Forget Predictions-with-; Get Actionable Tactics

Teez: Five ways to get back to what works, do whatis-what's real, and get the education to be a
successful in online marketing for the next 10 years, not just 2609-</p>

<p>"Enoughl" was-the single- word thatechoed-in thelate summerairof Denveras-the openingof President-
EleetObama's2009.

<p>In his acceptance speech at the Democratic National Convention-, President-Elect Obama said,
"Tonight, I say to the people of America, to Democrats and Republicans and independents across this

great land: Enough." As I sit here myse#planmng for 2009, eurupcomingOnline-Marketing Summit-and

am-as-wel-as-my 3 3 ; ughi“that thought perfectly
reflects my sentiments. Enough with all the hyperbole and predlctlons about what's in store for

2009.</p>

<p>Admittedly I;tee;have-'ve spoken and written on such, too. So+H-step-the-pentificatingand-start
getting- today I get back on the actionable-tactics track. Fe-begintoekLook at your marketing plans for
the year ahead and see how they stack up against five timeless entine-digital marketing preverbs-rules.
I've included at least one central action item you can do temerrew-</right now.</p>
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<P><b>Understand the Fundamentals</b></p>

<p>Understand, <i>then</i> plan; don't plan to understand as you go. E-mail marketing, webWeb site
usability, and search ergire-marketing are the three tried-and-true pillars of entiredigital marketing in
terms of sustainable ROI (<a target="_new"
href="http://www.webepediaWebopedia.com/TERM/R/ROLhtml">define</a>).There isn't a company
today that earretcan't see significant gains by improving its existing programs in these areas. Yet most
eempanies-have no idea of the fundamentals that actually drive success for a good e-mail campaign, for
a strong customer experience on a Web site, rer-hew-best-te-eembineor for combining SEO (<a
target="_new" href="http://www.webepediaWebopedia.com/TERM/S/SEO.html">define</a>) and PPC
(<a target="_new" href="http://www.webepedia Webopedia.com/TERM/P/PPC.html">define</a>) into
one effective campaign. Net-to-mention-hew-to-rtegrateNever mind integrating all three into a
cohesive strategy that supports and drives the ROI ef-the-ether-for all. We areal-exeeuting{orhaving
execute ( or have an agency execute for us) but never take the time to understand the fundamentals—++
that make these

efforts work. </p>

<p><b>Action item:buedget:</b> Budget time and money for education. Budgettirmebudget-smalt
detars-te-get-Get research, watch a Webinar, get certified, or attend an educational event (full




disclosure: I have vested interest in the last two-ferfuH-disetesure). It's no secret that MBA programs
and test preparation entities make a killing during down-times, because people realize that-there's no
better time to get ene's-sel-on the right track than when every dollar counts and the fast pace of growth
has waned into a more methodical approach to business and marketing.</p>

<p>So; grab your calendar, put in a recurring appointment with yourself to read something of
educational importance (not industry news) for that-the same hour every -day or week.

EarmarkUndertake one educatlon event, program, or 1n1t1at1ve—yeuﬂ—er—te—&ndeFtake—aﬂd—aéd—that—te
ir. If you need help finding

some good readmg, ﬁnd me on <a targetZ"_new

href="http://www.linkedin.com/pub/0/312/658">LinkedIn</a> or <a target="_new"
href="http://www.facebook.com/people/Aaron-Kahlow/620816463">Facebook</a>, and ¥&-I'll be
happy to recommend top books and whitepapers.</p>

<p><b>First Things First</b></p>

<p>Execute on the foundational basics-ard, then add the fun, new stuff. Afew-examples-efwhattmean-by
—ﬁ%st—thmgs#pst—takeye&pWebﬂe—ManyFor example, many sites are trying to figure out how to add a
blog or user-generated-eontent{dGECGM (<

href="http://www.clickz.com/ showPage.html?pagez3 515576">define</a>) to improve engagement—

commendable. Commendable ideas. But improving the engagement on a site that deesnoet-doesn't apply
the most basic ef-Web-site usability fundamentals is like trying-te-paintpainting over a rusted metal wall to
make it more visually appealing. The paint may look rew-ané-fresh for a few days and folks will
comment on its appeal, but quickly the rust and corrosion will take hold and the same rusty wall,ata-the

same-crappy-user-experience-onyour-Web-site; will take-hold-be visible.</p>

<p>E-mail's another great example. We all love e-mail because it's so easy to blast eut-a message to our
customers at-with a few pushes of the-a button.-Ourmenthly-e-newslettersbeing-enesuch-blast: Ask one
simple question: “Whywhy do yeu-we send e-newsletters?* Get a real answer to that question, and see if
thatit matches up with what your customers actually want from you. Most companies have
<i>nothing</i> worthwhile to report every month to customers, so they try to sell them with the latest
promo or gimmick. If you've got nothing, then-send nothing. Just because you can;-edees-net doesn't mean
you should.</p>

<p><b>Action item::</b> Send out a survey as your next e-newsletter and ask your customers what
they want from you and how frequently. Then the-hard-parteemes;-actually do it (e.g., don't send the
same e-newsletter format next month).</p>

<p><b>Customers Know Best-</b></p>

<p>We all say;~ we listen to the-custemerta+reality-our customers, but that's the furthest thing from the
truth. With a-myriad-efall the data about our eustemercustomers' online behavior-ertine, budget is no
excuse not to understand. There are hundreds of millions of delarsdollars' worth of usability studies
done on customer/user behavior as it relates to Web sites, search, e-mail, and social media. Much of this




is free and already posted online. Just because you did some cookie-cutter survey last year doesn't -give
you any indication “<i>on why</>" your customers do what they do online and how they prefer to be
served. Yes, preference surveys en-preferences-are important for specific elements, but they wit-retwon't

answer the big questions-yeu-need-answered. So read the research, leok-atpessiblyconsider doing your
own, and-then stop the guessing and promoting. Make educated decisions based on customers.</p>

<p><b>Action item::</b> Get three to five friends or co-workers who aren't familiar with your Web site;
have-them-startat-the- to go to your home page; and find your top one or two offerings_on the site. Watch
them over their shoulder, ask them to think aloud so you can understand what they are doing and why.
Then; sit back, fight the urge to tell them anything about the site, and take copious notes.</p>

<p>You'll get a great sense of what a customer actually sees versus-instead of your opinion about a site
you know all too well.</p>

<p><b>Help Me, Help You, Help Me</p></b>

<p>With so much to learn in the ever--changing world of estinedigital marketing, we must turn to eur
peers, as-wel-as-support groups, and interest groups to find people who have-alreadylearned-thelessons
and-can give us insight into what's working and what's not. Your local marketing associations are a good
place to start, though there's a dearth of good entinedigital marketing education offered by most
asseciations. So,-beginbut don't end your search with these associations. Fhere-aregroupGroup sites like
<a target="_new" href="http://ittoolbox.com/">ITToolbox.com-that</a> offer programs for the
information technology industry.-Greupsin LinkedIn are-beingfermedgroups are popping up, though not
much action is happening yet. And some publisher sites are heading down this path. Be patient, many
forums are still ghost towns. Se-befereBefore you heavily invest some time in any, look at thepost
recency and frequency efpests-as well as thecontributors' credentials-efthe-centributers.</.</p>
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<p<b>Action item::</b> Go to Google, type on the subject area of greatest interest or need, and see what
pops up. This may take some surfing, so do more than one search and go beyond the first page of those
search results.</p>

<p><b>Socialize Your Efforts</b></p>

<P>Every marketing campaign today can benefit from social media, such as a blog to support your PR,
a ratings/reviews overlay on your Web site to get customers sharing their needs and wants, or simply
getting-in-the-flow-ef-social networks such as Facebook or (to a lesser degree) LinkedIn to understand this
change in human behavior and begin connecting with partners, customers, ete;-threugh-social-netwerks

such-as-Facebeek-orto-alesserdegree-binkedin-and so forth. It's long past time for you to figure this out-Se




<p>Many people don't understand the human behavioral aspect of thissocial media and how itis-it's
really changing the-paradigm-ef-business communications whereso personal and business lives are
blending:blend. Unfortunately, generation gaps are a big reason for this. Anyone over the-age-of35 has
notreallyhasn't grown up on the electronic medium;-we've, only adapted. Se,as-enelf you're in this age
group, it's imperative to try new things and get into it. Otherwise you'll be the-enre-making fun of
someone's status update changes at a party, while everyone else will aetuathy-be laughing at you because
you just don't get it.</p>

<Pp><b>Action item::</b> Just do it.-Liketastyear; I strongly recommended folks understand the big
social networking environments-tke, such as Facebook-ane-H-stick-with-thatrecommendation. LinkedIn is
great for collectmg names (a virtual Rolodex) but dees<not>it doesn't have the social networkmg
implications-n-beh a ginth A

Faeebeek—get Get engaged. am

<p>Astsaid-in-the-beginningthesearenetThese aren't suggestions just for 2009. Fhey-areThey're timeless
preverbsrules for entinedigital marketing and the principles will apply at all stages of your progress.
TheredsThere's no better time to get back to what works, do whatiswhat's real, and get the education you
need to be successful for the next 10 years, not just 2009.</p>




