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Index

About page, 8
Advertisements

courting controversy through,
102–105

Facebook, 170, 172–173
Google, 44
inquiries for, 4–6
for landing pages, 147–148
quick fixes in, 142–145
target of, 23–24

Advil, 209
AdWords, 105–106, 226
Affiliate Summit, 238, 253–255
AffStat Report, 253
‘‘All You Can X’’ programs, 87
Alltop, 66
AMA Complete Guide to Small

Business Advertising
(Vitale), 220, 223–224

Amazon.com, 63, 136–137
Analysis paralysis, 88, 90
Annarchy, 51
Anne Holland Ventures Inc., 238
Appeal to Reason, 243
Arikan, Akin, 235
Armstrong, Lance, 65
The Art of the Start: The Time-

Tested, Battle-Hardened
Guide for Anyone Starting
Anything (Kawasaki), 66

Article marketing
agents for, 57

defined, 55
distribution in, 56
failures of, 71
on Internet, 71–72
quality of, 55
resource box content, 73
titles for, 72–75

Articulation, 127
Ash, Tim, 255
Ask.com, 45
Attention! This Book Will Make

You Money: How to Use
Attention-Getting Online
Marketing to Increase Your
Revenue (Kukral), 84

Attract Money Now (Vitale),
224

AudioGenerator, 251
Authentic self, 126–127
Author 101: Bestselling Secrets

from Top Agents
(Frishman, Spizman), 38

Authorship, 199
Autoresponder, 74

Bacak, Matt, 3
Backend sales, 24
Ballmer, Steve, 43, 251
Bank-switching services, 117
Barletta, Marti, 247
Barnum, P.T., 162
Beckwith, Harry, 245
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Benefits, 23
defined, 29
promotion of, 30–31

Beyond Booked Solid: Your
Business, Your Life, Your
Way—It’s All Inside (Port),
128

Big-Ass Fans
history of, 102–103
polarization of, 104–105
Rants & Raves samples,

103–104
Big Brands, Big Trouble: Lessons

Learned the Hard Way
(Trout), 211

Bing search engine, 43
Blogs. See also specific blogs

assessment of, 130
comments on, 10
personal qualities for,

131–134
popular, location of, 138–139

Bly, Bob, 6
BMW, 116, 209
Boilerplates, 187
Book Yourself Solid: The Fastest,

Easiest, and Most Reliable
System for Getting More
Clients Than You Can
Handle Even if You Hate
Marketing and Selling
(Port), 128

Bounce rate, 78, 137
Branding

blog comments for, 10
budgets for, 99
communities for, 10–11
differentiation in, 207–210
dilution in, 179–181
evolution of, 180
face-to-face contacts for, 11
home base design for, 8
listening tactics for, 7–8
measuring perception of, 77
niches and, 127
passion for, 217–218

passports for, 8–9
personal, 65–66
poker-based approach to, 61
promotions for, 11
SEO and, 229–230
social networks and, 179–180
style guide update for, 181
on Twitter, 49
value of, 180
web site content for, 9–10

Branding For Dummies
(Schenck), 145

Breakthrough Advertising: How to
Write Ads That Shatter
Traditions and Sales
Records (Schwartz), 31

Bridge Worldwide, 40
Broadcasting, 49–50
Brochures, 160
Brogan, Chris, 12
Brunson, Russell, 252
Budgets
industry-specific

considerations, 100
for organic growth, 100–101
profits in, 20
setting guidelines, 99–100

Buell, Bill, 102
Bullseye Gives campaign

(Target), 168
Business Plans Kit For Dummies

(Schenck), 145
Business-to-business companies,

77, 99
Business-to-customer

companies, 100
Buyers, point view of, 147
Buying triggers
assessment of, 117
essential, 115–118
switching cost and, 117–118

Buying, reasons for, 31–32

Call to action
in copy, 28
defined, 73
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on landing page, 147–148
triggers for, 115–117

Carlton, John, 17–18
Carroll, Alex, 236
Cashmore, Pete, 250
Cheating, 14–15
Chiaravalle, Bill, 239
chrisbrogan.com, 12
ClickBank, 97
ClickTale.com, 140
ClickZ.com, 51, 232
Clients, characteristics of, 126
Closing ratios, 77
Coaching programs, 86
Collier, Robert, 251
Colligan, Paul, 249
Collins, Shawn, 253
Comarketing, 97–98
Comm, Joel, 245
Commission Junction, 97
Commodities, 210–211
Communication

advertising as, 113
on blogs, 131
with current customers, 93–94
effective, triggers for, 196
landing page, 147
skills, learning, 113
Twitter as tool for, 47

Community branding, 10–11
Competitive analysis, 233
Complacency, 20–21
The Complete Idiot’s Guide to

Target Marketing
(Friedmann), 35

Connectual, 45
Consultants, 84
Contact information, 74
Content

branding and, 9–10
for resource box, 73

Content page, 228
Content Rules: How to Create

Killer Blogs, Podcasts,
Videos, Ebooks, Webinars
(and More) That Engage

Customers and Ignite Your
Business (Handley), 51

The Contrarian Effect (Port), 128
Conversations

content of, 10
listening to, 7
rates of, 21
reasons for, 152
Twitter, 47, 50

Cook, Charlie, 21
Copy

brevity in, 28
effective writing style for,

221–223
focus of, 28–29
headlines in, 220–221
for landing pages, 146–147
layout for, 220
market focus of, 27
offer made in, 26–27
real-world example of, 29–32
test for, 202–203
USP in, 220
viral buzz creation with,

107–110
The Copywriter’s Handbook (Bly),

223
Coregistration vendors, 95
CoregMedia, 96
Cost per lead (CPL), 95
Courtesy, 68
Craigslist, 142
Crawford, Willie, 256
CrazyEgg, 8
Cross-promotions, 97–98
Customers

captive, 144–145
current, communications

with, 93–94
happy, quotes from, 148
knowing, 140
portrayal of, 143
talking to other customers,

110
Cutts, Matt, 248
CyberWave, 246
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CyberWriting: How to Promote
Your Product or Service
Online (Without Being
Flamed) (Vitale), 223

Deadlines, 223
Dean, Terry, 25
Decision making, 42–43, 208
Deiss, Ryan, 252
Delicious.com, 9, 11, 139–140
Delivering Happiness (Hsieh),

63
Demonstrations, 34
Designated guerrillas, 199
Differentiate or Die (Trout), 3,

211
Differentiation

defined, 208
importance of, 208
personality types and,

209–210
strategies for, 210–211

Digg.com, 9
Digital Voodoo, 242
Digital-Photography-School.

com, 134
Direct mail

brochures in, 160
continuous, 161
effectiveness, testing for,

202
letters in, 159–161
lists for, 157–159
offers in, 160–161
testing of, 161–162
tracking of, 162–163

Direct Mail List Source Directory
(SRD), 158–159

Direct messages (DM), 47–48
Dollarize, 52
DotComSecrets.com, 252
Duct Tape Marketing Coach

Network, 246
Duct Tape Marketing System,

246
Dynamic Destinies, Inc., 111

E-mail
advertising via, 195–196
autoresponder, 74
opt-in list, 166–167
solicitations, 194–195

E-mail marketing lists
appending service for, 94
comarketing for, 97–98
coregistration vendors for,

95–96
cross-promotions for, 97–98
customer communications

optimization for, 93–94
expertise development for, 98
industry newsletters for, 95
online event sponsorships for,

96
online marketing resources

for, 96–97
postcard offers for, 97
prospect conversions for, 94
subscriber tool sharing for, 97

E-mail signature, 93, 167
Economic downturns. See

Recessions
Eisner, Michael, 89
Elevator pitch, 73, 151
Employees, 20, 34
Enchantment: The Art of

Changing Hearts, Minds,
and Actions (Kawasaki), 66

Engage!: The Complete Guide for
Brands and Businesses to
Build, Cultivate, and
Measure Success in the New
Web (Solis), 181

Enterprise Publishing, 255
Epic Sky, 255
eTargetMedia, 96
Evans, Dave, 242
Excel spreadsheets, 227
Exhibitions
at-showmistakes, 34
evaluation of, 35
goals for, 33
graphics in, 34
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postshowmistakes, 35
preshowmistakes, 33–34
staff preparation for, 34

Exhibitor manual, 33
Exponential Edge Inc., 118
Extended Info, 174
Extra value, 110, 199
Ezines

articles in, 55
opt-in list, 166–167
subscription address, 74

Face-to-face branding, 11, 162
Facebook, 142

article distribution on, 56
building outposts on, 9
live stream widget on, 166
promotional guidelines on,

171
share button, 174
status section of, 12

Facebook fan page
ad feature for, 170, 172
autograph posts for, 175–176
business site placards for, 173
button changes, 164
comment feature on, 169
contests on, 171
e-mail signature on, 167
inventions to, 164–165
joining via SMS, 173
opt-in e-mail list for, 166–167
personal profile link to,

173–174
print ads for, 173
share button and, 174
social plugging on, 165–166
suggest to friends feature, 165,

176–177
tags for, 169, 175
Twitter links to, 171–172
videos loaded on, 169–170
welcoming videos for, 167

Facebook Marketing: An Hour a
Day (Treadaway, Smith),
170, 177

Fallon, Brad, 240
Fan Box Widget. See Like Box

Social Plugin
FarmVille, 116, 156
Feature-benefit stories, 16
Features-advantages-benefits

continuum, 29
Feelers, 209–210
FeelGooder.com, 134
Filsaime, Mike, 248
Financials, 61
Find People function (Twitter),

47
Free publicity, 81, 249
Fishing for Customers and Reeling

Them In (McKay), 114
Fishkin, Rand, 251
Fishman, Charles, 19
Flickr, 9
Flog Blog, 9
Focalex/TAF Master, 97
Follow-up on leads, 35, 147–148
Fortin, Michel, 32
Forums, 138
Frankly Female at Frankel, 247
Free public talks, 199
Free Publicity—The Newsletter for

PR Hungry Businesses
(Stoller), 188

Free reports, 74
Friedmann, Susan, 35
Friendfeed, 7
Frishman, Rick, 38

Gandhi, Mahatma, 15, 104
Garage Technology Ventures, 66
Garbage characters, 73
The Geek Factory, Inc., 156
General Electric, 210
A Genie’s Wisdom (Trout), 211
Get Clients Now!: A 28-Day

Marketing Program for
Professionals, Consultants,
and Coaches (Hayden), 54

Gilbreath, Bob, 40
Glazer, Bill, 239
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Glazer-Kennedy Insider’s Circle,
239

Gmail.com, 9
GoDaddy Group, Inc., 124
Godin, Seth, 230, 253
Goldman, Aaron, 44–45
Google, 142

ads on, 44
decisions making with, 42–43
ideas from, 83
logo, 43
use of, 42–43

Google Blogsearch, 7
Google Gadgets, 231
Google Reader, 7
Google Suggest, 72
Google web site optimizer, 1
Gratitude, as marketing strategy,

69
Guarantees, 15
Guerrilla marketing

changes in, 89–90
timing of, 88–89
use of, 89
weapons of, 198–199

Guerrilla Publicity (Frishman),
38

Guilt, as motivation, 195

Halbert, Gary, 244–245
Haldeman-Julius, E., 243– 244
Halligan, Brian, 239–240
Handley, Ann, 51
Hansen, Mark Victor, 24
Harrison, Bill, 254
Harrison, Steve, 254
Hartunian, Paul, 249–250
Hashtags, 47
Hayden, C. J., 54
Headlines, 185, 220–221
Heath, Chip, 241
Heath, Dan, 241
Help A Reporter Out (HARO),

156
Heritage House Publishing,

Inc., 237

Herring, Jeff, 58
Hiam, Alexander, 237
Hold ’em Poker, 59–60
Holland, Anne, 238
Holmes, Chet, 240–241
Home base, 8
Hootlet bookmarklet tool, 174
HootSuite.com, 174
How to Boost Your Company’s

Revenue and Get Top Dollar
When You Sell (McKay),
114

How to Drive Your Competition
Crazy: Creating Disruption
for Fun and Profit
(Kawasaki), 66

‘‘How to Get Thousands of
Facebook Fans With a
Single Video’’ (O’Neil),
170

Hsieh, Tony, 63
HubSpot, 239–240, 243
Human Business Works, 12
HVLS Inc. See Big-Ass Fans
HyperTracker, 1–3
Hypnotic Marketing Institute,

224

Idea generation
products from, 80–81
techniques for, 81–84

Idea Incubator LP, 252
ImageWorks Studio, 101
Income continuity
defined, 85
example of, 85–86
offline, 86–87
online, 86

Income, continuity of, 85–86
Industrial Ethernet (Marshall),

106
Industry e-mail newsletters, 95
InfoMedia, 245
Information
actionable, 91
in advertisements, 4–6
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contact, 74
at exhibition booths, 34
from forums, 91
from lists, 158
miscellaneous, 37
necessary, 148
sharing, 47–50
source, 37

Inquiry generation, 4–6
Instant Internet Empires, 248
InstantVideoGenerator, 251
Internet marketing rules

ad targets, 23–24
affiliates and, 24
articles on, 71–72
backend development, 24
backend sales, 24
long-term strategies, 25
personal talents and, 25
product uniqueness, 23
relationship building, 24–25
small investments, 23
testing, 23

Internet-only businesses, 24
Interns, 66
Intuitives, 209
Investments rules, 23
iTunes, 8, 246

Jantsch, John, 246
Jenkins, Andy, 240
Johnson, Steven Berlin, 46
Jones Soda Co., 80–81

K.I.S.S., 28
Kaushik, Avinash, 43–44
Kawasaki, Guy, 66
Kennedy, Dan, 70
Kenshoo, 44–45
The Key (Vitale), 224
KeyCompete, 135
Keywords

brand building with, 229–230
ClickTale, 140
competitors’ web sites and, 136
defined, 135

delicious searches and,
139–140

forum searches and, 138
list creation for, 135–136
popular blogs and, 138–139
print magazines and, 139
Q&A sites and, 140
ranking of, 228
reader reviews and, 136–137
research with, 72, 226–228
site analytics and, 137

KeywordToolExternal, 135
Kissinger, Henry, 209
Kitchen sink ads, 142–143
Knight, Christopher M., 75
Kodak, 221
Koenigs, Mike, 249
KRC Research, 180
Kubani, Shama, 78–79
Kukral, Jim, 84

Landing pages
copy for, 146–147
creation tips for, 147–148
defined, 146

Landing tab, 169
Landor Associates, 239
Leads

following up, 35
generation of, 21
measuring, 77

Lee, Ryan, 87
Letters, direct mail, 159–161
Levinson, Jay Conrad, 90–91, 198
Levitt, Theodore, 210
Like Box Social Plugin, 165–166
Linchpin: Are You Indispensable?

(Godin), 253
Link baiting, 230
LinkedIn, 9, 12, 56
LinkExchange, 63
Links

building, 228–229
podcasts, 9
Twitter to Facebook, 171–172
URL, 12
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LinkShare, 97
List post, 10
Lists

direct mail, 157–159
e-mail, growth methods for,

94–98
keyword, 135–136
media, 36–37
opt-in, 166–167
testing of, 204–205

‘‘Little Blue Books’’
(Haldeman-Julius), 243

Live Stream widget, 166
Logos, changing of, 143
Loss, immediate, 16–17
Loyalty, 189–192
Lutts, Andrew, 98

The Macintosh Way (Kawasaki),
66

Made to Stick: Why Some Ideas
Survive and Others Die
(Heath, Heath), 241

Main Street Marketing Machines
2, 249

Maintenance services, 87
Mandossian, Alex, 57, 236–237
Margenau, Scott C., 101
Market knowledge, 203
Market Motive Inc., 43
Market testing

categories of, 202–205
for copy, 202–203, 223
defined, 202
importance of, 201
lists, 204–205
media, 204–205
offers, 204
product evolution, 202

Marketing
basis of, 232–233
company’s abilities and,

233
defined, 234
expectations for, 68
with meaning, 40

Marketing Lessons from the
Grateful Dead: What Every
Business Can Learn From
the Most Iconic Brand in
History (Scott, Halligan),
149

Marketing Zen Group, 78
The Marketing Imagination

(Levitt), 210
MarketingProfs, 51, 247
Marshall, Perry, 105
Maverick Business Adventures,

163
MaxOnline, 45
McColl, Peggy, 111
McDonald’s, 191–192
McKay, Chuck, 114
Media, testing of, 204–205
Media lists
contact information on, 36–37
defined, 36
maintenance of, 37

Meeting and Event Planning For
Dummies (Friedmann),
35

Microblogging service, 46
Microsoft, 43, 251
Miracle-Gro, 209
MiresBall, 180
Mizel, Jonathan, 246–247
Moonlighting on the Internet: 5

World-Class Experts Reveal
Proven Ways to Make Extra
Cash (Silver), 163

Morin, Armand, 238–239
Mother Teresa, 15, 105
Munger, Charlie, 240–241
Must-have words
buy, 214
free, 213–214
now, 214–215
sign up, 214
thank you, 215

Myers, Paul, 31
MyMarketingCoach, LLC, 25
MySpace, 9, 42
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Net Atlantic, 98
Net worth determination, 24
Networks

existing, 53
social, 179–180, 217–218
tips for, 154–156

Newmanagement, 144
New Marketing Labs, 12
New visitors, 77, 137
The New Rules of Marketing & PR

(Scott), 118, 148–149
Newsletters

expansion of, 94
industry, 95
subscribe link for, 97
subscribers for, 78

The Next Evolution of Marketing:
Connect with Your
Customers by Marketing
with Meaning (Gilbreath),
40

Niche marketing, 27
Nicholas, Ted, 254–255
No ‘‘Average Joe,’’ 196–197
No B.S. Marketing Newsletter, 70
Nonmarketing. See Income

continuity

O’Day, Dan, 241
O’Neil, Nick, 169–170
Obama, Barack, 65
Offers, testing of, 204
Ogilvy, David, 242–243
Online continuity programs,

86
Online event sponsorships, 96
Online visibility, 55–58
OnResponse, 97
Opt-Intelligence, 95–96
Optin page, 2–3
Oral-B, 210
Organic growth, 100–101
Otis Elevator, 210
Ott, Adrian C., 118
Outposts, building of, 9
Owyang, Jeremiah, 46

Pagan, Eban, 244
Pages. See also Facebook fan page

content of, 228
landing, 146–148
optimization of, 228
optin, 2–3

Paid membership site, 86
Parsons Technology, 121, 124
Parsons, Bob, 124
Partnerships, 39, 45, 53
Passion, 152, 217–218
Passports, 8–9
Patton, George, 15, 123
Peers, 116
Perry S. Marshall & Associates, 105
Personal mission statements,

110
Personal pursuits, 116
Peters, Tom, 68
Peterson’s House of Fudge, 254
Phillips Business Information,

238
Physical needs, 117
Pierce, Stephen, 254
Planned Television Arts, 38
Plaxo, 9
PodCamp, 12
Podcasts, 8–9
Poker, lessons from, 59–63
Pontiflex, 95
Positioning Era, 236
Positioning: The Battle for Your

Mind, Marketing Warfare
(Trout), 211

Pot odds, 59
Prairie-dog events, 115
Press release

body of, 186–187
boilerplates in, 187
defined, 183
example of, 184
headline in, 185
leads in, 186
purpose of, 183
subheads in, 185–186
themes presented in, 184–185
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Perceived value, 29
Prices, 117, 204
ProBlogger.net, 134
Procrastination, 116–117
Product evolution, 203
Productivity, 116
Products and services, 203
Profile HTML, 174
Profits, 20
Prospects, 21, 94
Proximity, 117
Psychological triggers, 194–195
Purple Cow: Transform Your

Business by Being
Remarkable (Godin), 230

Pyramid Digital Solutions,
243–244

Qualitative measures, 76, 226
Quality, 68, 191
Qualman, Erik, 244
Quantcast.com, 136–138, 253
Quantitative measures, 76, 226
Question and answer sites, 140

Radditz, Rick, 251
Radian6, 7
Radio TV Interview Report

(RTIR), 236
Real-Time Marketing & PR: How

to Instantly Engage Your
Market, Connect with
Customers, and Create
Products that Grow Your
Business Now (Scott),
148–149

Reality in Advertising (Reeves),
206–207

Reality Check: The Irreverent
Guide to Outsmarting,
Outmanaging, and
Outmarketing Your
Competition (Kawasaki),
66

Recessions, 52–53
Reese, John, 246

Reeves, Rosser, 206–207, 210
Refrigerator Perry, 102–103
Refund policy, 204
Relationships
basis of, 50
building of, 24–25
social media and, 77
virtual, 133

Resource box, 73–75
Retweets (RT), 47–48, 66
Riches in Niches: How to Make it

BIG in a Small Market
(Friedmann), 35

Ries, Al, 235–236
Rommel, Erwin, 15
Ross, Diana, 88
Rowse, Darren, 134
Rules for Revolutionaries: The

Capitalist Manifesto for
Creating and Marketing
New Products and Services
(Kawasaki), 66

Sales
backend, 24
cycles, 77
measures, 77
performance, 20

Sales process
logic in, 15–16
pain in, 16–17
simplification of, 127

Sanders, Marlon, 247
Satisfaction conviction, 195
Schefren, Rich, 141
Schenck, Barbara Findlay, 145
Schwartz, Eugene, 31, 221
Scott, David Meerman, 148–149
Search Engine Land, 242
Search engine optimization

(SEO)
brand building and, 229–230
changes and, 231
defined, 225
key aspects of, 225–224
for keyword research, 226–228
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link building and, 228–229
for market research, 226
measuring results from,

230–231
page content and, 228
site structure and, 227–228
training program for, 231
viral marketing and, 230

Search marketing, 44, 238, 242
Search Marketing Expo

Conference Series, 242
Search Marketing Now, 242
Searchiq.com, 21
Seesmic Desktop, 50–51
Self-promotion, 12, 128
Selling the Dream (Kawasaki), 66
Selling the Invisible: A Field Guide

to Modern Marketing
(Beckwith), 245

Selling Your Business For
Dummies (Schenck), 145

Sensors, 209–210
SEO. See Search engine

optimization (SEO)
Sernovitz, Andy, 153
The Seven Lost Secrets of Success:

Million Dollar Ideas of
Bruce Barton, America’s
Forgotten Genius (Vitale),
222

‘‘7 Ways to Instantly Double
Your Income’’ (Lee), 87

Shah, Dharmesh, 243
Shankman, Peter, 156
Share button, 174
ShareASale, 97
Short message service (SMS), 47,

173
Silver, Yanik, 163
Sites. SeeWeb sites
SiteTuners, 255
Small business

abilities, understanding of, 233
branding in, 61
building of, keys to, 125–128
continual learning in, 62

culture of, 62
failure of, 101
financials in, 61
long-term focus for, 62–63
marketing budgets for,

99–100
marketing complacency in,

19–21
online, 109
opportunities in, 61
partnering by, 39
poker-based approach to,

59–62
strategies for, 61–62
type of, 63

Small Business Marketing For
Dummies (Schenck), 145

Smart Marketing, Inc., 240
SmartBrief, 66
Smith, Mari, 177–178
SMS. See Short message service

(SMS)
Social media

article distribution on, 56
branding and, 179–180
branding with, 9
Internet marking rules an, 24
monetizing, 217–218
outreach opportunities of, 180
prairie-dog events and, 115
success, measurement of,

76–77
tests for, 66

Social Media Marketing: An Hour
a Day (Evans), 242

Social plugging, 165–166
Social triggers, 116
SocialMedia.org, 153
SocialMention.com, 77
Software programs, 86
Solis, Brian, 181–182
Solomon, Richard, 38
Solopreneurs, 109
Spangler, Steve, 167
Spin, use of, 15–16
Spizman, Robyn Freedman, 38
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Split testing
defined, 1
HyperTracker for, 1–2
optin page, 2–3
optimizer for, 1

Standard Rate and Data Service
(SRDS), 158–159

Status quo, 19, 90
Stoller, Bill, 188
StomperNet, 240
Stone, Peter, 31
Strategic Profits, 141
Stratten, Scott, 192–193
StumbleUpon, 65–66
Subheads, 5, 185–186
Subject-matter expert, 65–66, 98
Subscribers, 78
Successful Affiliate Marketing for

Merchants (Collins), 253
Sugarman, Joe, 196
Sullivan, Danny, 242
Summize.com, 7
Surveys, 194
Suspicions, overcoming, 17, 127

Tag photos, 169
Tags, 228
Taking Care of Business, 38
Tasner, Michael, 199–200
Taz Solutions, Inc., 198, 200
Tested Advertising Methods

(Caples), 223
Testimonials, 199, 222
Testing. SeeMarket testing
There’s a Customer Born Every

Minute (Vitale), 224
The Think Big Manifesto: Think

You Can’t Change Your Life
(and the World)? Think
Again (Port), 128

Thinkers, 128, 209–210
Third Door Media, 242
34 Rules for Maverick

Entrepreneurs: Make More
Money, Have More Fun and
Give More Back (Silver), 163

Thompson, J. Walter, 90
Threadless, 169
Thrive Foundation of Youth, 241
Tim Horton’s, 189–192
TouchGraph, 229
Toyota, 19–20
Traffic
analytics, 137
articles and, 71–73
Facebook ads and, 170
generation of, 57
keywords and, 135
landing pages and, 147–148

Traffic & Conversion Summit,
252

Traffic Geyser, 249
Treadaway, Chris, 170
Tribby, MaryEllen, 205
Trout & Partners Ltd., 211
Trout on Strategy (Trout), 211
Trout, Jack, 211–212
Trust Agents: Using the Web to

Build Influence, Improve
Reputation, and Earn Trust
(Brogan), 12

Turbocharge Your Writing!
(Vitale), 224

TweetDeck, 49, 50
Tweetups, 50
The 24-Hour Customer: New Rules

for Winning in a Time-
Starved, Always-Connected
Economy (Ott), 118

The 22 Immutable Laws of
Marketing (Trout), 211

Twhirl, 49–50
Twitter
accounts, 48–49
article distribution on, 56
brands on, 49
broadcasting, 49–50
character limitations of, 47
conversations on, 47
description of, 46
direct messages in, 47–48
Facebook links to, 171–172
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