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Intro 

•  Marketing 2.0 
•  Inbound Marketing 
•  Persona (Non) Grata - Identity  
•  Break Out 
•  Who’s Going To Find You 
•  Tactics – Building Your Presence 

    Blog BREAK (Out) 
•  Tools – Connect and Collaborate 
•  Tools – Manage, Measure, and Modify 
•  Examples 
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source:  http://www.inc.com/magazine/20100301/ceo-passions-
hosting-benefit-concerts.html
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source:  http://www.flickr.com/photos/pburch_tulane/4195280723/
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Marketing 1.0 (outbound) 

source:  hubspot.com
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source:  http://www.flickr.com/photos/pburch_tulane/4195280723/
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The brilliance of my product 
is the synergies I’ve created 

in a game-changing 
platform that will 

revolutionize and vertically 
synergize your world like 

you’ve never thought about 
before – me, me, my, my, I, I, 

blah, blah



Marketing 2.0 (inbound) 

source:  hubspot.com

Blog Social MediaSearch Engine 
Optimization
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source:  http://www.inc.com/magazine/20100301/ceo-passions-
hosting-benefit-concerts.html
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Marketing 2.0 

•  Marketing 1.0 the distribution is the value; 
command and control 

•  Marketing 2.0 the content is the value; 
contribute and collaborate 
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Where’s the Party? 
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Marketing 2.0 (inbound) 

source:  hubspot.com
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Inbound Marketing 

1.  Getting Found 
2.  Being Sticky  
3.  Calls to Action 
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Inbound Environment 

In 2009 17,000 interviews across 29 countries revealed:
•  36% think positively about companies that have blogs 
•  83% have viewed video on the social web 
•  57% of Internet users have joined a social network 
•  73% have read a blog 
•  34% post opinions about products and brands on blogs/

social media 
•  184 million people worldwide actively maintain a blog
•  In the month of April, 2009, Americans conducted 13 

billion searches using Google

Source:  Universal McCann Report: Power to the People, Social Media Tracker: Wave 3: http://www.universalmccann.com/Assets/2413%20-
%20Wave%203%20 complete%20document%20AW%203_20080418124523.pdf 
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This is Web 2.0 

•  Visitors can contribute content or comments.  

•  Visitors can subscribe to your content.  

•  Visitors can share your content easily with others.  

•  Visitors can rate your content.  

•  Visitors can form communities and collaborate with each other.  

•  Visitors can influence the opinions of others positively or negatively.  

•  Visitors can get engaged in productive ways before they are ready to 
buy your widget.  

•  Visitors are not limited to your company website but can also link to 
other destinations on the web that interest them.  
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Persona (Non) Grata 

•  Identity 
•  Who are You Talking To 
•  What Interests Them 
•  Think Like a Publisher 
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The Strategy 

•  Who are your clients?  Prospects? 

•  What are they interested in? 

•  What do you want to hear from them? 

•  What do you want to talk to them about? 

•  Segmentation 

•  What value can you offer? 

•  What are your goals? 
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I Don’t Have Time for This 
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•  76% of broadband users are 
active contributors to social 
media

•  Individuals who do 6 or more 
social media activities 
regularly are heavy 
contributors

Upload audio 
Upload video 
Post to a wiki 

Publish a blog 
Upload photos 

Upload podcasts 
Publish a website 

Tag articles, videos 
Post to a micro-blog 

Send/forward emails 
Live in a virtual world 

Post to a blog, forum 
Rate or review a product 

Share files in P2P network 
Use SN sites/publish personal page 

 



Who’s Going To Find You 

•  Google 
•  SEO 
•  Calls to Action 
•  Move the Conversation Along 
•  Invest in Your Community 
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Tactics – Google and SEO 
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•  Google makes a copy of 
the web 

•  Information is extracted 

•  An index is created 

•  Index is stored on servers 
world wide 



What Can You Say?  Keywords and Phrases 

•  Search – by keyword on Technorati, 
BlogSearch.Google.com 

•  Read – learn the language, read daily (aggregators) 
•  Subscribe – via RSS feed, READ DAILY 
•  Choose and commit – build a top 10 list 
•  Comments – add useful/informative comments, link 

backs 
•  Write – start your own blog 
•  Blogrolls 
•  Guest Blog 

20 



Blogging – What’s all the Hub-bub Bub? 

In the 2008 Technorati Report: State of the Blogosphere, Technorati surveyed 
1.2 million bloggers around the world who had registered with its service. Here 
are some summary statistics:  
•  133 million blogs are registered with Technorati 
•  These blogs are from sixty-six countries in eighty-one languages 
•  Blogs have representation in top 10 website lists in all key categories Blogs 

are now a part of mainstream media 
•  Bloggers are savvy and sophisticated in driving traffic to their blog 
•  Bloggers are meticulous about tracking statistics about their blog 
•  Bloggers are successful—they are achieving career enhancement 

opportunities including speaking engagements 
•  The majority of bloggers are advertising on their blog, producing an 

income stream for themselves 
•  90 percent of bloggers say they write about the products and services they 

love or hate [take note of this!]  
Source:  Technorati: The State of the Blogosphere: http://technorati.com/blogging/ state-of-the-blogosphere/ 
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Focus on the Keywords and Phrases Your Buyer’s Use 

•  What are their problems? 
•  What keeps them awake at night? 
•  What do they want to know? 
•  What words and phrases do they use to describe these 

problems? 
•  Your buyer is faced with problems, develop topics that 

appeal to them: 

  “Turn strangers into friends, 

   Turn friends into customers, 

    Turn customers into salespeople…” 
            Seth Godin 
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Onsite Tactics – Host the Cocktail Party 

Blogs 

•  Achieve expert status in your field 

•  Promote your name, brand, service 

•  Deliver traffic to your website 

•  Increase your SEO rankings 

•  Develop a community of prospects and brand 
ambassadors 
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Onsite Tactics – Host the Cocktail Party 

SEO Tips 

•  Content is reached by search engines 

•  Content is fresh and added frequently 

•  Content is organized by themes, categories, topics 

•  Keywords exist in content and internal text links 

•  Quantity of quality sites linking to your site 
 (this show’s authority i.e.: .gov or .edu links to your site) 
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Onsite Tactics – Host the Cocktail Party 

Blogs 

•  SEO – Title tags 
•  SEO – Headings 
•  SEO – 1st Paragraph 
•  SEO – Keywords in body 
•  SEO – Anchor text in links 

Focus on the keywords and phrases 
that your buyers use 
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What are their problems? 

What keeps them awake at night? 

What do they want to know? 

What words and phrases do they use to describe these problems? 



Onsite Tactics – Link 

•  Links build traffic 
•  Links provide meaning based on the text used in the link 
•  Internal links, to your other pages, are important 
•  Links from relevant, authoritative web sites show other 

sources and alternatives to state your case 
•  Create links using keywords in anchor text: 

q trend in turnover (yes) 
q click here (no) 

•  Compelling content can lead others to link to you 
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What’s in a blog? 

Compelling content, needs to 
be found, use this sample 
checklist to see how your 
blog meets search engine 
optimization  

Exercise:  use this sample checklist 
and look at the blogs on the next 
two pages to see if they are, or are 
not, search engine optimized to be 
found 
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Showing up at the party – a blog, SEO review 
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Showing up at the party – a blog, SEO review 
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q  SEO – Title tags

q  SEO – Headings

q  SEO – 1st Paragraph

q  SEO – Keywords in body

q  SEO – Anchor text in links

q   
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q   

q   

q   

q   

q   

Showing up at the party – a quick SEO review 
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q  SEO – Title tags

q  SEO – Headings

q  SEO – 1st Paragraph

q  SEO – Keywords in body

q  SEO – Anchor text in links

q   

q   

q   

q   

q   

q   

q   

Showing up at the party – a quick SEO review 

31 



Onsite/Offsite Tactics – Keep the Party Going 

•  The best social media strategy starts with ~3 to 6 months of 
listening: 

–  go to other sites and seeing what they are talking about – 
then comment 

•  COMMENT on influential blogs in your community, 
industry, complementary industries, and prospective client’s 
markets 

•  When you COMMENT, post informative, quality info to 
position yourself as an expert – this is not a sales pitch 

•  Develop a community – allow COMMENT and respond to 
them 

•  Incorporate subscription and user tracking tools 

32 



>70% of Marketing Strategy is Offsite 
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Offsite Tactics – Connect and Collaborate 

•  Digg 
•  LinkedIn 
•  Twitter 
•  Putting it All 

Together - RSS  
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Offsite Tactics - Digg 

•  Your Morning News 

•  Compliment Your Writing 

•  Create Content and Move  
the Story Along 
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Offsite Tactics - Digg 
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Digg 

•  Create an account 
•  Add links you think are 

interesting 
•  Comment on why you added 

them 
•  Post them to your account 
•  Comment on other people’s 

stories 
•  Move the conversation along – 

DON’T SELL 
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Offsite Tactics - LinkedIn 

•  Discussion forums 

•  Status updates 

•  Events listings 

•  Links – to blog, websites, articles, books, etc 

•  Job posting and job search 

•  Referrals  
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LinkedIn – Linking In 

c/o www.discoverycomm.com
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LinkedIn – Linking In 

c/o www.discoverycomm.com
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LinkedIn – Linking In 

c/o www.discoverycomm.com
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Offsite Tactics - Twitter 

•  A relationship building tool 

•  A way to increase your brand awareness 

•  To create a lead funnel of prospects to your business 

•  An un-ending resource for you 
and your company 

•  A way to meet others across the world 
in similar industries, likes, and 
interests 
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Offsite Tactics - Twitter 

Steps 
1.  create a 

user name 
2.  build your 

profile 
3.  link to your 

blog or 
website 

43 



Twitter – Manage Your Self 

•  RT 
•  link shortening 

services 
•  @ 
•  # 
•  FF 
•  d  

•  All this space to 
add your logo,
•  websites
•  other detail
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Twitter – Manage Tweeting 

•  Twitter is not a phone text substitute 

•  Twitter can be used from a laptop, 
desktop, TV, and smart phone 

•  Twitter is not a phone text substitute 
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Twitter – Manage All Those Tweets:  TweetDeck 
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Twitter – Schedule Tweeting: Social Oomph and Others 

•  Schedule tweets 

•  manage your 
statistics, 
followers, direct 
messages 
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Tools – Manage, Measure, and Modify 

•  RSS 
•  Feedburner 
•  Google Analytics 
•  bit.ly 
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Putting it All Together - RSS 

•  Subscription 
•  Feedburner 
•  Where the Action Is 
•  Feed the Syndicate 
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Putting It All Together; Easy as 1, 2, 3 

1.  Feedburner 
2.  Google Analytics 
3.  bit.ly  
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Automatically 
publicize through 
email subscriptions 

Automatically 
publicize through 
social media feeds 

 

1.  Sign up for a 
Google Account 

2.  Add your RSS feed 

Feedburner – Google  
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1 – Feedburner 
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1 – Feedburner 
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2 – Google Analytics 

Sign up with a Google 
Account 

1.  Verify your site 

2.  Add Google Analytic-
generated code to your 
site 
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2 – Google Analytics 
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2 – Google Analytics 
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2 – Google Analytics 
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2 – Google Analytics 
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3 – bit.ly (url/link shortener)  

Sign up for a bit.ly 
account 

•  use bit.ly to 
shorten web 
address or create 
custom addresses 

•  add bit.ly account 
to Twitter and 
other social media 
sites to 
automatically 
convert addresses 
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3 – bit.ly  
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3 – bit.ly  

3 – bit.ly  
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Onsite Tactics – Action 
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1.  Create multiple 
places for others to 
share 

2.  Create integration 
(with tools like 
Feedburner  and 
your RSS feed) to 
your social 
media when you 
update your blog 
will automatically 
post to social 
media sites and 
communities 



Launch Create 

bloggers, 
LinkedIn 
groups, 
industry 
leaders 

blog, 
comment, 
article, 
eBook, 
presentation 

RSS: 
Feedburner 
Twitter 
 

Monitor Measure 

Google 
Analytics 
bit.ly 

Your Social Media Roadmap 

•  Track topics 
•  Develop a list 

of keywords/
topics 

•  Move the 
conversation 
along 

•  Provide value 
•  Recommend 

solutions 

•  Answer a need 
•  Don’t sell 
•  Provide 

solutions 
•  Engage your 

community 

•  Integrate 
services 

•  One click 
delivery  

•  Track topics 
•  Identify 

keywords 
•  Experiment 
•  Modify 
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Example 

•  blogpost 
•  digg 

convert to bit.ly 

•  post to 
LinkedIn 

•  post to 
Twitter 

•  post to 
Feedburner 

•  Track clicks 
•  Track trends 
•  Identify 

potential 
topics 

•  Feedburner 
email 
newsletter 

•  Post to 
Twitter 2nd 
time with 
modified 
teaser 

•  Track clicks 
•  Track trends 
•  Identify 

potential 
topics 

Day 1 Day 2 Beyond 
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Your Presence on the Web 

•  GoDaddy – buy a domain name and host your domain 
•  Weebly – designs are simple and clean, good option for 

sites, that do not require robust e-commerce 
•  Yola – design and host your site, with a large amount of 

templates and widgets to customize or use your own 
graphics 

•  Blogger – blogging site totally free to build a regular 
website 

•  Wordpress –blogging site totally free to build a regular 
website 
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Launch and Learn Your Social Media Identity 
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Vloggers and the art of writing consistently good blogs:  
Seth Godin - http://sethgodin.typepad.com/ 
Mike Volpe - http://www.mikevolpe.com/ 
Corvida Raven - http://shegeeks.net/ 
Chris Brogan - http://www.chrisbrogan.com/ 

Sources to learn: 
SEO - http://www.seomoz.org/ 
Inbound Marketing – http://www.hubspot.com 
Marketing - http://www.davidmeermanscott.com/products.htm 

twitter: 
@hubspot  @incentintel    
@socialmedia247  @socialmedia630 
@briansolis  @pistachio 
@socialmedia club  @mvolpe 
@steinarknutsen  @jblossom 

 
 



Other Sources, books to own: 
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Thank You 

@TobyElwin on Twitter 

email@TobyElwin.com 

Home page and blog TobyElwin.com 
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