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Aakers, David, 102

ABCTV
advertising on, 193
Buc-ee’s on, 8
CelebriDucks on, 14

Ackerman, Jim, 26

Action plan template
benefits promotion, 69-72
brand identity, defining, 79-81
celebrity status, generating, 97-98
client-centered messages, 69-72
client experience, creating, 82-84
differentiation strategy, 66—69
direct mail campaigns, 94-96
events and seminars, 96-97
execution strategy, 78-79
goal setting, 64—66
Internet presence, £9-51
leveraging conncations, 7477
master blueprin:. 100
niche targeting, 81
overview, 63—64
permission-based marketing, 90-91
presentations, public, 96-97
referral sources, listing, 84—-86
social media, employing, 89-90
traditional media marketing, 91-94
viral marketing, 72-74
web sites, exploiting, 86-90
worksheet, 99

Activism, and networking, 46

AdSense (Google), 11

Advertising
as branding attribute, 109-110
via direct mail, 196-208
emotional appeal, 22

infomercials, 193-195
newspapers, 191-192
permission-based, 175
radio, 192
traditional, 187-191
TV and cabl«, 193
ubiquitousnets of, 103-104, 189
Advertising Age magazine, 191
Advicors, fnancial. See Financial
advisors
#.dvisorTLC.com, 251
Advocates, partnering with, 41-45
Adweek magazine, 32
A&ETV, 14
Affiliate marketing, 34, 157-158
Agassi, Andre, 104
Albom, Mitch, 103
Allegiance. See Loyalty
Allianced Enterprise, The (Harbison),
255
Alliances, strategic. See Partnering,
strategic
Allstate, 189
Alltop.com, 167
Alumni networking, 45-46
American Marketing Association
branding definition, 102
marketing definition, xiii
Amway, 35
Analysis
direct mail, 198-201, 207-208
e-mail services, 178
Google Analytics, 157, 251
pretesting ads, 190
radio-related, 192
referral-related, 135-136
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Analysis (continued)
social media, 161
web site effectiveness, 157, 251
Anderson, Chris, 11
Aplin, Beaver, 8
Apple, Inc., 110, 167
Appreciation, client. See under Rewards
Armstrong, Lance, 115
Articles, authoring/marketing
online, 158-159
print media, 118-119, 238
Ash, Mary Kay, 115
Associations, professional
networking, 46
as niche strategy, 118, 121
for referrals, 144
Atkins diet, 31
AT&T, 189
Auto Zone, 189
Avatars, defined, 166

Awarepoint Corporation, 50

Baby Supermall, 180-181

Backlinks, defined, 163

Backtype.com, 171

Bargains Group, 12-13

Barton, Bruce, 104

Bassett, Bonnie, 24

Batton, Barton, Durstine &cOsborn

(BBD&O), 112

Baugh, Sammy, 114

Bayless, W. David, 255

Benefits, prodiic:
as branding actribute, 107-108
call to action (CTA), 25-26
defined, 19
emotional appeal of, xiv—xv
features versus, 18-21
as marketing principle, 3
Odwalla’s message, 24-25
planning template for, 69-72
promoting, 21-23, 203

Bernard, Bonno, 25

Bernard, David, 24-25

Beste, Nick, 13-14

Bezos, Jeff, 112

Bigart, Justin, 4648

Bigart, Stephanie, 4648

Billboard ads, 8-9

Bing, 157
Birthdays, employee, 217
Blair Witch Project, The, 33
Blogger.com, 164
Blogs
as marketing tool, 164, 167
and Technorati, 171
in viral marketing, 34
when to use, 156
Blog Talk Radio, 244
Blues Brothers CelebriDucks, 14—15
BNI networking, 39
Boardtracker, 171
Boldface, use of, 178, 202
Bonding, emotional, xiv—xvii
Bookmarking services; ! 70
Books
authoring, 237-253
signing events, 215
Bookstores. as cxperiences, 123
Bossidy, Latry, 58
Bowl gariies, as ad medium, 188-189
Bran: Mindset, The (Knapp), 102
Brain Promise, The (Knapp), 102
Brand identity
attributes of, 107-111
caveats, 111-112
defined, 102
developing, 105-107
for financial advisors, 248-250
low-cost, 106
monitoring, 169-171
online, 148, 163, 169-171
overview, 101-105
planning template for, 79-81
in web site design, 153
Brogan, Chris, 169-170
Bronto, 178, 180
Brower, Charles, 113
Bruso, Dick, 104
Buc-ee’s gas stations, 8-9
Build-A-Bear stores, 42
BurrellesLuce, 230
Burnett, Leo, 187
Business Marketing Institute, 59
Business Planning Template (Red Zone),
29
Business Week, 32
Butenuth, John, 247
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Calls to action (CTAs)
in direct mail, 204-207
executing effective, 25-26
for financial advisors, 251
in infomercials, 194-195
as marketing principle, 3
planning template for, 69-72
in presentations, 224
in web site design, 153-154
Canine Companions for Independence,
42
Canon commercials, 104
Capital letters, use of, 202
Capital One, 189
Carlow, Kevin, 13
Carnegie, Andrew, 113
CBSTV, 14, 193
CelebriDucks, 14-15
Celebrities, as event draw, 212
Celebrity status
advantages of, 226-227
caveats, 111-112
follow-up, 239-240
as media maven, 234-237
planning template for, 97-98
via press releases, 232-234
public relations route, 227-232
via written word, 237-239
Centers of influence. See Infizence,
centers of
CEQs, prioritizations <t 59
Challenge-Solutinii-Csil to Action
Method 224
Chambers of Commerce, 246, 250
Charan, Ram, 58
Charitable events, 215-216, 248
“Cheesehead Phenomenon,”
131-132
Chicago Sun Times, 15
Chick-fil-A, 189
Churches
as networking source, 46
as referral source, 144
Churchill, Winston, 60
Cisco Systems, 167-168
Cision, 230
CITI, 189
Clark, Maxine, 42
Client appreciation. See under Rewards
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Client-builder exercises
advertising, traditional, 195
benefits, product, 26
branding, 112
celebrity status, 240
differentiation, 17
direct mail, 208
e-mail-related, 186
events planning, 225
execution, 60
financial advisors, 253
leveraging, 52
niche marketing, 121
referrals, 145-146
social media, 173
viral marketing, 36
web presence, 159
“wow” factor, 133

Clients
as advocat=s, 51, 120
as “bencfts” buyers, 18-21
as hrand‘interpreters, 102—-103
dissc tisfied, 131
feadback from, 135-136
loyalty from, xvii, 1-4, 131-132
marketing to existing, 125-128,

212-213
planning template for, 6972,
82-84
power shift to, 188
rewarding, 139-144, 247-248
surveying, 242-243

Cloud B, 16

Club membership, 143, 144

Clydesdales, 112

CNNTV, 14

Coca-Cola, 25

Cold calling, 3, 37-38, 125

Comcast, 169

Commercial Alert, 103

Commercials. See Advertising

Commissions, affiliate, 158

Communications
personal touch, 127-128, 137
via public speaking, 118,

222-224
Web-related, 129-130
Communications 21 (PR agency),
184-185
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Communities
giving back to, 215-216
involvement in, 250
networking in, 46
Company name, brand identity and,
105-106
“Concierge Consultation” seminars,
246
Conference calls, as marketing tool,
130
Connecting
via emotions, Xiv—xvii
personal interactions, 125-131
relationship building, 37-41
Connectors, The (Kuzmeski), xiv, 30,
39,230
Constant Contact, 178
Consumers. See Clients
Contagion factors (viral), 28, 35-36
Content, message
direct mail, 203-204
e-mail, 177-178, 179, 183-184
ownership of, 154
social media, 163-164
web site, 153, 156
Costs. See Financial considerations
Cotton Bowl, 188-189
Coupons. See Free product offeic
Credibility, emotional appta! of, xiv—
XV
“Cult following”
Buc-ee’s, 8-9
defined, 110
90X infomercial, 194

Customers. See Clients

Databases
media contacts, 230-231
networking, 219
Data mining, 49-50
David Yurman jewelry, 110-111
“Dead horse” strategies, 56-57
De la Iglesia, J. L. M., 255
Delicious.com, 170
Deliverables, clarifying, 132-133
Demographics
in ad research, 190
in direct mail, 205-206
events-related, 212, 221

in radio advertising, 192
in TV ads, 193
in web site design, 152
Demonstrations, product. See Product
demonstrations
Design considerations
for direct mail, 201-203
for press releases, 232-234
for web sites, 152154
Dickens, Charles, 115
Differentiation. See also Brand identity
attention-grabbing, 7-8
Bargains Group (people-oriented),
12-13
Buc-ee’s bathrooms, 8-9
CelebriDucks collectibies, 14-15
Dillard’s Septic (ta:x-oriented), 17
via emotional ~onnection, xiv
of financial al'visors, 241-243
freemiuras, 11-12
Mar-Cave (gender-oriented),
15-14
as marketing principle, 2
planning template for, 66-69
Red Zone Marketing, 11
Toy House promos, 15-16
Vistaprint freebies, 10
“wow” factor, 122-123
Digg.com, 163
Digital Equipment Corporation,
120
Dill, Tom, 25
Dillard, James, 17
Dillard’s Septic Service, 17
DiMassimo, Mark, 32-33
DiMassimo Goldstein (DIGO), 32
Direct mail
caveat, 200
effectiveness of, 197-201
elements of, 201-208
vis-a-vis e-mail, 196-197
formula for, 200
planning template for, 94-96
DirecTV, 11
Disney, Walt, 115
DMA:s, defined, 193
Dominick’s Finer Foods, 108
“Don’t Miss the Boat” events, 139-142,
247
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Earth Day, 32
eBay, 103
E-blast announcements, 220
Economy
effect on buyers, 21
effect on pricing, 108-109
Edison, Thomas A., 60
Egelhoff, Tom, 198
800 numbers, 190, 206
80/20 rule, 131
Eisenhower, Dwight D., 60
E-mail
caveats, 174-175, 185-186
client lists, 175-178
as marketing tool, 127, 129-130, 175
newsletters, 181-185
planning template for, 90-91
tips for effective, 176-181
eMarketer, analytics, 134-135
EMC Corporation, 169
Emotional connection
of feelings, 22, 30-31
tapping into, xiv—xvii
viral marketing, 30-31
Employees
differentiating via, 1213, 48
events for, 216-217
online photos of, 150
in referrral process, 138-13¢
survey feedback on, 243
Enterprise Relationship Management
(ERM), 4950
Erdman, Ken, 19/
Ericho Communications, 32
ERM. See Enterprise Relationship
Management (ERM)
ESPN, 14-15
Esposito, Jeff, 10
Events/socials
buzz-creating, 209-210
client-appreciation, 130-131,
139-141
client-focused, 212-213
community-oriented, 215-216
employee-focused, 216-217
for financial advisors, 245-247
follow-up, 219, 221-222
invitations to, 219-220
networking, 211-212, 218-219
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planning template for, 96-97
public speaking, 222-225
referral-related, 139-142
retail sales, 213-215
seasonal, 215
tips for successful, 218-221
trade shows, 214
Web-based, 210-211
Execution (Bossidy), 58
Execution, superior
course corrections, 56-58
as marketing principle, 4
planning template for, 78-79
vis-a-vis strategy, 53-56
tips for, 58-60
Experiences, “wow”
cementing loyalty, 12 1-133
creating, 122-127
80/20 rule, 151
emotional appeal of, xiv—xv
persorai touch, 127-131, 137
planhing template for, 82-84
Extieriential Storytelling (Lorenc+Yoo),
184-185
Expertise
as niche strategy, 113-118
as PR tool, 226-227
Web design, 152-154

via webinars, 130

Facebook
brand management, 106
as events tool, 219, 221
marketing via, 166, 167, 168
Obama’s success with, 160
posting media clips on, 240
product demonstrations on, 211
as social media leader, 161, 165
and viral marketing, 29, 31
Faia, Don, 25
Family
marketing to, 34-35
referrals from, 144—145
Fans, creating. See Loyalty, fan-type
FAQO Schwartz, 42
Features, product
versus benefits, 3, 18-21
defined, 19
FedEx, 189
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Feed readers, 170
Feelings. See Emotional connection
Financial advisors
differentiation of, 241-243
marketing strategies, 244-253
Financial considerations
affiliate commissions, 158
low-cost branding, 106
social media, 162-163
in web site design, 152, 154
Flickr, 161
Flip video cameras, 166
Fogle, Jared, 111
Ford, Henry, 115
Fortune Small Business, 15
Forums, marketing, 159
Fox TV, 14
Franchises, 104
Free (Anderson), 11
Freemiums, defined, 11-12
Free product offers
differentiating via, 10-12
in direct mail, 204—205
in infomercials, 194
for referrals, 142—-143, 247-248
in viral marketing, 29
as web site enticement, 157
Friends
marketing to, 34-35
referrals from, 144—145

Fundraisers, 215-21&. 248

Gagnon, Eri¢,'58-59

Gatorade brana, 112

Gayo, J. E. L., 255

Geico, 59-60

Gender-oriented products, 13-14

Geographically targeted ads, 192, 193

Global Speakers Federation, 118

GMAC, 189

Goal setting, planning template for,

64-66

Godin, Seth, 28, 53, 101

Golf, as networking venue, 212

Good Morning America, 32

Google
brand management, 107, 170
free versus fee services, 11
personal name recognition, 237

search engine tools, 156, 157
video weighting by, 166
and viral marketing, 31
web site analysis, 251
Gorton Seafood, 15
Got Engines, 155
Grant Thornton International, 59
Graphic design. See Design
considerations
Green Bay Packers, xvii, 54-55,
131-132
Greene, Seth, 252
Griffith, Scott, 191
GuitarMasterPro, 34

Habitat for Humanity; 218
Hammond, Chuck./ 243
Hanson, Brian, 155
Happy hours; 2 il
Harbison. . k., 49
Harley-i>avidson, 22
Hasber'sBazaar, 111
Harvard Business School, 22
Huyes, Tom, 255
Headlines
direct mail, 203
e-mail, 177
press release, 230, 233
Heard Above the Noise, 104
Hearst, William Randolph, 188
Help A Reporter Out (HARO),
228
Horton, Tony, 194
House of Blues, 15
How to Market, Advertise, and Promote
Your Business or Service in Your
Ouwn Backyard (Egelhoff), 198
HubSpot, 164

IBM, 120
Idea virus, 28
“Illistrum,” 24
Image. See Brand identity
Impulse buying, 194
Industry alliances. See Partnering,
strategic
Influence, centers of
leveraging, 38, 248
as marketing principle, 3—4
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planning template for, 74-77
social media role, 163
Infomercials, 193-195
Interdev, 43
Internet marketing. See also Social
media; Web sites
affiliate marketing, 157-158
analyzing effectiveness of, 157
brand development, 107
content (see Content, message)
design considerations, 152-154
enticement strategies, 158-159
events pages, 219-220
for financial advisors, 244—245
online presence, 147-150, 250-251
planning template for, 86-91
referral surveys, 136
search engine marketing (SEM), 157
search engine optimization (SEO),
155-157
soft selling, 129-130
video benefits, 150-152
viral campaigns, 27-34
webinars, 210-211
Interviews, media, 234-237
Invitations, enticing, 219-220

Jewel-Osco, 108

Jimmy Kimmel Live, 14
Jing, 245

Joan & Ed’s Deli, 198;-19¢
Jones, Del, 17

Journals. See Micgazines
Jump Point (Hayes), 255

Junk mail. See Spam

Kawasaki, Guy, 112, 167
Kellogg’s Rice Krispies, 107
Kelly, Walt, 119
Kelly Communications, Inc., 106
Keywords
SEO-abetting, 156
spam-related, 185
Knapp, Duane, 102
Kodak, 22
Kopp, Caryn, 22-23
Kopp Consulting, 22-23
Kroc, Ray, 115-116
KT Design & Development, 148-149
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Laermer, Richard, 187-188
Late Night with Conan O’Brien, 14
Leveraging
client referrals, 51
data mining, 49-50
as marketing principle, 3—4
Marvelous Mercer (Megale), 41-42
media, 237
partnering, 41-45
planning template for, 74-77
power networking, 45-49
PUP story, 48-49
relationship building, 37-41
Sage Spa Living, 4648
step-by-step, 48
strategic alliances, 50-51
Levitt, Theodore “Teq,” 22
Life Enjoyment Exper-ence,
124
LinkedIn
brand inenagement, 106
foi finarcial advisors, 245
narceting strategies, 166, 167
sccial media tool, 161-165
as vetting tool, 50-51
Links, SEO and, 156
LinkShare, 158
Lists, e-mail, 175-176
Little Caesar’s, 189
Logos, as branding element,
105, 110
Lombardi, Vince, 54—55
“Lone Ranger” syndrome, 45
Lorenc+Yoo Design, 184-185
Los Angels Times, 14
Loss leaders, 158
Lotus Connections, 162
Louis E. Page, Inc., 164
Lovin Oven Cakery, 148-149
Loyalty, fan-type
Buc-ee’s, 8-9
“Cheesehead Phenomenon,”
131-132
creating, xvii, 1-4
“cult followers,” 110-111
90X infomercial, 194

Luncheons, networking, 212

Madoff, Bernie, 35
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Magazines
press releases, 231-232
as PR tool, 118-119
writing articles for, 238
Magnet Mail, 178
Mail. See Direct mail; E-mail
Man Cave, 13-14
MarketDominationProgram.com, 252
Marketing. See also Internet marketing;
Traditional marketing
action plan (see Action plan
template)
branding attributes, 107-111
definition of, xiii
message strategizing, 23
principles of, 1-4
techniques
ads, offline, 187-191
brand identity, 101-103
celebrity status, 226-227
direct mail, 196-197
e-mail, 174-175
for financial advisors, 244252
infomercials, 193-194
niche targeting, 113-115
presentations, 209-210
print media, 191-192
radio, 192
referrals, 134-135
social media, 160:-151
television, 193194
Web presence, 147-148
“wow” experience, 122-123
versus viral marketing, 27-28
Marketing Audibles (Red Zone), 181,
182
Marketing Manager’'s Handbook
(Gagnon), 58
Marketing plan, creating. See Action
plan template
Marriott hotels, 32
Marvelous Mercer (Megale), 41-42
Mary Kay Cosmetics, 35
Mashable.com, 169
Masterful Marketing, 58
MB Productions, 23
McDonald, Maurice, 115
McDonald, Richard, 115
McDonald’s restaurants, 115-116

McGinn, Dan, 130-131
Me 2.0 (Schawbel), 170
MEATings (Man Cave), 13-14
Media, online. See Internet marketing
Media, traditional
interviews with, 234-237
planning template for, 91-94
press releases, 232-234
publicity in, 227-234
writing for, 237-239
Megale, Megan, 41-42
Megale, Shea, 41-42
Meijer’s stores, 108—-109
“Men’s Bathroom” ad, 15-16
Messages, marketing. See also
Marketing
consistency of, 109, 177
e-mail, 175, 177-178, 183-184
mobile-frienaly, 178-179
professicna’-iooking, 153-154
strarcgizing, 23
viral, 3, 28
Mist er, Ivan, 39
Mbloney, D., 255
Mosaic Hair Studio, 201, 202
Moss, Kate, 111
Motivational meetings, 216-217
Motivators, human, 31
Moving from Activity to Achievement
(Taylor), 57
Multilevel marketing, 35
Murphy, Debra, 58
Music piracy, 11
Mythmaker ad firm, 25

NASA, 58
National Enquirer, 111
National Speakers Association, 118
NBC TV
advertising on, 193
CelebriDucks on, 14
Jean Newell on, 49
Networking
event-oriented, 211-212, 218-219
as marketing principle, 3—4
planning template for, 74-77
and viral marketing, 34-35
Newell, Jean, 48-49
New Marketing Labs, 169
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Newpros Data, 201
Newsletters
as client service, 130
e-mail, 175-176, 181-186
niche marketing, 118
planning template for, 90-91
Newspapers
advertising in, 191-192
as PR tool, 227
writing articles for, 118-119, 238
New York Times, 14
New York University Center for Direct
Marketing, 198
Niche marketing
benefits of, 113-116
caveats, 120
defined, 113-114
developing, 116-121
planning template for, 81
in web site design, 152
Nike brand, 105, 112
Ning, 31

Obama, Barack, 160

O’Connell, Brian F., 43

Odwalla juices, 24-25

Offline marketing. See Traditiona!
marketing

Ogilvy, David, 105, 190

Olsen, Ken, 120

Olympics, 2008 Beijirg, 134

Online marketing. Cee Internet
marketinig

Op-eds, authoring, 238

Open (Agassi), 104

Open-ended questions, usefulness of,
138

Open houses, 211-212

Opt-in feature, 183

Opt-out feature. See Unsubscribe
feature

Orange Bowl, 188-189

QOutback, 189

Packaging
as branding element, 110
direct mail, 201-203
PacRim Marketing Group, 197
Page, Duncan, 164
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Papa John’s, 189
Parties. See Events/socials
Partnering, strategic, 41-45,
50-51
Partylite, 13
PCMag.com, 167
PDAs, e-mail compatibility, 178-179,
183
Pekar, P., Jr., 49, 255
People magazine, 32
Percy, Gerry, 24
Permission-based marketing
caveats, 174-175
client lists, building, 175-176
defined, 175
e-mail tips, 176-181
e-newsletter tips, 181-185
planning templa®e for, 90-91
spam fodder; 1&5~186
Personal util'ty bouches. See PUPs
Peters, Torn, 101
Phelps, Michael, 111
Phcne calls, as marketing tool, 127,
130
Photos
employee, 150
events-related, 221
Planning template. See Action plan
template
Playboy magazine, 15
P90X infomercial, 194
Podcasts, 129, 210
Polls, sponsoring, 238
Ponzi schemes, 35
Popular Mechanics magazine, 120
Postcards. See Direct mail
Presentations, group. See also Events/
socials
elements of, 224
by financial advisors, 246
planning template for, 96-97
public speaking, 222-224
Press releases
crafting, 228-234
as marketing tool, 118
online, 159
samples of, 239
timing of, 231
in viral marketing, 34
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Pricing
as branding attribute, 108-109
“wow” factor premium, 124
Principle-Centered Marketing, 26
Principles of marketing. See under
Marketing

Print media. See Traditional marketing

Product demonstrations, 211
ProfNet, 228
Progressive Grocer magazine, 108-109
Prohibitory Order, unsolicited mail,
200-201
Proofreading, importance of, 233
Prospecting. See Referrals
Psychographics, 152
Publications, as marketing tool,
118-119, 121
Public events. See Events/socials
Publicity
advantages of, 226-227
media appeal, 234-237
newsworthiness factor, 227-232
online follow-up, 239-240
press releases (see Press releases)
via writing, 237-239

Public relations (PR). See also Publicity

exploiting, 227-228

Strauss Radio Strategies, 130-:131
Public speaking. See Speaking, public
Punk Marketing (Laernie1), 187
Punk marketing, defined, 188
PUPs, 48
Purple Cow ((oduii), 102
Pyramid schemes, 35

Quality
as branding attribute, 108
emotional appeal of, xiv—xv
monitoring, 171
web site, 152

Quotes, in press releases, 233

QVC, 48-49

Radian6, 170

Radio
advertising, 15-16, 192
online, 244-245
PR via, 227

Reality Check (Kawasaki), 167

Reddit, 163
Red Zone Marketing, 11
blogging by, 164
branding of, 106, 107
e-newsletter, 181, 182
for financial advisors, 241
freebies from, 29-30, 253
name derivation, 54
reputation monitoring, 169
strategic alliances, 43
web site, 150, 151
Referrals
via charitable events, 248
from clients, 51, 126
effectiveness of, 134—137
via e-mails, 179
as marketing tool, 5,:125-126
in niche building: 120, 121
planning t#mplate for, 84-86
rewardir.g, 129-144, 247-248
semiiiars oy, 245-246
izom strategic alliances, 43-44
stiategies for increasing, 137-146
“kemailing” strategy, 180-181
Rendall, David, 104
Reputation monitoring, 169-171
Research. See Analysis
Response Mail Express, 245, 246
Responses, direct mail
evaluation criteria, 207-208
measuring, 197-200
simplifying, 206
Restrooms, marketing, 8-9
Results. See Benefits, product
Retail, marketing events, 213-215
Retreats, employee, 217
Revlon, Charles, 22
Revlon Cosmetics, 22
Rewards
affiliate-related, 157-158
client-appreciation, 213
e-mail-related, 179
employee-appreciation, 216-217
for referrals, 139-144, 179, 247-248
Rhetorical questions, role of, 224
Rhode, Jim, 117-118
Rhode, Naomi, 117-118
Rose Bowl, 188-189
RRG, Inc., 245
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RSS, defined, 170
“Rule of 60,” 131
Ruskin, Gary, 103

Sage Spa Living, 46-48
Sales, leveraging, 37-38
San Francisco Chronicle, 1415
Schaller, Karl, 101
Schawbel, Dan, 169, 170-171
Scoutlabs, 170
Search engine marketing (SEM), 155,
157
Search engine optimization (SEO),
155-157, 163
Seasonal events, as marketing tool, 215
Seminars/workshops. See also Events/
socials
client-focused, 212-213
employee-focused, 217
for existing clients, 126, 127
for financial advisors, 245-247
niche-targeted, 117, 119, 121
online (webinars), 210-211
planning template for, 96-97
for referrals, 126
SERPs, defined, 157
Service, client bonding and, xiv—:v
Shaklee, 35
Shepard, Ellen, 162
Sheraton, 189
“Shock & Awe” campeigry, 252
Showtime TV, 14
Signage, as branding element, 110
Silpada, 13
Simmons, Mark, 187-188
Sittig Incorporated, 129
Sittig-Rolf, Andrea, 129
Skype, 245
Slogans, as branding element, 110
Slove, Ken, 148-149
Small World Networks, Inc., 255
SmartPractice, 117
Smith & Jones, 150
Snail mail. See Direct mail
Social media. See also names of specific
sites
benefits of, 162-163
brand management, 106, 107,
169-171
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content quality, 163-164
defined, 161-162
events pages, 219-220
planning template for, 89-90
power of, 160-161
strategies for using, 166—-169
time management issues, 171-173
tools of, 164—166
tracking effectiveness of, 169-171
versus traditional media, 161
viral marketing, 27-34
Social media marketing (SMM),
defined, 161
Social Oomph, 171
Socials, client-appreciation,
130-131
Spam, 174-175, 185-12¢
SpamCheck, 186
Speaking, public, 118, 222-224
Specializatioa. Jee Niche marketing
Sperling;ien, 50-51
Sporiccrships, as marketing tool, 119
Spo'ts luustrated, 14
Sourlin, Reneé, 184
SRSV, defined, 249
Steinhauer, Jody, 12-13
Steltenpohl, Greg, 24
Strategic alliances. See also Partnering,
strategic
defined, 43
in retail, 214-215
ROI on, 49
tips for forming, 50-51
Strategy, marketing
adjusting, 56-58
direct mail, 207
executing, 58-60
versus execution, 53-56
Strauss, Richard, 130-131
Strauss Radio Strategies, Inc., 130-131
StumbleUpon, 163
Subject lines
direct mail, 203
e-mail, 177
Subway restaurants, 111
Suby, Dave, 180-181
Sugar Bowl, 188-189
Super Bowl, 28, 55
SurveyMonkey, 136, 179
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Surveys
conducting, 238
differentiation, 242243
incentivizing, 179
referral-related, 136
Sutton, Willie, 115
Swope, Herbert Bayard, 113
Symancyk, J. K., 109

Tappening products, 32-33
Target market. See Niche marketing
Taylor, Les, 57-58
Teach for America, 162
Team-building events, employee, 217
Technorati, 171
Telephone, as marketing tool, 127, 130
Television
advertising on, 193
PR via, 227
Testimonials
Buc-ee’s, 9
direct mail, 201, 204
infomercial-related, 194-195
Mosaic Hair Studio, 201
in niche building, 121
online, 150
Testing. See Analysis
TFAnet.org, 162
Thank-yous, 236-237. See'zlso Rewards
Time management
events planning, 219-220
social media a1.:d, *71-172
TiVo, 188
TMG Strategies, 130-131
TNTTV, 14
Today Show (NBC), 49
Tonight Show with Jay Leno, 14
Toronto Sun, 15
Tostitos, 189
Town & Country, 111
Toy House, 15-16
Trade associations. See Associations,
professional
Trade journals. See Magazines
Trade shows, 176, 214
Traditional marketing
infomercials, 193-195
media interviews, 234-237
newspapers, 191-192

overview, 187-189
planning template for, 91-94
press releases, 228-234
pretesting, 190
public relations, 227-228, 237-238
radio, 192
versus social media marketing, 161
targeting, 191
TV and cable, 193
Treadwell, Charlie, 168-169
Trust
emotional appeal of, xiv—xv
viral marketing and, 27, 30
Tupperware, 13
TV and cable ads, 189, 193
Twain, Mark, 191
Tweetup, defined, 107
Twilight night lights, 16
Twitter
brand minzgement, 106, 107
Comcest on, 169
as rvents tool, 221
marketing via, 166, 167
Obama’s success with, 160
product demonstrations on, 211
social media tool, 161, 165
Social Oomph and, 171
and viral marketing, 29, 31
TypePad, 164

Uniqueness, emotional appeal of,
xiv—xv. See also Differentiation

Unique selling proposition (UPS), 105
Unleashing the Ideavirus (Godin), 28
Unsolicited mail, penalty for, 200-201
Unsubscribe feature, 179-180, 183
UPS, 184
U.S. News and World Report, 14
USA Today

CelebriDucks in, 14

Dillard’s Septic Service in, 17

on Shea Megale, 42

Value
vis-a-vis price, 108-109
providing e-marketing, 177-178, 181
statements of, 19, 249-250
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Van den Abbeel, Michael, 201, 202
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VHI TV, 14
Videos
benefits of, 150-152
blogging, 167
for financial advisors, 251-252
as interview venue, 245
as marketing tool, 221
Villar, Jorge, 245
Viral marketing
Blair Witch Project, 33
contagion factors, 35-36
defined, 27-28
emotional appeal, 30-31
executing, 34-36
freebies, 29-30
Obama’s success with, 160
planning template for, 72-74
principle of, 3
Tappening, 32-33
Web videos, 151
Viscio, A., 255
Vistaprint, 10
Vlog, defined, 166
Vogue, 111
Volunteering, 216
Vuitton, Louis, 108

Warner, Harry M., 120
Warner Brothers, 120
Washington Redsking;-1 1<
Watson, Thomas.I., Sis 120
Webinars, as nirk=cing tool, 130, 210
Web sites. See also Internet marketing
AdvisorTLC, 129
AdWords (Google), 156
Backtype.com, 171
Blog Talk Radio, 244
Boardtracker, 171
Bronto, 180
Buc-ee’s, 8
ClientsWentWild, 64, 139, 253
Communications 21 (PR), 184, 185
Delicious.com, 170
“Don’t Miss the Boat” materials, 139
EzineArticles, 158
free action template download, 64
FreeConferenceCall, 130
Google AdWords, 156
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Google Alerts, 107
Google Analytics, 157, 251
Google Reader, 170
Google search engine, 31
Got Engines, 155
GuitarMasterPro, 34
HowTo-whitepapers, 238
Ideavirus (Godin), 28
Jing, 245
KT Design & Development, 148
LinkShare, 158
Lovin Oven Cakery, 148, 149
Masterful Marketing, 58
Mosaic Hair Studio, 201, 202
MySiteGrader, 157
PRWeb, 159
Red Zone Marketirig; 150, 253
Sage, 47
Skype, 245
Smith & Ihnes, 150
SocialConiph, 171
SparClieck, 186
SurveyMonkey, 136, 179
Tappening, 32, 33
Technorati, 171
Toy House, 15
Twitter, 107, 165
WebsiteGrader, 157
Western Union, 120
White papers, authoring, 238
WIIFM, defined, 203. See also Benefits,
product
Wine Library TV, 106
Winterberry Group, 197
Wolfe, Craig, 14
Woods, Tiger, 111-112
WordCrafters, Inc., 106
Word-of-mouth marketing. See also
Viral marketing
Buc-ee’s, 8-9
“cult followers,” 110-111
monitoring, 169
as niche strategy, 120
referrals, 134-135
Zipcar, 191
Word of Mouth Marketing Association
(WOMMA), 134
WordPress, 164
Workshops. See Seminars/workshops
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World Future Society, 120 YouTube

“Wow” experiences. See Experiences, for financial advisors, 245
“wow” Obama’s success with, 160

Writing, to gain exposure, social media tool, 161, 166,
237-239 167

Wrzesinski, Phil, 15-16 and viral marketing, 31, 34

Yurman, David, 110-111
Yahoo!, 157, 255 Yurman, Sybil, 111

Yaverbaum, Eric, 32-33
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