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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 



5

F A N ta s t i c  M a r k e t i n g  i n  A c t i o n 

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?



1 2

T H E  P R E - S E A S O N

 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 



1 6

T H E  P R E - S E A S O N

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.





P A R T  I I

THE PLAYERS

Good players inspire themselves. 
Great players inspire others.

Source Unknown
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Our SuperFan Culture

Why do I use the fan analogy? Because we live in a superfan culture! From 

car enthusiasts to rare books, there is a club, committee or group you can 

join to geek out over your favorite passion or hobby. 

Skeptical? Look at the success of Meetup.com. Founded in 2002 with 

the mission of making it easy for anyone to organize a group or fi nd a group 

of like-minded people, Meetup.com currently has 26.2 million members in 

182 countries. The site facilitates 609,901 monthly meetups. At any given 

time, there are 6,271 meetups happening.11 More than 9,000 groups get 

together in local communities each day. 

Why is the Meetup trend so powerful and meaningful? It’s because the 

human brain is hardwired to connect, engage, and belong to something 

bigger than itself. It’s why Harley motorcycle riders actually tattoo the 

company logo on their own bodies. Now that’s evidence of a fan! When 

was the last time someone tattooed your company logo on his or her 

body? Maybe that should be your third quarter marketing goal! I jest, but 

the point is well-made nonetheless.



2 2

T H E  P L A Y E R S

It’s the superfan tendency which drives the loyal customer to pay a 

premium for a Starbucks coffee or an Apple iPhone because he or she 

truly believes the product is superior. That’s superfan behavior in action. 

The superfan drive explains why the seemingly normal, average business 

type dresses up on the weekend with body paint, a crazy wig, coconut 

bra, and grass skirt to cheer on his or her team on Sunday afternoon. Let’s 

face it, we are passionate people and we like to commit to our passions 

with our whole hearts. The capacity for whole-hearted commitment is 

what makes humans special and endearing. Is your marketing tapping 

into that need? If not, why not?

VOTERS ARE FANS TOO
As much as I love marketing and technology, I am equally fascinated by the 

art and science of politics. I can hear your collective groan from here—but 

please don’t tune me out. Discussing politics is always a risky business, 

so fi rst let me say the following analysis is purely a marketing discussion. 

You should not be able to detect any political bias in the following para-

graphs, so hang with me. If I discuss a political fi gure you have strong 

negative feelings towards, try to take off your voter hat and just wear your 

marketing hat. 

There is no escaping the fact that political campaigns offer excellent 

examples of how engaged fans produce results. Every four years our 

country goes through the biggest brand competition in the world, where 

each person gets to weigh in with his or her vote to elect one of the most 

powerful persons in the world. 

TURN OUT THE BASE
In the political world, fans are referred to as the base. The 2004 Bush-

Cheney campaign demonstrated just how powerful an engaged fan base 

can be on Election Day. Prior to the 2004 election, the predominant political 

strategy was to focus on swing voters, defi ned by Wikipedia as a voter who 
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may not be affi liated with a particular political party (Independent) or not vote 

across party lines.12

In the PBS television special Karl Rove—The Architect, Chief Campaign 

Strategist for Bush-Cheney 2004 Matthew O’Dowd talks about a key 

decision made by the Bush campaign. Instead of focusing on indepen-

dent swing voters, the Bush campaign decided to put top emphasis on 

mobilizing the base of Republican voters known as the Compassionate 

Conservatives. O’Dowd looked at the voter turnout from the 2000 elec-

tion and discovered the following.

“…Independents or persuadable voters in the last 20 years had gone 

from 22 percent of the electorate to 7 percent of the electorate in 2000. 

And so [we concluded that]…93 or 94 percent in 2004…was already 

going to be already decided either for us or against us. You obviously 

[still] had to do fairly well among the 6 or 7 [percent], but you could 

lose the 6 or 7 percent and [still] win the election, which was fairly 

revolutionary, because everybody up until that time had said, ‘Swing 

voters, swing voters, swing voters, swing voters, swing voters.’”13

How did the 2004 Bush-Cheney campaign mobilize voters? The campaign 

looked at the mistakes from the 2000 campaign and made adjustments. 

Says O’Dowd:

“[We focused on] much more person-on-person contact in individual 

communities. So much more building [a volunteer network] up, having 

an infrastructure where somebody could call into a neighborhood or 

precinct, to call up voters that they knew. In the past [direct] mail was 

not as emotional as it should have been, so the [direct] mail was more 

emotional. More actual, real phone calls, as opposed to what they call 

robo-phone calls, which are sort of robotic phone calls where you say, 
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‘Go vote, go vote.’ There were more people in a community that might 

know a list of 100 people that they could call—things like that.”

As a result, the 2004 Bush-Cheney campaign strategy was effective and 

produced the desired result. However, it missed the mark in one critical 

area—the utilization of the internet to engage fans faster and cheaper than 

traditional marketing requires.

THE YOUTUBE PRESIDENT
The failure of the Bush campaign to tap the full resources of the internet 

was not lost on the 2008 Obama-Biden campaign. The Obama-Biden ticket 

was the fi rst presidential campaign in history to truly harness the power 

of the Internet to engage the base. Both candidates used the Internet to reach 

voters. But Team Obama mastered the medium early and exploited it to the hilt. 

Along the way, it changed politics—and government—perhaps forever.14

The 2012 Romney-Ryan campaign was more effective on social media 

than were previous Republican candidates, particularly so with conserva-

tive women voters. You may remember one of the main issues of the 2012 

campaign was the so-called Republican War on Women. In response to that 

accusation, The Romney-Ryan campaign quickly published a Moms for Mitt 

Facebook page. The page attracted more than 70,000 fans in four days. 

The Moms for Mitt page energized conservative women in four critical 

areas. How did the Romney-Ryan campaign accomplish this important 

goal? Here’s how.

1. They asked for participation. Each post asked for a comment or 

a share, following the best practice that if you want your fans to 

engage with your content, you must ask them to do so. The Moms 

for Mitt Facebook page asked fans to submit responses about why 

they supported Mitt. Thousands of fans responded. It’s the old ask 

and you shall receive principle.
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2. They featured the fans. This Facebook page also featured the 

fans right on the page. Fans submitted pictures of their families 

and explained why they supported Ann Romney or other Moms 

for Mitt. Pictures were then posted on the page, along with their 

stories, for other fans to like, comment on, and share. Fans 

connected with each other and enjoyed supporting a cause in 

which they believed. The moral of this story is that you as a 

marketer should let fans provide valuable testimonials in their 

own words to show their support.

3. They let graphics tell the story. The Moms for Mitt page posted 

many pictures, graphics and videos that supported the cause. If a 

picture is worth 1,000 words, how many words is a compelling 

video worth? In an ever-changing visual world, pictures and 

videos are extremely important to help tell any brand story.

4. They understood that content was key. The Romney-Ryan 

campaign got it right away that if controversial topics like a 

so-called war on women or other hot-button election issues were 

to be covered, the relevant content needed to be not only compel-

ling, but also positive and civil. You as a marketer should do the 

same if you intend to take on tough issues.

Even as good as these marketing moves were, the Romney-Ryan social 

media efforts were insuffi cient for an election victory. Yet, we can learn from 

the positive aspects of their campaign.

The winning campaign in 2012 was the Obama-Biden campaign, which 

went to great lengths to maximize its social media engagement. What did 

the Obama-Biden campaign do that was so effective? First, they built a 

social network of energized fans. In political terms, they built an online 
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base of followers. Second, they regularly fed the fans with highly targeted, 

personalized online content, including:

 Text messages for younger voters

 Email campaigns for older voters

 Online ads targeted to the viewer based on past browsing history

 YouTube videos

 Blog posts

 Online contests for donors

As a result, Barack Obama’s 2012 victory Facebook post was the most 

liked photo in the history of Facebook, with over 4 million likes, and his 

victory tweet on Twitter was the most retweeted (at that time) with over 

800,000 retweets.15

From an online marketing perspective, what made the Obama-Biden 

ticket so much more effective than the McCain-Palin and Romney-Ryan 

tickets was the engaged base of followers. The McCain-Palin campaign 

started producing online video, but it lacked the grassroots network of 

supporters to take the appeal viral. It was something like a rock band 

performing to an empty stadium. 

By contrast, the Obama-Biden campaign won the battle to engage voters 

by using internet opportunities to the hilt. YouTube was one of the most 

effective tools for the Obama-Biden campaign because it allowed the candi-

dates to communicate directly with the voter base in a very personal way, 

minus the fi lter of the national media. Since YouTube videos, unlike tele-

vision commercials, are permission-based (meaning the viewer chooses to 

watch it or not), fans felt emboldened and empowered to share and spread 

the message. The groundswell of support was overwhelming and resulted 

in record campaign donations. Obama-Biden fans weren’t just passive likely 

voters; they were active advocates who contributed to President Obama’s 

historic win.
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THE UNLIKELY HEROES OF 2016
As I write this book, America is embroiled in the 2016 presidential elec-

tion. From a purely marketing and branding perspective, this election 

process emerges as a good FANtastic Marketing study. Who could have 

possibly predicted that a 74 year-old self-professed socialist by the name 

of Bernie Sanders and a unapologetic, brash, fi rst-time politician, busi-

ness man by the name of Donald Trump would have made such a mark in 

this election cycle? Both of their campaigns have made history regardless 

of the fi nal outcome. There is no other explanation for the rise of these 

two individuals in the political process other than their ability to connect 

and engage fans. Both campaigns recognized their respective target audi-

ences very early on and tailored their messaging to the emotional needs 

and wants of those groups. 

Imagine your business as a political campaign. Would you look forward 

to a big turnout on Election Day or worry that rainy weather might keep 

lukewarm supporters at home? On a scale of 1 to 10 (1 being low, 10 being 

high), rate the engagement level of your fans. Set a goal to raise that number 

within the next six months and to raise it again within a year.
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The DNA of a Fan

If you want to leverage your fan factor, build your brand, gain new 

customers, and boost sales, the fi rst step is to understand the very nature 

of fans and what makes them engage.

To get at that critical core component, let’s take a journey into the mind 

of an avid sports fan. Have you ever asked a die-hard sports fan the innocent 

question, What’s the big deal, it’s just a game, right? If you have, then you 

know the response is generally a stare of disbelief and an uncomprehending 

shrug of the shoulders, indicating you are so far from getting it that a reply 

isn’t even merited. The reason you get this non-response it that the true 

fan’s honest answer can’t even be put into words. Instead, it’s a feeling 

embedded deep in the bedrock of personality. 

Psychologists and researchers have long studied the behavior of extreme 

sports fans. From their discoveries, there is much to be learned about how 

to engage fans. Even if you yourself aren’t a sports fan, you probably know 

an uber sports fan or you are a fan of some other type of hobby, pastime, 

or entertainer. From that basis, you’ll understand the research conclusions.
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Bleacherreport.com16 outlines the following fi ve reasons for extreme 

sports fan behavior:

REASON #1—IDENTITY
Fans have a shared sense of identity with their favorite player or sports 

team. Fans feel so connected that the team or player becomes part of their 

own identity. “Our sports heroes are our warriors,” says Robert Cialdini, 

a professor of psychology at Arizona State. Cialdini goes on to explain, 

“This is not some light diversion to be enjoyed for its inherent grace and 

harmony. The self is centrally involved in the outcome of the event.”17

I know Cialdini’s observation is true from watching my Dad and husband. 

They feel the outcome of their cherished sports events so very personally 

it’s as if they’re on the fi eld catching the game-winning touchdown. Ask 

any fan why he or she follows a particular team and most of the time, the 

answer is indicative of this deep emotional identifi cation. They’ll usually 

say something like, I don’t know—I just always have, or, My Dad or uncle or 

brother watched this team and I’m just the same. I’ve been following them my 

whole life. As you can see, the connection is sometimes passed on through 

the generations.

The sense of identity a fan feels is a result of a personal 
or shared connection.

Sometimes, the shared connection comes not from family but from 

loca tion. For example, take me. Because I was fortunate to receive a full 

scholarship to the University of Central Florida, I never attended the 

University of Florida. But that doesn’t stop me from claiming UF Gator 

Fanhood. Because of my strong roots in my home state, I’ve always been 

and will always be a Gator fan. It’s just who I am.
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The Ball Is In Your Court—Practice Drill #1

Consumers know when a brand connects and when it misses the mark. The 
next time you fi nd yourself scratching your head at a television commercial 
that doesn’t make sense to you, think about why not. Was it the graphics, use 
of or lack of humor, the actors, or the message? Regardless of what aspect 
missed the mark, I guarantee the reason it didn’t appeal to you was it failed 
to make an emotional connection. Start paying attention to the marketing 
campaigns that are, as today’s hashtag language calls them, #epicwins and 
#epicfails for you personally. Take the time to determine why a piece of 
marketing fails to engage you and you will learn what does work!

One of the most talked about television commercials of the 2013 Super 

Bowl was the Anheuser-Busch Clydesdale commercial featuring a horse 

trainer who works with a young foal until it reaches adulthood and is sold to 

become one of the famous Anheuser-Busch Clydesdales. In the commer-

cial, we see the horse trainer at a parade a couple of years later to watch 

his trainee in action. The horse spies the trainer and trots right up to the 

trainer, and the two are joyously reunited. I’ll bet there wasn’t a dry eye at 

Super Bowl parties across the country when that commercial was on air. 

Why? Because we can all relate to having to let someone or something 

go and hope for the opportunity to be reunited someday. Whether it’s a 

child, student, or pet, we can all relate to the experience of letting go even 

when we’d rather not. The commercial struck a common connection and 

that’s what made it so powerful. 

How well do you know and get your fans? If your marketing shows a 

lack of understanding of how they use your product or service, why they 

use it and what problems it solves for them, you will not earn engagement. 

In fact, you might just earn a backlash and damage your brand permanently.
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To fully process the concept of identity, ask yourself these questions 

about extreme sports fans:

 What elevated your chosen team or sports fi gure over all other 

teams or sports fi gures to claim your extreme loyalty? 

 When did your interest start? Why do you remain avidly 

interested?

REASON #2—SELF-ESTEEM 
Because sports fans identify so strongly with the team or player, their own 

self-esteem can rise and fall with the success of the team. Psychologist Dr. 

Daniel Wann’s research on avid sports fans found that …an intense interest 

in a team can buffer people from depression and foster feelings of self-worth.18 

Conversely, researchers have also found that fans who experienced a team 

loss felt less optimistic about everything from getting a date to winning 

at darts. For sports fans, the players are heroes who demonstrate bravery, 

courage, and discipline, attributes which inspire fans to perform better, 

resulting in higher self-esteem. If a fan’s hero falls, the fan falls too.

Fans love to see the underdog win against all odds. Fans seem to gener-

alize from the victorious underdog to themselves. In other words, their 

thinking runs something like if he or she can do it, so can I. And vice versa: 

when a treasured sports hero falls from grace, fans go so far as to sense 

their own human frailty. 

Your fans want to feel good about themselves and your 
brand can be part of that equation.
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Do you remember the iconic L’Oreal television commercial set in Paris 

and selling cosmetics with the tagline Because I’m Worth It? This famous 

tagline became the face of the L’Oreal brand through the generations. 

Written in 1973 by a woman, this tagline has stood the test of time by 

demonstrating how a brand can make the customer feel good about herself. 

According to the L’Oreal website, 80% of women recognize and respond to 

this positive phrase and powerful sentiment.19

A more contemporary example hails from the meteoric rise of Pinterest, a 

social media site that allows users to share or pin images, videos and other 

objects to their virtual pin boards. Founded in March 2010, Pinterest 

currently averages 2 billion searches per month by over 100 million users 

who have saved 75 billion ideas.20 Wow!

Why is Pinterest so popular and how did it grow so quickly to become 

the world’s catalog of ideas? Pinterest is so popular because the personal 

improvement and aspirational nature of the site appeals directly to 

Pinterest’s central audience—women. Of all the adult women active on the 

internet, a whopping 42% utilize Pinterest. Further, of all Pinterest users, 85% 

are female.21 Women apparently love self-improvement and aspirational 

content. We love the notion of empowerment and how-to tips on making 

our lives, health, homes, and fashion better. Whether a woman wants to 

learn how to cook veggie burgers, throw an amazing Harry Potter-themed 

birthday party, or eliminate soap scum on shower tile, there’s a how-to pin 

on Pinterest to tell her the exact steps to take. Pinterest makes chores and 

tasks look so easy that anyone can master them. Here’s another FANtastic 

example of a brand that understands the interests of its fans and provides 

exactly the information and encouragement required by those fans to 

reach their personal goals. 
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The Ball Is In Your Court—Practice Drill #2

Next time you get a jolt of I can do that from watching a TV commercial or 
viewing a sponsored Facebook ad or video, stop and take note. Identify a 
brand that makes you feel good about yourself. Analyze what about the brand 
gives you confi dence and how the marketing conveys that empowering, aspi-
rational message to potential customers.

In today’s feel-good society, brands that empower consumers win big. 

How does your product or service make your customers and potential 

customers feel? More importantly how does your interaction with your 

fans make them feel? Does your marketing convey how customers feel 

when using your product or service? 

Think through the concept of self-esteem in fans by asking yourself 

these questions:

 How do you feel when your favorite team or player wins? What 

does it do for your day?

 How do you feel when one of your favorites loses? How does that 

impact your day or week?

 If you aren’t a sports fan, picture something of which you are a 

fan, whether its comic books or gourmet cooking. The next time 

you engage in that activity, notice how it makes you feel and think 

about how you can relate that to your business.
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REASON #3—ESCAPISM 
My husband has told me on numerous occasions that he works hard all 

week so he can watch sports on the weekend. He says immersing himself 

in televised sports on the weekend transports him far away from work 

and home demands. Just like old-fashioned soap operas, the world of 

sports is full of drama, controversy, and surprise endings. Fans feed on the 

emotion and confl ict, temporarily forgetting about their own problems. 

Sports fans use sports as an escape from the 
daily grind.

But it’s not all about the drama. It’s also about the success. For the dura-

tion of the sports event, fans get to root for a cause bigger than themselves 

and hope for a positive outcome. Some male sports fans have taken the idea 

of escaping so seriously that they have created a man cave or a room dedi-

cated just for the watching of sports. If you aren’t into sports for escapism, 

perhaps you can relate more to people who go to the movies for a break 

from the grind of daily life. Why else would a seemingly normal, sane 

person deliberately get scared to death by zombies, stalkers, and homicidal 

talking dolls?

The Ball Is In Your Court—Practice Drill #3

Identify what you like to do to escape. Is it reading a good book, binge 
watching television, or exercising? How do you feel when you escape? Write 
those feelings down and pay attention when a product or service taps into 
those same feelings.
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In April 2012, The Hunger Games movie by Lionsgate Entertainment 

debuted, selling $214 million dollars’ worth of tickets on opening weekend. 

Instead of creating a static website just to promote the book and movie 

based on the original trilogy, the marketing team built a website that 

brought the world of The Hunger Games to life. At the Capitol Network, 

fans could register for a District Identifi cation Pass, just as was required 

in the fi ctional world created by author Suzanne Collins. This allowed the 

experience of the movie to extend past the big screen into every day life.

Registering at the website meant the fan was assigned a district, an 

occupation, and was allowed access to all of the fan social media pages. 

Each of the twelve districts from the movie and books had their own 

Facebook fan pages. Fans of the pages received updates about the movies, 

books, and related real-world events. Fans were permitted to run for 

Mayor of a District. The Hunger Games Facebook pages also had tabs for 

The Square, where fans could stay abreast of fashion from Capitol Couture 

and more. The literary atmosphere of the Facebook pages maintained the 

character of the fi lm perfectly, so fans were enabled to continuously feel 

authentically involved in the world created in The Hunger Games.

Part of the campaign’s success was also the mystery the marketing 

created. Throughout all of the social media posts, websites, and previews, 

fans never actually saw what The Hunger Games looked like. Essentially, 

there were no spoilers. If you really wanted to see what everyone was 

talking about, you actually had to go see the movie. It’s a good strategy 

to emulate. As the promoters for The Hunger Games did, you should to 

give your fans just enough information so they want to know more. If 

you divulge all of your content and give away products or services free, 

then your fans have no reason to actually participate or engage with you.

This campaign gave fans an escape from the doldrums of everyday life 

and allowed them to become part of the movie. Great marketing provides 

an escape. It doesn’t take itself too seriously all of the time. Look at the 

marketing campaigns for Old Spice and Doritos. Both of those brands 
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create humorous, offbeat campaigns that leave you laughing and shaking 

your head at the same time. They understand that sometimes fans just 

need an escape—to laugh or cry or do something other than take out the 

trash and fold laundry every single day.

Get inside the mind of sports fans who like to escape with these questions:

 Do you have a pre-game ritual or routine? A special place you 

watch sports events?

 Do you look forward to and anticipate big events? What special 

plans do you make to ensure nothing interferes with watching 

the event?

REASON #4—STATE CHANGE 
Sports fans experience physiological changes during a game. Male fans can 

experience a surge in testosterone after a victory and just as sharp a decline 

after a defeat. The Bleacherreport.com article coined the term eustress, 

which is a combination of the words euphoria and stress. According to 

Bleacherreport.com, “Even among non-avid supporters, sports manages 

to bring about physiological changes, which induce various emotions like 

euphoria, dejection and stress.” 

Motivational self-help guru Tony Robbins calls these types of physi-

ological changes a state change. Robbins contends that to really change 

behavior, a state change is required in order to snap out of an old way 

of thinking. Robbins is an expert at creating an environment conducive 

to state change. That’s why his seminars sell out all over the world and 

produce long lasting results. 

I would wager that most human beings crave state change. That’s why 

some people like to go to sad movies and have a good cry. Other people 

prefer to listen to loud rock music and scream along while others like to 

attend religious services that trigger intense inner refl ection. 
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Whether it’s music, movies, religion or sports, we use these mediums 

to help us produce a state change. We want to feel something differently 

than we currently feel and sometimes we use outside stimuli, like sports, 

to make that happen.

Your marketing must evoke a state change in 
your fans.

Keep in mind that you can use a variety of emotions to create state 

change. For example, Walt Disney World uses nostalgia in its marketing 

campaigns to remind the audience of important memories. Disney campaigns 

tend to focus on timeless and classic feel-good moments using slogans like 

Picture Perfect Moments, Where Dreams Come True, and The Happiest Place 

on Earth. 

Contrast that with MailChimp, an email marketing service provider, 

the slogan for which is Send better email. Sell more stuff. MailChimp uses 

light hearted humor to connect with its fans. For example, after an email 

campaign is scheduled to go out, the confi rmation screen says Rock on! 

Your email has been scheduled! Or, on the screen there appears the message, 

High Fives! Your campaign is in the send queue and will go out shortly. If you 

visit MailChimp’s Facebook page, you’ll see photos of cats belonging to 

MailChimp employees, yes cats wearing silly crocheted monkey hats bearing 

the MailChimp M. As you can see, MailChimp taps into very different 

emotions than does Walt Disney World, but MailChimp works just as 

effectively. To apply the same principles used by Disney and MailChimp, 

select an emotion that resonates with your both your brand and your fans, 

and consistently evoke that emotional state in your marketing. When your 

marketing causes a state change among your fans, they will thank you and 

become even more engaged and loyal.
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The Ball Is In Your Court—Practice Drill #4

Next time you feel stuck in a rut or creatively blocked, try creating your own 
state change. Take a quick time out and watch a funny cat video on YouTube or 
go for a brisk walk outside. Do jumping jacks or crank up the music in your car. 
How do you feel afterwards? What happens when you try to go back to work?

Learn how to relate to your fans by answering these questions on state 

change:

 If you’re having a bad day, what activity produces a state change 

to help you feel better?

 How does engagement with sports produce a state change? How 

does the thrill of victory or agony of defeat help us feel differently 

than we did before?

REASON #5—SENSE OF BELONGING 
The most obvious reason sports fans endure savage heat, raging thun-

derstorms, and blinding blizzards to support their teams is the sense of 

belonging to a larger group. The hottest I’ve ever been in my life was a 

late August Gator football game played at noontime in The Swamp, the 

University of Florida’s football stadium. I wouldn’t have missed it for the 

world. There is no better feeling than sharing a game with 80,000+ like-

minded screaming fans! At least we were all hot together!

The sense of belonging to a larger group fi lls a primal 
need for connection.
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Most sports teams have specifi c terminology for the collective group 

of fans, further deepening the sense of belonging. Gator fans refer to 

themselves as The Gator Nation. When members of the Gator Nation see 

one another, they greet each other, they greet each other with an enthusi-

astic Go Gators! Duke Basketball fans refer to themselves as The Cameron 

Crazies and have a series of cheers they chant. The Oakland Raiders fans, 

known as some of the rowdiest fans in the NFL, have a special section in 

the stadium labeled The Black Hole. The fans in The Black Hole are known 

for dressing up in elaborate costumes and loudly voicing their opinions 

when a play is called in the opponent’s favor.

The Ball Is In Your Court—Practice Drill #5

Make a list of the groups you belong to (both virtual and physical). What 
do you like about being a part of the group? What are the benefi ts to you 
mentally, emotionally, and physically? How would you feel if you could no 
longer be part of the group?

Why do fans expend so much energy on a game? Sports fans feel like 

other fans are kindred spirits who understand and appreciate the same 

things they do. That common ground feels comforting in a distracted, 

popcorn-brain, highly-fragmented world.

As reported in a BleacherReport.com article, one New York Knickerbocker 

fan stated, “My ex-husband ran away with the lady next door, and I didn’t 

seem to fi t into suburbia anymore. The Knicks gave me purpose, something 

to do, a place to go. As a fan, I guess there is a sense of belonging. That you 

are a part of something.” Perhaps that explains it all.
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 What is the name for the collective group of fans for your favorite 

sports team/individual?

 Why do you like being part of the group?

The more you become aware of your own fan behaviors, the better you 

will understand what your fans want. Start paying attention to your own 

fan-related feelings, attitudes, beliefs, and needs. This insight will pay 

huge dividends as you start to engage your fan base.

FIVE IMPORTANT TRUTHS ABOUT FANS
Ultimately, your fans want to know you, not the corporate identity, but 

the people and processes that make your company what it is. Fans want 

to peek behind the curtain and get a sense of what really goes on behind 

the scenes. When your clients feel like they know you, the real you, they 

can relate and identify with you. When a customer identifi es with you, 

they are yours for life!

1. Your fans want to feel good about themselves. Everyday life 

can be overwhelming and exhausting. Your customers are looking 

for relationships that are like a Red Bull beverage—stimulating, 

positive, and validating. These types of relational interactions feed 

the soul, replenish energy, and keep us going. 

2. Your fans want to escape the doldrums of everyday life. They 

look for relationships that add an element of fun, humor and 

lightheartedness to the mix. No one wants to do business with 

brands that add to their frustration and work load. Instead, clients 

want to escape through your products and services that transport 

them to a more relaxed, fun environment.
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3. Your fans want to connect with you. They pay real attention 

only to communication that delivers an emotional message, espe-

cially emotional messages that elevate mood or trigger an insight 

and nostalgia. Engagement is all about the emotional connection.

4. Your fans want to belong. They want to feel part of something 

bigger. Most human beings crave the sense of belonging. The 

sense of belonging validates our existence. Belonging tells us 

we are okay because others like what we like. Even though our 

society is more connected than ever through technology, our basic 

human desire to belong to a group is stronger than ever.

5. At the heart of the FANtastic Marketing strategy is the realiza-

tion that it’s not about you. Even though you may be just dying 

to tell your brand story and rattle off all the features of your 

products and services in a massive PowerPoint slide deck or two-

hour online demo, your fans don’t care. FANtastic Marketing is 

about the fans, not the brand. In fact, marketing has always been 

about the fans. It’s time for you to stop talking, start listening, 

and get to know your fans.



P A R T  I I I

PLAY BALL!

You play ball against yourself. 
Your opponent is your potential.

Bobby Knight—Indiana Hoosiers Head Coach, 1971—2000 
902 Victories in NCAA Men’s Basketball Games and 

Three NCAA Championships
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Secret #1: 
Step Up to the Plate

Get to Know Your Fans

How well do you know your fans? Could you tell me their favorite restau-

rants, places to shop, and the type of cars they drive? Do you know what 

they like to do in their free time and what values guide their lifestyles?

The fi rst step to building your brand is to step up to the plate and 

gather as much knowledge and insight about your fans as possible. If you 

want your future fans to identify with you, you must fi rst identify with 

them. You may think that knowing your audience sounds repetitive or 

old school, but the real impact to your bottom line is in taking action on 

this knowledge. 
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Answer these questions honestly: 

 When was the last time I conducted a customer survey, focus 

group, or one-on-one customer interviews?

 How often do I stop to compile customer feedback and analyze 

the data for big picture trends?

 Without my client list and project notes, can I give an accurate 

demographic and psychographic profi le of my average customer?

We’ve all seen a television commercial and thought that company doesn’t 

get it. We wondered why the company pitched the product in a particular 

way. Likewise, we’ve all attended social or business networking events 

where another participant dominated the conversation. When this type 

of interaction occurs, whether as a television commercial or as a conver-

sation, we are left feeling as if the other party is talking at us but not to 

us. Few human beings want to engage with anything or anybody which 

comes off seeming like the feelings of the listener make no difference. 

Don’t be one of these insensitive talking heads. Instead, make it a point to 

learn about your customers and future fans. There are many helpful ways 

to learn about your customers including focus groups, surveys, sales-

person feedback, website analytics, social media metrics, and marketing 

research. Once you’ve pooled enough data for a reliable sample, use it to 

create fan profi les. 

CREATE FAN PROFILES 
Creating fan profi les is a great team building activity that will not only 

help you clarify who your fans are and their preferences, but will also 

help your team gel around a central brand message. Here’s how to do it. 

Block out a day for an internal team meeting. Gather everyone in a 

conference room with plenty of coffee and snacks. Get a supply of markers 

and 3M™ Post-It fl ip charts. Break the larger groups down into two or 
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three person teams. Ask each team member to visualize a recent customer 

with whom the team member experienced an in-depth interaction. Have 

the team narrow down its consideration to one customer, and then have 

the team members sketch out the customer profi le info on the fl ip chart. 

Each group should inform the entire team about the profi le. Look for 

trends that emerge. Does your team have the same customer profi le repre-

sented several times, or is there a big variety of customer types? Gather 

all of the information into one document, summarize trends, and follow 

up with the team in a subsequent meeting. Your goal is to determine the 

precise description of the ultimate fans of your product, service, or brand.

Your fan profi les should contain demographic details such as:

 Age

 Gender

 Ethnicity

 Household Income

 Household Size

 Occupation

 Location

Demographic data like this helps you select the right marketing avenues 

and platforms for your target audience. Internet marketing allows you to 

select which sites or pages your ads appear on based on detailed demo-

graphic and geographic data. It’s both a smart and effective way to market 

to your audience.

Once you have identifi ed the demographic profi le, the next step is to 

identify the psychographic characteristics of your customer. The fi eld of 

psychographics is the study of psychological motivation as it relates to 

consumer buying behavior. Psychographics fi rst appeared the 1960s with 

the work of Arnold Mitchell, who developed the original VALS™ (Values 

and Lifestyles Study) model. To refl ect changing consumer behaviors, 
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Mitchell’s early system was updated in 1989 by three progressive research 

organizations, SRI International, Stanford University, and the University 

of California at Berkeley. Today, the former Business Intelligence division 

of SRI International, known as the Strategic Business Insights (SBI), is 

the preeminent authority on VALS. VALS uses psychology to describe the 

dynamics of underlying consumer preferences and choices. The VALS 

framework is comprised of three primary purchase motivations: 

1. Ideals

2. Achievement

3. Self-expression

The study of psychographics is based on the premise that mindset 

and demographics are more powerful than demographics alone. To get 

at mindset, the VALS framework also measures a consumer’s degree of 

resources, whether they have low resources, medium resources or high 

resources. According to the VALS study, Motivations and resources deter-

mine how a person will express himself or herself in the marketplace. People 

buy products and services and seek experiences that fulfi ll their characteristic 

preferences and give shape, substance, and satisfaction to their lives.

Psychographics demonstrates that individuals with a high degree of 

motivation around ideals will normally purchase what is best according 

to their values and beliefs. Individuals with a high degree of motivation 

around achievement buy products and services for social positioning. 

Individuals with a high degree of motivation around self-expression 

generally buy products and services that allow them to truly express their 

personalities and to experience new adventures.

You can take a free quiz to determine your own purchase motivations at 

www.strategicbusinessinsights.com/VALS. You can also read more about the 

VALS on the Strategic Business Insights website. There, you can also discover 

how to determine what psychographic types describe your online clients.
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The benefi t of developing a customer profi le is learning why your custo-

mers buy from you. If you can identify the psychological factors which 

trigger the act of buying, you will fi nd it much easier to produce engaging 

content that will motivate your clients to buy. 

MAXX STYLE. MAXX SAVINGS. MAXX LIFESTYLE.
One company that really taps into the buying motivation of their custo-

mers is T.J. Maxx. This brand understands their customers aren’t average 

bargain shoppers who want the lowest price; the T.J. Maxx customer is a 

bargain shopper who wants to look fashion-forward, even on a budget. 

This subtle yet important distinction in the buying motivation of their 

customers is very important. Shoppers who simply want clothing for the 

lowest price will shop solely on price considerations at stores like WalMart 

or Kmart. Shoppers who want a good price but who also want trendy items 

will shop at stores like T.J. Maxx or Target.

In 2010, T.J. Maxx launched a campaign using the tagline I’m a 

Maxxinista—a play on the words maximize and fashionista. Social media 

experts heralded this campaign as one of the best. While I couldn’t verify 

the exact numbers, most experts agree it increased the company’s social 

media following ten-fold. The tagline is genius because it speaks directly 

to the motivations of a T.J. Maxx shopper. A good tagline like this one 

succinctly encapsulates the purchase motivations and helps current and 

potential customers identify with the brand.

To create engagement that rises above the clutter and noise of tradi-

tional advertising, T.J. Maxx took its marketing a step further with a weekly 

Facebook contest called Maxx Find Monday. T.J. Maxx Facebook fans could 

submit a photo and a description of their latest bargain fi nds from any T.J. 

Maxx store. The company narrowed the weekly submissions down to the 

top three and then fans voted on the week’s winner, who is featured on 

the Facebook Page. This contest is pure marketing genius! 
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T.J. Maxx understands what motivates its shoppers: the thrill of the 

hunt for a good bargain. The T.J. Maxx marketers also understand that 

their shoppers love nothing more than showing off their latest fi nds. 

Contest entrants recruited their friends to vote for them, which exposed 

T.J. Maxx to a new group of potential customers. Meanwhile, T.J. Maxx 

posted new merchandise on its Facebook page to naturally continue the 

online conversation. Maxx Find Monday was a brilliant viral marketing 

campaign that proved T.J. Maxx really knows its fans. 

BRUTAL HONESTY
Audiences in today’s culture are sensitive to the term profi ling, and rightfully 

so. It’s important to understand that this process of creating fan profi les is 

not about judging one group of fans as better than another group. In fact, 

it is important to remove all prejudice and negative judgment from this 

discussion. Marketers should be completely neutral about the lifestyles, 

wants, and needs of fans. Marketers must be able to analyze any group 

of fans to understand why this particular group of fans is attracted to the 

object of its passion. This is the exact reason I included a discussion of 

political fans in the book. How did you feel when you read that section? 

Did it make you uncomfortable? Did you skip it with disgust because you 

can’t even go there because it doesn’t match up with your own ideology? 

Don’t think that way! Marketers using The Fan Factor strategies must be 

able to study any group of fans without negative judgment to determine the 

messaging and visuals which will appeal to that group. 
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The Ball Is In Your Court—Practice Drill #6

Identify a product or brand that does not appeal to you. You get bonus 
points if this brand sells something that you frankly think is a waste of time 
or money—something you would never buy or be interested in. Set your 
judgment of its worth or value aside. Analyze the fan base for the product. 
Create a demographic and psychographic profi le of that fan. Now analyze the 
messaging of the product and rate its marketing on a scale of 1—10 designed 
to reveal how well it engages the fans.

It’s important be brutally honest, granular, and specifi c about fan prefer-

ences, or this process won’t work. You and your company must be able to 

easily and accurately complete the statement, our fans buy from us because….

Until you can answer WHO buys your product and WHY, 
you don’t know your fans as well as you should.

Some readers may be thinking that narrowing fans down to a single 

demographic or psychographic niche limits appeal and possible sales. Yet, 

I can tell you from fi fteen years of experience helping brands attract more 

traffi c, generate leads, and increase sales that the exact opposite is true. 

Being specifi c about your market will in fact make it possible for you to 

increase your sales. Why is this? It’s because of the high costs of marketing to 

a blanket audience. Unless you are Nike, Coca-Cola, or Target, you simply 

do not have the budget or staff resources to market to the masses. If you 

try to market to the masses with a smaller budget, your money will be 

thrown uselessly into the wind, for your message will be lost in the deluge 
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of information fed by the vast corporate marketing monsters who already 

pour unlimited advertising into our multitasking popcorn brains. Targeting 

your message to the precise group that can support you makes much better 

sense, both in terms of both budget and results.

If you are still skeptical, go back and read Part Two until you believe 

me. And if you still don’t believe me after that, answer me this: What did 

you eat for breakfast one week ago from today? Can you remember? What 

about this question: When was the last time you got to a store without the 

shopping list or the very item you went there to return? How about the 

last time you forgot a meeting or a conference call that just 15 minutes 

prior noted that you needed to remember? 

The functioning of your own brain should be evidence enough that 

memorable impressions are hard to form. That’s why you simply cannot 

market to everyone and be memorable. The way that you build your 

brand, gain new customers, and blow past your sales goals is to identify 

a fan niche and go 100 miles deep in that niche. You must know your 

fans so well that you speak with the same voice they do and leave them 

wondering how did this company know I felt that way?
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Keep Your Eyes on the Ball

Your Website Must WOW

One of my favorite childhood memories is my father coaching me on 

how to hit a baseball. We lived in Orlando, where we had a large back 

yard with a chain link fence. The lot next to us was empty so Dad would 

face me towards the empty lot and pitch the ball toward me. I can still 

him hear him saying over and over again keep your eye on the ball. My 

mission was to hit the ball over the chain link fence into the empty lot. 

The reward was ice cream. I’m not especially gifted with athletic talents, 

but that summer I managed to connect the bat and baseball so I could 

earn my way into plenty of trips to Dairy Queen.

Discipline just like what I developed that summer comes in handy for 

anyone wanting to score with FANtastic Marketing. Just as I had to do 

that summer in batting practice with Dad, you must be able to keep your 

eye on the ball and not get distracted by every shiny new marketing tool 
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or tactic. Of course trying new approaches is important and an element 

of fl exibility is key, but fragmented multiplicity shouldn’t dominate your 

marketing approach. The core of your marketing strategy should rest 

fi rmly on proven methods matching the shopping habits, preferences, wants, 

and needs of your fans. 

I frequently talk to business owners who seem to be aware of the newest 

social media site or mobile advertising campaign, yet when I go to their 

websites, I fi nd their sites lacks all the characteristics of highly successful 

venues. I tell business owners in that predicament the same thing I am 

going to tell you. Until your website is a WOW, do not invest one penny 

in driving traffi c to it. You might as well drive to the nearest interstate, 

roll down all of your windows, and start throwing cash out going 80 

miles per hour. Your website is the single most important tool in your 

marketing toolbox. I cannot state this strongly enough. If your website is 

not WOW, then you must address it immediately.

Your website is the hub or foundation of your entire 
marketing strategy. It should be considered one of your 
most important business assets.

I know this seems obvious, but in the normal course of business within 

my marketing agency, I am sad to report that we meet with business 

owners on a weekly basis who have outdated and visually unappealing 

websites that are hard to use and not mobile phone friendly. Outmoded 

website malady is literally a current business epidemic, so I feel the need 

to address it in this book. Before you dismiss this strategy and skip it, 

be brutally honest with yourself right now. On a scale from 1—10, how 

effective is your website? If your site is not a 9 or 10, keep reading.
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POTENTIAL CUSTOMERS ARE FANS TOO
If your website does its job properly, your potential customers, leads, 

and prospects will be fans even before they buy. How is that possible? An 

infographic compiled by MineWhat.com found that 81% of online shop-

pers conduct online research before they make a purchase.22 Likewise, the 

Acquity Group found in its 2014 State of B2B Procurement Study that 94% 

of business buyers do some form of online research. Acquity found that:

 84% of business buyers check business websites,

 77% use Google,

 41% read user reviews,

 34% visit 3rd party websites.23 

Think back on your most recent purchases, both personal and profes-

sional. Did you do online research before you made a fi nal decision? Of 

course you did! Even if you already had a word-of-mouth referral from a 

trusted source, you likely still did a Google search or Facebook search to 

learn more about the recommended company. So for those of you who rely 

primarily on word-of-mouth marketing, please understand even though 

the initial shopping impetus may result from a referral, the majority of 

potential customers search Google for your business and subsequently 

visit your website. 

Now to that picture, add these facts. More than 70% use three or more 

channels when researching a purchase. Some 45% of consumers who 

make the purchase and 46% of B2B customers look to the data to help 

them make the correct decision.24 The point is that most buyers perform 

in-depth research before taking the next step. 
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For example, in the real estate space, on average: 

 Potential buyers conduct 11 searches before taking an action.

 78% of new home shoppers visit more than 3 sites prior to taking 

an action.

 40% carry on research for 120 days prior to taking the fi rst 

action.25

Whether the customer is searching for a new payroll vendor or a new 

fl at screen television, the search process is not so much a selection process 

but an elimination process. The goal of the discerning shopper is to narrow 

down the fi eld of choices to two or three options. Shoppers want to reduce 

the risk of wasting time and money on options that won’t work. 

This is why I refer to potential customers as fans. If a potential customer 

has done extensive online research, read online reviews, reviewed your 

pricing, and still contacts you for more information, then that individual 

is already a fan. It’s as if it’s top three time at The Miss America Pageant 

and someone is about to get a crown! The customer thinks your company 

might be the right fi t. He or she now looks to you to close the sale with 

the right blend of information and persuasion.  

What if you were to stop thinking about your potential customers as 

prospects, leads, and ups, and instead were to think about them as fans? 

The difference in your mindset reveals the assumed depth of the relation-

ship. In the prospect’s mind, a relationship has already formed. It sprang 

into existence when the potential customer bookmarked, printed, stared 

at and studied your product or service online, in some cases for months. 

Finally, the potential customer reaches out to obtain more information. 

Don’t you dare let a potential customer like this get treated like you think 

he or she’s a tire-kicker who isn’t really interested, because that’s far from 

the truth. 
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WHAT MAKES A WEBSITE WOW?
I defi ne a WOW website as a site that is designed for the fans and about the 

fans. A site for the fans and about the fans is easy-to-use, contains useful 

information, and is appealing to view. A WOW website anticipates the ques-

tions, concerns, and objections of the fan and helps overcome reservations 

with educational content tailored to the stages in the buyer’s journey. The 

stages in the buyer’s journey will be treated in full in subsequent chapters.

How do you know if your website is about the fans? The following Google 

Analytics numbers indicate the level of fan engagement with your site:

 Pages per Session: How many pages per session does the average 

visitor look at? 

 Average Session Duration: How long do visitors stay on your 

site per session?

 Bounce Rate: What percentage of visitors look at only the page 

they enter on and then exit the site?

These statistics are key to determining how well your site is holding the 

attention of your visitors. It’s diffi cult to provide accurate benchmarks on 

these numbers because every business, industry, and fan base is different. 

The good news is that Google Analytics provides Benchmarking Reports to 

give you an idea where you stand in comparison to similar businesses.

To use the benchmarking reports follow these steps:

1. Enable benchmarking. This setting is found in Admin>Account 

Settings. Scroll down and make sure the Benchmarking box is 

checked. Click save.
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2. Go to Reporting. Look under Audience for the Benchmarking 

menu. The Benchmarking tool has three main reports: Channels, 

Location and Devices. You can fi lter the results in those reports 

by several important criteria: industry vertical, country or region, 

size by daily sessions, and benchmark group size.

These reports give you a feel for how you are doing compared to the 

competition. Yet, they aren’t perfect reports. Please don’t run out and 

buy a million-dollar ad on their basis alone. Still, the Google Analytics 

Benchmarks are a helpful piece of the overall puzzle. They help you see 

how well your website is engaging your fans.

TIP #1—WRITE LIKE YOU TALK
If your website analytics reveal short visit lengths and high bounce rates, 

then it could be that your visitors are not emotionally connecting with 

your site. One of the easiest fi xes is to change your website copy. 

Your copy should achieve two goals: 1) refl ect your brand image, and 

2) appeal to your fans. 

It is not enough to do just one of them. If you want your fans to identify 

with you, escape the doldrums of everyday life, and feel a state change 

when they engage with your brand, you must speak in their language. If 

you speak in corporate jargon, acronyms, or fl owery marketing language, 

your fans are going to tune you out.

The secret to writing like you talk is to talk out loud as you type. Yes, 

your co-workers will think you are crazy (of course, they may think that 

already), but it’s worth it. As you compose copy, say it out loud. If what 

you’ve written doesn’t fl ow naturally like you are having a conversation 

with another human being, then the copy is too stiff. One of the greatest 

compliments I can receive as a writer is when readers tell me that my 

writing sounds the same as when they attend my keynotes and workshops.
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Another tip is to take the fl ip chart pages from Strategy #1 with the 

fan profi les written on them and display those pages on the walls of your 

offi ce or cubicle. As you write, look up occasionally at each one and write 

specifi cally to the person in the profi le. 

Here are a couple of caveats on writing conversationally. First, keep 

in mind that for your corporate website (and for that matter your email 

campaigns, blog posts, and other communications), you should employ 

correct grammar and punctuation. Keep it polite and politically correct. 

Check spelling. Emoticons or text abbreviations like LOL may or may 

not be appropriate. Again, this is why it’s really important to know how 

your audience converses and what type of language is acceptable in that 

context. Try to strike the fi ne balance of conversing naturally while main-

taining a professional tone in line with your brand. 

If writing is not your strength, I highly recommend hiring a profes-

sional writer to help create a brand voice that is conversational, profes-

sional and appealing to your fans. It is well worth the investment.

Yet, in general, you will help yourself if you start talking out loud as 

you type. It can transform your brand and engage your customers in a 

way you never thought possible.

TIP #2—FEATURE YOUR FANS
There is no better way to foster a sense of belonging with your fans than 

to feature them in your marketing. This tip applies to your website but it 

also applies to all of your content marketing, from social media posts to 

whitepapers to infographics.

One of my favorite websites in recent memory was the 2015 Annual 

Conference website for the American Society of Association Executives. 

The conference theme was I’m GOing and the website graphics were 

solely made up of photos and videos of past attendees giving reasons why 

they would attend the next conference. As soon as I saw that website, 

something clicked in my brain. I realized a very easy way to make your 
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website about your fans is to simply feature them. We already do this in 

social media marketing. A quick glance at a Facebook Insights report 

reveals that posts with photos perform the best. Those posts are tagged, 

commented on, shared 100 times more than a stock image or text-only 

post. Why not apply this logic to your website?

Who is the hero of this story?

Look at your website and ask yourself, who are the heroes of this story? 

Or, to phrase it in sports terms, who are the Most Valued Players of my 

website content? Your answer should be that the fans are your MVPs. 

Make your fans the most valuable players of your content and you will 

convert more visitors to leads and sales. One of the easiest ways to 

feature your fans is to feed social media posts about your brand onto 

your website. This is particularly effective if you have a strong Instagram 

following because Instagram is such a visual medium. You can moderate 

and curate what the feed shows to avoid negative mentions and posts that 

are not supportive to your brand. Other ways to feature your fans include 

photo slideshows, videos, interactive polls, quizzes, and user-generated 

contests in which you allow the fans to name a new product, and fan-

based awards and recognition.

TIP #3—USER EXPERIENCE IS EVERYTHING
A website which yields a positive user experience shows respect for your 

fans. It shows that you respect your fans’ time and that you are eager to 

please them. On the contrary, when your website’s functionality is out of 

date (for example not mobile friendly), it’s a slap in the face to your fans. 

A low-functioning website conveys the message that the company doesn’t 



6 1

S e c r e t  # 2 :  K e e p  Y o u r  E y e s  o n  t h e  B a l l 

care enough about customers to make it easy for them to engage. When 

the site navigation is hard to use and content poorly labeled, the website 

screams we don’t know our fans (or worse yet), we didn’t think about them 

when we designed the website. Unfortunately, this distressing message is just 

what comes across when a site is frustrating to use and out of date from 

a technical standpoint. 

Some of the most common user experience challenges:

 Is your website mobile phone and tablet friendly? When was the 

last time you tested it on your mobile phone? Have you looked at 

your mobile and tablet usage statistics in Google Analytics? How 

long does the average mobile visitor stay on your site? How many 

pages per session does a visitor view? Is it comparable to desktop 

user experience?

 How well does your website function? Do the pages load quickly 

(and by that I mean within a couple of seconds)? Do all of your 

buttons, links, and downloads work properly? 

 Is your website current and up-to-date? Are the pricing and 

product descriptions accurate? Are your newest products and 

services represented on the site with detailed information, photos, 

and videos?

 Does your website feature interactive content such as videos, 

virtual tours, simulations, and quizzes? Do you give visitors an 

opportunity to play before you ask them to pay? 
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The Ball Is In Your Court—Practice Drill #7

Conduct a deep dive into your website’s analytic reports. If you don’t know how 
to interpret them, hire an expert to help you. Become familiar with your perfor-
mance numbers. Set up automated reporting so that you receive the reports at 
least once a month. Take the time to review your reports, or delegate this task 
to someone one your team. Be sure your reports are reviewed monthly and that 
you are provided with a brief executive summary of the results.

FOOT CARDIGAN—FANTASTIC MARKETING EXEMPLIFIED
A terrifi c example of a company that nails a WOW website is Foot Cardigan. 

Foot Cardigan is a sock subscription service that appeals to fans of unique, 

fun, crazy socks. For a mere $9 per month, customers receive a new pair 

of socks by mail. True, this website sports a catchy title—Fantastically 

Fantastic Socks Delivered to Your Mailbox Every Month. But that alone is not 

what has catapulted Foot Cardigan’s website to legendary status.  

I fi rst learned about Foot Cardigan from Season 7 of the ABC hit reality 

show Shark Tank. Founders Bryan Deluca and Matt McClard appeared on 

the show in their navy blazers, button-down shirts, boxers, and knee socks 

(sans pants)! It was very eye catching and memorable to say the least. They 

won a $250,000 investment from Mark Cuban and guest shark Troy Carter. 

Foot Cardigan’s website is so successful because it embraces all of the 

attributes I’ve discussed in the fi rst two strategies, and then some.

 Crystal clear niched fan base—Foot Cardigan is designed to 

appeal to one group of people—crazy sock lovers. That’s it. Not 

crazy shoe lovers, not crazy scarf lovers, not crazy purse lovers. 

It’s all socks and only socks, all of the time. The company knows 
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who its fans are, and because of that clarity, it becomes easy for 

Foot Cardigan to make itself memorable to those fans.

 Conversational copy—Because Foot Cardigan knows its fans 

so well, all website copy is written to appeal to that group. 

The homepage welcome message reads You found it. The pot of 

gold at the end of the rainbow. The O.G. The granpappy of them 

all. Willkommen to Foot Cardigan. It’s offbeat, fun, unique, and 

precisely the tone and vocabulary that people who love crazy 

socks would appreciate. 

 Relevant, up-to-date content—In 2016, Foot Cardigan’s featured 

promotion is a play on the presidential election year. It reads 

Pledge Your Allegiance to the United Socks of America—Pre Order 

Election Socks Now. In an American election year, this punning 

theme is both timely and relevant. Further, the company is 

offering a wacky election-year special: one-time purchase of a pair 

of socks bearing the face of the customer’s favorite presidential 

candidate. Foot Cardigan’s graphics and copy are so effective that 

while doing the research for this book, the marketing strategy 

worked on me! I ended up buying a pair for a certain political 

fanatic to whom I happen to be married. I couldn’t resist. See how 

that works! In hashtag parlance, #SMH!

 FANtasic user experience—The Foot Cardigan site only has four 

main navigation buttons. The user can’t get lost. The graphics are 

bright, bold, and of high visual appeal, allowing the site visitor 

to sign up for a subscription, read FAQs, and learn more about 

the company in one or less click. The site operates as well on my 

mobile phone as it does on my desktop. It’s simple yet engaging, 

and that’s what makes it genius.
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I challenge you to visit FootCardigan.com for yourself and look at it 

from a marketing perspective. Whether you are into wild socks or not, I 

think you can learn from the Foot Cardigan approach.
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Get Off the Sidelines

Expand Your Digital Footprint

When a key football player is sidelined, he’s out of the game where he 

can’t do his team any good. The sideline position is the wrong place to be 

if you want your company to be a major player in the marketing game. 

Major marketing players like Coke, Nike, Pepsi, Walt Disney World, Target 

are never in a sidelined position. In fact, they make sure their messages and 

images are always front and center. 

To combat the avalanche of media messages and to compensate for the 

distracted nature of most consumers, major advertisers like those mentioned 

above repeat messages frequently and in a variety of formats. For example, 

in one day it is entirely possible to view a Coke television commercial, 

drive by a bus bench with a Coke logo on it, see a Facebook ad for Coke, 

view a newspaper insert with Coke for sale at the local grocery, and enter 

an online contest to win a Coke, following the caption on the inside cap 
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of a Coke bottle. With this much reach and frequency, Coke creates top-

of-mind awareness. As a result, it infl uences consumer buying decisions. 

Coke’s marketing message can be heard loudly and clearly. No sideline 

position for these guys! Not for a moment! They’re in the middle of the 

fi eld like quarterbacks shouting out the next play.

Immense corporate brands like Coke, Nike, Pepsi, Walt Disney World, 

and Target can afford pricey national television commercials, up-front in-

store product placements, and impressive corporate sponsorships. If you, 

however, are the owner of a small to medium size business, your marke-

ting budget probably isn’t large enough to invest in a national mass media 

campaign with enough reach and frequency to break through the popcorn 

brain barrier and infl uence a purchase decision. And, if you are the chief 

marketing offi cer for a big company, wouldn’t you want to know if there’s 

a more effective and yet less expensive way to get the same results? 

If yours isn’t a big company, then what’s your game plan? Just because 

you can’t afford a Super Bowl commercial doesn’t mean you shouldn’t 

even try market your business. Aside from hoping you win the lottery, 

what’s your next move? The good news is that while you may fi nd it 

hard to compete with larger companies in print or broadcast advertising, 

online sales and marketing are not only feasible but also affordable. 

As an example of what I mean, I’d like to share with you the story of 

Saddleback Leather Company, a small business which clearly made the 

decision to get off the marketing sidelines and invest in a massive digital 

footprint.

The story starts with my father, who recently purchased a $600 hand-

crafted leather briefcase. When I asked him how a person as frugal as he 

typically is nonetheless decided to spend $600 dollars on a bag, my father 

related the following anecdote. Surfi ng the web one day, Dad noticed 

a banner ad for the Saddleback Leather Company. Dad has an affi nity 

for leather goods, and so he clicked on the banner. When he landed on 

the homepage, the company’s tagline They’ll fi ght over it when you’re dead 
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immediately grabbed his attention. Dad relished the thought of his heirs 

tussling over an heirloom leather briefcase.

According to my father, the Saddleback website was attractive, told a 

great story, and was easy to use. On top of that, Dad loved the products. 

Guess what? He became a fan, albeit a cautious one. The desire for a brief-

case had been planted in his mind, but he wasn’t ready to pull the purchase 

trigger quite yet due to the high price point. How did the purchase fi nally 

happen? In the following weeks as Dad surfed the internet, more banner 

ads for the Saddleback Leather Company appeared. The banners eventu-

ally wore Dad down. Today he proudly carries his Saddleback Leather 

Company briefcase to his consulting assignments. 

The Saddleback website looks good, is user-friendly, and is absolutely 

targeted to people like Dad who enjoy rugged looking, unique, made in 

the USA, hand-crafted leather goods. The tagline speaks directly to his 

value-based buying profi le, which is willing to spend premium dollars for 

a high-quality, long-term investment product. 

Saddleback Leather Company does not sit on the sidelines hoping 

their fans will fi nd them. Saddleback has a broad digital footprint including 

a presence on Google, Facebook, Twitter, Pinterest, Instagram, and Vine. 

The Saddleback website contains a number of videos, an in-depth well-

written blog, testimonials, and newsletters. It’s just the right combination 

of factors to capture a quality long-term fan like Dad.

During the dotcom boom, many years ago I worked for a startup internet 

company that sold online advertising. My boss was famous for saying A 

website with no web marketing is a like a billboard in the Everglades. It doesn’t 

exist. He was exactly right. You may have a WOW website and truly know 

your fans, but if no one knows about your business it doesn’t matter. 
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Business growth is completely dependent not on who 
you know, but on who knows you.

Your business needs digital marketing to attract more fans to your busi-

ness. Digital marketing expands your digital footprint to position you in 

more locations on the web.

IS YOUR BUSINESS IN THE WITNESS PROTECTION PROGRAM?
Participants in the federal witness program become anonymous by design. 

Like them, your business might be just as invisible as a participant in 

the federal witness protection program, though by accident more than 

design. How can you tell? Here’s how. Google your category of product 

or service and if your company doesn’t appear on page one or two of 

the search results, your company has more or less the same status as a 

federally protected witness: invisibility. Moreover, your business might, 

so to speak, be in the witness protection program if social media users 

can’t fi nd your business on Facebook, Twitter, Pinterest or Instagram. 

Then again, your business might be in the witness protection program if 

online review sites like Yelp, TripAdvisor, or Angie’s List carry only nega-

tive reviews of your company with no explanatory responses. 

I’m sure you get the picture. Think of it like this. Back in the pre-

internet days, business folks understood the value of a good retail loca-

tion. A high-traffi c, popular, easily accessible location is everything for 

a retail business. Take that same analogy and apply it to your internet 

marketing strategy. In today’s world, where do people hang out? Where 

are the highly traffi cked, popular locations to market your business? They 

are online. And you must have a strong, consistent, and well thought-out 

digital footprint to stand out and make an impression on multi-tasking 

popcorn brains.



6 9

S e c r e t  # 3 :  G e t  O f f  t h e  S i d e l i n e s 

MEREDITH’S WAGON WHEEL OF MARKETING
In order to map out your digital footprint, think of your marketing strategy 

as if it were a wagon wheel. At the center of the wheel is the hub. The 

hub connects to the wheel via spokes. Your website is the hub of your 

sales and marketing strategy. Once it is in place, then you can bring site 

users from the rim to the hub. But to do so, you will require several traffi c 

drivers to lead visitors from the rim, down the spokes, and into your 

hub. As you can see, traffi c drivers are the critical factor which connects 

potential customers with your website and guides them right into contact 

with your digital presence. Can you enumerate and map out your current 

traffi c drivers? Are your traffi c drivers of the moment actually bringing in 

the customers in suffi cient numbers?

In order to acquire more potential customers, more leads, and more sales, 

you must have in place a multi-channel blend of both digital and offl ine 

traffi c drivers. Among my marketing colleagues, there is a great debate 

about whether a distinction between online and offl ine marketing tools 

even exists. Because our sales channels are so blended today, the truth is 

there probably is no distinction. But I don’t think the average business 

owner is interested in the hair-splitting of industry squabbles, so for the 

purpose of this exercise, I’m going to separate the digital and offl ine drivers 

simply because it is imperative to grasp the need for both. 

Digital traffi c driver options include:

 Search Engine Optimization (organic search marketing)

 Search Engine Marketing (paid search marketing)

 Social Media Marketing

 Email Marketing

 Display Advertising

 Content Marketing

 Online Public Relations
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Traditional or Offl ine traffi c driver options include:

 Broadcast Media (television, radio)

 Public Relations

 Event Marketing

 Signage

 Direct Mail

 Print Advertising (newspaper, magazine, newsletters)

 Networking and Leads Groups

 Tradeshows

 Community Involvement

 Sponsorships

These lists are not meant to be exhaustive. Many more options for 

digital and traditional traffi c drivers can be found, changing and evolving 

constantly. The idea here is to help you learn to distinguish between the 

two lists so you can intentionally construct a strategy that includes drivers 

from both lists. 

The Ball Is In Your Court—Practice Drill #8

Draw a wagon wheel on a sheet of paper. Label the hub of the wheel with your 
current digital hub whether it is a website, blog, or social media page. Label 
the spokes with your current online and offl ine traffi c drivers. How many 
drivers do you have currently? Which drivers from the above list are missing 
and need to be incorporated into your strategy? Which drivers that you are 
currently using are failing to deliver site visitors, leads, and sales? Which ones 
are working well?
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How do you know which drivers to select? I wish I could answer that 

question for you by providing one magic formula guaranteed to work for 

everyone. But you know what I’m going to say. The right mix for your 

business depends on your fans! So I can’t answer that question for you 

without a more information about your business. What I can do in this 

context is to teach you what the options are and what questions to ask 

about each one.

STEP #1
Conduct a focus group or one-on-one interviews with your last 25 customers 

and ask them to map out the steps they took in their buyer’s journey. Ask 

them to answer the following questions.

 How did they initially hear about your business?

 How long did they wait until they did further research?

 What are all of the tools (not just the fi rst impression) they used 

to research more about your product, service or brand?

 What tools did they NOT use and would never use to research 

your product/service?

STEP #2
Review your Google Analytics reports. Click on the Reporting tab and select 

Audience from the left side column. Click on All Traffi c and then Source/

Medium. This reports shows the top 10 traffi c sources to your website 

(and can be expanded to the top 25—5,000 traffi c sources). Whatever 

digital marketing you are currently doing should show up in this report as 

a traffi c source for your website. If you aren’t doing any digital marketing, 

then the sources you are getting by default would be a good place to 

start to enhancing your efforts to get more of that market share. And, 

if heavily used sites like Google and Facebook are not sending traffi c to 

your website, then those are obvious places to start.
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STEP #3
In addition to interviewing your fans and reviewing Google Analytics 

reports, answer the following questions. Certain marketing tools are more 

effective than others, depending on the answers to these questions.

 What is the overall marketing goal of your company?

 What is your annual marketing budget? 

 Can the budget be revised to eliminate options that are not 

producing and include new options that are a better match for 

your FANS?

 Do you need a long-term strategy to position your company in the 

market, or a short-term strategy to drive immediate results? Do 

you need both?

 Who will oversee the web marketing?

 What is your online marketing sophistication level?

 Is a compelling website already in place? 

 How up-to-date is the website? 

 How many leads per month does it average?

 What are your sales goals?

 How often will your company meet to review online marketing 

results?

 How will you evaluate the success of online marketing 

campaigns?

 What online marketing tactics are your competitors using?

 What portion of the online marketing can be outsourced?

 Who is the fi nal decision maker and who will implement your 

online marketing plan?

If you need short-term solutions to launch a new product, drive traffi c 

quickly to a failing product, or build momentum in a new market, then 
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consider these options. These short-term solutions will deliver immediate 

impact and are excellent for delivering traffi c and leads quickly.

 Search Engine Marketing (Paid Search)

 Display Advertising

 Email Marketing

 Online Public Relations

 Broadcast Media

 Event Marketing

 Social Media Sponsored Ads

If you are in need of a long-term solutions that are excellent for building 

brand awareness and interest, consider using:

 Search Engine Optimization (SEO)

 Social Media Marketing

 Content Marketing

 Public Relations

 Email Marketing

If you factor in your marketing goal, timing, budget, audience, and offl ine 

media, you can confi dently select the right online marketing components 

for your specifi c marketing needs.

How do you begin?

1. Identify and profi le your target market.

2. Invest in the best website (or hub) you can afford. Stretch your 

budget if needed.

3. Select at least two to three traffi c drivers.

4. Write down the promotions and the timing.
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5. Measure and track the fi rst promotion.

6. Adjust where needed.

7. Rinse and repeat.

If after you conduct your customer interviews and answer the other 

questions above, an appropriate mix of online and offl ine marketing drivers 

isn’t obvious, it may be time to hire a professional marketing consultant or 

agency to help you sort through the options. They can share case studies 

of other similar businesses and what types of results were achieved with 

each tactic.

The Ball Is In Your Court—Practice Drill #9

Review the fi rst wagon wheel that you drew in Practice Drill #8. Now draw a 
new wagon wheel on a clean sheet of paper. From the fi ndings in Step #1—#3 
above, label the spokes on the wheel with the new online and offl ine traffi c 
drivers that you intend to implement. Next, write in the drivers from Practice 
Drill #8 that you plan to continue using. This is your new marketing strategy. 
Go forth and prosper!
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Move the Goalposts

Supersize Your Social Media

One of the great advantages of football goal posts is that they stay in 

the same place. By contrast, marketing goals will not thrive if they do the 

mental equivalent. I have a new strategy for you. I say move the marketing 

goal posts. Moving the goal posts means setting new targets and ideals. For 

some readers, this will be easy because they are too new to the marketing 

game to have fallen into ruts. For others, the challenge might be just as 

great as it would be for football players who suddenly fi nd their once-

familiar markers of achievement have been moved somewhere else. 

Some of my readers assuredly bask in legions of fans and followers. 

These business owners consider the use of social media a vital part of 

marketing strategy. Others are active, but they still have trouble determining 

the true return on investment for their efforts. Others yet are entirely absent 

from social media marketing. These last are completely missing out on 
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the conversation, a conversation nonetheless happening about their busi-

nesses online, where customers review and discuss products and services 

unbeknownst to them.

For those of you who haven’t started yet, I understand the challenge. Use 

of social media tends to be tough for businesses to manage on a practical 

basis because it takes place twenty-four hours a day, seven days a week, and 

the entire year around. Further, it can’t be completely outsourced. 

Effective use of social media requires more than simple observation and 

reportage. Instead, effective use of social media demands creative thinking 

and consistent application of recognized principles in public relations. In 

companies and offi ces where the bulk of the staff already has its hands full 

with routine tasks, there’s simply no one available to craft clever Facebook 

and Twitter posts to make customers fl ock to the products. 

But here’s the problem. You don’t have a choice. Effective use of social 

media is a required move for businesses today. Here’s why.

 Social media has become a mainstream communications channel. 

In 2015, a study by the Pew Center found that 65% of American 

adults use social media. And it’s not just the young. The study 

also found that of all American 65 and older, 35% report using 

social media. That’s up by 33% from ten years before for the silver 

generation.26 

 The same Pew Center study found that 90% of young adults aged 

18 to 29 are the most likely to use social media. This virtually 

means that the consumers of the future know no other way to 

research and purchase products and services other than online.

 Your competition has already fi gured out social media and is 

therefore gaining market share right out from underneath you.
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You don’t have a choice but to adopt a social media strategy because 

without it your business will certainly wither. With it, your business has a 

fi ghting chance to survive. Why is this so? Because engaged fans refer other 

fans, and engaged fans are what you get with social media marketing. 

Why is social media marketing so effective?

1. Social media gives you access to a broader audience. Your core fan 

base, if nurtured properly, will spread the word about your products 

and services and expand your audience of potential buyers.

2. Social media gives you valuable word-of mouse. Until the 

Internet came along, business owners relied on local customers 

for word-of-mouth referrals. Today, if the online presence of an 

enterprise is suffi ciently pervasive and persuasive, word-of-mouse 

accomplishes the same objective while reaching out to far more 

potential customers.

3. Social media give you the powerful selling tool of social proof. 

Just exactly what is social proof? It’s the act of arriving at confi -

dence in a product or service on the basis of what other customers 

say, rather than on the basis of claims made by the product or 

service provider. The fact is that most consumers trust other 

customers more than they trust marketing claims made by busi-

nesses. This very topic has been addressed by social media guru 

Jeff Bullas, who explains the social proof phenomenon perfectly 

in his article titled “Reasons Why Facebook Drives Consumer 

Buying.” Bullas points out that 32% of website visitors are more 

likely to stay and shop on a site which shows other shoppers who 

have happily purchased there, even when the other shoppers are 

not known to potential customers. If shoppers shown on the site 
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are actually known to website visitors, the likelihood the new 

visitor will stay and buy merchandise or services rockets upward 

to 62%. Bullas concludes that social proofi ng is a powerful 

motivator for buying behavior.27

4. Social media encourages the submission of reviews. Think 

about your own online shopping habits. When was the last time 

you read and were infl uenced by a product review before you 

purchased that product? It was probably very recently because it is 

common practice now to read reviews before reaching a decision 

to purchase. Social media sites give consumers the opportunity to 

showcase positive reviews and to infl uence the buying decisions of 

other potential customers. (Online reviews are important factors 

which will be addressed in detail in Strategy #5.)

5. Social media gives you the connections to drive buying 

behavior. In 2012, digital ad company SocialVibe (now known as 

TrueX) found that 70% of consumers who are actively engaged in 

social media have made a purchase as a result of being connected 

to a brand online.28 The SocialVibe study defi ned a connection as 

a like or follow of a brand online, whether on Facebook, Twitter, 

YouTube, or any other social media site. The study also found that 

once a liking or following connection was established, consumers 

checked the company website regularly for updates and new 

information. However, there’s one caveat. Business owners 

should recognize that connections made in this way can be easily 

terminated by the consumer if the relationship isn’t nurtured and 

treated with respect by the brand and its owner.

Other than social media marketing, what other marketing options can 

you think of that still work today and which you can afford? Social media 
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marketing is, by comparison to mass marketing, a bargain. Remember 

big companies spend big bucks to be heard. What are you willing to do, 

to learn to say to be heard? Where is your business on the social media 

marketing spectrum? Are you actively engaging and hoping to improve 

by reading this book, or are you a skeptic holding reservations and trying 

from a comfortable psychological distance to determine if this type of 

marketing can benefi t your business? In either case, I hope the ideas and 

examples in the book help you. And if you are the latter, I strongly urge 

you to take a second look at social media marketing with a more open 

mind. Social media marketing isn’t going away! The names of the sites 

may change, but the concepts of consumer empowerment, brand connec-

tion, and access to vast informational resources isn’t going to dissipate for 

lack of attention anytime soon.

STOP THE VANITY POST MADNESS
One of the unintended negative consequences of social media and smart 

phone technology is the rise of photographic narcissism practiced both by 

individuals and brands. Some social media users seem to feel compelled 

to share every portion of life from the bathroom to dinner to the most 

sacred feelings and private moments. 

This drive to show and tell has led to the rise of the international selfi e 

phenomenon. Do you recall the Oxford Dictionary Word of the Year for 

the year 2013? That word was the newly-coined term selfi e! Yes, 2013 

was the year of the selfi e, defi ned as a photographic self-portrait typically 

taken with a smartphone. Oxford selected selfi e the word of 2013 because 

the use of the word selfi e had increased by 17,000% during the previous 

year.29 Does that seem excessive?

Don’t get me wrong. I’m not a social media selfi e-hater by any means. 

Grabbing a quick selfi e with my son in front of his school on his fi rst day 

of third grade or at the pool just before his swim meet is really fun. But I 

can also recognize when the selfi e fi xation is out of control. For example, 
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there’s a real estate agent in my local market who posts no less than six 

selfi es a day. This much selfi e posting makes me wonder just how busy 

and successful this agent really is. 

There’s another reason why the use of selfi es is best if judicious. A classic 

example of a social media vanity post gone wrong took place in 2012 

when electronics manufacturer Samsung pulled what it thought was a 

clever stunt. On the Samsung Facebook page, Samsung shouted out to 

its seeming fans, if you could take only one electronic device to a deserted 

desert island, what would it be?30 What do you think happened? Thousands 

of comments poured in, but to Samsung’s dismay, most of the responses 

were iPhone and not a Samsung! The posting thread went viral with 1,600 

shares and 45,000 likes. Although it is indeed every marketer’s dream for 

a social media move to garner that much fan interaction, such is not the 

case when the customer blowback is so negative. Mountains of responses 

blasting your product and praising your competitor’s product are hardly 

much to be desired. Instead of a hugely gratifying landslide of consumer-

driven compliments, this social media fi asco turned out to be, in hashtag 

parlance, Samsung’s #epicfail. The moral to this unfortunate story is that 

baiting your fans or fi shing for compliments can backfi re. Fish for compli-

ments only if you’re certain you’ll catch what you want.

A variation on the counterproductive vanity post can be seen in great 

deal of conventional advertising. There is a reason DVR’s and streaming 

cable channel televisions series are so popular. There aren’t any commer-

cials and if there are, viewers can skip right over them. Entrepreneur, 

author, best-selling speaker and social media expert Gary Vaynerchuck 

famously says marketers ruin everything,31 and he is so right. Marketers 

have taken over every communication channel ever invented and proceed 

to blast and bury audiences with push, interruption advertising that does 

not add value to anyone’s life. The epitome of what I mean shows up daily 

in my eFax account. (Yes, my company still has clients which send by 

fax, as arcane as that may seem.) Daily my company receives a generic 
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blast-fax for cruise ship discounts. It cracks me up every time! Who on 

earth thinks that a blast-fax is still a legitimate marketing technique? Can 

they possibly be booking any cruises with it? All I can think of when I 

receive it every single day is @GaryVee saying marketers ruin everything! 

Don’t let this condemnation ring true of you. 

If the social media strategy you’re using for business isn’t 
producing solid return on investment, the number one 
reason is because it’s all about you, not the fans.

That’s the distressing truth about self-promotion which goes over the 

top and becomes insanity vanity posting.

The Ball Is In Your Court—Practice Drill #10

Look back over the past six months of social media posts for your business. 
What percentage of your posts are vanity posts—posts about your business 
that brag or seek attention for your business, yet which offer no real value to 
the reader or viewer?

A vanity social media post is one that has no value to the viewer. Vanity 

posts are made both by individuals and businesses. Some vanity posts are 

useless by virtue of the fact that they’re nothing other than idle chatter. 

Idle chatter posts concern insignifi cant daily happenings, like just pulled 

into Starbucks or out walking the dog. Few readers really need information 

like this. It’s something to avoid in both personal and business posting on 

Facebook and other similar social media venues. 
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Also to be avoided are glib and insensitive business posts during times 

of national or international tragedy. When large groups are in mourning, 

business-as-usual brand posts offering coupons, whitepapers, free webi-

nars, or even light-hearted attempts at humor are completely inappro-

priate. When a business fails to tailor content to the mood of the moment, 

it appears tone deaf and absolutely out of touch with fans. Instead of 

falling into that deep hole, follow this simple tip. The minute a negative 

event takes over the national or international news scene, pause all of 

your pre-planned business-as-usual social media posts until wide-spread 

emotional intensity has passed. 

TIP #1—SHOW THE REAL YOU
So how do you market your business and at the same time not make it 

all about you? The key is to talk about the aspects of your business that 

your fans really care about. Dig into the information they fi nd interesting 

and would appreciate. 

Let me give you a FANtastic example with the Walt Disney Blog. Are 

you familiar with the annual Epcot International Food & Wine Festival? 

Epcot is one of four theme parks on the Orlando Walt Disney World 

Resort campus. It features a World Showcase collection of pavilions that 

displays the culture of eleven countries. Every year from October through 

November, Epcot hosts a food and wine festival where visitors can sample 

the cuisine of each country.

One of the premiere events of the year at the theme park, the festival is 

well attended. Many visitors participate every year, wondering how Epcot 

continuously hosts an event of such scale with consistently delicious food 

and top wine choices.

How many glasses of wine are poured each year at the Epcot International 

Food & Wine Festival? 338,000! More than 160 renowned chefs serve 

more than 900,000 dishes and more than 100,000 miniature desserts. 
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Paired with the delicious sample dishes are the more than 338,000 glasses 

of wine and 750,000 cups of beer. 

How do I know all of this? The Walt Disney Blog, of course. The blog 

features a great post on the Food & Wine Festival, which provides a look 

behind the scenes of the festival. This event is one I’ve attended many times, 

and I’ve always wondered how Epcot pulls it off. Now I know, because the 

Disney blog gave me the inside scoop!

The Disney Blog is an excellent example of how to help your customers 

identify with you. Show the real you! Fans easily tire from hearing the 

same corporate rhetoric and sales pitches. It’s repetitive and boring. It’s also 

what everyone else is doing. If generic corporate rhetoric and sales pitches 

happen to be all you offer, your message will merge into the general back-

ground noise and be lost in the promotional din. 

Instead, give your fans what they crave—the inside scoop! Do you 

remember the marketing tag phrase for the National Enquirer? This frequently 

steamy tabloid characterized itself with the line enquiring minds want to know. 

That phrase summarizes the secret of the inside scoop perfectly. If you want 

to stand out in the marketplace, let your customers see the inside work-

ings of your company. 

Disney’s blog post accomplished just this. It was successful because it 

allowed the interested viewer to enter the inner world of the festival. For that 

purpose, the blog featured a video that allowed the viewer to experience 

the inner world of the festival through the eyes of a Disney employee, or 

cast member as Disney terms it. The video followed the cast member and 

her daughter as they toured the event. Professionally produced, the video 

walks the fi ne line of being professional yet real and authentic. The script 

is conversational and feels like the narrators are talking right to you. They 

explain how the festival is planned and give tips just for viewers who plan 

to visit the event. Bingo! The viewer has the inside scoop!

Nothing makes a customer want to listen and engage more than feeling 

like he or she has a personal connection with the company. Disney makes 
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this sense of personal connection happen better than any other company 

because it consistently tells the Disney Story through marketing, merchan-

dising, and the actions of its cast members. Disney mounts a full frontal 

marketing immersion every time it interfaces with its public. 

Another great example of an inside scoop piece of content marketing 

is the Delta Airlines video titled Behind-The-Scenes: Your Bag’s Journey on 

Delta.32 Delta installed six cameras inside a checked luggage bag and 

fi lmed the bag’s journey to promote the luggage-tracking feature of the 

Fly Delta app. The resulting video and is a compelling example of how 

letting fans see into your corporate world can address their fears and 

work to your advantage. Fans who feel secure and invested will work to 

promote your brand. 

Remember these key points.

1. Fans love insider information. Any time you can give your fans 

an insider’s look at your company or brand, you will capture 

their attention. Fans want to feel like they know you and your 

company. A behind-the-scenes video like Delta’s luggage journey 

helps educate, inform, and show fans what a company is all 

about. If fans feel they know and trust a company, they become 

champions of that business.

2. Fans are busy people too. You are not the only one always on 

the go. Creating a mobile app for your fans like Delta Airlines did 

is a perfect way to connect with fans in a hurry. If your fans can 

search your mobile site and connect with you remotely from a 

mobile app, they will be back later to browse your full website. 

Creating a quick, easy to use mobile site will increase your fan 

base and ultimately your sales goals.
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3. Fans love it when you address their greatest fears. This 

means that one of the fastest ways to increase your fan base is 

to acknowledge and reduce major anxieties. For example, Delta 

Airlines knew that when every passenger boarded a plane, the big 

question was Where’s my luggage? Did the baggage crew load it in 

the right compartment? In response, Delta introduced the luggage 

tracking feature on its mobile app. This way, the company could 

reassure its fans and make travelling a more pleasant experience. 

Can you apply this kind of thinking to the delivery of your own 

goods and services? What do your fans worry about? How can 

you ease their fears and make life easier? Answer that question 

successfully and you will raise your annual revenue.

4. Fans appreciate being heard. Demonstrate how much you value 

your fans’ feedback by listening to their comments. Delta received 

numerous comments and feedback about how to improve the 

mobile app. They listened and rolled out a feature their fans 

requested. If you listen to your fans and make practical improve-

ments, they will continue to invest in your brand.

5. Fans like it when connecting with your other products or 

services is effortless. If you provide one great product or service, 

make it simple for fans to connect with your other products and 

services. Delta’s mobile app requires an internet connection, so 

Delta implemented GoGo Infl ight internet services. The company 

didn’t stop there. Delta provided access to all of its other upgrades 

and perks for passengers who joined the Delta Sky Club. As Delta’s 

fan features demonstrated, happy fans will connect with your brand 

at a higher rate than fans frustrated by cumbersome technology.
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However, your company need not be as big as Disney or Delta to let 

your customers get to know the real you. And, this doesn’t mean you 

have to give out personal details of your private life on Facebook. Instead, 

use these three easy steps to give customers and fans the inside view of 

your company.

 Show videos and pictures which go behind the scenes of your 

operation. How do you create your product or service? Who are 

the staff members behind your brand? What does it take to deliver 

your product or service on a daily basis? These are the questions 

that your behind-the-scenes promotional material should answer.

 Interview company staff members on why they love your product 

or service. Bring out the reasons why your employees love to 

work for your company. Let them explain their backgrounds and 

tell about the challenges and surprises of their jobs.

 On social media, post announcements concerning special 

company events or community events in which your company 

participates. If your company participates in any local charity 

events, feature those events and explain how your company 

contributes. Talk about causes or charities your company cares 

about and why these organizations and issues are important to 

your company.

Remember, when you show the real you, keep the message positive. Be 

authentic, but don’t drag your clients down with your daily frustrations. 

Think about it this way: Have you ever seen a piece of trash lying on the 

ground at Disney? No! Does trash exist at Walt Disney World? Of course. 

Yet, when Disney decides to show its real side, it only goes so far—and 

that doesn’t include depressing its audiences with images of littered scenes. 
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Instead, Disney elects to share only real content which is also congruent 

with its brand message of dreams come true. You should do the same when 

revealing the inside scoop. Share only content which, while real and true, 

serves to enhance the precise image you want to project.

The Ball Is In Your Court—Practice Drill #11

Brainstorm a list of behind-the-scenes posts that you could incorporate in 
your social media presence to humanize your brand. If you aren’t sure what I 
mean, follow the Disney blog and social media pages to see this principle in 
action. Disney does a masterful job of self-revelation. After you watch their 
examples for a few months, you will not only be certain what I mean, but 
you’ll also come away with inspirations you can use for you own company.

Showing the real you in your corporate marketing remains central in 

winning and retaining fans. The correct approach to the fi ne art of winning 

fans in this way is to stay true to both brand values and the demands of 

positive messaging. Oppositely, treading too far into documenting unfi l-

tered human behavior runs the risk of alienating potential customers rather 

than winning fans. 

A television commercial for mattress manufacturer Tempur-Pedic comes 

to mind in this context. The commercial features the grumpy behavior of 

a harried mom who hasn’t gotten enough sleep. She’s shown interacting 

irritably with her children, a scenario which rubs me the wrong way 

because I am sometimes a harried mom and I resent being portrayed in 

this manner. Even when stressed, I work hard to maintain my reason and 

composure, so frankly, I don’t appreciate any commercial which suggests 

I am, like the stressed mom in the commercial, the family ogre. Maybe 

there’s a kernel of truth to the Tempur-Pedic ad, but even so, it doesn’t 
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empower me, excite me, or engage me. In the end, I have not been won 

over as a fan; I’ve been sent away feeling criticized and put down. For me, 

Tempur-Pedic’s attempt to document reality crosses the line into making 

moms villains.

This is why you should always consider both your brand message and 

the sensitivities of your audience, and use an appropriate level of discre-

tion as a result. Of course, if your goal is to fi nd a super-niched audience 

of people who appreciate an extreme perspective, then push the envelope 

in your degree of authenticity. You will know how far to go if you truly 

know your intended customer base. Always appeal to their values and 

needs for validation.

TIP #2—MASTER THE ART OF THE SHOUT OUT
I was working on a client project at my desk and stopped for a moment to 

check my Twitter stream on Hootsuite (a social media management dash-

board tool). I was shocked and surprised to see @CrystalLight (the offi cial 

Twitter handle for Crystal Light beverages) had retweeted my post about 

how much I love their decaf lemon ice tea and had publicly thanked me 

for the tweet. I felt like a million bucks. A national brand had actually seen 

my tweet and personally responded with a shout-out. Wondering if it was 

a fl uke, I started paying attention to Crystal Light on Twitter and have seen 

numerous similar tweets since. Genius!

One of the most effective strategies for strengthening 
the identity you share with your fans and to bolster their 
self-esteem is to give them a social media shout-out.

Validating and recognizing fans is one of the most important moves 

you can make to position yourself as a FANtastic marketer. Country music 
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icon Taylor Swift knows this well. Swift is a master of fan validation. She’s 

taken the art of the shout-out to new dimensions. 

Whether you like her music or not, you can easily respect the remark-

able business savvy of this 26 year-old woman who ranks #60 in America’s 

Richest Self-Made Women by Forbes Magazine. With an estimated net-worth 

of $250 million, Taylor Swift claims 74 million fans on Facebook and 79 

million on Twitter.33 You would think her fans are just a blur of posts and 

tweets to her, but that’s not the case. Swift has demonstrated time and 

again that she’s keenly aware of individuals in her fan base. 

In December 2014, Swift was so moved by the incredible fan loyalty 

for her 1989 album that she began a practice called in hashtag jargon 

#Tay-lurking, in which she studied every aspect of her fans from their 

social media posts. Swift left her mark as a single Santa emoji on the social 

media pages of the fans she studied. Shortly after the Santa emoji appeared, 

Christmas packages with handwritten notes began to arrive in the mail 

from Taylor Swift addressed to the fan concerned. Tellingly, this gift-giving 

campaign became known as Swiftmas, and a video was created to capture all 

the fun involved.34 In one case, Swift personally delivered Christmas gifts 

to the child of a fan at the family home, surprising the whole group to 

no end! Talk about validating fans with a shout-out! Swift’s version exceeds 

the usual defi nition and scores big points on the FANtastic Marketing scale.

Even when Swift isn’t playing Santa Claus, she regularly interacts with 

her fans on social media with shout-outs thanking them for their support 

and loyalty. If you were a fi fteen-year-old girl with Taylor Swift posters 

on your wall and her songs on constant repeat, imagine what a tweet or 

Facebook comment from your idol would mean? Everything!

Your product/service may not be as exciting as a pop-icon on a world 

tour, but you still have fans, and all fans like to be acknowledged. One of 

the easiest ways to stand out in social media marketing is to stop talking 

about yourself so much and simply start featuring your fans. For example, 

you can implement the following strategies.
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 Thank your fans. From simple broad acknowledgements like 

posts which say we have the best fans in the world to a specifi c 

individual thank you for outstanding loyalty, words of appreciation 

go a long way.

 Use retweets, comments, and likes. When one of your fan 

posts about their undying love for your product or service, either 

retweet it, favorite it, or like it (depending on the platform). 

Your fans will feel appreciated. Always reward positive behavior 

towards your brand. This action will inspire even more fans to 

praise your offerings in return.

 Highlight your fans. When one of your fans posts an amazing 

accomplishment or life milestone, publicly acknowledge the event 

with a retweet, favorite, comment, or like. This type of shout-out 

generates the most goodwill of all because it has nothing to do 

with promoting your brand. It is all about the fan, and that is 

everything.

 Highlight business partners and vendors. Don’t forget about 

the business partners who help make your business a success. 

Make it a habit to feature them in your social media presence and 

give them a shout-out. It is highly likely they will reciprocate, 

but that isn’t the reason why you should do it. You should do it 

because when you validate others, you build support.

 Share content designed just for the fans. Start paying attention 

to the posts made by your fans on their personal pages. Learn 

about their daily lives and bring them new information when you 

see content they might appreciate. Let them know you care with a 

simple saw this and thought of you post. 
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The art of the shout-out is really about giving your fans the gift of your 

attention. A shout-out says we aren’t just talking at you, we are listening and 

paying attention as well. In today’s multi-tasked, popcorn brain world, giving 

your fans attention is one of the greatest gifts you can give them.

The Ball Is In Your Court—Practice Drill #12

Jot down a list of your Very Important Partners, your VIPs, who help make 
your business a success. VIPs could be vendor partners, association partners, 
charity partners, or community partners. Write a series of posts to give these 
hardworking folks a shout-out. Remember, the more you acknowledge and 
thank other people, the more your fans will respect and appreciate you.

TIP #3—EMPHASIZE VISUALS
Great visuals make your brand more memorable. That’s because human 

beings pay closer attention to images than words. On this point, info-

graphic guru Randy Krum has written, people remember pictures better than 

words, especially over longer periods of time. This phenomenon is called the 

Picture Superiority Effect. It refers to the notion that concepts that are 

learned by viewing pictures are more easily and frequently recalled than are 

concepts that are learned by reading their written word form counterparts.35 

Another specialist in visuals echoes that sentiment. John Medina, who is 

author of Brain Rules, says the difference between viewing text alone and 

text with pictures is pretty much like night and day. According to Medina, 

reading text alone generates a meager 10% recall only three days later, 

while reading text with a powerful relevant image displayed along with 

it jacks the information retention rate right up to 65% three days later.36

Online marketers should take note. The truth is that most internet 

users don’t read closely and carefully on the web; instead, they scan for 
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headlines and images that jump out and claim attention. The fi eld of info-

graphics has arisen as a result of the powerful role played by images on 

the internet. The infographic perspective says that whether the marketer 

needs to grab the attention of social media fans or to distribute a compli-

cated data set or concept, visuals are the most powerful secret weapon.

British fi rm NeoMam Studios specializes in effective internet marketing. 

To help its clients understand the primacy of image, NeoMam created a 

learning tool titled 13 Reasons Why Your Brain Craves Infographics. It’s an 

interactive media experience which can be viewed at http://neomam.com/

interactive/13reasons/. Here are a few of the key arguments contained in 

the NeoMam tool.

1. The human brain is visually wired, with 50% of the brain 

involved in visual processing and 70% of all sensory receptors in 

the eyes.

2. Human interpret symbols faster than words. It only takes 15 

milliseconds to process a symbol, but 100 milliseconds to attach a 

meaning to it.

3. Twenty-fi rst century humans suffer from information overload. 

4. Humans fi nd color visuals more engaging. Researchers have disco-

vered that color visuals increase the willingness to read by 80%.

5. Text with image is easier to remember. 

6. Text associated with image is more likely to be shared. 

If you want your fans to identify with you, to feel a sense 
of belonging with your brand and to feel a state change 
from your marketing, be sure to present them with gold 
medal visuals.
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A client early in my career as the Creative Director of Meredith 

Communications drove this point home to me. I was presenting a new 

website design to a home builder in St. Louis and I was confi dent the design 

would be a home run. The layout was clean with plenty of white space, 

the navigation well thought-out and clearly labeled, and the overall look 

attractively modern. When I asked the client for feedback, he immediately 

pointed to one of the images and said incredulously Who are these people? 

Suddenly, I realized the client was referring to a stock photo used merely as 

an example in a large slideshow on the home page. It was a mock-up image 

we inserted simply as a placeholder to show general site design. I tried to 

explain that and refocus the conversation on other elements of the design, 

but my evasive tactic fell fl at. The client was stuck on the content of the 

image. He could not get past the family in the photo, which he claimed did 

not represent his target audience. 

I learned my lesson that day. How do you emphasize your visuals? Just 

say no to bad stock photos! In fact, the best practice would be to avoid 

stock photos completely and use as many original photos of products, 

services, team members, and fans as possible. Do an audit of your favorite 

social media business pages and take note how many stock photos they 

use. My favorite pages use few to none. That’s what makes them effective.

If you don’t have a working library of compelling photos and videos, 

capturing photo and video content for your business should be a top 

marketing priority moving forward. Your website, social media, and tradi-

tional marketing will be so much better for it. 
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The Ball Is In Your Court—Practice Drill #13

With your team, brainstorm a list of the types of images you need. Do you 
need more product photos or customer testimonial videos? Map out the 
product development timeline and determine at which points photos and 
videos could be routinely and consistently captured. Perhaps your product 
doesn’t change very often, so investing in one high-quality photo shoot once 
a year is all you need. Or, perhaps your product changes often and you need 
to make sure you capture the most recent version to market it effectively. 
Assign a team member to monitor the product development timeline for each 
product so he or she can coordinate photo and video shoots. Lastly, create a 
cloud-based library of all of your images organized by category, product, or 
emotion, or in whatever order makes sense for your business.

If you fi nd it necessary to use stock photos anyway, then follow these guidelines. 

 Select authentic photos. Look for images that accurately depict 

the demographics of the majority of your fans. Be aware of any state 

or federal regulations in your industry, such as the Fair Housing 

Act in the real estate industry, that require a variety of ethnicities, 

genders and sexual orientations to be displayed in all marketing.37

 Select unique images. Check the websites and social media pages 

of your competitors and make sure you don’t use the same images. 

 Select images that convey emotion. When searching for a stock 

photo, search by the abstract concept or emotion. For example, 

to illustrate the idea of working together or team building, search 

for cooperation or teamwork rather than for a professional team in 
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an offi ce. If you search on the emotion rather than the specifi c 

activity, you’ll fi nd more memorable and captivating photos. 

 Select photos with adequate and well-placed negative space. 

If you plan to add wording or a logo to the image, select photos 

with useable open space around and between subjects in the 

picture. Designers call open space like that negative space. Images 

with workable negative space have an abstract background that 

isn’t too busy for text to be readable. One of the best sites for 

images with negative space is negativespace.co.

I can hear it right now. You’re wondering if this means your company 

must spend a fortune on expensive stock photos. Not necessarily. Of 

course, images that cost more are used less frequently, but great photos 

don’t have to be expensive. Free stock photo sites are constantly popping 

up. Here is a list of some of my favorites:

 Cupcake.nilssonlee.se

 Deathtothestockphoto.com

 Designerspics.com

 Gratisography.com

 Lifeofpix.com

In any case, steer clear of unwanted legal complications which can arise 

from accidentally using a copyrighted photograph without permission. 

What this means is that you must never use apparently free Google images 

in advertising copy for merchandise or services. It is considered illegal to 

use an image that holds a copyright without the owner’s permission or 

without purchasing a license that gives you permission. You can do an 

advanced search on both Flickr and Google Images and fi lter out images 

that require written permission, a royalty, a license, or are not for commercial 
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use. The safest approach is to purchase royalty-free stock photos from sites 

like iStock, Adobe Stock, Shutterstock, Fotolia, 123RF, or Getty Images. 

Consult an attorney for a more thorough understanding and for advice on 

how to properly use stock images in your marketing.
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Secret #5: 
Go the Distance

Behold the Power of Content Marketing

Content marketing is a special way of nurturing your relationship with 

potential customers and fans. It extends the mileage on your brand message 

by creating an opportunity for your company to hold the interest of poten-

tial customers and fans by providing educational content. 

Content marketing goes beyond a sales pitch and allows 
you to interact with your fans in a more meaningful way.
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THE DIFFERENT TYPES OF CONTENT
Today’s content takes many forms, each with its own unique benefi ts, limi-

tations, and objectives. This variety of forms allows you to leverage the 

strengths of each type of content in order to meet your business goals.

Identifying which types of content work best for your business is the fi rst 

step to long-term success in digital marketing. Content marketing options 

include the following forms:

 Blog posts—Blog posts must provide value to your audience. 

Rather than focus on your business, give readers useful and 

relevant takeaways that bring them closer to the solutions they 

need. Keep in mind that blog articles should be quick and easy 

to read. Hold to a word limit of 800 words, and include as many 

visuals as possible.

 Infographics—Visual representations of a data set, infographics 

are generally bright, colorful and eye-catching. They often have a 

cartoon or comic book look and feel to them. 

 Memes—Memes are fun, lighthearted, and sometimes sarcastic 

images or photos which capture ideas or concepts in one quick 

reference visual. 

 Videos—How-to videos, behind the scenes videos and live 

streaming videos (such Facebook Live or Periscope) have 

quickly become the most consumed and popular type of content 

marketing.

 Whitepapers, Case Studies, and FAQs—Free guides and 

reports have long been used by digital marketers. Providing 

detailed information on a specifi c topic, they should be clear and 
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focused while displaying your company’s expertise. White papers 

are still the number one content formula when it comes to B2B 

buyers researching a purchase decision.

 Industry News—Content related to your industry includes case 

studies, events, and trends. It should be distributed in small doses 

and is typically found in email newsletters and blog posts. For 

best results, focus 75% of your content on the latest news, 25% 

on the latest trends, and the remaining 25% on clear examples.

 Webinars, Podcasts, and Live Streaming Q&A—These three 

options give your fans an opportunity to interact live with your 

company experts and other interested fans. This type of content 

forms a stronger bond with fans than does any type of written 

forms content marketing.

The Ball Is In Your Court—Practice Drill #14

What is your favorite type of content? Is there a particular type of content 
marketing you are more likely to click on and engage with? Start paying atten-
tion to what types of content grab your attention and why they interest you.

SMART CONTENT ROCKS
What is smart content? It can be a blog post, a video, an audio, or an 

infographic. It actually doesn’t matter what form it takes, as long as the 

content is a targeted, mindful attempt to meet the needs and wants of 

your ideal fan.
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Smart content should possess these seven elements in order to be effective.

1. Content should be created with the ideal fan in mind, phrased in 

the language used by that demographic. 

2. Content should be helpful, informative, and entertaining. Focus on 

answering your fan’s questions about your products and services.

3. Content should be created on a consistent basis. Devise a calendar 

for scheduling content creation and follow it.

4. Content should be able to spread quickly and easily via social 

sharing buttons and syndication.

5. All content should be linked to at least one of your products and 

services.

6. Always include a call to action. Focus on the benefi ts of responding. 

Remember, your fans need to know what’s in it for them.

7. Content should ideally produce a measurable return for the 

invested time and materials. Use Google Analytics to track the 

results of content marketing. Look for the time spent on-site by 

viewers, rates of conversion from viewer to purchaser, and the 

number of social referrals which result from content marketing 

entries on your site.

As you seek to develop the content marketing side of your strategy, there’s 

no doubt you’ll be sailing into a headwind, because the online environ-

ment is full of other marketers doing more or less of what you’re doing. 

The end result is a cluttered online world. However, if you follow the 

principles of content marketing articulated in this section, your business 

will be rewarded with more customers and more sales.
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FIRST DOWN AND GOAL TO GO
To get close to your goal, you must know what it is. Right at the outset of 

developing your content marketing strategy, identify your objective. If you 

initially set clear goals, content marketing can generate measurable outcomes. 

Business owners perplexed about the nature of content marketing sometimes 

start on the wrong end. Frequently they ask me questions like should we do 

one of those animated whiteboard videos? Before I reply, I ask back what do you 

want it to accomplish? It’s absolutely necessary to know where you want to 

land before you start fl ying with content marketing.

Very well, you say, but how do I know which type of content marketing 

will resonate with my fans? That depends on what your fans want from 

your brand. Do they want education or humor? Inspiration or resources? 

Are they counting on you to provide lists, reviews and tools? The answer 

is probably a mixture of all these. Ask your fans what they want, but more 

importantly, review your analytics regularly to measure the reach, engage-

ment, and impact of your various content marketing pieces. The use and 

interpretation of analytics will be covered in depth in Secret #9.

Once you set your goals, you can put content marketing to good use. 

Here is what effective content marketing can do for your company. 

 Content marketing can build brand awareness. For this 

purpose, assemble a photo album or video tour showing the 

behind-the- scenes view of the company.

 Content marketing can educate. Use videos, infographics, 

or interactive website tutorials to deepen the customer’s 

understanding.

 Content marketing can generate buzz. Good tools for this 

purpose include testimonial videos or memes.
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 Content marketing can improve search engine rankings. Blog 

posts optimized with relevant keywords will help you here.

 Content marketing can drive website traffi c. To pull in the 

customers, use case studies, white papers, or contests promoted 

on social media.

 Content marketing can grow your email list. To enlarge your 

mailing list, offer complimentary webinars, podcasts, or live 

streams which require the customer to submit an e mail address 

when registering.

A CASE STUDY OF SUCCESSFUL CONTENT MARKETING
Chad Collins is the owner and founder of Collins Design-Build, a custom 

home builder located in Raleigh, North Carolina. The Collins Design-Build 

team is comprised of Chad and his wife Emilee, as well as several trade 

sub-contractors. Collins Design-Build is a small business, but its impact 

isn’t. Collins-Design Build is regarded as one the area’s most sought-after 

custom home builders. For its commitment to excellence, Chad’s family 

business has earned many industry recognitions. It’s been named the 

Building Company of the Year. One of Chad’s houses was recognized as 

the Best Green-Built Home and another as the Best Single Family-Built 

Home in the $250,000—$500,000 price range. Chad himself has been 

honored as the Certifi ed Green Home Professional of the Year.

Chad’s marketing efforts are targeted and focused. For starters, he’s created 

a website which has been recognized as the best in its class. The Collins 

Design-Build website features attractive product photography, detailed 

company information, an in-depth library of searchable home plans, a robust 

photo gallery of fi nished home styles, and a regularly updated blog rich 

with information useful to any home owner. Chad has gone even farther. 

He’s expanded his digital impact by utilizing search engine optimization 
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and Google Adwords. And lastly, his company is active with social media 

and more content marketing to establish the Chad Collins name as the go-to 

expert in new home construction for the Raleigh area.

How does Chad Collins do all of this with a skeleton staff and a slim 

advertising budget? Chad’s philosophy for successful shoestring marke ting 

is simple: fi nd content opportunities throughout the day that answer his 

fans’ most frequently asked questions. For example, here are the topics on 

a few of his recent blog posts:

 Poorly Insulated Attics Can Cause Over-Infl ated Energy Bills

 How Much is Building Green Worth To You?

 Getting Creative With Your Empty Nest

 Show Your Home Some Love

 Home Maintenance To Do List

In addition to being a celebrated home designer and builder, Chad 

Collins is a licensed home inspector. He knows what to look for and what 

to avoid. He’s discovered that home inspections in progress are prime 

opportunities to photograph and video common home maintenance 

issues. That’s when you’ll fi nd him snapping photos and rolling the video 

coverage, as he explains how to recognize problems and offers immediate 

advice on how to address problems. He posts these photos and videos on 

Facebook, later following up with progress reports to show how the problem 

has been eliminated with his expertise. Smart guy, this Chad! He makes his 

work-time do double duty as inspections and content marketing shoots all 

at the same time.

On Facebook and other social media, Chad also posts progress photos 

of homes under construction. He adds reposts of industry news and events 

from the local, state, and national home building associations to provide 

a rich and complete source of information on home maintenance, home 

design, and home building. His social media posts often highlight a 
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particular product which will be used in one of the homes he’s building, 

and Chad makes sure he explains just why that product is such a good 

choice. Not surprisingly, because he is so well positioned as an expert in 

the area, once Chad Collins gets an opportunity to meet with a prospective 

client, his rate of closing the sale is greater than 90%. Prepared by the 

content on his website and social media posts, Chad’s customers are already 

convinced he’s their man by the time he arrives for the fi rst appointment. 

Chad’s example is the epitome of how to engage The Fan Factor and 

make it work to your advantage. 

The Ball Is In Your Court—Practice Drill #15

Brainstorm a list of the questions most frequently asked by your fans. Include 
them all, for no question is too small or unimportant. List as many as possible. 
Then, go back through the list and consolidate duplicates. Organize the ques-
tions into categories by topic. Create a master FAQ document in Excel, Sheets, 
or Google Docs. When you’re looking for inspiration on material with which to 
construct your content marketing, start with the questions on this list.

An easy way to incorporate the development of content marketing 

into your daily routine is to start thinking like a journalist. Keep your 

antenna up for opportunities to capture photo and video material. Look 

for ways to answer the questions most frequently asked by your existing 

fans. The key to developing impressive content marketing is to add value to 

the post with your explanation of why the content matters. To make your-

self the expert, go beyond mere reporting. It’s depth analysis that makes 

you the star. 
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Here are three key principles for developing successful content marketing. 

 Show, Don’t Tell: Follow classic storytelling advice to get a 

better response. The proof that showing trumps telling is in the 

numbers. Press releases accompanied by images and video snag 3 

times the engagement and impressions earned by plain text news. 

Blog posts with videos are also 3 times more noticed and linked 

than text-only posts.

 Title Your Post to Make Sure It Gets Read: It’s a sad fact, but 

79% of users scan the web rather than reading word by word. 

Frame your message as a story with a strong title and interesting 

hook to give your audience the information they want and need 

from you.

 Organize Your Post: It’s critical that you don’t rely on your audi-

ence to piece your story together for themselves. Organize your 

thoughts in an order that makes sense and see to it that you get to 

the point early in the post. 

HALF-TIME: HOW TO HAVE FUN CREATING CONTENT MARKETING
Do you remember the Ice Bucket Challenge of 2014 promoted by the ALS 

Association? Then you are familiar with content marketing. As you prob-

ably recall, nominated participants dumped a bucket of ice water on their 

heads and then nominated a minimum of three others to do the same. 

Nominated individuals had 24 hours to complete the challenge or opt out 

by making a charitable donation to the ALS Association. And of course the 

entire episode was fi lmed and posted to social media. The campaign went 

viral and was a smashing success with 2.4 million tagged videos circulating 

on Facebook.38 A mind-boggling $220 million dollars was raised for the 

ALS Association.39 One year later the ALS Foundation followed-up with 
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another piece of content marketing, an infographic showing a break-down 

of how the contributions were used. 

The ALS Ice Bucket Challenge was so successful because it took the 

basic components of great content marketing and customized them. 

 It was user-generated. The content was developed by the fans in 

the form of video.

 It was fun. The challenge tapped into the need for escapism we 

discussed in the chapter on psychological make-up of fans. It was 

silly and fun, a great diversion from the stress of everyday life.

 It featured the fans. The challenge featured the fans and allowed 

them to shine instead of focusing on the organization.

 It championed a good cause. Most fans want to help and contribute 

to anything that promises to alleviate suffering. For that purpose, the 

challenge asked very little from each person individually. Even so, 

the social media coverage went viral and created a major fi restorm of 

awareness and contributions for a worthy objective.

 It fostered a sense of belonging. The nomination process created 

an instant tribe made up of those who had doused themselves in 

ice. Fans found themselves wanting to belong to the group who 

had participated. 

In summary, it should be said that content marketing can be very 

daunting for brands to develop, but it’s not impossible. Remember the Chad 

Collins approach, or look to the example of the ALS Ice Bucket Challenge. 

Following one of these models is sure to help you generate content marketing 

that will earn you more and more fans. 



P A R T  I V

CHARGE THE 
BACK NINE

To me life is like the back nine in golf. 
Sometimes you get better on the back nine. 

You may not be stronger, but hopefully you are wiser.
Clint Eastwood—American Film Actor, Producer, 

Director and Composer Four Time Academy Award Winner
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Secret #6: 
Keep the Ball Rolling

Unleash Word-of-Mouse with Online Reviews

If you want to keep the ball rolling on your FANtastic Marketing efforts, 

what I call positive word-of-mouse is paramount. Word-of mouse is a punning 

phrase meant to stand for comments and feedback entered on social media, 

user group forums, and online review sites by customers. As you might guess, 

what your customers and fans write and say about your company in online 

environments is critical to establishing and maintaining the momentum of 

your company’s popularity. This is a new fact of life in the digital age, in 

which customers can so readily and effortlessly comment on products and 

services in venues that prospective customers are sure to see. Cultivating posi-

tive word-of-mouse is a necessary skill in today’s digital environments.

This new fact of business life has been clearly articulated by Brian 

Solis, the cutting edge digital analyst who for years has been writing and 

speaking about the fundamental ways in which the internet, social media, 
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and mobile technology have changed the business landscape. Solis has 

pointed out that this new era of marketing has a peculiar characteristic 

never seen in business before. Now, Solis says, brand is defi ned not by 

advertisers but by those who experience it.40 In plain terms, this means the 

customer now determines the identity and reputation of any brand. It’s 

the equalizing effect of digital media with its ease of posting feedback 

which has made it so, and in so doing, has turned the world of marketing 

and advertising upside down.

Not to be left out of this brave new world of customer-driven marketing, 

Google jumped on this trend with a new concept in 2011. In that year, 

Google introduced the concept of ZMOT, the Zero Moment of Truth, 

defi ned as the moment when a customer converts from the contemplation 

of a purchase to the actual enactment of the purchase. Before the age of 

the internet, the ZMOT happened most of the time in-person as customers 

browsed inventory at physical locations. Today the ZMOT mostly happens 

online. Customers research products online, going through dozens of deci-

sion-making moments every single day for items as disparate as sunscreen 

on one hand and home purchases on the other. Most shopping today takes 

place with and through the aid of online technology, and ZMOT accord-

ingly takes place in the environment of online technology. 

But ZMOT is not the only thing happening online. So also are customer 

feedbacks and comments, entered as a consequence of experiences with 

purchased goods and services. And here’s the twist. If all customer input 

on digital technology adds up to brand reputation, then what about the 

effects of contrary reviews, derogatory comments, nay-saying testimo-

nials, and angry rants about products and services? How do these affect 

the Zero Moment of Truth? The bottom line is that negative customer 

comments in digital environments do impact brand reputation. 

This newfound customer power hasn’t always been the case, especially 

in the early days of the internet. Before social media and online review sites, 

a company website was the only digital authority on its particular product 
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or service. However, with the advent of social media and review sites, the 

single company website is no longer the sole authority. Instead, today’s 

existing customers are the authorities on products and services. So here’s 

the hard new reality: customer opinion thus comes to infl uence all subse-

quent ZMOTs as potential customers research any given brand and read 

reviews posted by existing customers. As a result, what any company has 

to say about its products or services ultimately becomes less convincing. 

In the mind of the potential buyer, the word of previous buyers matters 

more. Real-world experience will always trump corporate claim.

You know what I’m going to say. It’s this: if negative online reviews 

dominate the digital universe in regard to your company, your company 

is eliminated from consideration before you even receive a phone call, an 

email, or an in-store visit. It’s really that simple. The game is over, and the 

ball has stopped rolling. This is not what you want. 

The ZMOT research on how customers research and buy 
products has stood the test of time. In 2016, it remains 
relevant. For more information, view ThinkWithGoogle.com, 
where you can sign up for a newsletter and set up to 
follow on social media.

DO I HAVE TO?
From my perspective, you have three options when it comes to dealing 

with negative and uncomplimentary online reviews. First, you can build 

a fi gurative bunker around your business by limiting your digital footprint. 

You can, so to speak, enter the business witness protection program so that it 

will be next to impossible for new fans to learn about your company’s prod-

ucts and services. This will surely limit conversation about your offerings. 
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Second, you can simply ignore your online reputation. Third, you can 

encourage a dialogue with your fans and foster positive reviews with a 

commitment to exceptional customer experiences. Most business owners 

choose the second option out of fear.

Do any of these fears sound familiar?

 If we engage with a negative review, it will exacerbate the situation 

and make it worse.

 If we build a presence on a review site like Yelp or Angie’s List, it 

will only attract negative reviews.

 We will never make everyone happy and only the unhappy 

customers post reviews.

If you’ve been ignoring your online reputation, ask yourself what are 

you afraid of. Maybe it is something different than what I listed here. It’s 

okay to have fears; they may be legitimate business concerns that need to 

be considered.

Fear serves as an excellent check and balance.

What’s not okay is to let fear stop you from achieving your business 

goals. And I promise you; in the world of ZMOT you cannot leverage the 

fan factor, build a blockbuster brand, score new customers, and wipe out 

your competition without a healthy online reputation. Note the use of the 

word healthy, which was intentional on my part. I did not say a perfect 

online reputation. I said a healthy online reputation and I defi ne that 
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as having both positive and negative reviews, with the positive reviews 

outweighing the negative.

One of the fears about online reputations that I want to dispel is that 

negative online reviews are bad for your business. Wait, what? That’s a fear 

which needs to be dispelled? You read that right. Negative reviews are not 

necessarily bad for your business. Here are four reasons why.

First, negative reviews give you valuable feedback about your business. 

If you aren’t regularly asking customers for feedback, how will you know 

where to improve? 

Second, a couple of negative reviews give your positive reviews cred-

ibility. Those negative reviews show that you don’t censor your fans’ opinions 

and that makes the positive reviews seem more authentic and truthful. 

Transparency leads to trust. And trust leads to loyalty.

Third, most fans will discount a negative review if the complaints sound 

unreasonable. Everyone has heard about customers who can’t be pleased 

no matter what. That knowledge will make most reasonable fans sympa-

thetic towards your business. 

Fourth and fi nally, who knows? What one person fi nds objectionable 

in a product or service may be exactly what someone else is looking for.

The Ball Is In Your Court—Practice Drill #16

If you have not addressed your online reputation, take a moment to be brutally 
honest and determine why that is the case. Draw a T on a piece of paper and 
one side of the T, list your reasons, concerns, and objections. On the other side 
of the T, play devil’s advocate with yourself and attempt to debunk each one. 
If you cannot legitimately debunk one of the concerns, then make a list of 
action steps below the T on your paper that lists out how you will resolve that 
issue so you can move forward.
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The fact of the matter is that building a bunker and ignoring your online 

reputation will not work. The hard truth you must come to accept is that 

fans are having online conversations about your business with or without 

your participation. These conversations are taking place on sites like Yelp, 

TripAdvisor, and Facebook. They are happening in online forums and 

LinkedIn groups. As painful as it may be to deal with unhappy fans, it is 

dangerous for the longevity of your business to ignore your online reputation.

One of the best books that I’ve read on dealing with negative online reviews 

is Hug Your Haters: How to Embrace Complaints and Keep Your Customer by 

Jay Baer. I highly recommend the book. It’s a quick read, backed by in-depth 

research and packed with practical strategies to manage and recover from 

negative online complaints. You can order it from Amazon or learn more 

about it at HugYourHaters.com.

UNLEASH WORD-OF-MOUSE
As you have fi gured, as a digital marketer, you’re not relegated to dealing 

only with negative reviews. You can actually create an environment where 

positive reviews are encouraged and routinely generated. 

Positive online reviews, comments, and testimonials are the most powerful 

forms of marketing. ReachLocal reports that nearly 97% of consumers say 

they read online reviews about local businesses, and that some 90% of 

consumers say positive reviews infl uenced purchasing decisions.41 That’s 

the positive word-of-mouse at work.

STEP #1—STRATEGICALLY SELECT YOUR REVIEW PLATFORMS
If your business is just starting to build a positive online reputation, the 

fi rst step is to strategically select which review sites on which you want to 

focus. For managing negative comments and reviews, it will be necessary 

to monitor and respond on any and all platforms where your customers are 

posting. For growing a positive reputation, select only two or three sites at 
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fi rst, since the fi eld of choices is so large. In any case, keep the following 

objectives in mind as you make your determinations. 

 Positive reviews can boost your search engine rankings. If 

your goal is improve your SEO rankings so you can be found 

in Google search results, then you should consider focusing on 

Google+. A social network that never truly took off, consistent 

participation on a Google+ brand page coupled with a constant 

supply of fi ve star reviews can greatly impact your rankings in the 

Google organic and local search results.

 Positive reviews can drive visibility and traffi c. If your goal 

is to increase brand recognition or drive local traffi c, then you 

should focus on Yelp and Facebook. ReachLocal says that Google, 

Facebook, and Yelp are the main places where review writers post 

their comments. 

 Positive reviews can help you dominate in your industry 

niche. If your specifi c industry has a popular review site (or 

industry vertical), and particularly if your competitor already 

has a strong presence there, then you should consider focusing 

on that same site. Examples include TripAdvisor in the travel 

industry, Trulia in the real estate industry, and OpenTable in the 

restaurant industry.

 Positive reviews can advance your career. If you are a B2B (or 

Business to Business) account representative, a marketing profes-

sional, or a salesperson, don’t ignore the power of positive reviews 

for advancing your career. Focus on LinkedIn to develop relation-

ships with your connections. Freely give out genuine endorse-

ments and recommendations to colleagues who have earned 
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your respect and loyalty. Comment on the successes of other 

LinkedIn members and like their posts. Don’t be shy about asking 

trusted peers to help to build your profi le with endorsements and 

recommendations. Keep that positive word-of-mouse circulating 

whenever and wherever you can.

As you decide which platforms to emphasize, factor into your decision 

the internet location where your fans already engage with you the most. Is 

there a particular site where your company is already receiving signifi cant 

feedback, either positive or negative? If so, that’s a top choice.

STEP #2—IMPLEMENT AN AUTOMATED SYSTEM FOR SURVEY AND REVIEW 
Once you’ve chosen a site or two on which to focus, the next step is to 

select the right tool to help you automate the process. Without automa-

tion, you can end up spinning in circles if you try to manage your internet 

presence with manual spreadsheets and emails. Old approaches are not 

the way to grow your online reputation quickly and effi ciently.

A simple Google search will reveal many online companies and soft-

ware tools dedicated to enhancing online reputation. You can outsource the 

project completely to a fi rm that specializes in online reputation manage-

ment, or you can use a tool to manage it in-house, which is what I recom-

mend. No one will care as much and have as much inside knowledge of 

your business as you do. But this doesn’t mean that you have to spend 

hours and hours every week on this one task. If you’re just getting started 

with enhancing your online reputation, investing an hour a week will do 

wonders. As the positive momentum grows, you will naturally want to give 

it more resources and time.
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Tools for monitoring online reviews vary greatly in scope and pricing. 

Here are my recommendations:

 If an online review management tool(s) specifi cally built for 

your industry exists, I would strongly consider it fi rst. I fi nd that 

industry-specifi c tools accelerate the learning process and, what is 

more, they often contain helpful messages and processes. 

 Look for a reputation management tool that will monitor your 

mentions across the web and will help you generate and capture 

new positive online reviews using drip email and Short Message 

Service (or SMS) campaigns. Hootsuite and Sprout Social effec-

tively monitor mentions across the web, but they stop there. 

While it’s important to know when someone has mentioned your 

brand, it’s also important to capture and generate positive online 

reviews through drip email and SMS campaigns. 

So how do drip email and SMS campaigns work?

1. Simply enter or upload customer names and contact information 

to your online account.

2. The software automatically emails or text messages each customer 

a short customer satisfaction survey that includes a question to 

rate your business from one to fi ve stars. The system will resend 

the survey as many times as you wish if no response is received.

3. If the customer completes the survey and rates your business with 

either four or fi ve stars, the system automatically follows up with 

another message. The follow-up message thanks the customer for 

the positive feedback and requests a public review on one or more 
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sites. Links to the proper review sites are plainly visible in the 

follow-up email, making it super easy for fans to respond. 

4. If the customer survey is three stars or below, the system auto-

matically delivers another message with a we are sorry to hear that 

message and does not invite the customer to participate on public 

review sites. 

5. Finally, the software automatically publishes the four and fi ve star 

reviews on a landing page that can be embedded on your website.

You may already be sending out customer satisfaction surveys, but 

are they tied to generating positive online reviews? Probably not. This is 

an important step. Collecting customer surveys is important. It provides 

valid information about your business performance and opportunities for 

improvement. Even so, it’s critical that your company take the next step 

and encourage raving fans to spread the good word. 

Popular online review monitoring and collection tools include:

 Get Five Stars

 High Octane Traffi c Systems (a Wordpress plugin)

 Reputation Loop

 Reputology

 Review Inc.

 Review Me Today

 Review Push

 Review Trackers

 Testimonial Engine
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The Ball Is In Your Court—Practice Drill #17

Take a deep breath. It’s time to Google your business name and see what’s out 
there. Go to Yelp and do a search. Check any industry-specifi c rating site and look 
for mentions. How do you know what to fi x until you know what’s being said?

STEP #3—IT’S ALL ABOUT THE ASK
Don’t leave your online reputation to chance. Be strategic with how you 

ask your customers for feedback. 

1. Customize the survey questions and messages in your online 

reputation management software. Default messages can come 

across very generic and boring. The copy in your survey and 

email messages should be conversational and personal. Make sure 

the message conveys the important message that you truly care 

about the fan and his or her experience. 

2. Understand that timing is everything. Make sure you send 

the email containing the customer satisfaction survey and online 

review request within 24 hours of the purchase. Towards the end 

of the sale transaction, mention that you’ll be sending a short 

survey, but avoid asking for a specifi c rating. If you don’t get a 

response to the fi rst survey request, send a second email request 

no more than seven days later.

3. Check-in regularly and long before the end of the transaction. 

If you regularly check in, you won’t be surprised by negative 

feedback at the end of a transaction. Train your employees to 

routinely ask how are we doing so far? The opposite takes place at 
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my local grocery store, which waits to ask if I found everything I 

wanted once I get to the check-out lane. By the time I am ready to 

check out, I no longer care about the items I couldn’t fi nd. I just 

want to be done and get out of there! It would be so much better 

if the store in question assigned a dedicated roving employee who 

did nothing but check on shoppers to help them fi nd whatever 

they want while the shopping is in progress.

4. Don’t beg or cajole for a positive review. Praise must be earned. 

The opposite takes place when a company says something like 

you’ll be receiving a survey about our service today and we sure would 

appreciate it if you would rate us a 10. Anything less and the corporate 

offi ce will deny our store that pizza party we’ve all been dreaming 

about! A variation of this particular comment erupts every time 

I go to my local drugstore. Personally, I fi nd it very off-putting. 

Fans generally do not want to be told what rating to supply. Being 

ordered around that way feels heavy-handed and manipulative. 

5. Don’t bribe your fans for positive reviews. Offering discounts, 

coupons, or free stuff in exchange for a positive online review is a 

serious no-no. Don’t do it! Yelp and Google+ have strict guidelines 

about false reviews and will not publish any review they deem to 

be artifi cially incentivized. 

STEP #4—MAKE IT EASY
In addition to providing automated survey software, you can also provide 

simple ways for happy customers to give fan reviews. Here are several 

effective ways to facilitate the review process. First, make it easy for fans 

to log positive comments by including a link to your review sites in the signa-

ture line on your emails. Second, add links and badges to your website which 

lead back to your various review platforms. Third, include links to review 
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sites in email newsletters. Fourth, periodically post links to review sites 

on your social media pages. Fifth, you can even include web addresses for 

review sites in the hold message which customers hear when they phone 

your company. Finally, display the web address of review sites on window 

clings and signage if you have a physical location.
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Secret #7: 
Stick the Landing

Increase Conversions with Call to Action

I love the Olympics. I love everything about it from the pageantry of the 

Opening Ceremonies to the intense competition where a fraction of a 

second determines who wins the gold medal. I love watching and reading 

about the athlete’s back story and the rise to the level of Olympic competi-

tion. One of my favorite Olympic sports is gymnastics. Can you imagine 

fl ipping, turning, and jumping on a beam that is only four inches wide and 

sits four feet off the fl oor? I can’t! 

If you are fan of gymnastics, you know that a fl awless balance beam 

routine can be ruined by a poor dismount. A great dismount requires that 

the gymnast stick the landing, which means he or she doesn’t make any 

additional steps, hops, or movements once landed on the mat. I think 

everyone watching from home and in the arena breathes a massive sigh 
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of relief when a favorite gymnast sticks the landing because the success of 

even a breathtaking routine can’t be judged until that point.

FANtastic Marketing sticks the landing because it not only does all the 

fancy fl ips and tricks of the trade, but also carries through to convert 

potentials customers into buyers. In other words, FANtastic Marketing 

does more than just generate traffi c. 

You can have a WOW website that has readable copy, beautiful visuals, 

and featured fans. You can expand your digital footprint and supersize your 

social media by featuring your fans and making them the focus on the 

content. You can build a glowing online reputation that impacts the ZMOT 

of all future customers. But none of this matters if you don’t actively invite 

your fans to do business with you. Without an invitation, without a call to 

action, you will not increase your leads and sales. That’s why FANtastic 

marketing sticks the landing by using a call to action and graphics designed 

to convert traffi c to leads and sales.

Wait, isn’t overtly selling at your fans counterintuitive to The Fan Factor? 

Isn’t the whole principle of The Fan Factor that the fans do the sales and 

marketing for you? If that’s what you’re wondering, you have excellent 

recall on the previous chapters. To your mental question, I reply yes, but 

in fact asking your fans to engage with you is not contrary to The Fan 

Factor. Most of the time the fi rst instinct of your fan is to sit back and 

wait before buying. The fan fi gures he or she will research more options 

or wait for a better price, a discount, or special incentive. 

If you’ve done the hard work of fi rst identifying with your fans, then 

creating a state change, and fi nally cultivating a sense of belonging, they 

will be pleased to engage with you, but only if you ask. Once fans do engage 

with you the fi rst time, if the experience is WOW, then The Fan Factor 

kicks in. But the relationship has to start somewhere, and it’s up to you to 

make it happen. That’s how you stick the landing.
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THE GARTH BROOKS EFFECT
I am not an avid country music fan, but I am married to a massive Garth 

Brooks fan. When Garth Brooks came to Raleigh on tour recently, my 

husband and I went with a large group of friends and it was spectacular. 

It was the fi rst time I had seen Brooks live and now I’m a huge fan! I came 

home and downloaded most of his music, both new and old, and now it’s 

all on repeat on my favorite playlist. 

What’s interesting about the way Garth Brooks markets himself is 

that the only way to purchase the digital versions of his music is via 

GhostTunes, a digital music site that he founded to compete with iTunes. 

This is very un-Fan Factor like! Making it harder for your fans to purchase 

your product is generally not advised, unless of course you are argu-

ably the greatest country music star of all time. I suppose that if in your 

category, you’re considered a worldwide household name, you can afford 

to buck the mainstream distribution approach. Otherwise, the rule of 

thumb is to always make it easy for the fans.

But Garth Brooks is in a class of his own. He has one of the most engaging 

performance styles of any musician in any genre. Brooks converses with 

his audience throughout the entire concert in a very genuine style that 

feels like he is speaking directly to one person and not to 20,000 people.

On the album titled Garth Brooks: Double Live 25th Anniversary Live Edition, 

Brooks performs quite possibly his most famous and biggest hit, Friends 

in Low Places. Two-thirds of the way through the song, he looks to the crowd 

and says: 

What? You guys already know what’s coming don’t you? And you know 

what, you’re right! You are exactly right, what would a Garth live album 

be without the live version of Friends in Low Places? Because it’s only here 

where you can fi nd that mysterious third verse that goes on the end of that 

song. But, does anyone know the words of that verse? Well in that case, I 
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think the friends in low places should sing that third verse! This ought to be 

good. All right, here we go! 

The crowd screams in delight and begins singing the third verse verbatim 

without mistakes or pauses. Brooks comes back in on the chorus and the 

fans are literally beside themselves with excitement and enthusiasm. Talk 

about a state change! Garth’s performance style invites his fans to engage. 

He calls out to them and asks them to respond by answering a question 

or singing a verse. 

Does your digital marketing have the Garth Brooks Effect? Does it stick 

the landing and ask customers and fans to participate? Or do you leave your 

fans to passively browse your online presence and hope against hope they 

will magically call, come by, or click to buy your product or service?

The Ball Is In Your Court—Practice Drill #18

Conduct a call to action audit on your website. Go page by page and make a 
list of the calls to action on that page. How many do you average per page? 
Do you have a variety or does your site use the same one over and over again?

PERSUASIVE OR PUSHY?
I often hear from business owners that they’re afraid of being perceived as 

pushy or tacky, just like a used car salesperson. That fear prevents business 

owners from using call to action language and persuasive graphics. I can 

understand that you don’t want to offend your tribe of customers espe-

cially when you worked so hard to build the tribe into a loyal following 

in the fi rst place. Let me assure you: just as a difference exists between 

assertiveness and aggression, so also a difference exists between persua-

sion and pushiness. 
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Pushy tactics interrupt web surfers with unwelcome or irrelevant offers. 

That is exactly the opposite of FANtastic Marketing. Instead, FANtastic Marke-

ting is built on the premise that the marketers knows the customers and 

fans so well that he or she knows exactly what and when to offer. FANtastic 

Marketing is so highly targeted that it is rarely irrelevant or intrusive. 

FANtastic Marketing is tailored to the fan’s buying 
journey.

If FANtastic Marketing is such a slam dunk, then why do businesses need 

to employ call to action language and graphics at all? Shouldn’t devoted 

fans fl ood your business with orders without your having ask for or close 

the sale? This is what I thought the fi rst few years of my marketing career! 

I thought that if I designed the perfect campaign, perfectly targeted at the 

perfect time, the cash register would just ring with new business until 

smoke came out. Wrong! 

Instead, I discovered that it’s absolutely necessary to invite customers 

and fans to do business and make the purchase. To do so, it’s necessary to 

break through the monotony of online surfi ng with an eye-catching, clev-

erly written call to action or graphic. That’s what will capture the viewer’s 

attention. If your business does not make that kind of effective appeal, 

the potential customer will sit back and do nothing right away, perhaps 

opting to take action on much slower timetable than your bank account 

would relish. 
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SO WHAT EXACTLY IS A CALL TO ACTION?
Call to action language and graphics directly ask website visitors, social media 

followers, and blog subscribers to take the next step towards purchasing 

your product or service. Ideally, each page of your website should have a 

minimum of three calls to action, one for each stage in the buyer’s journey. 

Here are fourteen forms of a call to action. 

 Provide a toll free phone number.

 Provide live chat or a click to call link.

 Provide a method to request info via email.

 Provide a newsletter sign-up button.

 Invite the viewer to follow on social media.

 Invite the viewer to subscribe to a blog.

 Invite the viewer to request a tour.

 Make it easy to get a quick price quote.

 Invite the viewer to sign up for a white paper, webinar or down-

loadable brochure.

 Offer a complimentary consultation.

 Make it easy to request a DVD or brochure.

 Invite the viewer to sign up for new listings and product updates.

 Invite the viewer to make an appointment.

 Offer the viewer a free trial.

THE FAN’S JOURNEY—DON’T STOP BELIEVING
A persuasive call to action should be for the fan and about the fan. Does that 

idea sound familiar? In this book all about the fan, it should. 

A persuasive call to action differs from a pushy call to action. The pushy 

call to action is all about the company. Look at us! We’re the greatest! You 

don’t matter! Horrible. A persuasive call to action, however, has its locus of 

control somewhere other than in the self-centered interests of the marketing 
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entity. Instead, the persuasive call to action centers on the interests and 

needs of the potential customer and eventual fan. 

The best way to center your calls to action on the psychology of the 

eventual fans is to offer multiple calls to action that mirror the stages in 

the fan’s journey, more frequently referred to as the buyer’s journey.

The buyer’s journey has been clearly defi ned by the Boston-based 

inbound marketing software developer Hubspot, which says that the buyer’s 

journey is a process buyers go through as they become aware of, evaluate, 

and purchase a new product or service. 

According to Hubspot, the buyer’s journey comprises a three-step process:

1. Awareness Stage: The buyer realizes he or she has a need.

2. Consideration Stage: The buyer defi nes the need and researches 

options.

3. Decision Stage: The buyer chooses a solution.42

For example, a company begins to realize that it needs a new payroll 

service. In the Awareness Stage, the company observes that its payroll staff 

is far too busy to continue the status quo, or that its outsourced provider 

of payroll services is no longer performing to the required standards. The 

company ponders if a change is really warranted given the overall busi-

ness objectives, or if the status quo will suffi ce for the time being.

The company moves from Awareness to the Consideration phase once 

it decides a change is defi nitely needed. It commits to fi nding new solu-

tions. During this phase, the company examines options, perhaps meeting 

with the current payroll vendor to express concerns. During this phase the 

company educates itself on options and costs. The arguments pro and con 

are made and the possible solutions compared to each other.

The fi nal phase of the buyer’s journey is called the Decision Phase. The 

business owner has now determined which direction to pursue. In the payroll 

example, meeting with current vendor provided conclusive information that 
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continuing with the existing arrangement has been ruled out. A decision 

has been made to pursue a new vendor. Options are narrowed down and 

further research is conducted. Interviews are conducted with prospective 

payroll service providers and services; features and pricing compared. 

Other stakeholders within the organization are consulted and their opin-

ions weighed. By the end of this phase, a decision is reached and a new 

payroll service provider is selected.

Let’s break down the list of options for making a call to action according 

to the phases of the buyer’s journey. The objective is to trigger a response 

by providing exactly the right type of information and engagement at the 

right time.

Awareness Stage: The customer thinks I might have a need.

At this stage of the buyer’s journey, he or she is just beginning to entertain the 

idea of making change. The purpose of calls to action designed to address this 

stage of the buyer’s journey is to connect your business with your prospec-

tive fan through an informative yet relaxed and unintrusive conversation. 

Though no sales pitch is made at this point, your company obtains a name 

and contact information with which to continue the dialogue. 

Here are six calls to action best used in the fi rst stage of the buyer’s journey.

 Invite the viewer to subscribe to a monthly email newsletter 

which provides general information about the company and fan 

testimonials.

 Request the viewer to provide an email address to receive product 

information, updates on news and events, and other new listings. 

 Request the site visitor to follow your company on Facebook, 

Twitter, Instagram, Pinterest, or other social media sites. 

 Invite the site visitor to request a DVD or brochure which gives an 

overview of your company’s products and services.
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 Invite the site visitor to subscribe to your company blog.

 Invite the site visitor to sign up to receive a white paper, participate 

in a webinar, or to be sent a downloadable brochure that will help 

defi ne the need and supply guidelines for when to take action.

Consideration Phase: The customer thinks I defi nitely have a need and now I’m 
exploring my options.

Here are eight calls to action best used in the second stage of the buyer’s 

journey.

 Invite the prospective customer to participate in Live Chat or 

Click To Call.

 Provide a Contact Us phone number to a customer service or 

inside sales representative.

 Invite the prospective customer to request info via email or text.

 Offer the prospective customer a complimentary consultation.

 Invite the prospective customer to sign up to receive a whitepaper, 

participate in a webinar, or to be sent a downloadable brochure 

that outlines options and compares the respective features, 

services, and pricing.

 Invite the prospective customer to request a product brochure or 

DVD.

 Offer the prospective customer a complimentary pre-recorded 

demo cd explaining the product or service.

 Provide a My Favorites online account where the customer’s best 

options can be saved, kept for reference, studied, and shared with 

others who may be part of the decision-making process.
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Decision Phase: The customer thinks I’ve narrowed down my options and now 
I’m ready to make a decision.

Here are nine calls to action best used in the third stage of the buyer’s journey.

 Offer the prospective customer a free trial.

 Offer the prospective customer the opportunity to schedule a 

tour.

 Offer the prospective customer an opportunity to schedule an 

appointment.

 Invite the prospective customer to use Live Chat or Click to Call.

 Offer the prospective customer an in-person demonstration of the 

product, or if the demonstration has already taken place, follow 

up with more in-depth information.

 Invite the prospective customer to sign up for a whitepaper, 

participate in a webinar, or to be sent a downloadable brochure 

that explains what happens after purchase.

 Offer to provide the prospective customer with a quick price quote.

 Offer the prospective customer a discount, coupon or free offer 

with purchase.

 Share with the prospective customer case studies demonstrating 

the success others have had with the product or service.

Of course, most call to action techniques can be used in any phase of 

the process, depending on the wording you use. Pay close attention to 

what the potential customer says. He or she will give you obvious clues to 

which of the three stages he or she is in at any given moment. It’s your job 

to listen and respond with one of the calls to action linked to customer’s 

current stage in the buyer’s journey.
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YOUR ONLINE CONCIERGE IS STANDING BY
Just as a Concierge in the hospitality industry is a company employee ready 

to graciously serve guests at any hour, an Online Concierge is a person 

dedicated to tending a website and providing immediate responses to 

website inquiries. Such inquiries may arrive via email, social media instant 

message, phone, live chat, text, or click to call. The Online Concierge watches 

all portals and is literally standing by to respond with lightning speed. The 

best-known examples of this process are the Internet Sales Representatives 

found on the websites of most car dealerships and the Online Sales 

Counselors found on the websites of most real estate companies and home 

builders. I’ve seen massive increases in leads and sales when brands install 

Online Concierges on their websites. This tactic won’t work for every business 

model exactly as I am describing it, but the overall concept will. Take this 

idea as presented and then tweak it to make it work for you.

Many years ago I had the pleasure of creating the fi rst Online Sales 

Counselor program in the new home construction industry. At that time, 

the client and I had no idea if a person hired for this position would even 

have enough work to merit the creation of the position. What we did know 

was that many online requests for information went unattended. The real 

estate agents assigned to respond to them were simply too busy to take 

over the task, consumed as they were with walk-in traffi c in model homes. 

To address this bottleneck, the client and I came up with the concept of 

the Online Counselor. Ultimately, the concept matured into a smashing 

success, and soon home builders across the country were replicating the 

program. Still today, most home builders who implement an Online Sales 

Counselor program can expect to derive up 40% of total sales simply from 

internet leads. That’s a breathtaking supply of potential sales from just one 

source! That’s why you need to know about the Online Concierge, which is 

essentially the same thing as the Online Sales Counselor. 
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WHY DOES AN ONLINE CONCIERGE PROGRAM WORK?

 The Online Concierge system provides a fast response. In the 

digital world you cannot be too fast. You can only be too slow. 

When a prospective customer is in the throes of the buyer’s journey, 

he or she wants to connect immediately. Big brands like Amazon 

have trained us to expect order shipments the same day we order 

them, so expectations for fast response are very high. Having a 

person who does nothing but engage with online prospects in a 

timely fashion will literally quadruple online conversions. 

 The Online Concierge personalizes the shopping experience. 

An Online Concierge adds a friendly face to your website presence. 

Website surfers are much more likely to move from the Awareness 

to the Consideration phase if there’s a specifi c person with whom 

they can talk about products and services. This same personaliza-

tion factor is why real estate agents place their headshot photos 

on business cards. Doing so personalizes the card. The photo puts 

a face to the name and creates an instant bond. It also helps with 

recall and memory. Customers remember faces much more readily 

than names. Let that principle go to work for you with a promi-

nently placed photo of your own friendly Online Concierge.

 The Online Concierge provides continuous follow-up. Does 

your company have an ongoing follow-up program for Internet 

leads that go cold after a fi rst response? Or, does your company 

bleakly move on and assume the non-responsive potential 

customer wasn’t really interested in the fi rst place? By contrast, 

does your company put cold leads into a Customer Relationship 

Management (CRM) program and start a long-term follow up 

program until a response is generated? Your company should in 
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fact be engaged with retaining the interest of potential customers. 

This is one of the tasks your Online Concierge should manage. 

In between fi elding new inquiries, an Online Concierge mines 

the CRM for cold leads and follows up according to the potential 

customer’s communication preferences. Highly personalized and 

not the same as sending out blast email campaigns to the entire 

database, this type of follow-up is based on customized messages 

structured according to the wants and needs of the potential 

customer. Personalized follow-up of this type requires atten-

tion to detail and a true desire to reach out and assist potential 

customers, even after they’ve gone radio silent.

If most of your online leads do not convert into sales, I promise the issue 

is three-fold: 1) response time is too slow, 2) responses are not personal-

ized, and 3) responses are not consistent with the phases in the buyer’s 

journey. If you’re a solopreneur, you might be thinking you would love 

to have an Online Concierge, but because you’re the only person in the 

offi ce, it just isn’t possible right now. So guess what? The Online Concierge 

is you! Create graphics and website copy that says Have Questions? Ask Me! 

Use your headshot and market the fact that prospective fans get to talk to 

the big cheese directly.
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The Ball Is In Your Court—Practice Drill #19

Map out your potential fan’s buying journey. What will he or she want to know 
at each point in the decision-making process? List the actions he or she will 
take, the questions likely to be asked during each phase, and the customers’ 
preferred communication channel. Now review the options for calls to action 
presented in this strategy, as well as new ideas you may have, and determine 
which options are right for your business. Select three calls to action for each 
web page and implement them immediately. 
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Pass the Baton

The Marriage of Online and Offl ine Experiences

Many years ago, my husband and I celebrated our eighth wedding 

anniversary in the Caribbean wonderland of Grand Cayman Island. Back 

then, internet marketing was just developing and it was still a novelty to 

book a hotel reservation online and receive an email confi rmation. But that 

didn’t hold me back. I booked us a trip to Cayman’s magnifi cent Grand 

Hyatt (which has since been sold to a new owner). The Hyatt was then 

located in the hypnotically beautiful and famously upmarket Seven Mile 

Beach, known for its stunning pristine beaches and high-class amenities. 

Even back then, the Hyatt was on top of its marketing game. I still 

remember booking our reservations. Right after booking, I suddenly I got 

back an email confi rmation. At the bottom, there was a link that read click 

here for fun. What did I do? Of course, I clicked for fun!
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The link took me to a landing page offering a number of activities and 

amenities available during the stay that could be pre-reserved online. 

Strawberries and champagne waiting in your room upon arrival to cele-

brate your special occasion? Click! Couples massage for two in the open-

air beach cabana? Click! Oceanfront candlelight dinner for two at sunset 

with lobster fi fteen ways? Click! 

Since making online reservations was fairly new at that time, I wondered 

to myself if these activities would happen seamlessly or if I would need to 

rebook them all with the concierge once we arrived.

When my husband and I arrived at the impressive but welcoming Hyatt 

front desk, the clerk greeted us with a huge smile and offered us a fruity 

adult beverage as she proclaimed, Mrs. Oliver, we’ve been expecting you! She 

went on to confi rm all of my reservations and winked to let me know the 

strawberries and champagne were already waiting in the room. A bit puzzled 

at all the commotion, my husband turned to me. By way of explanation, I 

simply said, I clicked for fun. True, I did, but the Hyatt staffer followed through.

It was the desk clerk’s greeting and attention to detail that made me 

feel like a VIP. Her FANtastic Marketing skills made me feel as if I were the 

most important person in the world to her. In that moment I understood 

the importance of marrying the online and offl ine experiences. 

FANtastic Marketing does not stop at the point a fan 
learns about your product or service.

FANtastic Marketing continues through the buying journey and beyond 

as the customer experiences your product or service. How well does your 

company pass the baton from online to offl ine?
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ONE-SIDED WOW IS SUDDEN DEATH
It is not enough to WOW your fans online and then drop the ball offl ine. 

For example, think about the negative impact made when a customer orders 

a product online only to receive the wrong size or item, wait longer than 

expected for arrival of the shipment, or fi nd that the item ordered bears 

little or no resemblance to the impressive product photo on the company’s 

website. In this case, the WOW was only alive in the online environment. 

The baton, so to speak, was not passed to the offl ine version.

The reverse is also true. Think about the positive impact made when the 

customer is pleasantly surprised by a gratifying offl ine experience with a 

company the online presence of whom leaves much to be desired. Think 

about the times a potential customer nearly eliminated a company from 

consideration due to a meager web presence, yet ended up giving the 

company a chance, only to be impressed with product quality and service. 

And, think about the times a customer did not give a company a second 

chance because email inquiries or voice messages were never answered. 

Whether it results from poor web presence yet good service, or good 

web presence yet poor service, one-sided WOW is not enough to leverage 

the fan factor, build a blockbuster brand, win new customers, and wipe out 

the competition. One-sided WOW will never engage your fans to the point 

that they circulate the word and effectively take over your marketing 

effort for you.

The Ball Is In Your Court—Practice Drill #20

Revisit the buyer’s journey mapped out in Strategy #6. Identify which phases 
happen online, offl ine, or both. Now look at the online phases and the offl ine 
phases and create a list of opportunities to WOW the prospective customer. 
Look for small, simple actions you can take to make the customer’s experi-
ence as smooth and gratifying as possible.
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TIP #1—GREET FANS WITH GUSTO 
One of the easiest ways to pass the baton from online to offl ine is to make 

sure the greeting and fi rst offl ine impression made scores a WOW. Let’s 

pretend for a moment you’re buying a new car. Of course you do a great 

deal of online research and begin conversing with the dealership’s Internet 

Sales Representative. That person is responsive and friendly and sets an 

appointment for you to visit in person the next day for a test drive. You 

walk into the dealership and no one greets you or worse yet they greet 

you like you are walking in for the fi rst time without an appointment. 

The Internet Sales Representative is with another customer and you are 

forced to start from the beginning with a new salesperson. Not good! 

This would be very frustrating and many people would just leave and not 

bother to start over.

But it doesn’t have to happen like this. Instead, what if the Internet 

Sales Representative made the fl oor sales team aware that he or she was 

expecting you, so that when you introduce yourself to the greeter, that 

person knows immediately why you’re there? What if there was a sign, 

either paper or digital, greeting you upon arrival? It might read Welcome, 

Mrs. Oliver. The sign would again let you know you were expected and 

that the sales team is excited to have you visit the dealership. The vehicle 

under consideration might be already pulled around front and waiting 

on you. And if the Internet Sales Representative is on the phone at that 

moment, another salesperson could already have been briefed on your 

wants and needs, so he or she can seamlessly take over, starting with the 

promised test drive.

Passing the baton means that both the online customer service repre-

sentatives and the inside sales representatives should communicate with 

the offl ine sales representatives. To pass the baton means that once the 

transaction moves from the online to the offl ine environment, all company 

staffers should already be informed of the previous conversations. If your 
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company makes sure it passes the baton in this way, potential customers 

will be transformed into fans on the spot. 

TIP #2—SAY HELLO FROM THE OTHER SIDE
What if the set-up of your business does not entail a person-to-person 

interaction in an offl ine setting like a car dealership, model home, or 

retail store does? Let’s say your business is strictly internet based; fans 

order a product online which is delivered in the mail. Have you considered 

there is still an online to offl ine buying journey? The sale doesn’t stop the 

moment the customer clicks submit order. Remember what we discussed 

in Strategy #5? The fan’s experience with your brand is the next fan’s Zero 

Moment of Truth. Take a hard look at your fulfi llment processes and make 

sure that you are passing the baton effectively, and in so doing, creating a 

wow experience from online to offl ine. 

Many factors make up the offl ine experience, including the following: 

 the state of the item when it arrives. Is it in good condition or was 

it damaged by the delivery process?

 the quality of the item. Does it match the product description and 

photos?

 the accuracy of the item ordered. Is it what the person expected?

 the delivery time. Was it delivered in the time promised?

 the packaging of the item. Is the quality, look and feel of the 

packaging in line with brand?

One of my favorite examples of a small WOW that passes the baton 

from online to offl ine is the Birchbox mailing label. Birchbox is an online 

beauty subscription service. Members receive a monthly Birchbox with 

fi ve beauty samples based on their online personal profi le. The cost is $10 per 

month. Members can order full size versions of the samples or other desired 

beauty products from the Birchbox website and app. I love receiving my 
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Birchbox every month. It’s so fun to see what items I will receive. But 

before I tear into the box, I always read the mailing label, because that’s 

where they get me. Instead of a standard name and address, Birchbox 

adds a description before my name. One month the Birchbox mailing 

label read, Ship To: The Dynamic Meredith Oliver. The next month it said, 

Ship To: The Courageous Meredith Oliver. The Birchbox attention to detail 

makes me smile every time. I can barely wait to see how they will address 

me next month.

I’ll give you one more example of how a company wowed me with 

the packaging. I recently ordered a Loopy mobile phone case. I fi rst saw 

Loopy on Facebook via a sponsored post and was curious, so I ordered 

one. The Loopy phone case has a rubber loop on the back that allows 

you to slide one fi nger in and hold the phone securely with one hand. 

It prevents drops and slips, especially for people whose hands are small 

compared to the larger sizes of today’s mobile phones. The cases and rubber 

loops come in a variety of colors. You can personalize the color combina-

tion and change it around as often as you like.

The WOW started from the moment I placed the order. I was excited 

to try the product, so I commented on the sponsored Facebook post, I’m 

in! Rose gold just ordered. Almost immediately, I received a response from 

Loopy which said, Excited for you to experience Loopy!! Several appropriate 

emoticons rounded out the message. Nice.

The phone case arrived faster than I expected, and before I even opened 

the package I was already smiling, because someone at Loopy wrote in 

highlighter marker on the outside of package Stay Loopy with the word 

Loopy written so that it was a face with eyes. Cute.

As soon as I opened the package, I was pleased to discover that the case 

matched what I thought I had ordered and met my expectations based on 

the online description. In addition to the mobile phone case, there was a 

nice fabric drawstring pouch and several inserts. One of the inserts told 

the story of how the company was founded. What made the insert special 
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was that all three of the founding brothers had personally signed it at the 

bottom. The signatures were not pre-printed. I could easily see that the 

types of pens and ink colors used all differed, so it was clear to me that 

each founder has individually autographed the insert. On top of that, the 

packing slip had a simple handwritten note that said, Thanks Meredith! with 

a smiley face. There also was a nicely designed postcard that explained how 

to install a phone into the case, together with a link to instructional videos 

and a friends and family discount. Well played, Loopy! Well played.

All of those unexpected moments of WOW are perfect examples of 

how to marry the online and offl ine experience.
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Drop Back and Punt

Analyze, Measure, and Reboot with Analytics

Quarterbacks elect to drop back and punt when progress toward the 

goal hasn’t been enough. It’s a strategy designed to cut losses and set up 

the opportunity for another press forward at the next ball possession. 

Internet marketers sometimes must use more or less the same strategy. 

When progress hasn’t been what it should, FANtastic Marketers are willing 

to drop back and punt to answer these questions:

1. What is the cost per lead generated?

2. What is the cost of obtaining a new customer?

3. What is the average timeframe to convert a lead into a sale?

4. What percentage of our leads convert into sales?

5. What marketing source drives the most traffi c leads and sales to 

our website?



1 4 6

C H A R G E  T H E  B A C K  N I N E 

6. What marketing source drives the most traffi c, leads and sales to 

our retail or offi ce location?

All of these questions can be answered with proper reporting. I recom-

mend you review the following reports on a monthly or other basis, 

depending on what traffi c drivers you’re using in your Wagon Wheel of 

Marketing strategy.

 Google Analytics Reports

 Social Media Reports

 Email Marketing Reports

The Ball Is In Your Court—Practice Drill #21

Contact your webmaster and fi nd out what reports are currently available to 
you. Have them handy as you review this section. If I mention a report that is 
not available now, request it to be set up.

GOOGLE ANALYTICS
Similar to an electrocardiogram for your website, Google Analytics is a 

monitoring service for website activity offered free by Google. A comple tely 

web-based service, Google Analytics allows you to log in around the clock 

and every day of the year to review your reports. If you don’t currently have 

Google Analytics, make sure your webmaster sets up an account under 

your Google account email address. This way if you ever part ways with 

your webmaster, your website data will remain accessible. You can always 

grant others admin or view access to the data and revoke it as necessary. 



1 4 7

S e c r e t  # 9 :  D r o p  B a c k  a n d  P u n t 

The good news is that with Google Analytics, you can schedule an email 

report to be delivered automatically on a frequency of your choosing. If 

you are new to reviewing Google Analytics, it would be worth spending 

the money to hold a consultation with an experienced digital marketer to 

help you interpret the numbers and set a performance baseline for your 

website. Also, don’t jump to any conclusions about your numbers until 

you’ve gathered at least six months of data and established a baseline for 

your site. 

What can you learn from Google Analytics? So much! I couldn’t possibly 

list all of the possible intelligence you can gather. Here is a list of some of 

the most helpful stats.

 Traffi c sources. What websites and other traffi c sources are 

sending traffi c to your site?

 Visitor traffi c. How many visitors come to your site and what 

percentage are fi rst time visitors versus returning visitors?

 Popular pages. What pages are visited most often on your site?

 Session length. How long does the average visitor stay on your site?

 Bounce rate. How many visitors only look at one page and leave 

your site?

 Enter and exit pages. On what pages do most site visitors enter 

and exit the site?

 Location. From what country, state, and city locations do your 

web visitors hail?

 Goal conversions. How many viewers completed a call to action 

form on your site? From what traffi c source did these conversions 

originate? 

 Mobile usage. Of the visitors to your site, what percentage used 

respectively a desktop, a mobile phone, or tablet? 
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If you are new to reviewing Google Analytics, I recommend you set up 

the following reports to be delivered via email on a monthly basis. Here 

are the selection sequences.

1. Audience>Overview. This report gives you an excellent big 

picture view of the health of your website. It measures the 

number of sessions, visitors, page views, average number of pages 

viewed per session, average session duration, bounce rate and 

percentage of new sessions.

2. Acquisition>All Traffi c>Source Medium. This report tells you 

where your website traffi c is coming from. 

3. Behavior>Site Content>All Pages. This report provides traffi c 

metrics on each page of your site. Learn what pages receive the 

most views, how long people stay on each page, the bounce rate 

per page, and the exit rate per page. 

4. Conversions>Goals>Overview. A conversion occurs when an 

activity is completed from your call to action list, such as an 

email sign-up or the submission of a request for information. This 

report tells you how many conversions your site has received, and 

even more importantly, it tells you what traffi c source generated 

those conversions. Please note this report requires additional 

set-up. It does not automatically start tracking your conversions.
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If you are experienced with Google Analytics, review the fi rst four reports 

listed above, but also add the following to your list.

1. Audience>Demographics>Overview. This report tells you more 

about your website visitors such as age, gender, and interest 

categories. However, like #4 above, it also requires you to enable 

this functionality within your Google Analytics account. 

2. Audience>Geo>Location. This report will tell you where your 

website visitors are located by country, state, or city.

3. Audience>Mobile>Overview. This report reveals what devices 

your visitors are using to access your site, whether a desktop, a 

mobile device, or a tablet.

4. Acquisition>Social>Overview. Designed to help you assess the 

effi cacy of your social media sites, this report shows the number 

of sessions, conversions, and level of engagement generated by 

specifi c social media.

5. Acquisition>Campaigns>All Campaigns. This report will 

give you an overview of your traffi c mix and which campaign is 

performing best.

6. Behavior>In-Page Analytics. This report shows you visually how 

visitors interact with your site, where they click and where they 

don’t. Fascinating! In-Page Analytics shows your website with 

click data superimposed on the image.

If your eyes are crossed at this point and you have no idea where to 

begin, email this list of reports to your webmaster and ask him or her to 
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set up the automated reports on your behalf. I love Google Analytics and 

I cannot stress enough how important it is for you to review the reports 

regularly. And if you must prioritize which reports to review from this 

section, the Google Analytics are the most important.

SOCIAL MEDIA REPORTS
What is the value of a like? Social media strategists frequently argue and 

speculate on the answer to this question. Some even place a dollar fi gure 

on it. The truth is the value of a like is vastly different from business to busi-

ness. The value of a new like on a celebrity’s Facebook page is completely 

different than a new like on the web page of a small business. Not only does 

the value of a like differ in these two contexts, but also does the desired 

content from the point of view of the fan. This is why the valuation of likes 

on any given page is a debatable matter. Even so, the receipt of likes has 

become a basic measure of fan response, sometimes driving the number 

and nature of posts made by the page owner. How often to post and what 

to post is contingent upon the type of page and the audience it reaches. 

Monitoring social media reports is an excellent way to measure the effec-

tiveness of your social media pages and to gather valuable feedback on 

what your fans want. 

There are many options for obtaining social media reports. For example, 

to manage your social media pages, you might use a social media dash-

board such as Hootsuite, Sprout Social, or Meet Edgar. Dashboard products 

like these typically provide reports for you to study. My favorite reports 

come from Sprout Social. These reports provide an excellent overview of 

the key statistic per site, for no additional charge. Another nice touch about 

the Sprout Social reports is that they can even be customized to display 

your company logo. 

If you would like more in-depth data on your brand’s Facebook page, 

then I highly recommend you routinely review Facebook Insights Report. 

This report is available to administrators of your brand Facebook page. 
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Facebook frequently changes the layout of brand Facebook pages, but at 

the time of writing, this report can be found via the navigation directly 

above your cover image. Simply click on the Insights Report text link. 

From the Facebook Insights Report, much can be learned. Here is a list 

of the stats I consider to be the most important. 

 Overview. If you have very limited time, review this report. It 

gives you a high-level summary of the activity on your page in the 

last seven days, including actions on page, page views, page likes, 

reach, post engagements, fi ve most recent posts, competitor pages 

to watch, and suggested pages to watch.

 Likes. This report shows you the total number of likes for your 

page. This report also tracks the number of likes and unlikes in 

chronological order. If you see a spike of unlikes, look back at 

what you posted on that day and how often you posted to deter-

mine what may be turning off your fans.

 Reach. This report shows you the total number of viewers who 

were served an activity from your page including your posts, 

other posts to your page, check-ins, and mentions. 

 Posts. This is my favorite report. It taught me how to personalize 

social media content to win with the fans! This report shows you 

a chronological list of your recent posts and gives the reach and 

engagement numbers per post. If you study this report consis-

tently for the next few months, a trend will emerge on what type 

of content your fans prefer. You will also start to notice what times 

of day are optimal for posting your content.
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 People. Who are your fans? You can answer this question by 

reviewing the People report. This report reveals the demographics 

of your fans, including gender, language, and location.

How do you interpret the Facebook data? As with website analytics, 

gather at least six months of data before drawing any conclusions. Then 

look for patterns.

 What type of post garners the most likes, comments, or shares 

from your audience?

 Is there a frequency threshold that keeps your audience engaged, 

but doesn’t result in unlikes?

 Are the demographics or location trends useful to your offl ine 

marketing strategies?

You may have more questions than answers the fi rst few times you review 

the Facebook Insights report. The answers will become evident in time if 

you consistently review the reports and apply common sense. If you still 

feel unsure of what your fans want, ask them! Use focus groups, surveys, 

and polls to obtain feedback from your fans. To elicit the most feedback 

possible, offer a benefi t or incentive for participation. It’s good to check 

in with your fans regularly to see if you are meeting their needs. However, 

don’t ask too often. Your fans don’t mind giving you feedback, but they 

also feel you should know what motivates them to engage. Since fans 

strongly identify with you and your brand, they expect you to do the 

same for them. Asking too many redundant or obvious questions about 

what they want to see on your Facebook page will turn them off.
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EMAIL MARKETING REPORTS
If you send email campaigns on a frequent basis, be sure to review the email 

campaign reports so you can tweak subsequent campaigns for maximum 

impact. Before drawing any conclusions on the performance of your 

campaigns, fi rst research reasonable email marketing benchmarks for your 

industry. MailChimp.com has an excellent library of resources, including 

benchmark studies by industry and business size. These reports give you 

an indication if the success of your company’s email campaigns is average, 

above average, or below average within your industry or business size.

Key stats to review:

 Open Rate. This is the number of recipients who actually opened 

the email. Some email marketing programs also report on the 

Unique Open Rate, which is the number of specifi c individuals 

who opened the campaign. This number eliminates duplicates 

and gives you a more realistic picture of how many recipients 

actually opened the campaign email.

 Opens/Clicks by Subscriber. One of my favorite email marketing 

reports is the open by subscriber and the click by subscriber reports. 

This is invaluable information because you can learn which fans 

by name open your emails the most frequently and which ones by 

name click on the links and go to your website, social media page 

or blog. If it t feels wrong to have this much data on someone, 

remember that as long as your email list is 100% opt-in, then it is 

absolutely ethical.

 Bounce Rate. This is the number of recipients who did not 

receive the email. Sometimes mail servers send the email back 

with a message that it could not be delivered. There are two types 
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of bounces: soft and hard. Soft bounces occur when a mail server 

temporarily cannot deliver an email because the recipient’s email 

inbox is full or the server is down. A hard bounce occurs when 

the mail server permanently cannot deliver the email because the 

email address no longer exists or is not valid.

 Click Through Rate. This is the ratio of clicks to the number of 

recipients. Clicks are generated when a recipient clicks on a link 

in the email and visits your website, blog, or social media site.

 Spam Complaints. This is the number of recipients who reported 

your email as spam to their email service provider.

 Unsubscribe. This is the number of recipients who asked to be 

removed from your email list. 

Generally speaking, it’s to your advantage to have a larger open rate and 

a smaller bounce rate. An email list with a low open rate indicates your 

content is either not relevant to the target audience, the email subject line 

sounds like spam, or you are sending email too frequently.

A high bounce rate is usually a sign of an old, stale email list. Email service 

providers tend to mark campaigns with high bounce rates as spam and 

cause the email to go into the recipient’s spam or junk folder. Monitor your 

bounce rate and clean hard bounces out of your system on a regular basis. 

MailChimp recommends you keep soft bounces in your account, but 

after fi ve soft bounces, even these should be removed. 

You should also strive for a large click-through rate. A high click-through 

rate means the content is interesting and the recipient wants to know more 

about the topic or your organization. The more links in your email, the 

higher the click-through rate, since you offer more opportunities to click. 

Be sure to include links to all of your online marketing, including your 
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blog and social media profi les. Email is the most effective way to drive 

traffi c and cross-promote your website, blog, and social media profi les.

The number of complaints and unsubscribes should ideally be very low. 

Most providers of email marketing programs do not allow more than one or 

two abuse complaints per campaign. If your company gets a large number 

of complaints and unsubscribes, the provider will shut down your account 

until you prove that the list is permission-based and that you have taken 

steps to clean it up. If your list is permission-based, it is possible that any 

abuse complaints are an error. Perhaps the recipient does not remember 

opting in to receive the email or doesn’t recognize the sender’s name. To 

prevent false reports, make sure your e mail subject line clearly states what 

the e mail is about and that the from line on the e mail clearly states the 

sender’s name. Spam complaints typically come from free email accounts 

such as Hotmail, Yahoo Mail and Gmail, since all these have prominent 

spam complaint buttons on the inbox dashboard. Microsoft Outlook users 

must take more steps to report an email as spam. 

A high unsubscribe rate indicates you are sending email too frequently; 

the content is not interesting and/or not relevant to your audience. Don’t 

worry if you have an occasional poor response to an email campaign. 

As long as the trend doesn’t continue, it won’t have a long-term effect. 

However, if you don’t monitor your results and several campaigns perform 

poorly, you could be blacklisted by email service providers, damaging 

your ability to deliver email to your customers and clients.

Just like referees keep track of the score during a football, basketball or 

soccer game, you must keep score of your FANtastic Marketing efforts. I 

encourage you to make time to evaluate your marketing efforts on a routine 

basis, and when necessary, drop back and punt. Don’t make changes just 

for the sake of making changes; use objective data to evaluate and tweak. 
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Take the Gloves Off

Be a SuperFan of Your Fans

No marketing strategy is more important than this one: the greatest 

FANtastic Marketing strategy of all is to be a #SuperFan of your fans! 

At the end of the day, your fans want you to take the off those it’s just 

business gloves and show you personally care. Remember StitchFix from 

earlier in the discussion? Well, this is just what StitchFix fi gured out. I am 

fairly certain my StitchFix stylist is my new BFF because the notes included 

in my monthly fi x are so friendly, enthusiastic, and totally personalized that 

I’m convinced we could be besties forever. The truth is I’ve never met her. 

To be exact, I’ve never actually spoken to her using any communication 

method whatsoever. But I know she likes me and wants the best for me. 

At least, that’s how the notes included in my fi x each month make me feel. 

The opposite takes place all too often. Have you ever had an opportunity 

to meet a celebrity you admired, only to discover the private persona did 
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not match the public persona? Whether it was a sports fi gure, entertainer, 

or political candidate, perhaps your one-time idol in person proved not to 

be the ideal individual, but rather too brusque, disinterested, or distracted 

to pay you much mind. It’s such a let-down when that happens. If you’ve 

been through this experience, you may fi nd it diffi cult to be generous 

with your devotion, time, and money to others in the future.

It may be sad but true that the early twenty-fi rst century is an era of 

distrust. Banks that were too big to fail collapsed in a heap, taking millions 

with them. Trusted religious leaders violated basic ethics with unspeakable 

acts against children. Air bags known to be faulty were installed in new 

vehicles anyway. And, to complicate matters, the general public is now an 

army of amateur photo journalists ready to capture the very moment a public 

fi gure, brand, community leader, or average Joe steps out of line.

However, instead of lamenting the woeful ways of the world, I view the 

widespread crisis in public trust as the marketer’s opportunity. It’s a chance 

to address your fans on the one issue of greatest importance in their minds: 

integrity. If you can demonstrate to your fans that you know them and they 

know you, and that you genuinely have their best interests at heart, you 

can distinguish yourself and your company from the surrounding crowd 

of disappointments.

Earning and keeping fantrust through practicing integrity is the key to 

success. The moment you or your company breaks fantrust with a message 

or action incongruent with the brand image portrayed, it’s game over. Ask 

Lance Armstrong. Ask BP (British Petroleum Oil and Gas). Ask Anthony 

Weiner. These three examples demonstrate the lasting impact when brand 

and action are not aligned.
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SHINE BRIGHT LIKE A DIAMOND 
A couple of years ago I became a fan of Kendra Scott Jewelry after noticing 

a pair of distinctive earrings worn by a client based in Austin, TX. Upon 

further research, I learned that the founder of the Kendra Scott jewelry 

line was also from Austin. As it turned out, I discovered that Kendra Scott 

had courageously started her own company in 2002 as a new mother 

with a mere $500 in the bank. Right away, I was nabbed by the spunk of 

Kendra Scott, but I still hadn’t purchased a piece of her jewelry. 

Even so, I started pinning samples of her jewelry onto my Pinterest 

Jewelry Board and fantasizing about which pieces I would love to receive 

as a gift. I might have even coyly sent a couple of emails to my husband 

containing links to suggestions for future gifts. 

I happened to mention by burgeoning obsession with Kendra Scott 

Jewelry to a girlfriend in my hometown of Raleigh, NC. Gleefully, my gal 

pal informed me that in fact there was a Kendra Scott store at my local 

mall. What!! How did I not know this?

Of course I made a beeline for the store. You can only imagine how high 

my expectations were. I walked in the door to a beautifully merchandised 

store and was immediately greeted with Welcome! Everything in the store 

is meant to be tried on. Don’t be shy. We want you to explore everything on 

display. Nothing is off limits. 

WOW!!!! What an amazing example of how to pass the baton from 

online to offl ine. You see, I was already a fan even though I hadn’t bought 

a single piece of jewelry. I went to my local Kendra Scott store predis-

posed by my online research to buy. Think of how disappointed I would 

have been if the offl ine shopping experience had been sub-par. What if the 

sales associate had ignored me, busy on his or her mobile phone, talking 

or texting friends? What if all the jewelry had been locked down and 

nothing was available to touch and try?

Instead, the FANtastic greeting was followed up with FANtastic service. 

A salesperson made herself available to me and was incredibly patient 
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while I tried on a boatload of jewelry. The sales associate explained how 

to use a large touchscreen design tool called The Color Bar, which allows 

the customer to customize any jewelry piece using any stone. Then the 

expert sales associate guided me through the whole process of design and 

selection until we had just the very thing, and I was completely satisfi ed.

While it is true that my satisfaction stemmed primarily from the 

beautiful piece of jewelry I eventually purchased, my sense of customer 

satisfaction was also bolstered by the high-quality shopping experience. I 

felt that my business and loyalty mattered, and that I was appreciated. In 

fact (and this is the clincher), I felt like Kendra Scott Jewelry was a fan of 

Meredith Oliver! I’ve bought many more pieces of jewelry since then and 

have told this story to countless audiences. It’s fair to say I’m a Kendra 

Scott #SuperFan.

CRACK THE #SUPERFAN CODE
How do you communicate your love for your fans? As I’ve previously said, 

the number one way you communicate your high regard for your fans is 

through the quality of the shopping and buying experience you provide. 

No amount of FANtastic Marketing can overcome a bad experience in 

shopping and buying. Period. The end.

However, in addition to ensuring positive customer experience, there 

are other efforts you can make in your marketing approach to communicate 

love and affection for your fans. I discussed a few of these opportunities in 

previous chapters, where I mentioned the strategy of making your fans the 

heroes of your content and giving your fans shout-outs on social media. 

Here are few additional principles to help you.

 Use a friendly tone. Remember that in the digital age, even the 

customers who haven’t bought from you yet are already fans. Use 

a friendly tone in your marketing copy. Assume some level of 
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relationship even with fans who haven’t purchased yet. This may 

feel awkward at fi rst but will get easier with practice.

 Use appropriate language. I cannot overstate the importance of 

developing a conversational, personalized, and customized style 

of written communication. Make sure you and your fans are both 

fi guratively and literally speaking the same language. 

 Reward loyalty. Give your most precious fans a break now and 

then. Exclusive content, discounts, and events offered exclusively 

for fans are excellent ways to reward loyalty. And when your 

#superfans mess up and need your assistance, don’t exacerbate 

the situation with bureaucratic policies that rub salt in the wound. 

Reward loyalty with loyalty and occasionally break your rules to 

accommodate diffi cult situations.

 Ask for feedback. Use your marketing to ask for feedback and 

show your fans that communication with your brand is a two-way 

street. If you want your fans to know you care, ask for their 

opinions and honor feedback, no matter how brutal.

 Keep it congruent. Marketing campaigns must be in alignment 

with brand image and with the interests of your fan base. Sure a 

wet t-shirt contest might seem like a good idea to create buzz and 

excitement for your new product launch, but if your target fan 

base is composed of professional working moms, it might be a bit 

of a disconnect. Just remember #SMH stands for Shaking My Head, 

which is the last thing you want to see posted about your latest 

campaign. It’s not a compliment.
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I’M YOUR #SUPERFAN
If you’ve read this far, I applaud you! Do you know how many people buy 

books and never read them? It’s too big a fi gure to name. I appreciate so 

much the time and money you invested to read this book. 

The writing of books is a labor of love. Sometimes an author gets lucky 

and makes Oprah’s Best Sellers List, but for the most part, authors write books 

because they’re committed to the message and want to see that message 

represented in the marketplace.

The fact of the matter is I am your fan. I feel I was placed on this planet 

to help others be successful. It is my mission and I take it very seriously. 

This book is my love letter to you and your business. It is meant to inspire 

you, educate you, and motivate you. It is meant to equip you with the 

essential knowledge necessary to turn your Okay Marketing into FANtastic 

Marketing.

I know you can and will make that transformation from acceptable 

to fantastic marketing. When you do, I hope you’ll drop me a line at 

meredith@creatingwow.com, tweet me @MeredithCSP, or message me 

on Facebook at Meredith Miller Oliver, and let me know all about your 

success. Further, I hope we soon have the opportunity to meet in-person, 

and when we do, I plan to give you the distinct impression that above all 

else, I am your #SuperFan, because the truth is, I am.



P A R T  V

HOME FIELD 
ADVANTAGE

There’s no place like home fi eld advantage.
Anonymous
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Quick View Summary of 
the Practice Drills

In this section, you’ll fi nd two helpful resources.

1. Summary of all the drills and exercises mentioned throughout this 

book, listed here for your convenience.

2. New tips on terrifi c tools to make the internet marketer’s day fun 

and productive.

First up are the practice drills. I seriously recommend that you take 

time to do these exercises (or assign someone else to do them if necessary). 

FANtastic Marketing happens only when you apply the strategies in this 

book. Reading and learning about the strategies I’ve explained is not enough! 

They must be put into action if you want to see results. 
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PRACTICE DRILL #1
Consumers know when a brand connects and when it misses the mark. The 

next time you fi nd yourself scratching your head at a television commercial 

that doesn’t make sense to you, think about why not. Was it the graphics, 

use of or lack of humor, the actors, or the message? Regardless of what aspect 

missed the mark, I guarantee the reason it didn’t appeal to you was it failed 

to make an emotional connection. Start paying attention to the marketing 

campaigns that are, as today’s hashtag language calls them, #epicwins and 

#epicfails for you personally. Take the time to determine why a piece of 

marketing fails to engage you and you will learn what does work.

PRACTICE DRILL #2
Next time you get a jolt of I can do that from watching a TV commercial or 

viewing a sponsored Facebook ad or video, stop and take note. Identify 

a brand that makes you feel good about yourself. Analyze what about the 

brand gives you confi dence and how the marketing conveys that empow-

ering, aspirational message to potential customers.

PRACTICE DRILL #3
Identify what you like to do to escape. Is it reading a good book, binge 

watching television, or exercising? How do you feel when you escape? Write 

those feelings down and pay attention when a product or service taps into 

those same feelings.

PRACTICE DRILL #4
Next time you feel stuck in a rut or creatively blocked, try creating your 

own state change. Take a quick time out and watch a funny cat video on 

YouTube or go for a brisk walk outside. Do jumping jacks or crank up the 

music in your car. How do you feel afterwards? What happens when you 

try to go back to work?
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PRACTICE DRILL #5
Make a list of the groups you belong to (both virtual and physical). What 

do you like about being a part of the group? What are the benefi ts to you 

mentally, emotionally, and physically? How would you feel if you could 

no longer be part of the group?

PRACTICE DRILL #6
Identify a product or brand that does not appeal to you. You get bonus 

points if this brand merchandises something that you frankly think is a 

waste of time or money—something you would never buy or be interested 

in. Set your judgment of its worth or value aside. Analyze the fan base for 

the product. Create a demographic and psychographic profi le of that fan. 

Now analyze the messaging of the product and rate its marketing on a 

scale of 1—10 designed to reveal how well it engages the fans.

PRACTICE DRILL #7
Conduct a deep dive into your website’s analytic reports. If you don’t know 

how to interpret them, hire an expert to help you. Become familiar with 

your performance numbers. Set up automated reporting so that you receive 

the reports at least once a month. Take the time to review your reports, 

or delegate this task to someone one your team. Be sure your reports are 

reviewed monthly and that you are provided with a brief executive summary 

of the results.

PRACTICE DRILL #8
Draw a wagon wheel on a sheet of paper. Label the hub of the wheel with 

your current digital hub whether it is a website, blog or social media 

page. Label the spokes with your current online and offl ine traffi c drivers. 

How many drivers do you have currently? Which drivers from the above 

list are missing and need to be incorporated into your strategy? Which 
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drivers that you are currently using are failing to deliver site visitors, leads, 

and sales? Which ones are working well?

PRACTICE DRILL #9  
Review the fi rst wagon wheel that you drew in Practice Drill #8. Now draw 

a new wagon wheel on a clean sheet of paper. From the fi ndings in Step 

#1–#3 above, label the spokes on the wheel with the new online and 

offl ine traffi c drivers that you intend to implement. Next, write in the drivers 

from Practice Drill #8 that you plan to continue using. This is your new 

marketing strategy. Go forth and prosper!

PRACTICE DRILL #10
Look back over the past six months of social media posts for your busi-

ness. What percentage of your posts are vanity posts—posts about your 

business that brag or seek attention for your business, yet which offer no 

real value to the reader or viewer?

PRACTICE DRILL #11
Brainstorm a list of behind-the-scenes posts that you could incorporate 

in your social media presence to humanize your brand. If you aren’t sure 

what I mean, follow the Disney blog and social media pages to see this 

principle in action. Disney does a masterful job of self-revelation. After 

you watch their examples for a few months, you will not only be certain 

what I mean, but you’ll also come away with inspirations you can use for 

you own company.

PRACTICE DRILL #12
Jot down a list of your Very Important Partners, your VIPs, who help 

make your business a success. VIPs could be vendor partners, association 

partners, charity partners, or community partners. Write a series of posts 

to give these hardworking folks a shout-out. Remember, the more you 
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acknowledge and thank other people, the more your fans will respect and 

appreciate you.

PRACTICE DRILL #13
With your team, brainstorm a list of the types of images you need. Do 

you need more product photos or customer testimonial videos? Map out 

the product development timeline and determine at which points photos 

and videos could be routinely and consistently captured. Perhaps your 

product doesn’t change very often, so investing in one high-quality photo 

shoot once a year is all you need. Or, perhaps your product changes often 

and you need to make sure you capture the most recent version to market 

it effectively. Assign a team member to monitor the product development 

timeline for each product so he or she can coordinate photo and video 

shoots. Lastly, create a cloud-based library of all of your images organized 

by category, product, or emotion, or in whatever order makes sense for 

your business.

PRACTICE DRILL #14
What is your favorite type of content? Is there a particular type of content 

marketing you are more likely to click on and engage with? Start paying 

attention to what types of content grab your attention and why they 

interest you.

PRACTICE DRILL #15
Brainstorm a list of the questions most frequently asked by your fans. 

Include them all, for no question is too small or unimportant. List as many as 

possible. Then, go back through the list and consolidate duplicates. Organize 

the questions into categories by topic. Create a master FAQ document in 

Excel, Sheets, or Google Docs. When you’re looking for inspiration on 

material with which to construct your content marketing, start with the 

questions on this list.
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PRACTICE DRILL #16
If you have not addressed your online reputation, take a moment to be 

brutally honest and determine why that is the case. Draw a T on a piece of 

paper and one side of the T, list your reasons, concerns and objections. On 

the other side of the T, play devil’s advocate with yourself and attempt to 

debunk each one. If you cannot legitimately debunk one of the concerns, 

then make a list of action steps below the T on your paper that lists out 

how you will resolve that issue so you can move forward.

PRACTICE DRILL #17
Take a deep breath. It’s time to Google your business name and see what’s 

out there. Go to Yelp and do a search. Check any industry-specifi c rating 

site and look for mentions. How do you know what to fi x until you know 

what’s being said?

PRACTICE DRILL #18
Conduct a call to action audit on your website. Go page by page and make a 

list of the calls to action on that page. How many do you average per page? 

Do you have a variety or does your site use the same one over and over again?

PRACTICE DRILL #19
Map out your potential fan’s buying journey. What will he or she want to 

know at each point in the decision-making process? List the actions he 

or she will take, the questions likely to be asked during each phase, and the 

customers’ preferred communication channel. Now review the options for 

calls to action presented in this strategy, as well as new ideas you may have, 

and determine which options are right for your business. Select three calls 

to action for each web page and implement them immediately. 
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PRACTICE DRILL #20
Revisit the buyer’s journey mapped out in Strategy #6. Identify which 

phases happen online, offl ine, or both. Now look at the online phases and 

the offl ine phases and create a list of opportunities to WOW the prospec-

tive customer. Look for small, simple actions you can take to make the 

customer’s experience as smooth and gratifying as possible.

PRACTICE DRILL #21
Contact your webmaster and fi nd out what reports are currently available 

to you. Have them handy as you review this section. If I mention a report 

that is not available now, request it to be set up.
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Meredith’s Tackle Box: 
Recommended Tools 

As promised, this second section contains my favorite tools and tech-

niques for making the internet marketer’s tasks easy and fun. I use the 

following list of tools on a daily basis. I like them because they are all 

simple and easy to use. If you prefer a different tool, great, as long as it 

makes sense to you. The key to a great tool is that in the long run it should 

make your life easier, not harder. Learning how to use a new tool will take 

more time at fi rst, but eventually the learning curve should subside and 

the task become more effi cient and enjoyable. Don’t beat yourself up if 

these tools don’t click with you! I fi nd that often, business professionals 

assume they are at fault when a piece of software or technology fails to 

meet their needs. That is just bogus! Technology should be designed to 

be one-click easy for every user. And if it isn’t, stop blaming yourself and 

move on. Find something that does make sense to you and celebrate.
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GRAPHICS, PRESENTATIONS & PHOTO EDITING
I am not a professional graphic designer. The designers who are on the 

Meredith Communications team are the true professionals. However, I’ve 

found that occasionally I need a quick graphic or photo edit and it’s easier 

to do it myself than weigh my staff down with additional work. I love 

these tools for that purpose.

 Aviary. If I’m editing photos on my phone or tablet, I use Aviary. 

I can crop, adjust, and add fi lters as needed. There are tools for 

text, special effects, frames, and stickers. I can whiten teeth, 

eliminate red eye, and remove blemishes.

 Canva. I cannot say enough good things about Canva. Available 

on your desktop, tablet and phone, Canva allows you to create 

professional-looking graphics with a super easy drag-and-drop 

interface. From social media graphics to presentations, there 

really isn’t anything you can’t design in Canva using a template or 

starting from scratch.

 Fotor. If I’m editing photos on my desktop, then I use Fotor. This 

program is a great photo editor that allows me to resize, edit, and 

crop my photos. I can add effects, borders, and text. 

 Keynote. Keynote is the presentation software for Macintosh 

computers. Like many people, once I went Mac, I never went 

back. Once you get beyond the learning curve of going from 

PowerPoint to Keynote, you will love it. The look and feel of my 

slides have never been better thanks to Keynote.

 SnagIt. I probably use SnagIt no less than 15–20 times per day! 

SnagIt is an easy screen capture tool. I also use it to open images 

for cropping and resizing.
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ONLINE REPUTATION AND SEARCH ENGINE OPTIMIZATION
In Strategy #6, I established the importance of a positive online reputation. 

I use both of the following tools to hone our client’s online reputation and 

to keep it positioned high in the Google search rankings.

 EZ Reviews. Offered by Meredith Communications, this product 

allows you to generate more positive online reviews. The system 

allows you to enter the names of customers and to send drip 

email campaigns to solicit positive online reviews. It’s powerful, 

affordable, and very easy to use.

 Moz. At Meredith Communications, we use Moz as our manage-

ment tool of choice for search engine optimization. Each one of 

our SEO clients has a campaign in Moz. At Meredith, the staff 

monitors performance, conducts keyword analysis, generates 

reports, and troubleshoots problems using Moz. There are many 

SEO management tools out there, but from my experience, I 

would say Moz offers the best customer service. Questions are 

always answered in a very timely professional manner.

ORGANIZATION, PRODUCTIVITY & COMMUNICATION
In addition to my super low-tech sticky note to-do list, I could not live 

without the following tools. I use these every single day to make the magic 

happen at Meredith Communications.

 Dropbox. Known to most professionals, Dropbox is a cloud-

based fi le storage service that makes it easy to send, receive, and 

share fi les. 

 Evernote. I think my brain resides in Evernote. I love taking 

handwritten notes, but with my travel schedule, it isn’t practical 
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to have all my paper notebooks with me. Evernote allows me to 

take notes, organize them into folders with tags, and have access 

to them from any of my devices year round, day and night. 

Google Chrome has an awesome extension for Evernote that 

allows you to clip articles, pages, bookmarks, and PDFs from 

the web. The Evernote extension strips out all of the extraneous 

graphics on the page and then saves them to my Evernote 

account. I use Evernote so often that it was worth upgrading to 

the paid version. 

 Google Drive. Google Drive allows you to create fi les and share 

them easily. At Meredith Communications, we use Google Sheets 

to create and manage our blog editorial calendars and SEO 

keyword research results. 

 ShareFile. For some clients, the use of Dropbox presents chal-

lenges. Others do not use the service. When that happens, at 

Meredith, we use ShareFile by Citrix. It is more intuitive than 

Dropbox and super easy to use. Some of our internal team 

members actually prefer it over Dropbox.

 Slack. This is the newest tool in our arsenal and has been a total 

game changer. Slack is a communication tool that eliminates the 

problem of drowning in email. We now do all of our communication 

for project production in Slack. Think of it as instant messaging, 

email, fi le sharing, and to do lists all rolled into one tool.

 Smartsheet. As the Creative Director at Meredith 

Communications, it’s my job to make sure all of our marketing 

projects move through production on schedule. For this purpose, 

I’ve used a number of project management tools and found 
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they caused more work. So I went back to a basic Google Doc 

spreadsheet, but then even that proved too basic. One day on a 

whim I googled spreadsheet on steroids and the Smartsheet app 

popped up. Smartsheet is a project management and collaboration 

tool that has streamlined the look of a simple spreadsheet and 

merged it with the functionality of project management software. 

Smartsheet rocks!

SOCIAL MEDIA MONITORING AND MANAGEMENT
If I’m checking the newsfeed of a social media site from my phone, I 

prefer to use that social media site’s app. If I am at my desktop creating, 

editing or monitoring upcoming posts, I use the following tools.

 Hootsuite. This is my favorite way to monitor Twitter mentions 

and retweets from my desktop. Hootsuite will also allow the user 

to monitor other sites like Facebook, LinkedIn and Instagram, 

but I primarily use it to monitor Twitter. Hootsuite also has a nice 

publishing interface if you want to write and schedule all of your 

posts in one place.

 Meet Edgar. I use this tool to leverage my large library of content on 

my blog. Meet Edgar categorizes your content and allows you to set 

up a schedule based on those categories. So instead of a blog post just 

getting one post on Facebook, Meet Edgar will pull it several times 

and repost to ensure that it’s seen as many times as possible.

 Sprout Social. I primarily use Sprout Social for the report func-

tion. Clean, attractive and easy to read, Sprout Social reports can 

be customized to display your company’s logo. The Sprout Social 

reports also provide a nice summary of the analytics for each of 

your social media pages.
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EXTRA INNINGS

It’s never over. You don’t want to be in the position 
to be down four runs in the ninth inning, 

but it’s not over until the last out.
Derek Jeter—Yankees All Time Career Leader in Hits, Doubles, 

Time on Base, Stolen Bases, Plate Appearances and At-Bats
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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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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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