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Editor’s Preface

Warning: If you’re brave enough to read this book, you’ll be forever 

changed. Be prepared to have your internet marketing paradigm stood 

on its head. If you pay heed to the words of Meredith Oliver, you’ll shift your 

thinking, re-vamp your sales approach, master daunting technical issues, 

re-think your message, and say goodbye forever to uncertain income streams. 

Meredith Oliver will stretch your mind and expand your horizons. If 

before you were looking at your back yard, after reading her book, you’ll 

be gazing into deep space as your next marketing frontier. 

Using the analogy of popular sports competitions, Meredith will lead 

you expertly through the maze of the internet marketing world directly 

to ten secrets for absolute success. Here’s where you’ll go on your high-

octane journey.

Meredith Oliver’s 10 Slam-Dunk Secrets for Absolute Success with 

Internet Marketing

Secret #1: Step Up to the Plate—Get to Know Your Fans

Secret #2: Keep Your Eyes on the Ball—Your Website Must WOW

Secret #3: Get Off the Sidelines—Expand Your Digital Footprint

Secret #4: Move the Goalposts—Supersize Your Social Media

Secret #5: Go The Distance—Behold the Power of Content Marketing
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Secret #6: Keep the Ball Rolling—Unleash Word of Mouse with Online Reviews

Secret #7: Stick the Landing—Increase Conversions with Call to Action

Secret #8: Pass the Baton—Connect  Online and Offl ine Experiences

Secret #9: Drop Back and Punt—Analyze, Measure & Reboot with Analytics 

Secret #10: Take the Gloves Off—Be a #SuperFan of Your Fans

What are you waiting for? Get moving with Meredith Oliver! Your bank 

account will be glad you did.

Maureen Richmond, Editor     

August 2016
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Introduction

I graduated in 1994 from the University of Central Florida with a B.A. in 

Psychology and a minor in Sociology. Degree in hand, I was ready to 

set the world on fi re. However, as I pursued and interviewed for jobs, I 

quickly realized what no one had bothered to tell me during the four-year 

pursuit of my hard won degree: a bachelor’s degree in Psychology is basi-

cally worthless in the job market. It hit me like a lead balloon that I would 

need a graduate degree to earn enough money to support myself. I knew 

a graduate degree would surely cost a lot more money to obtain.

So I did what any self-respecting college graduate does who needs a 

job: I took a job in sales, but not just any sales job! My fi rst out of college 

job was selling Health Management Organizations (HMOs) to physicians. 

My offi cial title was Provider Relations Representative, and my job was to 

convince popular and well-respected physicians to be preferred providers 

for HMOs. It was a tough sale. I couldn’t promise that patient insurance 

claims would be paid on time or at all for that matter. I couldn’t promise 

physicians that their fees would be honored. In fact most of the time, the 

physician had to agree to accept less than half his or her normal fee. I 

couldn’t promise the process of working with the HMO would be smooth 

because most of the time the paperwork involved was complicated and 

repetitive. What could I promise? Lots of angry patients who needed care 

immediately. Awesome-sauce.
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After a few years it became clear this was not going to be a long-term 

career for me. Following a suggestion from my dad, I enrolled in one of the 

fi rst Internet Communications Master’s Degree programs in the country. 

That is when my world changed completely. It was like someone turned 

on a light bulb that would never burn out.

On the fi rst day of the program, we graduate students were each issued 

a Compaq laptop that weighed roughly fi fteen pounds. Maybe I’m exag-

gerating, but nonetheless, the Compaq was very heavy, sort of symbolic of 

the challenge ahead. We were told to open the My Documents folder to get 

the worksheet for class that day. Right away I thought, the what folder? Where 

is that? How does this thing work? You see, my college years were pre-internet. 

Even at my one job experience, we had worked on mainframe terminals. 

The upshot was that I didn’t know a drip about laptops, fi le management 

systems, Microsoft Word, or the like. In that moment it hit me that I had just 

enrolled in a $40,000 Master’s Degree program on the subject of Internet 

Communications and yet I couldn’t even operate a basic laptop. Yikes.

I went home that evening and was inconsolable. I told my husband I 

was going to quit and beg for our money back. Ever the calm one, my 

husband wrote on a sticky note C=Hard Drive, A=Floppy Disk and stuck it 

to my monitor. He told me the next time an instructor directed me to go 

to My Documents, I should look for the C. 

I sat there staring at that sticky note for several hours knowing I had 

a big decision to make. Bottom line: that laptop was standing between 

me and a future that did not involve selling HMOs to doctors. With the 

grim specter of selling HMOs to motivate me, I decided to press forward 

and stayed in the class. I tell you this next part not to impress you but to 

impress upon you what is possible when any of us refuses to quit. Two 

years later I graduated with a 4.0 and was voted by my peers and profes-

sors as the Most Outstanding Graduate Student in my class.

Because of my own transformational journey, I can ask you: What 

obstacle is standing in the way of your future success? If it’s related to sales, 
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marketing, or technology, you are in the right place. I can help you. And in 

fact, I want to help you.

Within the pages of this book you will learn how to create a compre-

hensive marketing strategy that will help you leverage your fan factor, 

build a blockbuster brand, score new customers, and wipe out the compe-

tition. How do I know? I know because at Meredith Communications, 

we’ve been using this exact formula with our clients for more than fi fteen 

years. During that time, I’ve seen small businesses go from no sales to 

blockbuster sales. I’ve seen very successful large businesses make one 

small tweak and re-energize their sales on a lagging product or service. 

Conversely, I’ve seen companies drop to the wayside because they refused 

to acknowledge and embrace the power of digital marketing.

I’m not just another digital marketing talking head with super cool 

graphic tees and killer skinny jeans (although I do have quite the collec-

tion of both). I am a Creative Director for a digital marketing agency 

that is held accountable on a daily basis for achieving results for our 

clients. From driving more website traffi c, to increasing lead conversions, 

to improving search engine rankings, our clients expect results. That’s 

exactly what we deliver every single day. The strategies in this book work. 

The only question is: will you work the strategies?
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THE PRE-SEASON

All men are created equal. 
Some work harder in the pre-season.

Emmitt Smith—NFL All Time Leading Rusher, 
Three Time Super Bowl Champion
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FANtastic Marketing 
in Action

I have a new guilty pleasure. You want to know what it is?

It’s StitchFix, an online personal shopping service for women who 

have little to no time to shop for clothes, shoes, and accessories. 

I fi rst became aware of StitchFix from sponsored Facebook ads. Then I 

noticed some of my Facebook friends were raving fans posting photos of 

fabulous outfi ts they’d purchased from the service. I resisted signing up 

for several months but eventually the Facebook retargeting ads, Pinterest 

pins, and my friends’ raving fan posts wore me down. Now I am a loyal 

customer and it has transformed the way I shop for clothes.

Founded in 2011 by Harvard Business School graduate Katrina Lake, 

StitchFix is reported to have raised $46.5 million in funding with an 

annual revenue run rate in the ballpark of $150 million.1 

So the story I’m sharing isn’t just an exercise in my personal shopping 

habits. There are serious business lessons to be learned from the success 

of Lake’s StitchFix model.
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StitchFix works like this. 

First, the customer completes a detailed online profi le including style 

preferences, body type, and size information. Next, the customer rates 

several sample outfi ts on a scale from Love It to Hate It. The customer 

then sets a budget range per item and indicates the types of clothing, 

colors, and fabrics which are not acceptable. For example, I don’t wear 

pink or anything furry. Next the customer writes any specifi c comments or 

requests and includes a link to her My Style Pinterest Board. Finally, the 

customer schedules the frequency of fi x, or shipment. The whole ordering 

process is completely customizable based on budget and fashion needs. 

There’s a $20 styling fee, which is applied to the cost of any single item. 

The fi rst fi x is on the way!

Each fi x is made up of fi ve items—a combination of clothing, shoes, 

or accessories—chosen according to the customer’s profi le. The StitchFix 

stylist includes a personal note explaining the choice of each item. Also 

included in the shipping package is a style card showing two different 

ways to wear the item. Inside the package, StitchFix also provides a 

postage-paid envelope. The customer is allowed three days to try-on and 

fi nalize the order. To fi nalize the order, the customer simply checks out 

using a mobile app or the website. Further, the checkout process asks 

the customer to rate each item on a variety of criteria. The customer pays 

for the items to be kept and indicates which are to be returned, together 

with the reason. Once the return items hit the mail, the customer is done. 

The customer gets to check off one more item from the to-do list while 

looking fabulous and feeling confi dent!

Why is the popularity of online personal stylist services like StitchFix 

exploding? According to Harvard Business Review, there’s a defi nite answer. 

As the Review points out, StitchFix is so successful because it combines 

technology, data science, and the human touch of seasoned stylists to 

make personalization feasible and scalable. All of the clothing items 

sold by the company result from recommendations made on customer 
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surveys, Pinterest boards, and personal notes to stylists. Even information 

from weather patterns goes into the decision-making process. From this 

sophisticated mix emerges the algorithm or magical formula to which the 

StitchFix founder Lake gives credit for much of her company’s success.2

Did you notice the word algorithm used in the passage above? StitchFix 

is so popular because it searched for and found its algorithm, the magic 

formula or special sauce concocted of just the right target audience, tech-

nology, product, pricing, promotion and service. This special algorithm has 

made StitchFix a force to be reckoned with in the retail space. This book is 

going to help you fi nd your marketing algorithm—the right combination 

of tactics and messaging to propel your business to the next level.

SHOPPING IS MY CARDIO
I used to be one of those women who loved to go to the mall. I was 

the epitome of the phrase on the t-shirt that says, Shopping is my cardio. 

However, I recently made a trip to the mall and instead of being in shop-

ping bliss, I was irritable the entire time. On the way back to the car it 

hit me that StitchFix had ruined mall shopping for me! Why dig through 

racks and tables of clothes trying to fi nd the right size, and then stand 

in long lines to check out when with one click I can simply request an 

item from my personal stylist? Why indeed?! By doing the work for me, 

StitchFix has become my fashion curator. And in the long run, that saves 

me time and money (and prevents aggravation, which is priceless).

PERSONALIZE AND CUSTOMIZE
Part of the StitchFix miracle is its uncanny knack for making the service 

feel customized and personalized to the shopper. I’ve been pleasantly 

surprised at how truly customized it is. On a number of occasions, I’ve 

received from my stylist the very item I pinned on My Style Board on 

Pinterest. Each month, I’ve received a note from my stylist which explains 

the thought process behind the choices made for me. Sometimes my 
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stylist even resurrects an item from a previous fi x to create a completely 

new outfi t. I can honestly say I have not been sent one single item that 

was a total miss in terms of my style. I haven’t kept every single item (due 

either to poor fi t, no need, or budget considerations), but not once have 

I rejected an item because it just wasn’t my style. 

Personal curated shopping subscription services like StitchFix, Birchbox 

and Trunk Club (for men) are fundamentally changing the way we shop. 

Welcome to the StitchFix Economy! Whether you are selling business-to-

consumer services or goods like clothes, cars, or real estate, or business-

to-business goods or services like offi ce equipment or fi nancial services, 

your customers expect you to make it easy. They expect you to curate all 

of their choices into a manageable group of options that are personalized 

and customized to their specifi c needs, problems, and wants. 

Your fans have zero tolerance for irrelevant marketing 
campaigns and canned sales pitches.

Your fans don’t have the time or patience for anything that doesn’t pertain 

directly to them. Yet, they’re willing to pay good money for someone to 

do the work of organizing their choices.

That’s what StitchFix learned. The StitchFix business model is the very 

essence of the FANtastic Marketing approach because it puts the fans or 

customers right at the center of the model. It’s a fan-centric marketing 

approach designed for the fans and all about the fans. 
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Consider these paradigm shifts:

 What if you started treating your clients, customers, buyers, 

prospects, guests, ups, leads, and online followers like FANS at a 

rock concert or sports event?

 What if you started calling your clients, customers, buyers, 

prospects, leads, and online followers FANS instead of cold terms 

like “ups” that don’t imply a relationship?

 What if your marketing gave your FANS what they want? 

 And, what if your FANS became the focus of your marketing 

campaigns?

I can tell you from experience that if you do all this, you will build greater 

brand awareness, increase your online following, have greater engagement 

with your followers, drive more traffi c to your website, increase the number 

of leads, and most importantly, close more sales. 

THE FAN FACTOR™
Once your fans become engaged, loyal and utterly rabid about your 

brand, they start doing the selling and marketing for you. The Fan Factor 

is at work when your fans start posting rave reviews about your product 

or service. The Fan Factor is at work when your fans refer other fans via 

word of mouth and shout-outs on social media. The Fan Factor is at work 

when your fans repeat your brand message back to you as a verb, or when 

they use your tagline to describe your business in a positive way. You 

know you have FANtastic Marketing when it resonates so clearly with the 

fans that the fans do the selling and marketing for you. 

ln The StitchFix Economy, the customer expects high degrees of person-

alization and customization. In this type of sales environment, the only 

way to gain new customers and retain existing customers is to utilize The 

Fan Factor. The Fan Factor operates differently than does the traditional 
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direct sales pitch. With the conventional approach, the more you try to 

sell and market directly to your target audience, the more it tunes you out. 

It’s just like at the dinner table when you are trying to get your child to eat 

broccoli. The more Mom or Dad tries to convince, threaten, and punish 

the child to eat broccoli, the more the child resists. But as soon as a friend 

comes over and declares an undying love for broccoli, suddenly the kid 

loves it too and gobbles it down. That’s the ultimate Fan Factor at work.

Over the course of this book, I teach you how to develop a FANtastic 

Marketing strategy for your very own business. I’ll show you how to focus on 

your fans and put them fi rst. I’ll reveal to you how to fl ip your marketing 

strategy from being about your brand to being about your fans. You will 

learn how to truly know your fans and speak in a language that resonates 

with them, how to build a loyal, engaged fan base, and how to capture new 

business through fan referrals. Together, you and I are going to talk about 

how to use social media to solidify your relationship with existing fans 

and to fi nd new fans. Make no mistake: the goal of FANtastic Marketing is 

to increase your brand visibility, attract new customers, boost your sales, 

and drive more profi t straight to the bottom line. But we are going to do it 

in a totally new way, a more relevant modern way that speaks to the next 

generation of consumers and clients. Let’s get started!
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Why FANtastic Marketing? 
Because too often, customers can’t hear you.

Consider the amount of advertising aimed at customers these days. 

Every second on the Internet there are 2,501,076 emails sent, 125,421 

YouTube videos viewed, 54,910 Google searches, 7,252 Tweets sent, 

2,173 Skype calls and 728 photos posted to Instagram.3 And that’s just 

online activity. What about the offl ine marketing and sales messages that 

inundate us every single day from bumper stickers to billboards, radio 

commercials to direct mail, and print ads to product placement on retail 

shelves? Today’s consumers are deafened by a cacophony of marketing 

information that sounds like Charlie Brown’s teacher giving instructions 

for a pop quiz. It’s all about brand. My brand is best! Look at this brand! 

Buy this brand!

Even the executive chairman of Google has commented on this overload 

of information. At a technology conference in August of 2010, chairman 

Eric Schmidt stated, “Every two days we create as much information as 

we did from the dawn of civilization up until 2003. That’s something 
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like fi ve exabytes of data.” What’s an exabyte? It’s an enormous amount 

of information, that’s what! Wikipedia defi nes the term exabyte as a unit 

of information or computer storage equal to one quintillion bytes.4 To 

put this measure into perspective, consider the fact that one exabyte 

of storage holds 50,000 years of DVD-quality video.5 That’s how much 

information surges through the internet on planet Earth every two days. 

Let that mind-numbing fact sink in for a second.

As you can see, consumers today are simply overwhelmed with media 

messages. The fact is that the amount of media we twenty-fi rst century 

humans consume per day is staggering. The online statistics portal Statista.

com reports that U.S. adults spend on average 725 minutes (10.41 hours) 

per day with major media such as television, mobile, online, radio, news-

paper, and magazines.6

One of the biggest shifts in media consumption has occurred in regard 

to the location where consumers view information. For the fi rst time in 

history, consumers view more information on our mobile devices than 

on desktop computers. The Pew Research Center reports in 2016 that of 

American adults, 64% owns a smartphone, a nine percentage point rise 

from the spring of 2011.7 Even more importantly, the same study found 

that 10% of Americans own a smartphone but do not have any other 

form of high-speed Internet access at home. The study also found that 

smartphones are used for much more than calling and texting. 

Look at how smart phones are now used.

 62% of smartphone owners use the smartphone to look up health 

information.

 57% use the smartphone for online banking tasks.

 44% use the smartphone to research real estate listings or other 

information related to a home search.

 43% use the smartphone for career or job information.
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 40% use the smartphone to research government services.

 30% use the smartphone to take a class or obtain educational 

content.

 18% use the smartphone to submit job applications. 

What do these statistics mean to you? They mean your current custo-

mers and potential clients can’t hear you because they aren’t listening. 

They may be more connected than ever, but they are also more distracted 

than ever. Your potential fans are distracted by thousands of marketing 

messages coming from every possible distribution outlet. Further, your 

potential customers consume information on devices with tiny smart-

phone screens. Hard-to-read text or displays are easily batted away. These 

statistics and trend-markers mean that if you are to successfully market 

your offerings, you must overcome the overload and boredom factors 

by creatively focusing on your fans, and not the brand. When you make 

your marketing all about the fans, they’ll magically fi nd time and energy 

to engage, buy, and refer. It’s amazing like that. 

WE HAVE POPCORN BRAIN
We spend so much time consuming media, especially online, because it 

feeds our brains the instant gratifi cation, speed, and unpredictability we 

crave. Some of us are so hooked we neglect offl ine tasks and relationships 

in favor of being online. If this sounds geeky, pathetic, or unreasonable, 

don’t be so quick to judge. 

Answer these questions honestly:

 Have you ever felt compelled to check your email at a completely 

inappropriate time, just in case something important has come in?

 Have you ever forgotten or lost your cell phone and felt panicked 

until it was located?
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 How often is your mobile phone further than arm’s length away 

from you at any point during the day and night?

 How many computers, mobile phones, tablets, and televisions do 

you own? Are there as many devices as people in your household 

or perhaps even more?

 Do you have satellite radio in your car or a USB connection for your 

mobile phone so you can listen to music or podcasts regardless of 

your location?

 How many channels are available in your cable television package? 

How often do you subscribe to pay-per-view or premium channels 

because the basic package doesn’t offer enough variety and choices?

 Do you subscribe to an online streaming movie service where 

you receive multiple new movies a month in addition to the cable 

movie channels available on your television?

 Do you have to listen to music, news, or a podcast while you 

work because silence feels awkward and depressing?

Researcher David Levy calls this phenomenon popcorn brain, defi ned 

as a brain so accustomed to the constant stimulation of electronic multi-

tasking that its owner soon becomes unfi t for life offl ine, where events 

transpire at a much slower pace.8 In this day and age, we all suffer from a 

little bit of popcorn brain. Today, this tendency to popcorn brain, isn’t a 

personality fl aw, but rather a biological imperative. Why? It’s because the 

human brain craves stimulation and new information. 

Your challenge is to fi gure out how to leverage the popcorn brain 

phenomena into a dynamic which will earn new customers and clients. 

Let’s face it: your fans are distracted and overwhelmed. This means you 

must work extra hard to get and keep their attention. 

Do you remember the television commercial for the investment fi rm 

E.F. Hutton? The famous tag line was When E.F. Hutton talks, people listen. 

E.F. Hutton branded that message so well that it became a popular 
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catchphrase at the time. E.F. Hutton wanted potential clients to know its 

expertise was so valuable that it was worth stopping everything else to 

listen to Hutton advice.

What does it mean when busy and distracted potential customers do 

not respond? One of the most common mistakes marketers make is that 

they think a lack of response equates to a lack of interest. Not true.

A lack of engagement is not necessarily about a lack of 
interest in your product.

If your business experiences a challenge in the area of customer response, 

refocus your efforts on creating a wow experience for your customers. Once 

you have a tribe of loyal and enthusiastic fans, then come back to this book. 

If you already have fans, but your fans aren’t engaging, then I promise 

you it is because you aren’t making the message about them. Is your 

sales and marketing message so compelling, interesting, informative, and 

credible that it’s worth dropping everything to listen to? It will be if it is 

about the fans and for the fans!

TODAY’S CONSUMERS TAKE MULTITASKING TO A WHOLE NEW LEVEL
Not only do consumers spend signifi cant time consuming media, but also 

do many consumers pay attention to more than one media source at a 

time. Researchers call this media multitasking. Today’s people often wake 

up with the phone within reach, switch on a custom Pandora or Spotify 

music station, add the muted television set to a cable news channel, check 

email, scan the Facebook feed, and then text a few friends (and all this 

before shower and coffee). Some even media multitask in the bathroom! 
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Ask yourself the following:

 Do you turn on music or television while you work at your 

computer?

 Do you check email on your phone during meetings when you 

should be listening to the person speaking? 

 Do you monitor social network sites like Twitter or Facebook at 

work while you are answering email or doing other work on your 

computer?

 Do you use social media dashboard applications such as Hootsuite 

or Sprout Social to monitor several social media sites in one place 

because you like the streaming effect of multiple windows at the 

same time?

 Do you watch television with a laptop or tablet in your lap so you can 

surf the web and check social networks? Is your phone also nearby?

 When was the last time you watched a television commercial 

other than during a live sporting event or news program?

If you do any of these things, you are a media multi-tasker. It’s not that 

you don’t want to pay attention (in most cases). Instead, you multi-task 

because you feel compelled to do so, because you have popcorn brain, 

and partly because there’s so much information available that you feel 

you have little choice but to spread your attention among several media 

outlets at once and hope something sinks in.

Wikipedia defi nes media multi-tasking this way:

Using TV, the web, radio, telephone, print, or any other media in conjunction 

with another. Also referred to as ‘simultaneous media use,’ this behavior has 

emerged as increasingly common, especially among younger media users, 

and has gained signifi cant attention in media usage measurement, especially 

as a new opportunity for cross-media advertising.9
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The ability to focus on one thing at a time has been forever changed 

in the day-to-day realities of modern life. According to a study of media 

multi-tasking by Boston College researchers, multi-taskers placed in a 

room containing a television and a computer, and given a half hour to use 

either device, on the average switched their eyes back and forth between 

the TV and the computer a staggering 120 times in 27.5 minutes—or nearly 

once every 14 seconds.10 With so much distraction everywhere present, a 

lack of concentration is bound to result, and lack of concentration leads 

to mistakes. That’s why your Mom insisted you do homework with the 

television off.

The Boston College study also found that multi-taskers who thought 

they could successfully divide their attention between a television program 

on one hand and the information on their computer screens mistaken. In 

fact, they were driven to distraction by simultaneous use of the two devices. 

This particular study focused on the interaction between the computer and 

television; imagine what the numbers would look like if mobile phones 

and tablets were thrown into the equation! 

Given how distracted fans are, you have two options:

1. Fight for attention. For this approach, the business owner stakes 

out a territory in the marketplace and shouts loud enough and 

frequently enough to stand out and be heard. Obviously, fi ghting 

for attention demands the use of more expensive marketing 

tactics, like television commercials and radio ads. Are you able 

and prepared to make a fi nancial investment of this size?

2. Ask for as little attention as possible. What? Have I lost my 

mind? Not by a long shot! Here’s the big news: with this option, 

instead of fi ghting for market share and putting up a big fuss, the 

business owner calmly and elegantly attracts consumers because 
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the message is all about and for them. With this approach, the 

business owner makes it easy for the potential customer to access 

products, services, and messages online by placing them in a 

digital environment in which one click will do the job, no matter 

how distracted a customer may be. I understand that this option 

looks counterintuitive, because most business persons are trained 

and encouraged to dominate the conversation, talk about the 

brand, and capture the client’s attention for as long as possible. 

But the business owner who can let go of traditional thinking and 

embrace The Fan Factor has a special magic, making it possible 

to pull customers in like iron fi lings to a magnet. The result? A 

burgeoning crowd of fans driving signifi cantly increased sales. 

FANS ARE THE ANSWER
So how do you overcome your customer’s popcorn brain and multi-tasking 

mind? How do you compete with vast corporate budgets devoted to 

sophisticated and aggressive branding and marketing?

The answer may surprise you. Don’t try to shout louder and more 

frequently than the competition to get attention. Don’t try to outspend 

them in a traditional advertising war. Do exactly the opposite. Turn down 

the volume on the sales rhetoric, throw out the stuffy corporate brochures, 

and delete those awful death-by-PowerPoint fi fty-slide presentations. 

Instead, whisper. That’s right, pull the customer or client closer to you 

with an authentic whisper designed to appeal to the needs, desires, and 

goals of your target audience, the fans.

What would make your fans stop and listen? Here’s the answer: when 

you make your message, content, and processes all about them, then and 

only then will they turn their multi-tasking minds away from the media 

storm, put their attention on you, and become engaged with your message.

It’s not enough to have fans. If you deliver a great product or service at a 

reasonable value, you will have fans. What you really need are engaged fans. 
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 Engaged fans are never too busy for your message. They make 

time to listen to your message and purchase your products and 

services.

 Engaged fans refer new fans. Word of mouth referrals are worth 

thousands of dollars of advertising and cost far less. 

 Engaged fans are repeat customers. They are loyal to your brand. 

It’s a universal business truth that it’s easier and less expensive to 

sell more to your existing customer base than it is to acquire new 

customers.

 Engaged fans care about your success. They give valuable feedback 

on your products and services, feedback which will help you 

improve your offerings. 

How engaged are your fans? Do they eagerly participate in referral 

programs? Do they attend events and bring others to introduce them to 

your company? Do they voluntarily post rave reviews about you on social 

media? Do they readily comment, like, and share your social media posts? 

Do they routinely refer you to others? If they don’t do any or even some 

of these things, then the relationship is lackluster at best. That means you 

should defi nitely continue reading. FANtastic Marketing can help you turn 

the situation around and forge an unbreakable alliance with your fans. That 

happy development will result in a win-win situation for both parties.
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Have Meredith Speak 
at Your Next Event

Looking for a professional speaker to WOW your audience? Meredith 

Oliver is the answer! 

Inspirational, fun, and relevant, Meredith Oliver is a sales and marketing 

keynote speaker, author, and strategist who works with businesses wanting 

to capitalize on the Fan Factor. Meredith isn’t just another self-proclaimed 

marketing keynote speaker; she has fi fteen years of experience creating 

and delivering effective digital marketing campaigns. She is the founder 

and president of Meredith Communications, a digital marketing agency 

located in Raleigh, NC. Meredith Communications specializes in website 

development, search engine optimization, and social media marketing.  

Meredith has spoken to audiences from 10 to 2,000 at prominent 

industry events such as the International Builders Show and the Annual 

Conference of the National Automobile Dealers Association. She holds the 

prestigious designation of Certifi ed Speaking Professional®, the highest 

credential conferred by the National Speakers Association.
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E X T R A  I N N I N G S

Book Meredith for your next event and treat your audience to a 

dynamic, fun, powerhouse program packed with practical information. 

Here’s what audience members and event planners have to say about 

Meredith’s appearances.

“What might be one of her most engaging qualities as a speaker is her 

ability to connect with the audience in a real and personal way.”  

SmartMeetings Magazine, December 2015

“Your presentation was fabulous! I have had so many compliments 

from my members and participants about the presentation; so much so, 

that everyone wants a repeat performance. So look forward to coming 

back to Kansas City. We want you back!”    

Dawn Allen, Director of Education, Kansas City Home Builders 

Association

“Thank you Meredith! You defi nitely hit a home run with my client.” 

Angela Cox-Weston, Midwest Speakers Bureau

“I have seen and frequently hired just about every sales/marketing 

trainer/speaker in the business, and after seeing your presentation 

tonight I would say you are among the very best.”    

Gib Dickey, Publisher Atlanta Communities Magazine
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How To Connect 
With Meredith

MeredithCommunications.com

MeredithSpeaks.com

Twitter: @MeredithCSP

Instagram: @MeredithsShoes22

Facebook.com/MeredithCommunications

LinkedIn.com/in/MeredithOliver

YouTube.com/MeredithOliverTV
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