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How to Write
 Effective Lead Capture Pages 
By Ken Hoffman (c) 2011
 


There is quite a bit of confusion about the difference
between a landing page and a lead capture page. A lead
capture page is NOT the same as a landing page. For the
sake of this article I will be talking about lead capture
pages, NOT longer form copy for micro sites and landing
pages that sell a product. Why?

Why A Lead Capture Page Is Important



For most websites the lead capture page is the starting
point, or at least it should be. You send prospects to a
lead capture page, from any and all forms of traffic
building: Articles, pay per click ads, SEO links, etc. You
should always send them to a lead capture page first, to
make it easy for them to respond. If you try to send them
to a long form sales letter page before they have responded
you will get much lower response. The lead capture page is
designed to do ONE thing. Capture a lead. That's all. If
you try to make a sale at the same point, you will likely
lose the lead. They won't enter their contact information.
 


What You Need For An Effective Lead Capture Page



In order to effectively capture the lead a few things need
to happen: Make sure that the first part of the copy on
your landing page exactly matches the promise from the
source that drove them to that page. For example, if the
link in your article promises a free report titled
XYZ - make sure that the landing page matches that.
You would be surprised how often marketers describe and
offér something specific and then have it lead to a landing
page that's slightly different. This causes the reader to
disconnect, making it less likely for them to enter their
information.



The value exchange must be crystal clear to the prospect.
What exactly will they be getting in exchange for providing
their contact information? Even if you are giving them free
content, you must still sell them on the value of the
content. You must clearly express privacy issues. Let them
know they won't get bombarded with a zillion emails from
you. And then keep your promise. Nothing is worse than
signing up to get a free report, and then getting an email
every single day that's pure selling and zero content.



Be concise. This is not the place to get into long-winded
copy. Prospects are busy. It's so easy to click off the
page, without entering the required information. So stay on
point. Say exactly what you need to say to get them to
respond. Nothing more. Nothing less. Don't ask for too much
information. Keep it simple. Name and email address. I've
seen lead capture pages that ask for seven different pieces
of information. The more you ask of them, the less likely
they will fill the form out. Once you lose them, you've
probably lost them forever.
 


How To Build A Relationship With Your Prospect



Use a lead capture page to start to build a relationship
with the prospect. Let them know what they are in for with
you. Tell them how often they will hear from you. Tell them
what additional type of content they will be receiving. If
they are receiving a specific 7-day course, tell them that.
If it is a sporadically published ezine, tell them that. If
it's just a free report, with no followup (bad idea) tell
them that.

Write To Sell, DON'T Write For The Search Engines



Focus on copywriting that sells, NOT on SEO keyword copy.
Use sales structure like AIDA: Attention, Interest, Desire,
and Action. This is NOT the place to worry about using the
correct keywords. That is irrelevant. You aren't looking
for SEO placement. This is all about sales. You are looking
for one person at a time to respond to your ad.
 


A headline that captures the essence of your proposal, some
benefit driven bullets, and maybe a few paragraphs of
compelling reasons why they made the right choice signing
up. Probably less is more. Most important is to reassure
them they've made the right decision by choosing to trust
you.

What Elements To Test With Lead Capture Pages



Testing is important as with any marketing. Perhaps the
most important variable to test is the title of the free
thing you are giving them to sign up. Test different
titles/headlines and test different content topics/themes.
You'll probably find that one specific combination
resonates much better with your target market.



With lead capture pages it's not so much about doing
something to persuade them to act, it's more about NOT
saying something that will cause them to flee. If you've
done your job with your traffic generation, you've already
pre-sold them either via your content, your ads, or some
other way. Although, you can use the page as a mechanism to
screen out those who you DON'T want to sign up. Include
specific language to attract your target market, and
specific language to repel those who you don't want. Then
you'll get the most targeted, qualified, leads.

Having A Good Call To Action Is Critical



Most important of all is the call to action. Your lead
capture page must ask for the reader to take a specific
action. Don't assume they will automatically fill the form
out, just because they clicked there. Tell them exactly
what to do to get what you promised them.



The better you are at writing effective lead capture pages
the more leads you will capture. And the more leads you get
the more you can ultimately convert to sales. If you follow
these simple guidelines your lead capture page will get
more qualified leads to sign up - and ultimately purchase
more from you.
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Social Media
 is About Engagement

By Michael W Farrell (c) 2011
 


This is not the time to let customers or profíts slip through
your fingers.



You need to make your business stronger, more successful, and
ensure your customers are more loyal and responsive to your
engagement with them.


 
Recently, Harry Dent, Jr. said that you should break from
provincial geographic thinking and focus on demographics. You
should go after customers, able and willing to spend on what you
sell, wherever they are, not where you are.



As a result, many marketing, media, technology, and advertising
experts use social media forums as a way to champion the use of
social media. They suggest a company, especially a small
business on main street with a modest marketing budget, become
better known, extend their reach, and improve their company's
sales using social media.
 


Here is an example of a teaser message recently transmitted 
in an email campaign to small and medium sized
businesses... the message says, "Social Media is the most
explosively growing media of all-time and growing faster with
each passing day with no slow-down in sight. It took radio 38
years to reach 50 million users. It took TV 13 years to reach 50
million users. Facebook added 100 million users in less than 9
months. And iPhone applications hit 1 BILLION in 9 months."



Based on this message, it is easy for entrepreneurs to get
seduced into thinking that by using Twitter, Facebook, and
YouTube, big sales are just around the corner.



However, social media should work in conjunction with
traditional marketing and selling techniques such as
relationship marketing within "old" social networks, cold
calling, vertical marketing, and other effective prospecting
activities.



Small business owners should take the time to learn how to
maximize their use of social media but they should not rely on
it to make their sales. Business owners need to learn how to use
social media to engage their prospects and customers and how to
get their prospects and customers talking about something that
is important to them and the small business. This type of
engagement is necessary and will ultimately get prospects and
customers to take the action the business owner wants them to
take... leading to a sale.
 


In order to make the best business use of social media, the
small business owner needs to prepare a simple strategy with
several guidelines to follow in the use of social media. The
strategy and guidelines need to pinpoint the specific message to
be communicated so that all employees using social media for the
business know what direction their messages should take and how
they should focus their posts. For example, is the company's
focus to improve customer service? Is it to enhance awareness
of their products or services? Or, is it to boost their brand
recognition? Each of these things would have a different yet
consistent message for the employees of the business to follow.



For example, one insuránce company uses Twitter and Facebook to
let people know about all the philanthropic things they are
doing for the community. All the posts are about events they are
sponsoring and contributions they're making. Employees know
that they should post information about personal things they're
doing for the community, such as volunteering at the local
animal shelter or helping out with Habitat for Humanity. With a
clear guideline that the social media effort is to elevate
philanthropic awareness it is easy for employees to know the
kinds of things they should be doing on social media sites. They
have a clear focus and a unified purpose.
 


Another company in the retail industry uses social media to
improve customer service. All their posts highlight things they
are doing internally to improve the customer experience, what
they are doing online to make shopping easier and how they are
handling phone inquires to deliver a memorable shopping
experience. They also regularly ask customers how they would
like the company to improve customer service. With that as the
key message, all of the company's employees are focused on
problem solving and on making the customers happy.



Therefore, a good social media strategy, with employee
guidelines, is far more than a list of good and bad words or
topics. Instead, the strategy with guidelines needs to focus on
the core message the small business wants to portray along with
the best ways to spread that core message.



The guidelines should cover the following topics.

Building Trust

The business employees should use their posts to build a
reputation of trust among clients, media, and the public. When
they are reaching out to others on social media sites, they
should take every opportunity to build a reputation of trust
and to establish themselves as a credible and transparent
representative of the company.

Being Transparent

When participating in any online community, the small business
employees should disclose their identities and affiliations with
the organization, clients, and their professional and / or
personal interest.

Being Direct

When creating posts and content, the business employees should
be direct, informative, and brief.

Giving Due Credít

If the business employees post copyrighted materials, they
should identify the original sources.

Self-Editing

The small business employees should always evaluate each
posting's accuracy and truthfulness. Before posting any online
material, they need to ensure that the material is accurate,
truthful, and without factual error. This includes doing a
spell and grammar check on everything.

Responsibility

Make sure the business employees know that they are responsible
for what they post. Negative or questionable posts should not be
tolerated.

Being Professional

When posting comments, the business employees should refrain
from writing about controversial or potentially inflammatory
subjects, including politics, sex, religion, or any other
non-business related subjects. The tone of their comments should
be respectful and informative and not ever condescending or "loud."

Privacy

The business employees shouldn't ever disclose proprietary or
confidential information. This includes product releases,
service updates, and employee information not made public yet.

Obeying the Rules

All business employees should follow local, state, or federal
laws and regulations. Ultimately, their online activities will
be a reflection on the company.



Today's social media tools are great for business building,
provided that the small business owner and their employees know
how to use them for the company's ultimate benefit.

Therefore, the small business owner needs to determine why their
company is using social media sites and then let that purpose be
known throughout the entire company. Additionally, they need to
implement clear social media guidelines that small company
employees can follow in order to further their company's
mission.



Ultimately, when small businesses know how they are supposed to
use today's social media tools, they can do so with focus and
purpose, leading the small company confidently into the
communication age.



I hope you enjoyed the article and I trust you found it
insightful! Let me know what you think.

 

About The Author
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When not traveling for business or pleasure, Mike operates his
own internet marketing company and consulting firm from the
mountains of Colorado.
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2010 SEO Predictions
 That Came True

A SPN Exclusive Article By Warner Carter (c) 2011
 


Each time a year ends, we encounter countless bloggers and
writers who share their thoughts about the incoming year. Some
predictions are theoretically supported and some are just plain
wild guesses. Predicting what's in store for the next year is
almost a tradition for writers, even those not involved in SEO
and Internet marketing. Sports writers, business analysts, music
critics, and amateur writers - they all follow this unsung
tradition. Many think that this tradition is worth following
because nailing a wild guess or a well-researched fact means
only one thing: respect from your readers.



It's only the third month of the year but some predictions from
last year have become realities. People didn't ever expect that the
realization would be this quick, but, unbelievably, many
predictions are coming true right now.
 


The Power of Content Length



This was a common prediction that was heavily criticized. I read
on some blogs last year that Google would be considering a
site's content length as a determining factor for site ranking.
Experts and SEO veterans commented that this was an amateur's
prediction, but they all ended up wrong. As a result of this
latest algorithm update, many guest blogging sites have
increased their minimum article length to 450 words, and some
are requiring even lengthier articles. Perhaps this recent
update caused content-related terrors to some SEO geeks.
They'll just have to remember that quality is still better than
quantity.

Mobile Search Growth



Both local and global search benefited from the rise of
high-tech phones which provide consumers mobile Web browsing.
The growing rate of free Wi-Fi zones over the country also made
browsing even more accessible to mobile phone users. Mobile
browsing changed the way people use the Internet. Browsing the
Web has become a daily part of people's lives - not only
Americans and Europeans but also people from highly developed
Middle Eastern and Asian countries like Singapore, South Korea,
Japan, Qatar and Dubai.

Social Media Expansion



2010 was the year of Facebook and Twitter. Countless companies
vied for the most numbers of "likes" and "followers", not
only for branding and popularity purposes but for online
presence strength as well. These two social media giants have
become major advertising tools. No SEO campaign would be
complete without social media and no advertising method would be
fruitful without Facebook and Twitter accounts. Social media
expansion is an advertising basic for many businesses.
 


Although confirmed as a hoax, the rumor of Facebook closure
struck many businesses. It isn't easy to find a social
networking site as powerful and effective as Facebook. The
shocked Tweets from many businesses owners that day prove that
advertising and SEO without social media is impossible. A
business' online presence is major determining factor of
success.

Website Speed



It took a year for all SEO practitioners to understand the value
of site speed in SEO. Google first announced that site speed
would be part of their algorithm in 2009, but it wasn't until
late 2010 that a majority of website owners seriously
incorporated it in their SEO strategies. It's not a surprise
that many site owners are now aware of site speed's importance.
There are reports that many businesses suffered a major decline
in rankings because they took site speed for granted.
 


Site speed can be a determining factor for website traffic. With
the millions of websites available today, a slow-loading website
can force a viewer to transfer to a faster site that can provide
them the information they need.

Other Search Engines



Google is still the leading and most reliable search engine
today and the main reason we obsess about search algorithms
and rankings. Some business owners pay large sums of money
just to get their sites to the top of Google's search results.
Google has set the yardstick in Web search and brought balance
and fairness to the competition for rankings, so that anyone can
now get first page search result placement. But, there are still
other search engines we can focus on. Not all Web users rely on
Google to find what they need. There is still a significant
percentage of users who prefer other search engines that you too
should consider when doing your SEO. Yahoo! was once the leader
of the search game, and it's realistic to think that there are
remaining Yahoo! loyalists out there who put less importance on
Google results. Then there is Bing, the Microsoft search engine
that draws yóung Web users because of its homepage and features.



Bing and Yahoo! are continually improving their search algorithms
because they know they have a large following and an increasing
number of users. It's fairly certain that these two search giants
are making plans to erode Google's current standing as the Web's
dominant search engine.

The Reincarnation of Blogs



Blogs didn't ever really go out of style. Business owners use blogs
to reach a wider sector of their target market and audience.
Many have invested time in establishing domain authority and
positive online reputation management, temporarily putting link
building aside. Some articles previously stated that "link
building is dead", making SEO practitioners abandon the method
and focus on other SEO strategies. However, many experts have
reinstated and proved link building's ability to provide
traffic and rankings. Link building is becoming popular again,
and we all know that the best way to practice effective link
building is through blogging.



In addition, local search's popularity has made blogging more
appealing to a local audience. There are blogs today that
specifically cater to a locality. Blogs, treated as micro
websites, have proved their worth to local businesses, making
blogging the most effective way of building links and networks.

Local Search Dominance



Global search has become popular over the past few years, 
but many people choose to concentrate on local search to get 
more specific results. As local search continues to escalate its 
way to dominance, the strength of the American local market 
today can be attributed to the growing number of local search users 
and the improvement of local SEO methods. The strength of site 
authority, anchor texts, and traditional link building is evident 
this year. Behind this strength are the ever-growing Local Listing 
(e.g. Google Maps Optimization) and SEO Resellers that focus 
solely on providing and introducing SEO to the local business scene.
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The 5 W's of World Class
Customer Service Training

By Rosanne Dausilio, PhD (c) 2011
 


The preamble to the United States Constitution begins, 'we, the
people.' I feel strongly that we, the people, are what makes the
difference in life, both personally and professionally.



The interaction anyone has at any level with your employees,
including you, gives a customer -- whether current, potential,
internal or external -- an opportunity to make a judgment about
you, your company, all companies like yours. I'm not just
talking about call centers here. All technical support or help
desk personnel are included as well. As a matter of fact, anyone
who is in the customer service business period.
 


With continued focus on customer satisfaction, customer
retention, and lifetime value of the customer, it is no surprise
that contact center operations continue to increase in importance
as the primary hub of a customer's experience. For the customer,
the person on the other end of the phone is the company. The
contact center is still the most common way that customers get
in touch with businesses. In fact, Gartner reports 92% of all
contact is through the center. And it's been reported that 70%
to 90% of what happens with customers is driven by human nature,
having nothing to do with technology. State of the art technology
is a necessity today, but it is meant to enable human endeavors,
not to disable them.



I often talk about taking customer service and 'kicking it up a
notch.' In the food industry, the word 'lagniappe' is often used.
Its definition is "a small present given to a customer with a
purchase". For example, when you go to the bakery and buy a
dozen donuts or bagels, you oftentimes get a 'free' one or a
baker's dozen. That's what customer service should be about --
giving the customer more than they expected! Let's bring
lagniappe into the contact center industry.



If we're going to speak about world class customer service,
let's have a working definition of it so we're all on the same
page. Customer service is those activities provided by a
company's employees that enhance the ability of a customer to
realize the full potential value of a product or service before
and after the sale is made, thereby leading to satisfaction and
repurchase.

Let's look at the first W which is Why?



The state of customer service today is not good, be it over the
phone or self-service. Because 92% of people feel their call
experience is important in shaping the image of a company, this
reinforces the importance of centers in branding the image of
their companies.
 


In a Mobius Management Systems Survey, here's what happened
because of poor customer service:



   - 60% canceled accounts with banks

   - 36% changed insurance providers

   - 40% changed telephone companies

   - 35% changed credit card providers

   - 375 changed Internet service providers



Are you one of these statistics? I certainly am.



In a study done by Purdue University and BenchmarkPortal.com, in
answer to - (1) how did agents satisfy your needs and handle the
call, and (2) based on any negative experience, would you stop
using this company in the future? - the findings reveal a strong
correlation between the participant's age and the tendency to
stop using the company after a bad experience.



What does this mean? Younger participants were less tolerant
and more likely to move to the competition. People over 65 were
found to be more demanding than those in middle age.



What can you do? Give younger callers a 'wow' experience to
maintain their loyalty. People over 36 probably have more of an
'emotional bank account' with the company they are dealing with
- maybe had some good experience and therefore are more willing
to 'forgive.'
 


In a recent study (CRM Magazine/PeopleSoft Web Seminar on How
Usability Helps to Drive a Profitable Contact Center), the
number of applications required for agents to access customer
inquiries were:



    3.7%    just 1

  81.5%	2 - 5

    7.4%	5 - 10

    7.4%	more than 10



As you can see, the majority of applications are 2 - 5.  The
goal, of course, is to link every point of contact to one
central location for a customer-centric, synchronized approach,
satisfying customer experiences with every interaction.



Strategies for success for world class service should include:



   - Respond promptly

   - Handle requests through the customers' choice of medium

   - Be brief and clear

   - Reduce back and forth communications (especially in writing, 
i.e., email, kick it up to a phone call if it goes beyond two)

   - Personalized service

   - Delight the customer



What do we mean by delighting the customer?



   - Inform and educate them

   - Establish your expertise and professionalism

   - Offer options

   - Diffuse upset, anger, when and if necessary

   - Escalate, if required

   - Take Ownership of the call



Remember we're still on the first W - the Why. Today's pressures
on agents are different than in the past. They are asked to
handle more customers, more volume, more complex and/or
complicated calls. After all if we could handle our issues with
self-service, we probably would not call. But if we tried self-
service and it didn't work, now we're upset and it's an escalated
call from the get go.



They're asked to provide more information, do it faster and be
available and accessible. But they are to lower costs, generate
revenue, incorporate new technologies, ensure closure and
commitment, deliver 'great' service and when? Yesterday, of
course.



As a matter of fact the CDC (Center for Disease Control) has
said that the causes of death for people under 65 are:



   * 21% - environment - war, accidents, crimes

   * 9% - health care system - doctors, hospitals, medications

   * 17% - human biology - not because of lifestyle

   * 53% - because of the way people choose to live their lives!!!



This is the good news and the bad news. It's bad news because
it's more than half. However, the good news is that this is
something we can do something about, it's about choice.



 

Read the rest of Rosanne's article at SiteProNews.com
"The 5 W's of World Class Customer Service Training"
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Jackie Chan, Malcolm Gladwell
 and the Power of Social Media

A SPN Exclusive Article By Tzvi Balbin (c) 2011
 


I couldn't believe my eyes last night! One of the top trending 
topics on Twitter was #ripjackiechan. Had our Karate Kid Master 
actually "carked it" (died)?



The next step was to Google Jackie Chan and BAM! there were numerous 
articles reporting that Mr. Miyagi had died of a heart attack. 
The news swept like wildfire - retweets, posts and blogs were 
all spreading the word. RIP JACKIE CHAN.



There was only one problem, Jackie was Alive and well. Confirmed 
via his official Facebook page. (See Below)
 


Here's how it all started. At about 6.pm last night (Mar. 29th) 
twitter user @forumn00b tweeted "Jackie Chan dies following heart 
attack, new details http://bit.ly/h67UWD #RIPjackieChan."
Roughly two hours later twitter user @tweetmeme re-tweeted 
@forumn00b bogus death hoax. You see the thing is, until 7 pm 
only five tweeters had re-tweeted the message. It had barely 
started to trend. So what happened?



@tweetmeme is a twitter account that tweets about twitter trends 
so it's only natural that with 62,482 followers #ripjackiechan 
went nuts. Absolutely nuts! It quickly outranked Lybia, Gaddafhi 
and Japan as the world's most tweeted topic!



The way @forumn00b created credibility around the whole story was 
by using a technique where one can paste HTML code in a web 
browser and give it the illusion of being an actual live webpage, 
where in reality the "site" isn't hosted at all. What's more, the 
webpage he mimicked was none other than Yahoo7 news. @forumn00b 
even made reference to Barak Obama's supposed, almost humorous 
eulogy "Even United States President Barack Obama laid down a 
personal tribute to the martial artist saying: "Jackie Chan is a 
man who can talk through talent, he is a constant reminder of the 
strength of humanity. He will forever be in our hearts, a true 
inspiration who inspired many generations. First it's Nate Dogg 
then it's Jackie Chan."



The funny thing is, he's done it before. From somewhere in 
Australia @forumn00b has tried to fake the deaths of Bill Cosby, 
Justin Bieber and Kate Miller-Heidke. So what was it that made 
this hoax more successful than any of the others? What caused 
this one to tip the scales?
 


If you haven't yet read "The Tipping Point" by Malcolm Gladwell 
you should. The book is about How Little Things Can Make a Big 
Difference. The book seeks to explain and describe the "mysterious" 
sociological changes that mark everyday life. As Gladwell states, 
"Ideas and products and messages and behaviors spread like viruses 
do." Gladwell defines a tipping point as "the moment of critical 
mass, the threshold, the boiling point" (Wikipedia). What does 
all this mean?



Well, in the 1980's New York's crime rates had risen to a violent 
level. Some of Brooklyn's suburbs were so dangerous you couldn't 
even walk outside at night. Amazingly with no warning, the crime 
rates just dropped. It had reached a critical mass, a tipping 
point. Something caused it to fall dramatically. By the end of 
the decade crimes committed on the subway had dropped by 75%. 
An unprecedented occurrence. New York didn't have a "population 
transplant and no one went onto the streets to teach every would-be 
delinquent right from wrong." How did it happen? Gladwell says, 
an epidemic is started by a tipping point. And for a tipping point 
to occur three things need to be in place.

1. The Power Of Context



According to Gladwell the reason for the dramatic drop in crime 
was not because of Mayor Rudy Giuliani's hardline policies but 
because of the "broken windows theory." The Broken Windows Theory 
states that crime is an inevitable result of disorder. If a window 
is left broken & un-repaired, people start to think that no one 
cares, and that no one is in charge. Soon another window will be 
broken and the anarchy from the buildings will start to spread to 
the streets on which it faces.
 


In New York, Giuliani launched an attack on crime. He didn't 
target heinous crimes of murder and assault. He targeted 
small quality of life crimes. The squeegee men who demanded money 
at traffic lights, graffiti artists, subway fare evaders and 
public disorder. It was said at the time "if you peed on the 
street, you would go to jail." Minor, seemingly insignificant 
quality of life crimes were tipping points for violent crimes.
They were, if not stamped out, invitations to more serious crimes.



In short, the environment in which an epidemic or sudden change 
occurs in, is pivotal to the creation of a tipping point. Now, 
let's consider the context (environment) in which @forumn00b 
started the #ripjackiechan epidemic. Well, that's pretty simple, 
TWITTER! Twitter is a contagiously informative tool, it can 
spread ideas like wildfire. The entire Twitter community is a 
sharing community. Tweeters are by default contributors. Five 
minor seemingly insignificant re-tweets ( before tweetmeme
retweeted) were enough to get the tipping point moving.

2. The Law Of The Few



This law states, "The success of any kind of social epidemic is 
heavily dependent on the involvement of people with a particular 
and rare set of social gifts." Gladwell goes onto qualify those 
types of people.

Connectors - are those that "link us up with the world - people 
with a special gift for bringing the world together." They are 
"a handful of people with a truly extraordinary knack [... for] 
making friends and acquaintances." These are those people who 
just know everybody. They make it their business to meet new 
people everyday, and often have an enormous social network 
(and address book).

Mavens - are those types of people who just know lots of things.
They can tell you authoritatively anything concerning any topic.
They are information specialists. A Maven is someone who can't 
help himself from solving other peoples' problems. As Gladwell 
states, "Mavens are really information brokers, sharing and trading 
what they know."

Salesman - are "persuaders," charismatic people with powerful 
negotiation skills. We all know them and are often at the behest 
of their persuasion.



Returning to the Mr. Han AKA Jackie Chan epidemic, who were the 
connectors, mavens and salesmen? More so, how are they defined 
in the context of Social Media.

The Connector(s) - no prize for first guesses but @tweetmeme 
would be the connector. In a Social Media context connectors are 
those with "the most followers or friends." @tweetmeme re-tweeted 
#ripjackiechan to over 62,000 people. There's no denying them as 
the connector. By in large though, everybody on Twitter on some 
level is a connector.

The Maven - My guess would be @forumn00b. His tech savvy brain 
produced that "unhosted HTML" thingamabob. He created authority 
and expert opinion with his post by providing a bogus link to 
the Yahoo7 news website. Mavens are those who can provide a form 
of legitimacy to their posts with either a link, or simply by 
being an expert in their field in the real world - e.g. Derryn 
Hinch @humanheadline @3AW693 - and are ready and willing to spew 
information at the drop of a hat.

The Salesman - Funnily enough, the salesmen are those who 
re-tweeted @tweetmeme re-tweet (that's a lot of tweet tweet tweet). 
That's you and me. Anyone who tweeted (and perhaps believed) that 
Jackie Chan had in fact died. We effectively sold it to our 
friends and family and anyone else that was on our followers list.

3. The Stickiness Factor



The specific content of a message that renders its affect 
memorable. OMG Jackie Chan died. Well that's memorable! Everybody's 
ears open up when a celebrity "dies."



As of this morning (Mar. 30th) @forumn00b was still up to his 
old tricks. Still trying to convince the world that Jackie Chan 
had died (I suspect to generate traffic to his/her blog).
#ripjackiechan is a truly astonishing event. It highlights the 
power of social media and what it can achieve. On the flip side, 
it also underlines the dangerous power that social media 
possesses. Like all good things in life, there's always a negative 
associated with it. (Hmmmm - Chocolate)



So next time you try to start a social media epidemic think 
about Gladwell, and tweet responsibly.
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Web Marketing Strategy
 & Tactics: The Take-Away

By Jerry Bader (c) 2011
 


Consultants are always talking about "deliverables," a term used
to describe the final product provided to their clients.
Consultants understand that business people are loath to paying
for mere advice even if that advice is critical to their
business, but they are open to paying for something tangible
like a deliverable. The so called "deliverable" is usually a
nice thick report bound in one of those fancy expensive folios
that may contain some useful strategies and tactics but quite
often is filled with platitudes and generalities accompanied by
colorful graphs and charts of equally dubious value. As a
consequence, business consultants, have a generalized reputation
that lies somewhere between politicians and used car salesmen.
 


Somewhere along the evolutionary development of the Web
entrepreneur a lesson was learned, unfortunately it was the
wrong one. Deliverables are good; useless unusable stock
solutions, even if wrapped in a nice shiny package, are bad.

The How-To Video Strategy



How-to videos have become an essential marketing strategy for
featuring product knowledge and market expertise with the goal
of creating confidence in a company's ability to deliver what
they promise.



Let's say you are an expert in something. It really doesn't
matter what it is because there is a market for educational and
instructional material for just about anything from guitar
playing to poker, from makeup application to origami, from
drawing lessons to app development.

Tapping Into The Knowledge Deficit



In today's fast paced environment tapping into the knowledge
deficit is one of the best ways to grow your business. One
common business tactic used to exploit how-to opportunities is
to provide teaser videos so that people get a taste of what to
expect. Anyone interested in learning anything has watched his
or her share of teaser videos, but all too often these videos
only lead to frustration and a quick click of the mouse onto the
next website offering instructions.



I've heard many experts fret about giving away too much
information without getting paid for it. After all, why would
anyone pay if they can get it at no charge? And here's where the
whole idea of deliverables comes in, but first let's stop
thinking like a consultant and start thinking like a marketing
executive. What's important is not the deliverable but rather
the usefulness of the material provided. Let's call it "the
take-away:" the knowledge learned that improves one's ability
to perform and at the same time inspires confidence in your
company's ability to provide worthwhile instruction in the
chosen field.
 


Commercials Aren't How-to Videos



If you're an expert in a particular area you should be able to
giveaway all kinds of tips and tricks that your potential
clients can use without running out of ideas or instructional
expertise. Providing interested site visitors with a fancy PDF
report, PowerPoint slideshow, or series of less-than-helpful
teaser videos all obvious attempts to merely sell the real stuff
will only turn people off. Commercials should not masquerade as
how-to videos.



Web business is not like brick and mortar business. On the Web
you are distanced from your audience by the great digital divide
that creates a natural reluctance on the part of your visitors.
This remoteness is the biggest obstacle you have to overcome
because it creates a natural fear of being cheated. And the best
way to solve the problem is to provide something of value that
demonstrates your reliability and expertise, and inspires
confidence in your ability and desire to deliver what you
promise.
 


The Four How-To Video Elements



Even if you intend to provide useful instruction to your website
visitors, you can still get it wrong if you don't understand the
four basic elements of giving instructions.

1. Create Expectations



Tell people what you're going to teach them. This lets them
know what the video is about and what they can expect to learn.
It also implies what they aren't going to learn so they won't be
frustrated after watching five minutes of something they're not
interested in seeing.

2. Provide Useful Instructions They Can Use



Provide appropriate instructions so that the audience can
actually implement what you are teaching them. Don't leave out
or skip over critical steps because of a fear of giving away too
much. These teaser videos don't have to be a complete course in
whatever it is you do, but they should be complete as far as the
particular tip or trick you are providing.

3. Alert Them To Common Errors



The most common mistake made in providing instruction to people
is not alerting them to common mistakes. Make people aware of
the usual signs that what they are doing is going wrong. This
will inspire confidence in your ability to teach and to deliver
something that is truly useful. Nothing is more frustrating to
a potential client than to think they have followed your
instructions and the result is just not right.

4. Summarize



Remind your audience what you told them in simple memorable
terms so that they feel they've actually learned something that
they can take-away and implement on their own.

The Bottom Line



In the final analysis, if your audience doesn't leave your
website with the feeling that they are actually taking away
something useful that they can use, then you've failed, and you
won't ever get them to order. The bottom line: you have to give
something away, if you expect to get something in return.
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Reviews Can Help You Rank

By Aliza Earnshaw (c) 2011
 


If you're running a business that depends on local traffic, you 
probably know that good reviews can bring more customers through 
the door.



But did you know that getting reviews - and not necessarily just 
good ones - can help your business rank better in search results?



It's true. Getting customers to review your company on your 
Google 
Places listing, in Yahoo! Local, Bing, CitySearch, Yelp 
and other review sites helps you in a couple of ways:



- Ninety percent of consumers consult the Web before they head out 
of the house to make a local purchase. Yes, you read that right - 
90 percent, according to digital marketing analysis firm eMarketer 
Inc. If your business has plenty of reviews for people to 
read - and most are enthusiastic, or at least positive - you're 
likely to get some new customers. That's because 70 percent of 
people believe in the validity of reviews written by strangers, 
according to The Nielsen Co.
 


- Having reviews of your business in several places - including 
your website - can improve your search engine optimization 
(SEO)  
and help you rank higher in search results. That's because 
search engines now look at reviews as an indication that a 
business matters. And if you've got plenty of reviews, you may be 
able to occupy more than one place on a page of search results.



Take a look at how much "real estate" Voodoo Doughnuts takes up on this search engine 
results page, called a SERP in SEO-speak. The company has hit gold 
with the top three spots. Voodoo also has the top spot in local 
results - the list headed "Places for donuts near Portland, OR" - 
and yet another spot lower down in local results.



Note that Voodoo Doughnuts' place page shows 3,015 reviews. That's a 
lot of reviews, and they're clearly helping this already-popular shop 
get noticed by anyone searching for donuts in Portland, Oregon.

I'm Not a Doughnut Rockstar. How Do I Get Reviews?



The good news is, it's not that hard to get more of your customers 
to review you. Adopting just a few practices recommended by 
local-search guru Mike Blumenthal can 
help your company's website, Google Places page and other 
listings appear higher in searches - and win you more business.



A quick summary of how to get more reviews:



   1) Get your company listed everywhere on the Web it makes 
       sense for your business.

   2) Ask for reviews - see suggestions below.
 
   3) Deliver great customer service so people will want to 
       review you, and so the reviews will be mostly good.

First, Stake Your Claim



There have always been directories and listing sites on the Web, 
though the ones most in favor with searchers tend to change over 
time.
 


Some good places to get listed:

GetListed.org offers free 
help for getting your business listed at top sites on the Web, 
including Google Places, 
Yahoo Local, 
InsiderPages.com and others. 
GetListed tells you which listing sites are free, 
which cost money, and advises you which paid sites might make 
sense for your business. The site also offers a tool called Local 
Dashboard that helps you track your online listings.

Yelp.com - Yelp is famous for 
its reviews of restaurants and other retail and service businesses. 
Local search expert David Mimh, who runs GetListed.org, 
says the site is essential for any bar or restaurant to list on Yelp.
 


CitySearch.com  - It's not 
as popular as it was a few years ago, but CitySearch is still 
where many people go to choose a restaurant or other local business.

 

Use any site where you know your customers are. Mike 
Blumenthal suggests choosing the sites that your customers favor. 
How would you know that? Well, you could Google your direct 
competitors to see where they've been reviewed, and make sure you 
have listings on those sites. If you own a pet supply business, 
and you know of sites where pet owners exchange news and tips - 
and you can list your business there - do it.

AboutUs.org  has a page 
about virtually every site on the Web. Each website profile has 
editable fields where you can add your contact information, a 
short summary about your site and your logo. There's also a 
wiki section where you can write as much as you like about 
your site and your business, and include links back to your 
site on keywords that matter for your business. Under the 
AboutUs DoFollow policy, 
those links can become follow links, and add some SEO 
value for your site.

How To Get Reviews: Make it Easy



Mike Blumenthal says you must make it very easy for people to 
review your business. One great strategy is to create a special 
page for reviews on your website - for example, 
'''http://www.MyLocalBusiness.com/reviews''' - so people can leave 
their comments easily on your site. You can put the URL for that 
page on your business card, and hand it out to everybody. You could 
even print up a special thank you card with the reviews page 
printed on it, and slip it in with your customers' purchases when 
you bag them.



Mike also suggests creating a QR code for your reviews page, and 
having it printed up fairly large, to display in your storefront 
window. A customer can then scan the QR code with her phone, and 
maybe even write a review of your business right then and there. 
Or have the QR code link to your Google Places profile.



Once you've listed your business at the sites mentioned in the 
section above, you can also print the URLs for those listings on 
a card, or use QR codes, to make it easy for people to get to your 
review sites. One caution: You can't directly ask people to review 
you on Yelp - that can get you banned from the site. Nonetheless, 
lots of people know and use Yelp, so it's still a good idea to be 
listed there.

How To Get Good Reviews



It may sound simple, but the best way to get reviews is to deliver 
a good experience. Treat customers with courtesy and respect, provide 
a good product or professional-level service, and most of your 
reviews will be good.



Another easy way: Ask for reviews. When someone tells you how 
pleased they are with your company, ask them if they'd be willing 
to put it in writing. Guide them to the location where you'd most 
like the review to appear. Making it easy for them makes it more 
likely they'll do it.



Anticipate that things will sometimes go wrong, and give people 
a way to let you know what's gone wrong, so you can put it right 
immediately. Display your phone number prominently on every page 
of your website, so people can call you. If the phone isn't the 
best option, or you want to give more options, put a big "Contact 
Us" button on every page, and provide full contact options on the 
page it links to. It goes without saying that when people contact 
you with a problem, you must help them quickly and graciously.



Providing quick and easy ways to contact you engenders trust in 
people who come to your website. If you're willing to be contacted 
that easily, you must be trustworthy - the exact opposite of those 
shady sites that provide no contact information at all.



Another big benefit: Helping a dissatisfied or perplexed customer 
can earn you an enthusiastic fan who's more than willing to give 
you a good review. And that review is one more building block for 
growing your online presence.
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16 SEO Tactics That Will
 NOT Bring Targeted Google Visitors

By Jill Whalen (c) 2011
 


In my day-to-day reviews of client websites, I see lots of
things done to websites in the name of SEO that in reality have
no bearing on it.



In an effort to keep you from spending your precious time on
supposed SEO tactics that will have absolutely no effect on your
rankings, search engine visitors, conversions or sales, I
present you with 16 SEO tactics that you can disregard from your
personal knowledge base and/or SEO toolbox as being in any way
related to SEO:



  1. Meta Keywords: Lord help us! I thought I was done
discussing the ole meta keywords 
tag in 1999, but today in 2011 I encounter people
with websites who still think this is an important SEO tactic.
My guess is it's easier to fill out a keyword meta tag than to
do the SEO procedures that do matter. Suffice it to say, the
meta keyword tag is completely and utterly useless for SEO
purposes when it comes to all the major search engines - and it
always will be.
  2. XML Site Maps or Submítting to Search Engines: If your
site architecture stinks and important optimized pages are
buried too deeply to be easily spidered, an XML site map
submitted via Webmaster Tools isn't going to make them show up
in the search results for their targeted keywords. At best it
will make Google aware that those pages exist. But if they have
no internal or external link popularity to speak of, their
existence in the universe is about as important as the existence
of the tooth fairy (and she won't help your pages to rank
better in Google either!). 



  3. Link Title Attributes: Think that you can simply add
descriptive text to your "click here" link's title attribute?
(For example: <a href="page1.html" title="Spammy KeywordsHere"
>Click Here</a>.) Think again. Back in the 1990s I too
thought these were the bee's knees. Turns out they are
completely ignored by all major search engines. If you use them
to make your site more accessible, then that's great, but just
know that they have nothing to do with Google.



  4. Header Tags Like H1 or H2: This is another area people
spend lots of time on, as if these fields were created
specifically for SEOs to put keywords into. They weren't, and
they aren't. They're simply one way to mark up your website
code with headlines. While it's always a good idea to have
great headlines on a site that may or may not use a keyword
phrase, whether it's wrapped in H-whatever tags
is of no consequence to your rankings.



  5. Keyworded Alt Text on Non-clickable Images: Thought you
were clever to stuff keywords into the alt tag of the image of
your pet dog? Think again, Sparky! In most cases, non-clickable
image alt tag text isn't going to provide a boost to
your rankings. And it's especially not going to be helpful if
that's the only place you have those words. (Clickable images
are a different story, and the alt text you use for them is in
fact a very important way to describe the page that the image is
pointing to.)
 


  6. Keyword-stuffed Content: While it hasn't ever been a smart
SEO strategy, keyword-stuffed content is even stupider in
today's competitive marketplace. In the 21st century, less is
often more when it comes to keywords in your content. In fact,
if you're having trouble ranking for certain phrases that
you've used a ton of times on the page, rather than adding it
just one more time, try removing some instances of it. You may
be pleasantly surprised at the results.



  7. Optimizing for General or Peripheral Keywords: You're not
gonna rank for a one-word keyword. You're just not. You are
likely not even going to rank for a 2-word keyword. So stop
wasting your time optimizing for them, and find the phrases that
answer the searcher's question. For example, most people seeking legal
help aren't putting the one word "lawyer" into Google. They
have a very specific need for a certain type of lawyer as well
as a specific location in which they hope to find said lawyer.
So rather than throwing the word "lawyer" all over your site,
ask yourself this: There are people out there who want what
you're providing. What are they typing into Google? Now focus
on those words instead. And don't even get me started on people
who put words on their pages that are barely related to what
they do "just in case" someone who types that into Google might
be interested in what they provide. You won't rank for those
phrases anyway, but even if you magically did, they won't make
you any sales.
 8. Targeting the Same Keywords on Every Page: The keyword
universe for any product or service is ginormous. (It really
is.) Even if there are one or two phrases that bring you the
most traffic, why the heck would you want to miss out on the
gazillions of others as well? Stop focusing every page on the
same handful of phrases and start targeting each page to its own
specific set that most relate to what you're offering there.



  9. Focusing on Ads as Links: Banner ads, Google AdWords links
and most other forms of online advertising do not create links
that count toward your link popularity. This doesn't mean
you shouldn't use this form of marketing - just don't be deluded
into thinking that it will have a direct effect on your organic
search engine rankings and traffic.



  10. Mad-lib Doorway Pages: While you may provide lots of
products or services that are extremely similar to one another
with just one minor change, it's not a good idea to create
separate pages for each of them and making only minor keyword
changes to each of them. While this may be okay for paid search
landing pages, it's a duplicate content spammy nightmare for
organic SEO purposes. (In fairness, do sometimes still see
this technique work, but it's still not advisable to do
it.)



  11. Linking to Google or Other Popular Websites: It's the
links pointing to your pages from other sites that help you with
SEO, not the pages you're linking out to. 'Nuff said.



  12. Redirecting a Keyworded Domain to Your Real One: So you
have your business name as your domain (as you should), but you
have noticed the unfortunate fact that Google seems to really
like domains that have keywords in them. Buying one (or more)
and redirecting it to your actual website can't provide you
with any advantage because a redirected website
(and its domain name) isn't ever seen by the search engines. And
besides, even if there was something magical about doing this,
again, you're only talking about one keyword phrase.



  13. Republishing Only Others' Stuff: While it's fine to
republish an article that someone else published first, if
that's all your blog consists of, it's not going to help your
search engine rankings. Instead of republishing entire articles,
discuss them in your posts and provide your thoughts and
opinions on what's good / bad / ugly about what the others are
saying. It's all about adding value.



  14. Making Minor Changes to Freshen Content: This is not going
to help a thing. If any old articles or posts need to be
updated, then update them. But just changing a date or a few
words will not have any effect 
on your search engine rankings or traffic.



  15. Nofollowing Internal Links: Perhaps you're not looking
for your privacy policy page to be followed by the search
engines, so you add a nofollow attribute to it. That's all well
and good, but don't fool yourself into thinking that this will
somehow control your PageRank flow 
and get you better rankings. It won't.



  16. Main Navigation That Links to Every Page: If linking to
pages in your main navigation gives them more internal link
popularity and therefore more possible weighting with the search
engines, then surely linking to every single page of the site in
your main navigation should be a good idea, right? Wrong! It
isn't. All it does is spread your internal link popularity too
thin and confuse the heck out of your site visitors. Don't do
it. Choose to link only to top-level categories and perhaps
subcategories (if you have a reasonable number of them) in your
main navigation. This allows users to drill down further
when they're in the category sections themselves.



Did I miss any? I'm quite sure I've just touched the surface
on waste-of-time SEO tactics. How about you? Do you agree with
the above? Disagree?
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