a page that's irrelevant or offensive, or which
contradicts your usual position on the subject.
 
 


Tip 4: Be Part of the Community



Don't treat Twitter as your personal billboard. It's not. It's
a community, millions of members strong, and the community as a
whole is not very tolerant of users who constantly advertise.
Try to stick to the 80-20 rule when you use Twitter for
business: no more than 20% of your Tweets should advertise or
self-promote, and at least 80% should be non-promotional. If you
can get the ratio down to 90-10 or 95-5, even better.



Listen to what people are saying, and join in. Twitter is a
network of conversations, so it's good practice to listen and
respond to parts of those conversations that interest you. Don't
just stand in the middle of the room with a megaphone, shouting
"I'm fabulous! I'm selling widgets at 20% off this wéek!" Again,
if you wouldn't do it at a business networking event, don't do
it on Twitter.



Do retweet your friends' requests for help (for example, charity
appeals and sponsorship requests), and do introduce friends that
are new to Twitter and could do with some followers. And again -
do retweet useful, interesting links from people you follow, but
always check links before sending.

Tip 5: Mind Your Language



Don't use offensive language when representing your business
on Twitter; even mild swearwords can put sensitive souls off
following you (and besides - cursing in public is hardly
professional).



Use Twitter to answer customer questions and solve their
problems by all means. Many organizations use Twitter as a
customer services tool very effectively. But don't ever, ever use
an impolite or impatient tone with a customer. On Twitter,
everything you say is out there for everyóne to see, so leave
your followers with the best possible impression of your brand
at all times... the Internet has a very long memory!



Finally - consider this a bonus tip, since it's not really
connected to any of the previous ones. Try to enjoy yourself
when you use Twitter. Try to embrace all that's good about
Twitter - the new friendships and business contacts you'll make,
the fun hashtags and trending topics, the strong community
spirit - and before long you'll be singing (or is that Tweeting?)
Twitter's praises to anyone who'll listen.
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Understanding Web Advertising

By Jerry Bader (c) 2011
 


More money is wasted on advertising than any other business
function. That is not to say businesses shouldn't advertise but
rather people should understand how advertising works. There are
many ways to characterize ads, but for our purposes let's make it
simple and separate advertising into two distinct approaches:
saturation and emotional.



One of the things I've learned over a long career is that
business folk invariably take their lead from the wrong sources.
Small and medium size businesses look to the mega corporations
to learn their tricks and adopt their attitudes when they have
little in common - advertising being no exception. Since our
clients are mostly medium or small size companies we try to help
put some of these issues into perspective.
 
 


If you're big enough and have the money available, there are all
kinds of marketing initiatives you can invest in, but if you
have a limited marketing budget you need to be smart about how
and on what you spend your advertising dollars. And the most
effective and cost efficient place to spend those dollars is on
your website. Yes you need to attract people to your site, but if
once they arrive they find it lacks intriguing, engaging content,
then you've wasted your money. So what tactical approach should
you take to deliver your marketing message?

Saturation Advertising



The first approach is saturation advertising like you see on
television. Anyone who has spent an evening sitting in front of
the TV set is familiar with what I am talking about: the
constant repetition of the same commercials over and over until
the ads become an unwelcome irritation. The fact is no matter
what you do to avoid commercials they eventually seep into your
head. Even fast forwarding through commercials on a recorded
program has an effect. Saturation advertising depends on
repetition not quality, which is why some of the worst and/or
stupidest commercials can still be effective.



There are some great commercials on television that do engage
the audience with an entertaining, memorable, marketing message
that enhances the brand and generates leads, but when push comes
to shove, television advertising is all about repetition not
quality.
 


Does Saturation Advertising Work?



Does saturation advertising work? The short answer is yes it
does, at least for a television audience it does. Most people
believe that it works on others but not on them, a phenomenon,
psychologists call the Third Party Effect. The fact is,
repeating something automatically makes it appear more believable.



The majority of people will respond that they don't pay
attention to commercials, but inattention does not protect you
from the influence of repeated messaging. In fact bad
commercials work better if the audience isn't really paying
attention, and fail when the audience is actually listening
carefully. Careful attention brings to light all a message's
conceptual, technical and performance issues.

Will Saturation Advertising Work For You?



But saturation advertising is expensive because it relies on
huge media buys in order to get the required number of
repetitions needed to worm its way into an audience's collective
consciousness. It's a messaging tactic that depends on deep
pockets and that rules it out for most companies. Advertising
that depends on constant repetition just won't work on the Web
unless it's merely to supplement an existing extensive
integrated television and print campaign.
 
 


Just as an aside, the music industry uses the same tactic. The
constant repetition of a song, even of inferior quality but with
minimum rhythmic value and a repetitive catchy chorus, can become
a hit if heard often enough on the radio or on television in a
music video. And like most saturation advertising it's
controlled by whoever has the most money available to purchase
audience access. The same holds true for political advertising.
Politicians can get away with the most incredible nonsense if
they raised enough money to drown-out their opposition.



The Web is a different communication environment compared to
television. Where television and the Web converge is with
programming: your website is not an advertisement, or at least
it shouldn't be if you want it to be effective; your website is
the equivalent of the program not the commercial, and that is
why the key to success is the ability to turn advertising into
content, and content into a memorable experience. You need to
engage your audience with the same kind of techniques and
messaging that is used in the programs you watch and not in the
commercials you try to ignore.

If You Don't Establish Your Brand, You Won't Have a Meaningful,
Memorable Message



If you can't saturate the market with your brand then you have
to find a better, more cost effective way to influence your
audience. I use the word brand instead of product or service
because that is where you have to start - you have to think
'brand' not product/service. What we're talking about here is
advertising intended to promote and grow your company within the
context of a long term marketing strategy rather than a
promotional ad intended to let your audience know about a
particular sale or promotional event. Companies that stick
exclusively to a promotional format are basically teaching their
customers to only purchase goods and services when there's a
sale, and that's a tough way to make monéy on a long-term
basis.



We all know how popular the Google AdWords program is and we all
know how expensive it can get in order to gain access to the
keywords that trigger your ad placement. The Google system is
basically relying on the same principle as television
advertising: big audiences and lots of placements equals lots of
leads.



The problem in addition to the continual expense is that even if
you attract a large initial audience, that audience will not
stick around long enough to get your brand story if that story
is not at least as interesting and entertaining as the
television programs they watch. And even if that audience
manages to stick around a while, if your site isn't interesting
enough, they won't ever come back and that reduces your chances
of being remembered. Unlike television where the audience is
captive to the commercials, a Web audience is not. Unlike
television where the experience is generally a compromised gróup
decision, Web viewing is not.



For most Web-based businesses their website is their best and
potentially most effective advertising venue, but people only go
to websites that interest them, and they will leave in an
instant if a website doesn't engage, inform, and entertain
them.

Emotional Advertising



"People forget what you say, but they remember how you made them
feel."   -  Warren Beatty



Everybody likes to think of him or herself as a rational,
intelligent human being, but in truth, we are all motivated by
the same hardwired emotional triggers. Our brains are marvelous,
malleable organs that absorb information without us even knowing
it; they process information, massage it, and produce
instinctive responses to external stimuli. Our survival and
dominance as a species depends on this ability. Our brains are
not cameras that just record input; they are interpretive
instruments that produce gut-instinct. As a consequence,
successful long-term marketing strategies depend on an emotional
brand association with basic Maslowian needs.



No matter who you are or what you do your competitors will
undercut your price, add new and better features, or come up
with superior alternative solutions. The business world is
littered with the corpses of once proud companies that owned
their market until someone came along with something better, or
cheaper, or just different. No one wants a Polaroid camera when
digital cameras are all the rage. Once proud Kodak has been
humbled and downsized considerably because they saw themselves
as a film company and cameras as merely a way to sell more film
rather than tools of human creativity. Products and services
come and go, but brands are forever, and brands are defined by
their emotional appeal.
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Internet Marketing Tips
 to Consider Before Going Online

A SPN Exclusive Article By Nick Stamoulis (c) 2011
 


It's a rarity for businesses to not operate a website these
days. Even small mom-and-pop shops that began long before the
era of the Internet have gone digital, albeit some were a little
more hesitant than others. But while launching a website -
whether for a multi-national, bíllion dollar corporation or the
local pizza place - may be easy, to have that website actively
help grow the business is another matter all together.



Simply having a website (one among the ever-expanding billions)
isn't enough to earn a business any attention, promote its brand
or grow its profit margins. Search engine optimization, the
practice of making changes in different areas of a website so
that search engines can help find and deliver targeted audiences
to the site, is practically meaningless unless companies first
consider several issues.
 
 


The first issue to launching a successful site is determining
the purpose of that site. Is a business looking to generate
leads or sales? Is the site simply a branding tool, perhaps to
promote a new line of products? It's critical to decide what
actions the site is supposed to encourage visitors to take. Say
the website's goal is to encourage visitors to call an office.
Are there phones and staff ready to handle the incoming calls
when the site delivers them? Having a call to action for website
visitors but no follow through on the company side is just as
bad as having no call to action in the first place.



Next, a business needs to take a serious look at who its
audience is. This should have been decided when first developing
a business plan, but maybe the demographic need to be tweaked
for online audiences. Different demographics - Millennials vs
Boomers for instance - approach the Internet in different ways
and businesses should carefully hone in on the best prospects.



Finally, businesses need to realistically determine competition.
While the audiences might be the same, the Gap is not
necessarily competing with a local boutique in Raleigh, North
Carolina. It's important to consider geographic and business
factors when determining true competition. Who is directly
competing in the same market space, with the same products and
looking to target a similar audience. While both the Gap and the
boutique are clothing stores, they cater to different clientele
and operate on much different budgets. At the end of the day,
that local boutique cannot compete with the advertising budget
of the Gap, so it should look to be competing with the other
boutique across town.
 


Many of the aforementioned factors should already exist in a
business plan or marketing plan. But it is easy to forget the
basics when faced with the daunting task of implementing a
successful website and SEO plan to promote it. There are several
tools that exist to help a business determine the best keywords
for its site, provide the traffic sources of its competitor's
site and grade the site on its content, trust value and more.
Once the ground work is in place, successful, long term SEO and
SEM strategies can be created.



Once a business has determined the site's purpose, audience and
competition, then it is time to consider website structure and
website navigation. While both of these can be modified over
time, based on consumer response and SEO results, it is
important to design the website to be as fluid and easy to
navigate as possible. The structure and navigation feed directly
into the overall user-experience, which is a crucial thing to be
aware of.
 
 


The website's design should reflect its goals. If the goal is
to sell a product, it should be evident from the home page and
carry throughout the rest of the site. If the website was
designed to generate business, it should have the proper tools
to help convert visits into actions.



Perhaps there is a "Contact Us" form on every page, so the user
doesn't have to go looking for it back on the home page. Maybe
the company's phone number is strategically listed several times
on a webpage, pushing the call to action even more.



A business's website should make it easy for the user to conduct
business. Pages that are complicated, difficult to navigate or
cluttered detract from the user-experience, often causing users
to leave the site altogether and finding another company to do
business with.



While a site's structure and navigation needs to be firmly in
place before even beginning to create an SEO campaign to promote
it, it is important to keep SEO practices in mind when
developing the website. Creating each page as its own point of
entry makes it easier for the search engine spiders to locate
specific keywords and direct the user towards that page. If the
website is structured appropriately, several pages may rank in
the search engine in addition to the homepage. The more pages
from the site that rank, the greater chance a business has of
getting the interested user to reach its site.



Suppose there is a business that supplies restaurant furniture
for chain restaurants. Its website should have a different page
for each product that it sells- tables, chairs, counters, etc.
Depending on how many products are in each category, the website
could delve even deeper, creating pages for the different types
of chairs - booth seats, stools, patio seating, etc. As the pages
get more specific, so do the keywords. That way, should a
restaurant owner be looking for stainless stéel bar stools, the
search engines can automatically pull up that page of the
website.



Search engine optimization is a long term process. There are
many factors that contribute to the success of a SEO or SEM
campaign. Some are easy to identify and others require careful
analysis. But the first thing a business can do to help itself
is to create a website that is well designed, structured and has
a clear purpose.
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My Top 10 Most Useful
 Free Marketing Tools Of 2010

By Titus Hoskins (c) 2011
 


At the end of the year, everyone's making lists and
I thought it would be helpful if I gave you my most
useful marketing tools of 2010. All of these are
free and there's no reason why these tools can't also
help your website or your marketing.



While they are geared towards marketing, they can also
be used for getting traffic to any website. I also believe
it is the "USE" of "ALL" of these tools in combination
which has helped me succeed online.



So here, in no particular order, are my most useful
free marketing tools of 2010:
 
 


1. SeoQuake for Firefox


    
This invaluable SEO tool will give you vital stats
about your site and those of your competitors. I
use this extensively to check out my linking partners
and how I can better challenge my competition.
Besides checking the traffic ranking, Google indexed pages,
age of site... the most important stats for me is
the SEMRush numbers, these will roughly tell you the
worth of the monthly keyword traffic a site is receiving.
Very helpful.

2. Google Analytics



Getting traffic is only half the battle, knowing what
that traffic does on your site is extremely important.
I use this program to make my pages perform better and
bring in more sales. Knowledge is everything on the web.
I find Analytics good for fine-tuning my "money pages"
on all my sites. I use it to build the conversion rate
of my traffic. And that as they say has made all the
difference in the world.

3. Microsoft's Commercial Intention Tool


 
Picking the right profitable keyword phrases is the
first step to earning revenue from the web. This very
useful tool from Microsoft will tell you the probability,
or how likely, your chosen keyword will have commercial
intention or results. This tool will give you some
indication if the niche market you're considering
will be worth it.
 


4. Addthis Social Bookmark Button


 
Social bookmarking has become very important for getting
targéted traffic and for getting higher rankings. You simply
must have an easy way for your visitors to bookmark your
content in all the social networking sites. I find the
Addthis button extremely useful for this purpose.
The more social bookmarks your content has in these
networks, the higher they will rank in the search engines,
not to mention all that traffic.

5. WordPress Blogging Software



Using WordPress blogs are very beneficial because they are
SEO friendly and search engines really like and favor
them. This is one of the easiest ways to create profitable
websites and adding helpful "plug-ins" makes them even more
useful. One marketing strategy is to use a WordPress blog
with its own domain to complement your main site; make sure
to have them keyword related.
 
 


6. YouTube Videos



Videos are the future of marketing on the web, so using
YouTube videos to promote your site or product is a no-brainer.
I have also found videos are very important for SEO reasons
mainly because Google will place a popular video on their first
page listings, almost instantly. Some webmasters suggest you
shouldn't use YouTube videos because it will draw traffic away
from your site, but I find it's a good trade off for me.

7. Twitter



Simple, direct and very effective for getting your message
on the web and into the search engines. You must include
this social bookmarking/messaging site in your campaign
and  marketing. You have to make sure you integrate
your Tweets into all aspects of your marketing... web content,
articles, videos, pdf downloads, etc. ... tweet them all.

8. Alexa



Surprisingly, along with sites like Compete, I have found
myself using Alexa as one of my most valuable information
gathering tools. While not entirely accurate, it does give
you information you can use to further your marketing goals.
Especially for very competitive keywords, finding the links
your competitors have on the web is invaluable information.

9. GoArticles | Ezinearticles



Article marketing is still my most effective marketing tool
on the web. I find using sites like Ezinearticles and GoArticles
vital to my whole online campaign. I know using articles is
considered "old school" but this method still works, especially
using unique articles.

10. Search Engines



Hands down, getting top rankings for your lucrative keywords
in the major search engines, is still the most valuable marketing
tool you can have in your tool-kit. I find gearing my marketing
and promotion towards Google has paid off handsomely for me.
Achieving and maintaining those top rankings in Google will make
or break your online endeavors in 2010 or in any year for the
foreseeable future.



All these marketing tools are free to use and are very easy to
implement on your site or sites. Using and having all these
free tools at your disposal will greatly benefit all your
online pursuits. Just use them.
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