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      How to Use Facebook
 for Your Small Business
      

    

    By Kandice L. Day (c) 2011

     

    

Leveraging Facebook to generate leads, build site traffic,
and even make a little money is every small business owner's
goal. But in most cases, it's not as simple as getting on once
a week for an hour, posting a bunch of 'interesting' information,
and getting on with your life hoping that the leads will start
flowing in. Facebook is a remarkable tool for creating a 'buzz'
about your small business and inviting new friends to check out
your services, but done in the wrong way Facebook can also hurt
your overall brand image.



Facebook reaches millions upon millions of people: 500 million
to be exact. And 200 million Facebook users are mobile, getting
their Facebook fix from their Android, iPhone, and Windows
devices. According to the Facebook Press Room, in 2010 the
average Facebook user was connected to 80 community pages,
groups, and events; created 90 pieces of content each month; and
shared more than 30 billion links, news stories, blog posts, and
pictures.

     

     

    
 
Marketing your business on Facebook is no longer a 'maybe
we'll do it this year.' It's nearly a requirement to
establish your brand as credible, available, and trending.
We've put together the top three things you must do on Facebook
to be successful, as well as the top three things you absolutely
should not do on Facebook. Let's start with the bad news first
and end with the good news.

Top 3 Mistakes Small Business Owners Make on Facebook

1. Over-Posting - I see this mistake made over and over again.
In most cases it happens because small business owners have
great intentions and want to be active on the social networks,
but they either don't have time throughout the week or they
just plain forget. When they do remember, or do have some
marketing time, they jump on Facebook, don't join any
conversations or start new ones, but post about five status
updates, links and news information in a 15 minute time frame.

2. Not Enough Time - Maybe 15 minutes is all the time that you
have for Facebook, and if that's the case then you might want
to consider adding some help to your marketing team. By
over-posting, you're not giving followers a reason to be
interested in your company, you're giving them a reason to
"unfriend" you. Take your time with posts. If you do only have
15 minutes on Friday evening to get your Facebook marketing
done, put up your most interesting status update in the first
minute, spend 12 minutes seeking out new friends and
conversations, and in the 15th minute post your second most
interesting status update.

     

    

3. Unbranding Your Business - Facebook is a great resource for
keeping up your small business brand. It's important to
'stay in character' and to 'stay in business mode' while
spreading information about your business brand. Playing games,
talking about personal issues, or posting inappropriate pictures
will kill your brand. Spending time on Cityville and Farmville
from your Facebook business pages will only show that you're
not professional and not concerned with how your business brand
appears to others.

Top 3 Things A Small Business Owner Must Do On Facebook

1. Brand Your Business - Send a clear message with every status
update, photo upload, and conversation piece about your brand.
For example, a client of Linwright Design happens to be in the
field of pain management, and a lot of patients are living with
things like RA and fibromyalgia. So we seek to join
conversations around these topics, spreading our overall brand
message by suggesting information from our website and our
branded blogs on these conditions. As a small business owner,
your profile picture can be your logo with information about
your business, or if you are proud of your team and want
to make your brand a bit more personal, it can be a "family"
photo of your employees.

     

    

2. Seek Out Conversations - Don't be over-active in 'fríend
requesting' strangers. For one thing, you will get penalized
and possibly even blacklisted from Facebook all together, which
is the last thing you want. Seek out conversations in your
industry by doing searches with keywords. For example, for our
pain management client mentioned above we search keywords
'fibromyalgia' (and more) to listen to and join conversations
that people are already having about this condition.



(Tip: Go to the search box at the top of your Facebook Page.
Enter the keywords that you are searching for. Go to the bottom
of the search results where it says "see more results." Look
to the left and click on "posts by everyóne." This will take
you to the world and all conversations on Facebook regarding
your industry. Listen to what people are talking about, get
ideas for blogs, and join conversations.)

3. Be Consistent - Facebook, as with any other social media
platform, is all about consistency. So you only have an hour a
week to spend on Facebook? Spread that hour out throughout the
entire week. Even 15 minutes every day will help more than one
hour in one day. You have to be available to your Facebook
friends and you have to be able to monitor your brand. If
someone leaves a comment or asks a question, you need to be able
to answer those or respond. Even 15 minutes, at the end of your
day, every day, will make a small but crucial difference over
time.


     

    
About The Author
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      Review Your Website
Privacy Policy Before It's Too Late
      

    

    By Chip Cooper (c) 2011

     

    

Typical New Year's resolutions include improving physical
fitness or taming the bulge. These are all worthwhile.
However, if you operate a SaaS or ecommerce website, you'd
better move a review of your privacy policy to the top of
your list.



Recent legal developments regarding privacy and data
security have added new requirements, and the failure to
comply could result in substantial liability.

Two Cardinal Rules Regarding Privacy and Data Security



As you begin your review, it's important not to overlook
the forest for the sake of the trees, so to speak. There
are two cardinal rules to always keep in mind.

Rule No. 1: The fundamental purpose of a privacy policy is
to disclose clearly the categories of information you
collect, how you use the information, and with whom you
share the information (or provide the means to access it).

     

     

    
 
Rule No. 2: The Federal Trade Commission (FTC) views a
privacy policy almost like a contract with your website's
visitors. If you promise certain activities or practices in
your privacy policy, but fail to deliver on a promise, the
FTC says you're liable for damages.



Read through your current privacy policy with these
cardinal rules in mind. As you read, consider all that your
site does regarding the collection, use, and sharing of
information, particularly regarding your marketing
practices.



   * Does your privacy policy disclose all of the categories
     of information collected?



   * Does it describe all the ways you use the information?



   * Does it describe with whom you share the information
    (or provide the means to access it)?



   * Compare what you promise in your privacy policy with
     the marketing practices you actually follow.

Privacy Policy Checklist



Here's a checklist of issues to consider as you review your
online privacy policy.



   * Collection of Anonymous, Passive Information. Disclose
how you collect anonymous, passive information with
technology such as cookies, Internet tags, log files, and
server logs, etc.

     

    

   * Cookies. Cookies require special disclosures. Distinguish
     between 1st party cookies that you serve and 3rd party
     cookies served by others such as by Google for its Google
     Analytics service. Given the recent controversy and
     litigation over Flash cookies, it's recommended that you do
     not use them, but if you do, you should explain clearly
     what they are and their effect on data collection.



   * Behavioral Ads. Disclose whether you reserve the right
     to serve 3rd party cookies for purposes of serving
     behavioral ads, such as participation in Google's
     AdSense network. Behavioral ads are based on anonymous
     data collected on how a user's computer browses the
     Internet, including websites visited, searches made,
     and content read.



   * Categories of Personal Information. You should clearly
     disclose all of the categories of personal information
     collected on your site. Personal information includes
     any information that may be used to identify a person,
     such as an email address.



   * Sharing of Personal Information. Make sure that you
     identify all of the ways you share personal information,
     particularly information that may be shared for purposes
     of dírect marketing. Also, identify any types of parties
     that you reserve the right to share personal information
     with such as corporate affiliates, service providers, and
     any party that may acquire your website business in the
     future.

     

    

   * Links to Other Sites. State that visitors should review
     the privacy policies on these sites and that you have no
     responsibility for the policies and practices of these
     sites.



   * Data Security. Disclose your standards for data security.
     Even if you are silent regarding data security standards,
     the FTC requires that you initiate and maintain "reasonable
     and appropriate" data security procedures.



   * Children's Online Policy. If you do not knowingly collect
     information from, or sell to, children under the age of 13,
     you should state accordingly. However, if you knowingly
     deal with children under the age of 13, you should strictly
     comply with the Children's Online Privacy Protection Act
     (COPPA).



   * Updating Personal Information. Describe how a user who
     has an account with your site may update the user's
     personal information.

Privacy and Security Practices Checklist



The FTC has made it clear that your privacy policy is only
the tip of the iceberg. You have other obligations that
fall into the category of privacy and security practices
which are separate, but related to, your privacy policy.



The FTC is empowered to represent the interests of
consumers in the area of "unfair and deceptive trade
practices." The FTC has filed over 30 "unfair and deceptive
trade practices" lawsuits in the last few years for what
the FTC believes are lax practices regarding privacy and
data security.



Here's a checklist of privacy and security practices to
consider.



   * Physical Data Security. As stated above, the FTC
     requires that you initiate and maintain "reasonable
     and appropriate" data security procedures. These
     procedures include physical security measures and
     logical data access protection with strict controls
     over internal and external access to data.



   * Service Providers. The FTC has made it clear that any
     third party, such as your website developer, website
     maintenance service provider, or hosting service
     provider, who has access to personal information in
     your website's server, should be bound contractually
     to maintain the privacy and security of personal
     information.



   * Outsourcing Website Hosting. Web hosting service
     providers require special consideration. The key is to
     ensure that the service provider's security practices
     equal or exceed your practices if hosting were not
     outsourced.



   * Administrative Security. A recent FTC case highlighted
     the FTC's requirements for "administrative controls"
     for data security, including and requiring administrators
     to use hard-to-guess passwords that are changed
     frequently, suspense or disablement of administrative
     passwords after a reasonable number of unsuccessful
     login attempts, and restricted access to administrative
     controls.



   * Red Flag Identity Theft Policy. If your site acts as a
     "creditor" by using consumer reports with credít
     transactions, furnishing information to a consumer
     reporting agency for a credít transaction, or advancing
     funds to or on behalf of a person based on a person's
     obligation to repay the funds or on repayment from
     specific property pledged by or on the person's behalf,
     then you're required to implement a policy by the Fair
     and Accurate Credit Transactions Act of 2003. The
     purpose of the policy is to help identify, detect and
     respond to patterns, practices or specific activities
     that indicate possible identity theft.

Conclusion



A review - and possible update - of your privacy policy and
related privacy and security practices should be a top
priority as you move forward in 2011. The checklists
provided in this article are not exhaustive, but they will
get you pointed in the right direction.



New regulations are emerging and developing at a rapid
pace. Failure to comply may result in substantial liability.


     

    
About The Author
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      Google (and Bing)
 Love Anchor Text Link Spam
      

    

    By Jill Whalen (c) 2011

     

    

While many bloggers and the media are calling Google's search
results out lately, most of the focus has been on the somewhat
low-quality pages that show up for informational long-tail
searches. My concern for Google's search results
is different, however. As I touched upon in the last newsletter, I'm tired of
Google (and Bing) returning sites that use anchor text link spam
to get on the first page of results.



For those who don't know what anchor text is, here's a quick
explanation:



Anchor text is the words in the clickable part of any link. For
instance, when someone links to my site, they typically use
either my name or my company name in the anchor text, which
looks like this:

Jill Whalen is an SEO
consultant. 



Or...



Visit High Rankings for SEO
consulting.

     

     

    

But those links are not all that valuable in SEO terms. What
would be better (for search engines) is for the links to be more
like these:



Jill Whalen is an SEO consultant.



Visit High Rankings for SEO consulting.



...with the keywords that people might type into Google (or
Bing) as the clickable anchor text link.



Search engines assign a lot of weight to the words that are in
that clickable link. It does make sense because you're telling
both people and search engines what they'll get when they click
the link.



The problem is that it's not a natural way for people to link
unless they know a bit about how search engines work. It's more
natural to link using the company name, even through links that
just say "click here" or "more information."



Part of what I do as an SEO consultant is to train clients to
think like a search engine. I teach clients to link more
descriptively on their own sites via "internal" links as well
as linking to other "external" sites. But to get
honest-to-goodness natural links - that is, links from others
just because they really like you or your company - it's
unlikely that the link will have the best anchor text for search
engines. And yet, natural links are exactly what Google claims
to value. It's what their PageRank algorithm was originally
based on. 



But today, natural links and true citations are nearly useless
in helping search engines show the best sites for the search
query at hand.



For instance, this past Sunday I was quoted in a Washington Post
story about Google's less-than-stellar search results.

     

     

    

I spoke with the reporter for quite some time and also emailed
him numerous examples of how some companies easily manipulate
Google. He was kind enough to mention me and my company (on page
2) in the article, which was great -- but there was no link. I
don't know if it is the Washington Post's policy not to link,
or if they just don't think about it, or if they have not ever
been taught to link. It seems to me that a mention in the
Washington Post in this context provides me and my company some
credibility, because the WP is a mainstream news outlet. Yet any
credibility I may have gained with the people reading the
article is completely lost on Google because there's not only
no descriptive anchor text link, there's no link at all!



Instead, the links that Google (and Bing) end up valuing the
most are those where people control the anchor text.
Unfortunately, when anchor text can be controlled, it often
means that the link:



   * was purchased

   * was traded for

   * was added to a site that is controlled by the owner

   * was added to a site in a network controlled by multiple stakeholders (like a link farm)

   * was added into an article or bio of an article and posted to an article directory or similar site

   * was used in a blog comment

   * was part of a forum signature

   * was obtained naturally, but the linker had to be asked to edit the anchor text.

     

    

Only the last one of those is truly in line with what search
engines want to value, and even that one is sketchy because it
becomes somewhat unnatural by virtue of requesting different
anchor text.

May the Biggest Spammer Win



Most reasonable people would agree that it doesn't make sense
that the companies who own or take part in a network of
interlinked websites should rank higher than those who don't.
And why should the websites that have people "writing"
boatloads of blog comments outrank their competitors who have no
desire to spam others' blogs? If you're commenting because
you'll possibly get some link value rather than because you
feel the need to add to the conversation, it adds unnecessary
clutter and should be counted as spam by the search engines (in
my opinion). I wouldn't be surprised if 90% of blog and forum
comments fall into that category, as do most articles submitted
to article dírectories.

Here's the Rub



All of the above types of links still count very highly in
Google (and Bing). While links and their anchor text are by no
means the only ranking factor for how sites show up in the
search engines, they are a very large one at the moment. And
surprisingly, neither the relevance nor the quality of those
links appears to play as big a role as search engines would like
you to believe.



You can take any product search query (both highly competitive
and somewhat competitive) and review the backlinks of the sites
that show up in Google's (or Bing's) top 10 to 20 results and
see what I'm talking about.

Random Example



Let's look at the search query "baby furniture," which I just
randomly thought of as I was writing this. I'm not going to
call out any of the sites by name, and your results may differ
slightly from mine, but you should get the picture.



The first site to show up in Google is a big brand, which makes
sense. In fact, I wasn't even going to check the backlinks
because I figured they likely deserve to be there based on their
brand. But then I noticed it's just a random catalog page from
their site. So I looked at their backlinks, and sure enough,
there are 357 links pointing to that one page, most from
completely irrelevant sites. Some are even hacked sites. 
But they've got keyword-rich anchors that Google (and
Bing) love. Many of the links are in blog comments and others in
"pártner site" areas (paid links). Wonderful.



Let's check the #2 site that shows up in Google (which for me
was the #1 site in Bing). Looks like there's a whole network of
interlinked baby-related sites that use keyword-rich anchor text
links to get all the various sites to rank well for those words.
While it's possible that all those sites have different owners
and they really just want to recommend (using juicy anchor text)
all those other baby product sites, it sure smells fishy to me!
At least in this case they seem to be on relevant sites, unlike
the big-brand one above.



The #3 site that I see on Google is also a big brand, and it
looks as if many of their links are purchased from mommy
blogger-type sites, based on my random clickthroughs of their
backlinks. While they at least seem relevant, most are anything
but natural. I would consider them akin to ads, aka paid links. 
Nothing wrong with them purchasing ads on relevant sites, 
but it's Google's job not to count paid links, and yet they do.

     

    
About The Author

Jill Whalen is the CEO of High Rankings, an SEO Services Company 
in the Boston, MA area since 1995. Follow her on Twitter @JillWhalen.


    ---===---

    
      The 10 Week SEO Diet
      

    

    A SPN Exclusive Article By Kalena Jordan (c) 2011

     

    

So you've noticed that your competitor's site ranks higher
than your site on Google for *yellow widgets,* even though you
are the premier widget provider in your area.



So what are you going to do about it? You're going to take back
control of the search results, that's what!



You don't need to be proficient at SEO or hire a Search Engine
Optimizer to make a difference to your search engine rankings.
There are several easy steps you can take that can make an
immediate difference to your site's visibility.



Here's a 10 Week SEO Plan that will quickly put your site on
the path to higher rankings:

     

    

Week 1 - Verify Your Site With the Big 3 Search Engines



If you want to understand how search engines interact with your
site and find potential issues before they impact your traffic,
you really need to verify your site and sitemaps with the big 3
search engines (Google, Yahoo, and Bing) and monitor your stats
regularly.



Start by registering your site with Google Webmaster Tools. 
This is easy. Simply create an account and verify your site by 
uploading a small piece of code to your server for Google to find. 
Then create a XML sitemap 
of all your site pages and upload it via your Webmaster Tools account.



The amount of information this gives you about how search
engines interact with your site is truly mind-blowing. Once
you've gone through this process, you'll be able to check:



   - how many pages Google has indexed and how often



   - what errors Googlebot found while indexing



   - what keywords your pages are being found for



   - how many incoming links each page has from external sources



   - how many internal links each page has from other pages on
     your site



   - how well your site is optimized for target keywords



   - how fast your site loads



   - how many broken links are on your site, where they point to
     and on what pages, etc.



It's a similar registration / reveal process with Yahoo Site
Explorer and Bing
Webmaster Tools.

     

     

    

Week 2 - Research Your Target Keywords



It's easy to assume that because you sell "yellow widgets,"
your customers type "yellow widgets" into Google to find your
products, right? But the truth is, you don't actually know what
your customers are searching for unless you research it. They
might be typing in "gold whatsits." One of the biggest
mistakes online businesses make with SEO is targeting the wrong
keywords.



Start by creating a seed list of keywords. Basically, this is a
brain dump of all the keywords and phrases you think your
potential customers might type into a search engine to find
products and services like those you provide. You need to get
inside the heads of your potential visitors/customers. Put
yourself in their shoes for a minute and think what would YOU
type into a search engine if you wanted to find a site like
yours? Then pass that list around the office, to family, friends
and customers and get them to add the keywords *they* would
use to find those same products and services. Keep going until
you've got at least 50 keywords/phrases. That's your search
term seed list.



Now, take that list and enter it into an online keyword research
tool such as Keyword Discovery, 
WordTracker
or even the Google Keyword Tool. These tools show you how many
searches each keyword/phrase attracts each day. Use this
information to narrow down your choices. Don't bother with
keywords that generate less than 20 searches per day. Look at
the most popular keywords in your list and choose the ones that
relate specifically to your site content. Revise, streamline, and
revise some more to come up with your final list of target search
terms.

     

     

    

Week 3 - Integrate Your Keywords into Your Pages



Contrary to popular belief, sticking your keywords into your
meta tags is NOT sufficient for Google to find your site a
relevant match for related search queries. For a search engine
to find a site relevant, it MUST find the keyword within the
visible text on your pages and in link text pointing to your
site.



Take your final streamlined keyword list and allocate your
chosen keywords to the various pages of your site. This is a
pretty straightforward exercise. Usually the content of each
page will tell you what keywords will be the easiest and most
logical to integrate into the bódy text and other content.



Now, rewrite your content to incorporate your keywords naturally
into your pages. Try not to repeat a keyword phrase more than 3
or 4 times in a single page. Re-write your page titles and META
tags, alt tags and headings to include your new keywords. When
you create new pages, make sure you include logical keywords in
your file names e.g. instead of www.mywidgetsite.com/page36%$2.html
try www.mywidgetsite.com/shiny-widgets.html.

Week 4 - Create Tailored Title and Meta Tags



How many sites have you been to where every page has the same
META tags? That's a lost search opportuníty. Every page on your
site should have a different Title and META Description tag,
tailored to the content of each page. Take your new keywords and
create optimized titles and tags for each page you want the
search engines to index. This indicates to search engines AND
visitors what each specific page is about.

Week 5 - Install and Utilize Google Analytics



Have you installed Google Analytics 
on your site? If not, then do ít today. Google
Analytics is a free site statistics package that provides
insights into your web site traffic and marketing effectiveness.
You may already have access to a site metrics package courtesy
of your hosting company or web designer, but I guarantée you
that it won't be as powerful or easy to use as Google Analytics.
The program lets you see and analyze your traffic data in new
ways and you can learn how your visitors interact with your web
site over a specified time period.



With benchmarking tools, you can find out whether your site
metrics under-perform or outperform those in your industry and
more accurately measure your web site's Return on Investment
(ROI). Google Analytics synchronizes directly with Google
AdWords and other PPC services too, so you can set conversion
goals and track visitor pathways from the entry page right
through to the purchase receipt. Google Analytics features a
wide range of graphical report options, enabling you to prepare
web site performance reports for stakeholders right across your
organization.

Week 6 - Add Fresh Content



What keeps a search engine coming back to your site? Fresh
content. By adding new pages and information to your web site on
a regular basis, you're sending a signal to both search engines
and visitors that you have lots to provide and they should come
back regularly. The more content you have, the more entry points
you are providing to visitors as a way of finding you in the
search engines. Think of your site as a reverse pyramid, where
your additional content pages are providing more and more
doorways to your site at the top level.

Week 7 - Revisit Your Internal Link Structure



A lot of webmasters spend too much time looking at external
links pointing to their sites and forget about their internal
link structure. The way you link between your own site pages can
have a huge impact on the search rank of those pages. This is
because Google and other search engines are influenced by the
keywords that are used in the links themselves. This *anchor
text* tells search engines what the page is about.

     

    
About The Author
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      Tips for Developing
 a Link Building Strategy
      

    

    A SPN Exclusive Article By Nick Stamoulis (c) 2011

     

    

Link building should be considered phase two of any SEO
campaign (on-site optimization being phase one) and is a
critical component of maintaining site ranking and
establishing a trust factor with the search engines.



Link building is an ongoing campaign necessary for improving
a website's inbound link stream which can help promote 
your brand and overall visibility in the search engines.
Link building can also help boost unique visitors to your site
which in turn can lead to a boost in conversions. Link
building efforts come in many forms including: local profiles,
blogging and blog commenting, social networking, directory
submission and online publicity, among others.

     

     

    

The overall goal of a link building strategy is to grow links
from many different, but relevant, sources over time. Most link
building strategies range from 3 months to a year and should
incorporate 10-20 different scheduled tasks a month. It is
important to create a very specific link building schedule and
stick to it as much as possible. Growing links too fast raises a
red flag with the search engines and can result in negative
consequences. Growing links slowly helps establish a trust with
the search engines, leading to better positioning in their
results.



The first step in developing a link building strategy is
to conduct a link audit for your website and its top three
competitors. Google Webmaster Tools can analyze your site while
Link Diagnosis (both free services) can be used to analyze the
competition. Conducting a link audit helps establish a baseline
strategy by determining how many one-way links are already
pointing towards your site. Depending on the age and size of
your website, an audit could return with 100, 1,000, or even
100,000 one-way links directing traffic to various pages on your
site. It isn't necessary to visit all 100,000 links, but
you should take a good sample (roughly 1000) of the listed links
and visit each one to determine what kind of link it is. This is
called creating a link portfolio.



The person conducting the link audit should keep an eye out for
"bad" links coming from places like adúlt or gambling sites.
Search engines keep track of how many "bad" links a website has
and the greater the percentage of links coming from these sites
the more poorly it reflects on the website. Again, trust is the
most important thing to establish between a site and the search
engines. The number of "bad" links has a negative effect on a
website's trust factor.

     

     

    

Analyzing a competitor's website helps you determine if there
are any good places you should be focusing your link building
activities, but aren't. It also lets you know what kind of
competition there is online. If competitor X has 7,500 links,
competitor Y has 12,000 and competitor Z has 23,000 one-way
links, then a company with only 2,000 links knows it has a lot
of work do to before it can effectively compete in the same
space.



When developing a link building strategy, you need to create a
schedule of diverse activities. Search engines want to see a
blended approach because it demonstrates a commitment to site
branding. It also lets the search engines know that your site
is legitimate and employing white hat SEO techniques. These
efforts can include creating social networking profiles, article
marketing, and online video marketing.

     

     

    

The easiest place to start with link building is directory
submission. You should submit your site to reputable directories 
like Yahoo! Directory, Dmoz and Business.com, as
well as industry specific onlíne directories. Just double check
that your website isn't already lísted in a directory before
submitting a new profile. Duplicate submissions look bad to
search engines as well as consumers because it shows a lack
of attention to detail and can appear spammy. If a website is
already listed, make sure the profile is up-to-date.



Along with online directories, you could consider becoming a
member of industry associations. While it often costs to join
these associations, it helps lend credibility to your site and
can help position you as an industry expert. You should try to
promote your website as an "authority" in your industry by
placing links in online arenas that correlate to your
industry/products and that will drive appropriately targeted
traffic to your site. Industry associations are also a good
place to develop relationships with other members.



You can help promote yourself as an industry leader by
creating, and commenting on, industry blogs. Producing your 
content as opposed to just re-posting work by outside sources
lends credibility to your site and encourages consumer trust in
the expertise of your company and you as a writer. It can also
help create a conversation with customers as opposed to the
one-way communication of a website. Blogs that allow for
comments encourage consumer participation.



Leaving appropriate comments on other blogs (comments that
actually contribute to the conversation, not just things like
"Thanks for the post!" or "Great ideas!") helps grow relevant
links back to your website and promotes your company's authority
as a leader in your industry.



As you promote your website and build its authority as an
industry leader, natural inbound links will develop overtime.
As your company blog or white paper is discussed or cited, as
your product/service is reviewed and promoted by word-of-mouth
over social networking sites or as your online press releases
get picked up by various news sources, your campaign will grow
to include links not directly created by your website's link
building efforts.



The most important thing to remember when it comes to link
building (just like most SEO efforts) is that it must happen
over an extended period of time. It's easy for website owners
to get anxious and want to see immediate results and
over-aggressively push link building efforts. Doing so can
result in negative consequences. Link building isn't just about
boosting the number of one-way links pointing to your website;
it is also about building and managing an online brand that
resonates with consumers.
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      Top 14 Benefits
 of Social Media Marketing
      

    

    By Wendy Suto (c) 2011

     

    

There's a lot of fuss surrounding social media these days. If
you still haven't jumped on the bandwagon and aren't sure why
so many people are making such a big deal about it, here are
14 benefits of social media for your business and you from
Success magazine.



For Business:

Establish a Brand and Raise Awareness



Since the majority of the population is already visiting social
media sites like Facebook, Twitter and YouTube, getting your
brand name all over those networks can help let people know that
you're around. If you have yet to create a company image online,
social networks are the place to do it.

     

     

    

Create a fun YouTube video that entertains and informs. Funny 
videos tend to make their way around the Internet a lot faster 
than any other kind, so when making a video, keep in mind that 
you want it to be interesting enough for your target audience 
to want to share. Using Facebook and Twitter to create a fun 
online community that your customers will want to visit will 
boost brand loyalty and drive traffic to your Website, allowing 
you the chance to make more online sales.

Spy on the Competition



Follow your competitors on Twitter and Facebook and you'll be
able to see what they have up their sleeve. Just make sure to
provide a better deal than whatever they have going on.

Pitch Products in a More Human, Interactive Way



Since people visit social media sites to get personal rather
than be bombarded with ads, discuss your business in a fun way
and engage your customers with questions. Ask their opinions and
entice them to respond back. This way you're making a valuable
connection that will help grow your number of return
customers.

Bring Attention to Your Products



Featuring a product on a social media site is one of the fastest
ways to bring attention to it. Give a promotion along with it
for your online community members and watch your sales skyrocket.

     

     

    

Incréase Customer Loyalty And Trust



Speaking to your customers in a personal way will make them feel
like they are talking to a friend, not a company. This will help
build their trust in you, which will make them do business
with you rather than your competition. It will also improve the
chances of customer recommendations.

Listen to Your Customer's Opinion



Social media sites are an awesome way to see what your target
audience is saying about your company or your products. Take
their constructive criticism and use it to enhance your product
to better meet their needs.

Conduct Market Research



Listen to what your customers say about your products and track
what links they click on and you'll begin to see what your
customers like and respond to. People love to express their
opinions on social media sites, which will allow you to hear the
truth. Then you can use your new-found information to tweak your
product or service to please them as well as continue to post
more information and links that they will enjoy.

     

     

    

Strengthen Customer Service



Social media networks allow your company to answer your
customers' questions and concerns directly in a timely manner.
This will improve customer satisfaction and also save you monéy
on long distance customer service phone calls.



For You:

Build Your Personal Reputation



Social networks allow you to get your name out to the world and
talk about things that matter to you. This will help you build a
good online reputation, which is critical nowadays if you're
looking for a job or even a new business contact.

Display Your Resume



LinkedIn allows you to display your full resume online for any
future employers or recruiters to see. This will help bring you
new opportunities that would'ever have existed otherwise.

Find a Job



Jobs are posted every minute on social networks like LinkedIn
and Twitter along with the links or information you need to
apply for them.

Showcase Your Talents And Establish Yourself as an Expert



If you're passionate about a certain subject, whether it's
work-related or a hobby, the Internet is a great place to show
off your knowledge. Soon people will be coming to you for the
breaking information on that topic, and talking about you to
friends.

Enhance Your Business Contacts and Enhance Personal Relationships



Through professional sites like LinkedIn, you can build your
number of business contacts and enhance your reputation as an
expert in your industry. You can also connect with those
long-lost high school and college classmates, old colleagues,
and out-of-town family members.

Share Information with Like-Minded People



Connect with other professionals in your field to share
information. Where else would you be able to connect with
industry professionals across the globe to swap stories and
advice?
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      Top 5 Tips to
 Grow Your Social Media Tribe
      

    

    A SPN Exclusive Article By Jack Harold (c) 2011

     

    

TIn 2010, social media became an integral part of most businesses
many of which committed to spend a significant portion of their
marketing efforts on social media engagement. In 2011, this trend
will only continue as businesses realize that it can naturally
result in more buzz, leads and therefore, more sales!



You may have already established a social media presence for
your business. However, you - like many others - may be facing
the challenge of getting loyal followers and fans. You want to
grow your authority and influence in the social networks. You
want to earn the trust and interest of your blog visitors, but
where do you begin?

     

     

    

Okay, so now that the scene has been set, let's dive in. Listed
below are 5 great tips that I have been using to grow my tribe
of followers and fans. Pretty successful so far. My influence
now extends beyond my blog and I am actively engaging my
followers and fans on a myriad of social media platforms. How do
I achieve that?

Provide Exclusive and Unique Content



The number 1 bait to attract visitors to your blog or website is
to have compelling content. Personally, I spend around an hour a
day to update my blog with fresh, great content. Every single
day - without fail. That is the only way to satisfy my tribe
which is always thirsty for knowledge. With a little creativity,
you can even use premium content as a means of getting fans to
"like" you on Facebook. I also use controversy to generate lots
of buzz and interactions on my blog. Controversial blog posts
usually get viral very rapidly. Controversy sparks emotions and
makes it compelling to share that sparked emotion with others.
If you can do it correctly, it will create a flood of new
visitors and readers for your post. However, be mentally
prepared for the backlash when people start to debate on the
points you have made.

Engage the Tribe Through Interactive Sessions



This may sound overwhelming and requires a considerable amount
of effort as compared to other methods, but the returns are good.

     

     

    

Webinars, for example, are great. I was able to interact with my
subscribers who asked me questions and got their answers on the
fly. Such platforms are awesome in gathering valuable feedback
and concerns from my tribe followers.



How about hosting a contest? People love to participate in
contests. Contests with your blog audience can grow the
amount of engagement you experience rather than having them
simply reading, re-tweeting and sharing status updates. For
example, I held a contest called "My Biggest Fan" where I had
my fans tell me why they love my blog. The prize? A four hour
private consultation with me. Not really that great, but it did
help the contest wínner who went onto make a four figure income
every month. My contest results? 2,937 comments, 5,846 re-tweets
and an additional 1,547 subscribers on the day of the contest.
Pretty incredible huh?

     

    

The Trust Factor



Trust is the most important element in any true relationship and
it is something that you need to build with your tribe. No tricks
or tactics here. There's only sincerity and honesty required. So
how do I build the trust between me and my subscribers? I listen
to them. I empathize with the problems that they face. I provide
advice and resources to help them solve their problems. Well,
even if I do not have an instant solution at hand, I am able to
provide a listening ear, just like a friend will if his friend
is in need. Create honest relationships with your tribe and you
will reap the fruits of your labor!

Creating Value



This point re-emphasizes what I covered earlier. A blog reader
or customer may ask, "What's in it for me?" Thinking from the
perspective of my blog audience, I do constantly reflect on this
- on whether I am creating value for my blog audience or not. If
you are an Internet marketer, you need to create value for your
subscribers first before they are willing to hand you the cash
from their pockets. That rule hasn't ever changed since the start
of civilization. But whether that value is tangible or not, it
does not really matter. It has to be there however to propel
people to take any action. Most of the time, I will do my best
to solve my customers' problems, to satisfy their needs or just
to answer their queries. That is unless the odd demanding
customer's request really ticks me off when I am out of sorts.
HA! Alright, I am just joking, but I am a nice guy generally. My
subscribers have always said that I have over-delivered on most
occasions so I guess I am!

Discipline, Patience and Your Road to Success



There is no way (other than using some automation tools which
are pretty much useless from what I see) to amass tens of
thousands of followers in the space of days. Patience does go a
long way. Right from the start, I pushed myself to share at
least a post a day on my blog. Well, not that I was really
pushing myself hard since I enjoy blogging, but as the
days went by, it was really gratifying to see my subscribers
growing steadily from my consistent efforts.



Fans and followers do matter. They are the ones who will be
interested in what you blog about and what you pitch. Remember
that they are always right. They can choose whether or not to
read your blog or your messages. My fans, my followers and my
customers are my bread and butter. Without them, I would not
be earning a six figure income every single month.



What tips do you have to get more fans - more followers - more
subscribers? I may have missed some. How are you using social
media to grow your tribe? Share your thoughts - the comments
are yours.
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      Marketing Mastery Series:
 5 Steps to Powerful Article Marketing
      

    

    A SPN Exclusive Article By Matt Schoenherr (c) 2011

     

    

Today, article marketing is probably one of the most powerful
and inexpensive forms of marketing online available to small
business owners and non-profíts. For those not savvy with the
term "article marketing," here is a quick definition:



In exchange for a little sweat and focus, an article author
(you) shares their wisdom and experience with the world by
posting their short article of advice or insight to blogs,
social media, and article publication sites. Within those
articles are one-way links leading back to the author's own
website, raising the website's "authority" karma with the
search engines and increasing qualified traffíc.

     

     

    

You Are the Expert



Here is a little mental preparation for you. I want to make sure
you are looking at article marketing - and yourself - through
the proper lens.



When you produce articles, it is your goal to encapsulate gems
of experience-hardened wisdom and share them with the online
community. In doing so, you:



1. Help to advise those who are seeking that knowledge, and you

2. Position yourself as an expert on the topic. (Important!)



Warning: Don't get caught up on the term "expert." Many humble
folks who are vastly knowledgeable about their industry
wouldn't refer to themselves as experts because they are also
aware there is much they don't know. You don't have to know it
all. You just need to know more than your customers and then
know where to find the answers when you are stumped.

Your Mission: Inspire, Inform, Entertain



Your primary goal in business is to help, right? Businesses and
nonprofit organizations provide products and services with the
intent of helping people. (Naive? Maybe. Choosing to see the
best? Definitely.) That might mean helping to:



1. Provide a solution to a problem,

2. Offer inspiration, motivation or elevation,

3. Foster greater awareness to a social concern, or even to

4. Entertain and enthrall.


     

     

    

The best place to start? Begin with what you know. Offer advice.
Offer your life experience. Offer sagacious words of wisdom.
Expound and elucidate. Maybe even do a little research. Article
marketing is your vehicle for taking your wisdom to your
audience, answering their questions before their questions have
bubbled up.

Step 1: Target Your Topic



What do you specialize in? What do you know a lot about? What is
the point to your website? After all, the goal of any article
marketing campaign is to place articles of value out into the
world and grow your number of back links (links that point back
to your website from another website.) Google and other popular
search engines/directories see these links leading into your
website as proof you must be something of an authority.



Translation: On the Internet, you are somebody important if
other people say you are. It's like high school all over again!
Yeah!

Step 2: Write the Article



To begin marketing with articles, you must write the articles.
No kidding. Sure, there is some work involved here, but the
rewards can be great as qualified traffic to your website
increases. Yes, I'm aware there are certain sources for
pre-written articles on a myriad of topics, however I would
recommend against putting your name on other people's work.
Call me paranoid, but here are some possible dangers with this:

     

    

1. Loss of credibility and damage to your reputation when it's
    discovered you're not writing your material,

2. Being called upon to discuss a topic you barely considered to
    begin with, and

3. Being accountable for someone else's errors if they pop up.



Remember: One of the greatest things about writing is the fact
you're building an asset when you write. You are building a
piece of reproducible and shareable knowledge. This is what
"Rich Dad, Poor Dad" author, Rob Kiyosaki, refers to as
"doing it once and replicating it over and over."



To write an article, you don't have to be a Harvard literature
graduate, but you should know how to complete a thought, hold a
one-way conversation with a person, and use spellcheck.



   * First, know what your goal is for your article. What is your
     point? Being clear on this will help keep you on track as you
     craft your introduction, body and conclusion.



   * Next, pretend you are relaying this information to a friend.
     What would you say? How would you counsel them if
     they came to you seeking this advice?



   * Finally, use spellcheck. Proofread, proofread, proofread.
     Read the article aloud to test for smooth flow and phrasing.
     Ferret out all typos, grammatical errors and punctuation
     gaffs. If missed, these mistakes can detract from your
     writing and credibility.

The Resource Box



The last detail you'll consider for your article will be your
resource box. Your resource box is the little paragraph at the
end of your article that tells the reader a little about you and
how to contact you. It should always include a link to your
website. Always. You want your readers to be able to find you if
they desire more information and you want the search engines to
see you as an authority through that back link, remember?



Key point: In your resource box, you don't always have to use
the same link back to your website's homepage. In fact, you
will likely have greater success by linking to the page on your
site most closely related to your article's topic. This moves
visitors from the article directly to their topic of interest.
(For example, if a web design company also offers web hosting,
their article "How to pick the best web host" should link
back to the page on their website that describes their web
hosting services.)

Step 3: Launch!



There! You have produced a shiny little gem of literary
brilliance. Now it is time to set it free.



1. Place it on your blog (if you have one and if it fits
appropriately).



2. Share it with Facebook, LinkedIn, Twitter and your other
social media outlets. You can post it over and over by hand or
use tools like PingFM to automate this process.
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