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Introduction

IN 2005, the internet had already begun to profoundly change the world of business, yet for many online entrepreneurs the roadmap to success was unclear. In response, I complied the first edition of Success Secrets of the Online Marketing Superstars, a book that celebrated the ways in which the most successful marketers on the web had blazed trails, set records, and created benchmarks to make the internet overwhelmingly relevant to modern business practices and the business world.

In 2010, as social media began to explode and once again changed business as we know it, I developed a second book, Success Secrets of the Social Media Marketing Superstars. The wisdom of a new group of social web experts including Chris Brogan, Gary Vaynerchuk, Mari Smith, and Keith Ferrazzi illuminated this edition of the Superstars series, showing us how to navigate the emerging and changing social landscape.

Now, in 2015, the social internet has not only transformed the business world but the world at large, too. Once an interesting tool, the internet has done much to redefine the way in which we learn and the way in which we relate to one another as humans.

As essential as internet technology and social communications are to our businesses, though, they are still mysteries to many. And to make matters more confusing, influential sites like Facebook keep changing the rules of the road. The proliferation of mobile devices such as smartphones and tablets has also created a new style of consumption on the web that also must be taken in account.

So once again, with this new installment of the Superstar series, Success Secrets of the Online Marketing Superstars, we turn the spotlight on the constantly changing landscape that is online marketing, and the men, women, and technologies that continue to define and redefine it.

May the insights in this book help you reach your goals and help you create the life you truly desire.

—Mitch Meyerson

Scottsdale, Arizona

Get your free bonus content including audio interviews, downloads, and more by visiting www.MasteringOnlineMarketing.com
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Strategy, Conversion, and Mindset


CHAPTER 1

The New Rainmaker

Why Building Your Own Digital Media Platform Is Smarter than “Marketing”

Brian Clark

BRIAN CLARK began publishing online in 1998, and by 1999 he had his first successful business built by what is now known as content marketing. Between 2001 and 2005, Brian went on to launch two additional businesses, which attained even greater success. In January 2006, he started a one-man blog called Copyblogger, which quickly evolved into an influential digital trade magazine for the online industry and became the catalyst for the multimillion-dollar software and training company he heads today as CEO. www.Copyblogger.com

 





In this Chapter, You’ll Discover:

       [image: ][image: ]  How to create marketing that people actually want

       [image: ][image: ]  What a personal media brand is and why you want one

       [image: ][image: ]  How to give away what you’re selling for fun and profit

       [image: ][image: ]  Why leadership is the key to lead generation

       [image: ][image: ]  How to maximize your marketing wealth with new media

       [image: ][image: ]  The reason you’ll likely succeed (big), if you start now






 

Without a rainmaker, you’re in trouble.

This was true for the Native Americans living on sun-bleached plains. When the life-giving rivers began to dry up from lack of rain, life became hard.

The plants withered, the animals weakened, and the tribe despaired.

It’s also true for businesses trying to survive and thrive in any economy. The rainmaker is the one who brings in the clients and customers, the revenue, and the profits. It’s the rainmaker who saves their own “tribe” from the withering despair—and dire consequences—of failure.

In all cultures, the rainmaker is a powerful person. Secure, respected, and paid in full.

Ultimately, the one who makes it rain makes the rules.

The traditional business rainmaker typically enjoyed some unfair advantage outside of standard channels; this is how they made it rain. The right family, the right Ivy League connections, the right country club membership. Privilege perpetuating more privilege.

The new rainmaker enjoys a different kind of unfair advantage, except in this case it’s now available to anyone who understands—and, more importantly, acts on—how new business generation works today. This unfair advantage is now built on the principles of attracting and engaging an online audience, not the circumstances of your birth.

An Improbable Run at Entrepreneurial Success

In my past life, I was an attorney. I didn’t much enjoy the practice of law, but looking back now, I realize that I learned two fundamental rules of smart business while doing my time in the big law firm environment.

In addition to realizing that the practice of law often had little to do with the actual law, I found out that success as an attorney often had little to do with technical proficiency. In other words, the best lawyers weren’t necessarily the highest paid or most powerful attorneys.

The lawyers with their name in the firm title were the most powerful, because they had the clients. Other attorneys worked for them to handle these clients.

Another type of attorney had a different form of power, in the form of a great life. They came in late and left early, often heading to the golf course. These people also had an almost magical knack for bringing in new business, and maintained relationships while worker bees like me racked up the billable hours.

These were the rainmakers. And they made the rules that worked for the life they wanted to lead.

Call me naive, but this was a revelation to me. Especially since I absolutely hated the practice of law. I realized that what I had to do was learn how to bring in business, not grind out more hours, if I wanted to succeed.

The other foundational lesson I learned came from observing the firm’s business clients. Contrary to stereotypes, I discovered that the key to smart business was not trying to screw the other side. It was giving them the best deal—the absolute highest value possible—while also achieving your own goals.

The idea of the rainmaker, combined with the understanding that you serve others to succeed, would form the basis of my improbable run as an internet entrepreneur.

The Rise of the New (Media) Rainmaker

Historically, the magical knack of making it rain was predetermined early on. For Native Americans, future rainmakers were chosen to become apprentices at a young age, after showing an innate gift for a relationship with the weather.

In business, future rainmakers were often chosen even earlier: by birth. Being born into the right family under the right circumstances opened up a lot of doors. You had an innate gift for a relationship with money, and those who had it.

Our friends the old-school rainmakers of generations past could never imagine in their wildest dreams that such a machine of communication, connection, and commerce could exist.

But it does exist, and it’s turned “business as usual” on its head with the shift of power to the prospect, not the provider. It was in this new context that I learned the ropes.

In 1998, I took the leap. I quit my promising law firm position, and vowed to make a living on my own terms or starve trying. It took a bit to get going, but between 1999 and 2005 I started three successful businesses powered completely by online marketing and the internet.

I went from someone who was absolutely clueless about marketing to a scholar of advertising, direct marketing, and copywriting techniques dating back to the 1920s. The underlying fundamentals still applied (and they still do), but the context of the internet makes the application very different.

In January 2006, I started a blog called Copyblogger to share what I knew, which quickly evolved into an online magazine that became the centerpiece of the multimillion-dollar company I run today.

I didn’t have a particular product or service to sell in the beginning, but it didn’t matter. I knew that building an audience was the crucial thing, and that the audience would reveal what it needed.

I had found my rainmaker magic. And it was media, not traditional concepts of marketing.

Media, Not Marketing

If you’ve been following Copyblogger for any length of time, you know I’ve been teaching people online marketing for over eight years—specifically, something that is now known as content marketing.

Here’s the main thing you need to understand about content: It’s different from traditional marketing, but it accomplishes what marketing is supposed to do. It’s those differences that cause so many people to struggle with content.

At this point, I’ve come to the conclusion that the terminology is part of the problem.

First of all, there’s the word content. What a horrible term to characterize what are essentially creative works, whether articles, audio, movies, books, and music. It’s all technically “content,” like something that fills a bucket. Apparently, the Louvre in Paris is filled with “content” that just so happens to be surrounded by frames. Let’s face it: It’s a bad term we unfortunately have to work with.

But even worse, I think, is the word marketing, especially the way most people use it, which is as a euphemism for selling people crap they don’t want.

Like I said, what we’re talking about here does what ethical marketing is supposed to do, but it operates in a way where people actually seek it out, instead of trying to avoid it.

Once you tell traditional marketers it’s “marketing,” though, the traditional practices creep right back in, and customers start running away. And that’s the problem.

Let me give you a few examples of why I now say media, not marketing.

Marvel

I was a Marvel kid growing up. Spider-Man, X-Men, Captain America: These were the characters that fueled my imagination. So when these same characters came back into my adult life through blockbuster films, I was thrilled—and even more thrilled that they were really well done.

But did you know Marvel was in the throes of complete failure 20 years ago? The iconic comic book publisher was bought and turned around, emerging out of bankruptcy in the late 1990s with a new plan.

The X-Men movie franchise began in 2000. But things really cracked wide open in 2002 with the first Spider-Man movie, which did a combined billion dollars in ticket and DVD sales.

Contrary to what you might think, Marvel only received a tiny fraction of that haul. They had neither the cash nor the expertise to produce a blockbuster film of that caliber, so they took their characters to the big studios. While they only received a small licensing fee, they also laid out zero cash and took zero risk related to the films.

So what was the strategy?

Marvel was in the business of merchandise to produce revenue: comic books, video games, T-shirts, toys, and scores of other consumer products—you name it. Marvel relied on partnering studios to create multibillion-dollar “commercials” for its characters.

These commercials are called movies.

Notice that these “commercials” were not in the form of advertisements that people wanted to avoid. To the contrary, people paid good money to watch the amazing stories that fueled Marvel’s business model. Because they were well worth watching.

In 2009, Disney acquired Marvel for $4.2 billion.

Love It or List It

How about another example, one that doesn’t involve iconic superheroes?

There’s a cable reality show that my wife watches. It’s called Love It or List It, and it’s a Canadian production that airs in several places, including the home and garden channel, HGTV.

Each episode involves a home that is simply not working for the owners. Usually it’s too small for a growing family, poorly configured, hopelessly outdated, or all of the above. The show’s stars are Hilary Farr, a designer, and David Visentin, a real estate agent.

Hilary takes the budget the owners can manage and works up a plan to redesign the home so it will work again for the family (this is the “love it” outcome). David, on the other hand, looks for other homes that work as-is within the purchasing budget to convince the owners to sell and move (this being the “list it” scenario).

So Hilary and David are full-time TV stars, right? Uh, no . . . not on a niche reality show on basic cable. Both continue to be practicing professionals.

Let’s take a closer look at David, who works alongside his father Nick Visentin as a Canadian Realtor for Country Living Realty in Barrie, Ontario. David actively sought out the role on Love It or List It by auditioning for it, and likely won the part not only because he knows his stuff, but also because he’s not afraid to be himself.

Do you think David gets plenty of new business thanks to the show? You bet.

Do you think those new clients feel like they were marketed to, such as they might if they chose a Realtor based on—I don’t know—the postcards that stuff the mailbox each month, or the glamour shot on a bus stop bench, or the cheesy magazine ad claiming to be the “Number One Realtor”?

You get my point. David demonstrates his expertise while reaching prospective customers via a media production that people actually enjoy watching.

Now, let’s look at one more example, where the exact same dynamic is at play, but no television show or audition is required.

Gary V

Gary Vaynerchuk owns a wine shop along with his parents in New Jersey. To grow the business, Gary built an online platform called WineLibrary.com, which is an educational resource for wine buyers that naturally helps move product.

Vaynerchuk then took the next step with Wine Library TV, a self-produced video show starring just him, from a table in the corner of the office above the store. Gary turned traditional “wine talk” on its head, dispensing with elitism and opting for plain-spoken advice and even bombastic commentary on his wine recommendations.

Gary’s DIY wine show grew to an audience of 100,000 people. More important, his wine business grew from $3 million to $45 million.

From each of these three examples, a media platform performed the role of what marketing is supposed to do, but rarely does anymore. And in each case, a rainmaker emerged.

There’s something that Spider-Man, David Visentin, and Gary Vaynerchuk have in common, and it’s a personal media brand. This is what works to generate a flood of business in the age of media, not marketing.

And yes, it will work for you as long as you’re known for value, instead of something more dubious, or worse—nothing at all.

Why a Personal Media Brand Beats Marketing Every Time

Picture this.

A young lady from a well-known family pouts in dissatisfaction. Despite fantastic wealth, she feels she’s not getting enough attention.

Suddenly, scandal emerges.

An illicit recording has leaked to the public. The sex tape presents our princess in several compromising positions. The corresponding scorn, ridicule, and—most important of all—attention of the world is the result.

But the young lady does not retreat in shame, oh no. To the contrary, she’s suddenly everywhere, starring in reality television shows, appearing in films, and landing lucrative endorsement deals.

Now ask yourself: Is he talking about Kim Kardashian here, or is it Paris Hilton?

Next question: Do you actually care?

Welcome to the world of being famous for being famous—a term for someone who attains celebrity status for no real reason—instead of for talent, or leadership, or just maybe creating some value for the world.

This crowd generates their own fame by exploiting their existing privilege. And yes, they have an audience. But let’s face it: Calling someone famous for being famous is an insult, and rightly so.

It’s the separation of fame from greatness, from talent, from quality, and from value itself.

Hey, maybe it works for Kim and Paris. But unfortunately, there are plenty of people who think this is the path they should follow to promote their business online. Maybe not the sex tape part, but the misguided notion that all you have to do is become known via the internet.

In other words, they’ve got the media part down, but their efforts are not functioning as good marketing. They’re known for being known, and that doesn’t translate into economic success.

Let’s talk about personal branding, a term I’ve never liked. It’s all about presenting an image, not necessarily value. And in line with the example set by Kim and Paris, it promotes the idea that being known for being known is enough, and it’s not.

Any fool can become known. And they often do.

After all, we all watch the online train wrecks pile up, and we get plenty of opportunities, right?

But do you want to do business with a train wreck? I don’t, either.

You need to be known for something more. And that’s why the new rainmaker develops a personal media brand with a solid content foundation. This is what beats simple personal branding and traditional concepts of marketing any day.

A New Rainmaker Is Known for Being a Valuable Resource

Rule number one for the new rainmaker:

 





You must be a valuable information resource via your own media platform, with a key emphasis on providing value.






 

As a natural consequence of that, you’ll also demonstrate the value of your paid solution.

What does that mean? First, you have to show that you understand your potential customer’s problems and desires. And you have to begin to satisfy those problems or desires before you stick out your hand for payment.

Here’s a great example:

A really nice Australian guy named Darren Rowse created an online resource called Digital Photography School, which provides an immense amount of free information. He makes his money selling ebooks on the very same topics.

Isn’t he shooting himself in the foot by giving away his “product” for free? No, because people happily pay for a well-organized, comprehensive treatment of the topic they need help with, even after they’ve had a free “taste.”

The quality of the free information is why Digital Photography School is so well-known and well-respected.

But it’s more than that. You sell a lot more books (or any other product or service) when you can demonstrate value upfront. It’s a sharp contrast to what everyone else is doing—claiming authority and value using ordinary “marketing” tactics.

Book-selling entrepreneurs since at least the 1960s have known that giving away the best part of a “how to” book leads to much higher sales. The internet just made it work better.

You sell more, not less; that’s the goal, right?

Now imagine if you’re selling something other than information, like a service.

Wouldn’t demonstrating that you know what you’re doing work better than claiming to be the number-one whatever?

A New Rainmaker Is Known for Being an Expert

It’s absurdly obvious: There’s more information on the internet than any of us will ever be able to consume, on just about any topic you might be interested in studying.

That sounds like a good thing, and it is.

But we also know how incredibly hard it can be to find good information and media on the topics we care about.

That’s where the opportunity lies for the new rainmaker: The one who is willing to become an expert in her field, to generously demonstrate that expertise for all to see, and to execute it in an authentic way.

We want to do business with someone who knows what they’re doing and talking about it. Just common sense, right?

The power of expertise, though, goes much deeper than that.

People have problems and desires, and they want solutions. They want you to be the person to help them with those problems and desires, so they can stop searching and begin the process.

When you use your media platform to demonstrate that your expertise can help, something very powerful happens.

It’s just like David Visentin in our example from the show Love It or List It. Every episode allows David to demonstrate that he knows what he’s doing and knows what he’s talking about. And that opens the door to a powerful psychological mechanism in a very noncreepy, nonmarketing way.

That mechanism is called authority, and its effectiveness cannot be overstated. All you need to take away for now is this:

 





A personal media brand makes you into a likable expert, and that sets the stage for the rain to fall. That’s because media allows authority to be demonstrated and earned, rather than just claimed.






A New Rainmaker Is Known for Being Generous

Business success through generosity is much older than the internet. Giving first to get later is a timeless reciprocity strategy, which we’ll talk about more later on.

The thing about generosity, though, is you have to give without expectation of getting in return—that’s the definition of the word.

In my experience, I’ve always been rewarded for being generous, even though what comes back to me often ends up being pleasantly unexpected. That’s also part of what makes generosity-powered business so interesting.

In fact, it’s surprising how often the “return” hugely outweighs the original generosity. It truly never ceases to amaze me.

Back when I was giving away valuable information to sell legal and then real estate services, I made a killing, even though I was far from the most experienced or traditionally connected choice.

And maybe most astonishing of all was all the resistance I heard from those who did have more experience, when I suggested they try generosity, too.

Think about it. The legal and real estate professions require a license from the state and specialized training. But somehow there was this silly fear that if professionals gave away information, people wouldn’t need them! Others just plain hated the idea of giving anything away to people who might not ultimately hire them.

This is what’s known as scarcity mindset at its ugliest, and it’s completely limiting.

Here’s the thing: When you freely share your expertise, perspective, and experience, you’re not giving anything away. You still have it. Rather than losing something, the sharing leads to more people knowing you and hiring you than would have otherwise.

Again, that’s the goal, right?

A New Rainmaker Is Known for Being Authentic

Countless studies show that human beings instantly judge others based on two primary types of social perception: competence and warmth.

I talked about competence already in the context of expertise and authority. Simply put, you have to actually know what you’re doing, so you can help your audience solve its problems.

I also touched on warmth with generosity, but it’s more than that.

People want an authentic, relatable human being involved when they buy.

What does that mean?

According to the book The Human Brand, countless social psychology studies show that warmth is characterized by people who are:

       [image: ][image: ]  Helpful

       [image: ][image: ]  Honest

       [image: ][image: ]  Trustworthy

       [image: ][image: ]  Generous

       [image: ][image: ]  Fair

       [image: ][image: ]  Understanding

All of this is accomplished by an online media platform, which creates your personal media brand. And that last point—understanding (also known as empathy)—is the key.

Your prospects have problems and desires. You are a trustworthy resource, because you can show that you understand those problems and desires, and that you’re here to help.

Is that marketing? Or is that something stronger that accomplishes what marketing is supposed to, except better, and does a whole lot more in the process?

Authority without warmth makes people envious and suspicious. But add in your relatable nature as an authentic human being, and the people you’re looking to reach are magnetically attracted to you.

Know + Like + Trust = Belief

You’ve likely heard it said that selling just about anything comes down to you and your solution being known, liked, and trusted. And it’s true, but what’s really happening here?

We’ve seen that being known alone is not enough. But once you are, and you add in a couple more powerful ingredients, you’re well beyond just being known for being known.

The first extra ingredient is liking. We simply prefer to do business with people and brands we like.

And then we get to trust: We have to trust the integrity of the provider as much as we trust that our problem will be solved.

At that point, the result is something magical; it’s the special something that makes it rain, even for the Native American shaman:

Belief.

Notice the language we use to talk about these behaviors.

We hear about product evangelists. We refer to people taking the actions we want online as conversion. It truly is a process of transformation . . . from a nonbeliever to a member of your audience.

I’m not going to tell you that it’s easy, but it does boil down to a simple structure:

 





Know + Like + Trust = Belief






 

Now you’re ready to make it rain at will. And enjoy the freedom that comes with it.


CHAPTER 2

Youtility

Why Smart Online Marketing Is about Help, Not Hype

Jay Baer

JAY BAER, marketing keynote speaker, president of Convince & Convert, and New York Times bestselling author of Youtility. For more information, visit: www.JayBaer.com.

 





In this Chapter You’ll Discover:

       [image: ][image: ]  Why online marketing is more difficult than ever

       [image: ][image: ]  Why mobile is driving the useful marketing trend

       [image: ][image: ]  Why customers’ needs are more information than ever

       [image: ][image: ]  Why being disproportionately honest is a key online marketing tactic

       [image: ][image: ]  Why relevancy is the most important marketing characteristic
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Marketing today is harder than marketing yesterday. And tomorrow? Tomorrow, marketing will be even harder, because the competition will be even greater.

Consumers are being subjected to an invitation avalanche, with every company of every size, shape, and description asking people to like them, follow them, friend them, click, share, and +1 them. This is in addition to the interruption marketing tactics that envelope us all like a communications straitjacket. At best, it wears thin. At worst, it does more harm than good to your company’s reputation.

In addition to the enormous volume of competition for attention, who your business is competing against has changed as well. Think about Facebook, Twitter, Instagram, Pinterest, or your email inbox. Within those venues, you’ll find communications from your friends and family members adjacent to messages from companies—maybe even your own business.

 





Online marketing is now rooted in this simple truth: You are competing for attention against your own customers and against your own friends.






 

You are competing for attention in the same venues, using fundamentally the same approaches we all are using to connect with people we actually love! That is not an easy assignment for business, and this circumstance of consumers as competitors is unique to online marketing. Your friends are not buying magazine ads to make sure you know that they are eating dinner at a great restaurant. Your family isn’t buying billboards to talk about summer vacation plans (I hope).

So what are you supposed to do? How are you supposed to succeed online when the amount of competition increases every day, and the nature of that competition is more personal than ever? You have two options.

       1.  Be amazing. Many consultants and advisors will tell you to be amazing; to do disproportionately fantastic things, and to shock and awe. The theory is that you can break through the clutter by being remarkable. The problem with this approach is that you will fail far more than you will succeed. It’s marketing based on trying to catch lightning in a bottle, and that’s not a strategy; it’s hope.

 





Telling someone to “be amazing” is like telling someone to “create a viral video.” After all, there’s no such thing as a viral video, just a video that becomes viral—and most do not.






 

       2.  Be useful. The second way to succeed in today’s massively competitive online marketing environment is to be truly and inherently useful. To focus your energy on creating marketing that people actually cherish, not marketing that people simply tolerate. Create information and education that is disproportionately useful, and attention, sales, and loyalty will follow, eventually. This is “Youtility,” and more and more companies are using it in their online marketing.

 





Youtility is marketing so useful, people would pay for it if you asked them to do so.






The Three Types of Youtility

There are hundreds of companies using resources to provide marketing of real value to customers and prospective customers. You’ll find Youtility examples from all across the business spectrum, from large to small, global to local, B2B to B2C, software to retail, services to manufacturing. But not all Youtility is precisely the same. In fact, there are three distinct flavors of Youtility.

The first is self-serve information: giving people the opportunity to inform themselves how and when they wish, instead of being funneled through contact mechanisms of the company’s choosing.

 





Hilton Suggests’ Youtility on Twitter

Hilton Hotels has a Youtility program on Twitter called “Hilton Suggests.” In 2012, @LTHouston wrote on Twitter, “Good places to eat near the Magnolia Hotel in Downtown Dallas for Saturday?”

@HiltonSuggests answered back, “@LTHouston, Wild Salsa on Main or Campisi’s on Elm are awesome, both within walking distance of your hotel in Dallas, enjoy.”

Useful and kind, right? But here’s the difference-maker: The Magnolia Hotel in Dallas isn’t a Hilton property. Hilton Hotels is going out of their way to provide real-time restaurant recommendations to a person who isn’t a current customer. But someday, @LTHouston is going to be in a different city, he’s going to need a hotel, and he’s going to remember the help that @HiltonSuggests provided, and what hotel is he going to think of first?

You see, Hilton is playing the long game, which is what Youtility requires. You give away information and resources that are legitimately beneficial to customers and prospective customers and you trust that some percentage of those people will reward your business down the road. One of the big problems in online marketing is that all the attention paid to conversion rate and real-time marketing conspires to make us think solely of immediate success, often at the expense of long-term opportunities.

The Hilton Suggests program has proven so successful that the company has expanded it to include hundreds of cities, worldwide.






 





As Gary Vaynerchuk has said, the problem with marketers is that everyone wants to be a hunter, and nobody wants to be a farmer.






 

The second is radical transparency: providing incredibly forthright answers to nearly every question a customer could conceivably ask, before they think to ask it.

The third is real-time relevancy: being massively useful at particular moments in the life of the customer, and then fading into the background until the next opportunity to help arises.

Winning Customers with Self-Serve Information

Have you heard the phrase, “Your customers don’t want to see the sausage being made”? You probably have, because that saying has been around for decades, and the reason it has persisted is that it has historically been true. But it’s not true any longer. Today’s consumers WANT to see the sausage being made. They WANT to know all the facts about what you do, how you do it, and for whom.

Google’s landmark Zero Moment of Truth research provides mathematical evidence of the beginning of this shift in information consumption, finding that in 2010, Americans needed 5.3 sources of information before making a purchase; but in 2011, they needed 10.4 sources of information. Think about that: In ONE year, the amount of information we needed before parting with our money DOUBLED.

 





Today’s consumers are kicking the informational tires like never before, secret shopping your business online, right under your nose.






 

Why do we need so much more information? Are we just less certain about what to buy, and where? No. We need more information than ever as consumers, because we HAVE more information than ever. Always-on internet access via smartphones and tablets has accelerated our need for research by removing the barriers to that research. It’s so easy to hyper-research everything today that if you make a bad purchase decision, maybe you were just lazy.

You must supply an increasing number of those 10.4 sources of information for your customers and prospective customers. How? Maybe it’s a comprehensive blog that functions as the ultimate FAQ. Maybe it’s a series of videos. Maybe it’s a regular system of ebooks and Slideshare presentations. Maybe it’s a definitive podcast. Probably, it’s some combination of all of these, and more.

This kind of self-serve information is what turns interest into action. Have you ever been on a website, and were interested in the company or product but purposefully did NOT fill out a contact us form, because you didn’t want to be emailed or called by a salesperson? I’ll bet that has happened to you. We used to talk to a real person as a first step. To get familiar with the company. To learn more. To create bonds. Not now. Now we talk to a real person as a last resort when we have a question so specific only a human being can answer it.

Self-serve information is even more important in B2B, where the transactional stakes are the highest. In 2012, Sirius Decisions research found that in B2B, 70 percent of the purchase decision has been made before the prospective customer ever contacts the company, meaning that whether or not people buy from you in B2B is based on self-serve information.

Self-Serve Help with Lowe’s Fix in Six

Home improvement retailer Lowe’s has a terrific self-serve information program called “Fix in Six.” It’s a series of six-second videos originally produced and distributed on Vine that provide helpful tips around the home, such as:

       [image: ][image: ]  How to use a Post-it™ note to catch dust when drilling holes

       [image: ][image: ]  How to use a magnet to hold your nails when hammering

       [image: ][image: ]  How to use masking tape to keep your pictures straight

       [image: ][image: ]  How to use an empty milk jug as a watering can

The Fix in Six videos proved so useful and popular that Lowe’s decided to repackage and redeploy them in other ways, which is one of the secrets to efficient content marketing and Youtility.

Lowe’s “atomized” the Fix in Six program and collected all of the videos on a Tumblr blog (lowesfixinsix.tumblr.com). They also created a Pinterest board that contains all of the Fix in Six tips. They routinely feature them on their Facebook page. And they even created a series of YouTube videos by taking the original six-second clips, and adding short opening and closing sequences. Ta-da! New, atomized Youtility.

 





“Atomize” your content. If you have a good idea, create several smaller versions of it in multiple formats. Don’t reinvent the wheel; make copies of the wheel you already own.






 





Remember, the key to online success is to be a digital dandelion. Your website is the stalk, but all the other places people can access your self-serve information are the seeds.






Building Trust with Radical Transparency

Fundamentally, many people don’t trust business. In fact, the public relations firm Edelman releases an annual study on trust and finds that roughly half of Americans do not trust businesses. This aligns with a separate study from Nielsen that found that 47 percent of Americans trust advertising from companies.

This matters because trust is quite literally the most important ingredient in your success, online or offline. Without trust, you have no customers and you have no future.

Unfortunately, however, we often engage in online marketing activities that diminish trust. Squeeze pages that are too aggressive. Email that isn’t opt-in. Stalker-ish retargeting ads. There are lots of ways to chip away at trust, and other contributors in this book will help you avoid those mistakes. But there is also a way to gain trust with Youtility.

 





Trust is the prism through which all online marketing success must pass.






 





McDonald’s Canada Puts Radical Transparency to the Test

McDonald’s Canada certainly isn’t ashamed of their food. Their “Our Food, Your Questions” program invites any Canadian to ask any question whatsoever about McDonald’s food on their special website. To ask a question participants must connect with either Twitter or Facebook, providing greater visibility and a ripple-in-the-pond viral effect, as questions appear on the inquisitors’ social network. Within the first four months 16,000 questions were asked, at a rate of as many as 450 per day. In that period more than 10,000 questions were answered.

The program is only dedicated to McDonald’s food, so questions about nonfood topics are directed to other resources, and some questions are of course duplicates. But there’s no dodging the tough questions, and that’s the most amazing, radical transparency element of this project. McDonald’s Canada is addressing head-on the rumors about food quality and safety that have dogged the brand seemingly forever.

As an example of the types of questions McDonald’s is going out of its way to address, take this zinger from Jani S. in Nova Scotia: “When you say 100 percent beef, do you mean the whole cow: the organs, snout, brain, kidneys, etc. or just the plain beef we buy at the grocer?”

Whoa. Historically, companies would do whatever possible to put as much distance as possible between themselves and that line of inquiry. But the rules are changing. Here’s McDonald’s answer—comprehensive, factual, and not laden with artificial marketing hype: “Hi Jani. We wouldn’t call it plain beef, but it sure is beef. We only use meat cut from the shoulder, chuck, brisket, rib eye, loin, and round. In fact, our beef supplier is Cargill, a name you might recognize. They’re the biggest supplier of beef in Canada.”

According to Joel Yashinsky, chief marketing officer for McDonald’s Canada, the impact will be long-term trust. “We knew you’re not going to get an immediate return on investment. But we believe that the return on investment will be over the long-term, because it’s going to grow our brand trust and brand health. What I like to call the ‘love of the brand’ is going to get much stronger, and in the end, we all firmly believe that the return is going to be greater than the investment . . . it’s going to be such an important part of our culture moving forward.”

And it works. In pre- and post-consumer research conducted after the first phase of the program (before significant advertising dollars were expended to drive awareness of it), the “curious skeptic” segment of McDonald’s prospective customer base gave the company 21 percent higher marks for “good quality ingredients,” according to Yashinsky.






 

In an environment where every customer is a reporter, and three-fourths of the population is carrying the equivalent of a mobile television studio in the smartphone in their pocket, it’s pretty difficult to hide the truth. The truth ALWAYS comes out. So what smart companies are doing is being massively proactive and transparent. They are providing Youtility that doesn’t force prospective customers to wonder about the motives or details of the company; they just offer it up quickly and conveniently.

Does radical transparency actually work? Absolutely. Consider Domino’s Pizza. This is an oversimplification, but Domino’s positioning is essentially “Our pizza used to suck. But now, not so much!” Since they adopted that radically transparent approach, they’ve enjoyed nine consecutive quarters of increasing stock price.

Using Hyper-Relevancy to Create Incredibly Useful Youtility

There is no courtship, ramp up, or slow build with Youtility. You’re either sufficiently useful at any given moment, and thus can connect with the customer, or you’re not. It’s real-time relationship building.

Like an endless game of informational hide and seek, Youtility consists of popping out from behind a tree to assist when necessary, then fading back into the woods waiting for the next opportunity.

The key is to create Youtility that serves as the best possible resource for people looking to solve a particular problem in a specific context.

 





You are better off being massively useful in a very specific set of circumstances than being partially useful in a broader set of circumstances.






 

There are three ways to provide real-time relevancy with Youtility. The first is to be useful based on the customer’s location. The second is to be useful based on the customer’s situation. The last is to be useful based on seasonality or external factors.

In nearly every case, providing value via a mobile app or mobile-enabled content marketing program is the easiest path because when using a mobile device, customers and prospective customers are often sending a steady stream of information about what they might need. Tapping into a consumer’s location and then providing geography-specific usefulness is the most common way companies can be helpful in a mobile context. Many of our most used applications—like Google Maps—rely on it.

Location-based usefulness may very well become the most common form of mobile usefulness, but it’s not the only alternative. Companies and other organizations are also providing customers and prospective customers with information that’s important in particular situations and scenarios.

One of my favorite (and most inherently useful) examples of this form of marketing is the Vanderbilt CoachSmart application. A collaboration out of Nashville, Tennessee, between the Vanderbilt University Medical Center and the Monroe Carell Jr. Children’s Hospital at Vanderbilt, the app is becoming a must-have for youth sports coaches across the country, as it provides an array of useful tools to keep players safe. Perhaps the most interesting is a lightning sensor. If lightning strikes nearby, the app sends an alert to the phone and tells coaches what to do next, recommending whether an outdoor practice should be immediately aborted.

The app also helps coaches prevent heat exhaustion, by providing real-time data on heat, humidity, and the heat index. A comprehensive collection of information for coaches is also included, such as hydration tips, injury prevention guidelines, and concussion symptoms. Coaches can even use the app as a contacts tool, notifying all players (or parents) from within CoachSmart. It’s currently in use by hundreds of sports leagues across the country, as well as two National Football League teams.

The CoachSmart app was born from a legacy program where athletic trainers affiliated with Vanderbilt went to high school football practices in the Nashville area to let coaches know whether it was safe to practice based on the current heat index.

While CoachSmart was developed to serve the needs of coaches in Nashville, it’s now being used by a much broader audience. The information it delivers is relevant almost regardless of location. The future of hyper-relevance may be taking applications like this to their logical extreme, using “anticipatory computing” to push information to participants before they even realize they need it.

Youtility Is the North Star for Online Marketing

There are so many options and alternatives in online marketing today. So many new tactics, techniques, and technologies. Which make sense for your business? Which should you deploy? Which should you ignore? It’s a lot to consider, and it’s not going to slow down any time soon, if ever.

What you need—and what we all need—is a north star; a guidepost that helps us make better decisions about our online marketing. I believe that north star is Youtility. When you’re confused or frustrated or uncertain about what and how to deploy and optimize your online marketing program, just ask yourself this simple thing, and then reassess your options:

Is your marketing so useful that people would pay for it? Is your marketing a Youtility?


CHAPTER 3

Total Online Presence

The Seven Essential Stages

John Jantsch

JOHN JANTSCH is a marketing consultant, award-winning social media publisher and author of the best-selling books Duct Tape Marketing, Duct Tape Selling, The Commitment Engine, and The Referral Engine.

 





In this Chapter, You’ll Discover
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       [image: ][image: ]  Social media marketing
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His blog was chosen as a Forbes favorite for marketing and small business, and his podcast, a top ten marketing show on iTunes, was called a “must listen” by Fast Company magazine. He can be reached at www.DuctTapeMarketing.com.
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There are many moving parts involved in marketing, and the online elements increase in importance with each passing day.

But marketing is a system, and to effectively operate this system you must assemble and integrate each of the important parts into something that looks like the whole.

Your online presence is your key to success no matter what your business sells; no matter if all of your transactions are done face-to-face; no matter if you don’t yet see a way to get a return from your Facebook page; no matter if you’ve never bought an online ad. The key is to build a Total Online Presence™.

I believe the following model is the surest way to view your online marketing as a system.

I will outline the core components of a Total Online Presence in this chapter and give you a taste of the specific details that must be considered as you build your own presence.

Content Platform

So much of what happens online revolves around content. It’s how you get found, why people pay attention, and how you start to exchange value. Without a content platform to build from, a great deal of effort in other stages will be wasted.

People today have come to expect to find information about any product, service, company, individual, cause, or challenge they face by simply turning to the search engine of their choice. So, if they’re not finding content that you’ve produced, there’s a pretty good chance you won’t be worthy of their trust. Which brings us to the two most important categories when it comes to content strategy: educating your customer and building trust.

These must be delivered through the creation of very specific forms of content and not simply through sheer volume. Every business is now a publishing business, so you’ve got to start to think like one.

Building Trust

       [image: ][image: ]  Blog. This is the absolute starting point for your content strategy because it makes content production, syndication, and sharing so easy. The search engines love blog content as well, and this is the place where you can organize a great deal of your editorial thinking. This can easily be expanded and adapted to become content for articles, workshops, and ebooks.

       [image: ][image: ]  Social media. You need to claim all the free opportunities to create social media profiles on sites like LinkedIn and Facebook, but also in BusinessWeek, Entrepreneur, and Inc. online magazine communities. Building rich profiles, and optimizing links, images, and videos that point back to your main site is an important part of the content-as-strategy play.

       [image: ][image: ]  Reviews. Ratings and reviews sites such as Yelp, MerchantCircle, and CitySearch have become mainstream user-generated content hubs. Throw in the fact that Google, Yahoo, and Bing all allow folks to rate and review businesses and you’ve got an increasingly important category of content that you must participate in.

       [image: ][image: ]  Building trust. Customer testimonials are a powerful form of content. Every business today should seek customer content in multiple forms: written, audio, and video. This content adds important trust-building endorsements and makes for great brand-building assets out there on Google and YouTube.

Content that Educates

       [image: ][image: ]  The point-of-view white paper. Every business should have a well-developed core story that’s documented in the form of a white paper or ebook. This content must dive deeply into what makes your firm different, what your secret sauce is, how you approach customer service, and why you do what you do.

       [image: ][image: ]  Seminars. Presentations, workshops, and seminars (online and off) are great ways to provide education with the added punch of engagement. Turning your point-of-view white paper into a 45-minute, value-packed session is one of the most effective ways to generate, nurture, and convert leads.

       [image: ][image: ]  FAQs. There’s no denying the value of information packaged in this format, but go beyond the questions that routinely get asked and include those that should get asked but don’t, particularly the ones that help position you favorably against your competition.

       [image: ][image: ]  Success stories. Building rich examples of actual clients succeeding through the use of your product or service offerings is a tremendous way to help people learn from other individuals and businesses just like them. When prospects see themselves in a success story, they are more likely to put themselves in that boat.

Organic SEO

Generating leads by putting lots of valuable content in the places where people look for just such a thing is central to marketing success these days. There are four key factors that I believe help do this. So instead of trying to illustrate my point by using a technical diagram, let’s think of the cupcake. I mean, who doesn’t like a cupcake?

       [image: ][image: ]  Content. You can’t exactly have a cupcake without, well, the cup. The paper wrapper that sometimes gets stuck and can be annoying is actually the foundation for the entire thing. Likewise, content is the underpinning of any attempt to score well in SEO—you need lots of it, in many flavors. Think of when you walk into a cupcake bakery; they don’t just offer one or two flavors. There is variety. So apply that to your content.
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