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Welcome.
We’re glad you’re here. Because it means you’re interested in growing your revenues, im-
proving your marketing and supercharging your business. 

What follows are 60 top tips brought to you by your friends at the 60 Second Marketer. 
We’ve taken the best tips from our blog and put them into one, easy-to-digest eBook. As 
you probably know, the 60 Second Marketer is an online magazine brought to you by BKV 
Interactive and Direct Response and 60 Second Online University.

We hope you enjoy these tips. Be sure to visit the 60 Second Marketer for more tips like 
these. Or, better still, send us some of your tips -- we’ll include them in an upcoming issue 
of our 60 Second Marketer eNewsletter.

How to Use Twitter for Your Business
Here’s the challenge — you’re a business with a Twitter account and you’re trying to figure 
out how to use Twitter to promote your business.

The problem is, some people who follow you on Twitter won’t take well to the idea that 
your company is using Twitter to push sales of your product.  Some people think it’s con-
trary to the idea of the internet.  Other people believe that it’s okay to use Twitter to drive 
business, but that you have to do it carefully.

Dell Computer has done a great job using Twitter to drive sales.  The word on the street is 
that they generated an incremental $1 million in revenue last year by promoting special of-
fers via Twitter.

But not everybody has the resources that Dell has to launch a robust Twitter program (re-
member, doing what Dell did requires more than just doing Tweets — it requires inventory 
management, marketing, IT development and other things to make it work.)

But if you’re a small- to medium-sized business, you can still make it work.  A great exam-
ple of this is to do what WineGlobe does.  Instead of pushing out Tweets that exclusively 
promote sales of their product, they do Tweets that help create a community around their 
culture (Wine) and their brand (WineGlobe).

Interested in learning where the word “toast” comes from? Find the answer by clicking 
through on one of their Tweets.  True or False: Red wine gets its color from the red grapes 
used to make it. You can find the answer to that question via their Twitter account, too.

http://www.60SecondMarketer.com
http://www.60SecondMarketer.com
http://www.bkv.com
http://www.bkv.com
http://www.bkv.com
http://www.bkv.com
http://www.60SecondOnlineUniversity.com
http://www.60SecondOnlineUniversity.com
http://twitter.com/Direct2Dell
http://twitter.com/Direct2Dell
http://twitter.com/WineGlobe
http://twitter.com/WineGlobe
http://community.wineglobe.com/forum/topics/where-did-the-word-toast-which
http://community.wineglobe.com/forum/topics/where-did-the-word-toast-which
http://community.wineglobe.com/forum/topics/red-wine-is-not-red-because
http://community.wineglobe.com/forum/topics/red-wine-is-not-red-because
http://community.wineglobe.com/forum/topics/red-wine-is-not-red-because
http://community.wineglobe.com/forum/topics/red-wine-is-not-red-because


If you’re interested in using Twitter for business, you should take a look at how the folks at 
the 60 Second Marketer break down the different types of Twitterers:

1. The Self-Promoter: This is the business, typically a one-person consultant, who ex-
clusively promotes their own eBooks, webinars, services or products.  Don’t be this 
guy.  

2. The Newbie: This is someone who really doesn’t get the idea of Twitter.  They Tweet 
about the weather, their dog, their girlfriend and their mood.  Don’t be this guy, ei-
ther.  

3. The Retailer: This is a company, like Dell, who uses certain Twitter accounts to pro-
mote discounts on their products or services.  It’s okay to be this guy if you don’t 
mind having short-term followers who will jump ship once they’ve bought your 
product.  

4. The Community Builder: This is who you want to be.  Offer news, tips, insights and 
information via Twitter.  Occasionally send out information on your own products 
and services that would be helpful to your followers.  Most of all, create a conversa-
tion that builds on itself and helps you differentiate yourself from your competition.  

Twitter is still in its youth and it’ll evolve a great deal over the next few years.  But right now, 
if you’re thinking about how to use Twitter for business, use the Community Builder ap-
proach.  That’s what WineGlobe has done and it’s what you should do, too.

P.S.  If you aren’t already following us on Twitter, you can do so by clicking 60 Second 
Twitter.

22 Tips on Using Online Video to Grow Your Business
If you’re a small- to mid-sized business, you’re probably wondering how you can leverage 
online video to build awareness for your brand or company.

Mike Turner, Jr., a freelance creative director based out of North Carolina (and a relative of 
one of the members of the 60 Second Marketer team) has successfully used online video 
to engage prospective clients and to position himself as an alternative to using a full-
service agency.

His website is designed to promote his services, but on the last page of his site, he uses a 
funny, tongue-in-cheek video called “Humility” to add some personality to his personal 
brand.  It’s a fun example of how you can use an inexpensive video to differentiate yourself 
from your competitors and have some fun in the process.

With all that in mind, here are 22 tips to remember if and when you decide to use online 
video to promote your product or service.

Here goes:
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1. It’s mostly about the visuals.  If you watch the evening news, you’ll notice that what 
you’re really paying attention to is the video, not the script.  Sure, the script en-
hances the video, but at the end, you remember what you see more than what you 
hear.  Think about the Miracle on the Hudson — you remember the video of the air-
plane, not what the journalist said about it.  

2. Don’t regurgitate a press release.  Videos are not press releases.  They’re separate 
animals of their own.  Write them that way.  

3. Focus on one, or at most two, key points.  Keep things simple.  But if you do de-
cide to focus on more than one point, be sure to include a recap at the end so the 
viewer gets a second chance to see your key points.  

4. Don’t cheap out.  Bad video production makes for a bad user-experience.  If you’re 
an Apple user, you can use Garage Band and iMovie to make high-quality videos.  If 
you’re not an Apple user, you can use some PC based solution that’ll probably be 
less elegant and harder to use.  Sorry.  

5. Don’t cheap out #2.  Use a professional-quality microphone (about $300) and, if 
you can afford it, a compressor (about $200).  Whatever you do, don’t buy a cheap 
microphone.  It’s like printing a brochure on cheap paper — when the sound quality 
is cheap, it sends a bad signal to your prospective customers.  Invest in a good mi-
crophone and you won’t regret it.  

6. Keep the videos short.  People don’t have the time or the patience to watch some-
thing more than two or three minutes long.  

7. Write in concise sentences.  Jerry Seinfeld said that the art of telling a joke was to 
get as much information packed into as short a sentence as possible.  In similar 
fashion, the more content you pack into each sentence, the crisper and more fulfill-
ing the video will be.  

8. A committee will kill a good video.  As with most things creative, the more people 
who are involved, the more likely a good concept will get watered down.  Keep 
things simple, crisp and efficient.  

9. Add variety.  Use photos up front, then cut away to a short interview, then come 
back to a pie chart, then show more photos — the more variety and texture in your 
video, the more your audience will stay engaged.  

10. Don’t ad lib.  Plan your video out.  Write a script.  Record it.  Drop in the visuals and 
graphics.  Don’t wing it — if you do, it’ll show.  

11. Script writing secrets.  Write your script.  Then write it again with 25% fewer words.  
Then cut that back by another 25%.  The secret is to keep things short.  People are 
used to watching 30-second commercials.  Two minutes is an eternity in online 
video world.  
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12. Keep the transitions between scenes simple.  There are over 100 ways to transition 
from one scene to the next.  Do you know how many of those Hollywood uses?  
One.  It’s called a dissolve and it’s still the simplest, easiest, cleanest way to move 
from one scene to the next.  

13. It’s all about the lighting.  What separates the pros from the amateurs?  Lighting.  In 
fact, the third person hired on a film crew in Hollywood (after the director and the 
director of photography) is the lighting director.  Use good lights.  And use more 
than one to shoot like the pros do.  

14. It’s not about the lighting.  Of course, if you’re just using still photos and PowerPoint 
(or Keynote) to create a short video, then you don’t have to worry about lighting at 
all.  That’s a solution for people who don’t want to buy a lighting kit.  

15. Create your own YouTube channel.  If you’re going to shoot a lot of videos, create 
your own YouTube channel like the one The 60 Second Marketer has.  That way, 
people can subscribe to your videos and get updates whenever you upload a new 
one.  

16. Use TubeMogul.  Looking for a way to upload your videos to over 20 different 
channels on the internet with the flip of a switch?  Then use TubeMogul.  It’ll save 
you hours and hours of time.  

17. Get comfortable with QuickTime.  QuickTime, like all things Apple, is easy-to-use 
and the standard for online video.  If you’re still using Windows Media Player, dump 
it and get with the program.  

18. Hire an outside video production firm.  If you don’t feel comfortable with your own 
video production skills, hire someone to do it for you.  60 Second Communications 
produces online videos for its clients.  So does TGCMedia and plenty of other 
companies around the country.  

19. Check out Veeple, which is a cool, new video production technology that allows 
you to make certain spots on your video clickable.  That way, people can click a 
video of a document to download a hard copy, or they can click on a video of a 
website to visit the website.  Cool.  

20. Check out MultiCast Media’s VidegoPro, which is a self-serve streaming video solu-
tion for small, medium and large businesses.  It’s what we use at the 60 Second 
Marketer and they’ve been a top-notch solution for us.  

21. Follow the 2 second rule.  The average 30-second TV spot has between 15 to 30 
shots.  If you keep the shots in your video to under 2 seconds each, you’ll keep 
your viewer engaged the same way a 30-second TV spot does.  

22. Don’t follow the 2 second rule.  On the other hand, you could go the other direction 
and just shoot one person on camera for 3 minutes like Mike Turner did.  It’s proof 
that for every rule, there’s an exception.  
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16 Tips on How to Think Strategically
Recently, the 60 Second Marketer conducted a webinar called “How to Think Strategi-
cally.” Here are 16 tips on thinking strategically, as reviewed in the webinar:

1) Change your perspective from small picture to big picture

2) Study the fundamentals of business

3) Analyze about your business’s Critical Success Factors

4) Step away from the day-to-day

5) Get SMART goals and work backwards from there

6) Plot out your competitive landscape on a 3-D map

7) Study case histories from other successful businesses

8) Immerse yourself in the right content

9) Understand that it’s not just about information, it’s about insight

10) Simplify how you see things

11) Watch for variations on a theme

12) Learn how to read a P&L and a Balance Sheet

13) Think like a CEO

14) Understand consumer behavior models

15) Watch for similarities between industries

16) Put yourself in the mind of your customer

What Are the Best Days of  the Week to Send Email 
Campaigns?
Last week, we asked our loyal readers to tell us which day they’d like our eNewsletter de-
livered.  So far, 67% have said Friday works best for them.

That survey (which is still live on our home page, by the way), prompted us to revisit an ar-
ticle on the 60 Second Marketer entitled What Are the Best Days of the Week to Send 
Email Campaigns?

One of the most commonly asked questions about email marketing is, “What are the best 
days to send out emails?” But studies designed to answer this question have proven in-
conclusive.  No two email campaigns are the same.  As such, what might work for one 
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test audience will not necessarily apply equally for another, due to different campaign ob-
jectives or target audiences.

With that in mind, we took a look at each day of the week and analyzed the positives and 
negatives that might help you determine which days will work best for your needs.

Monday

Positive: Office work has not filled inboxes yet

Negative: Consumers are in “work mode” and won’t be focused on non-work tasks

Best Practice: Send emails late Monday morning, after consumers have cleaned the 
weekend spam from their inboxes

Tuesday

Positive: People have organized their week, and can find personal time for emails

Negative: Emails poised for a weekend response may be too early

Best Practice: Use Tuesday for emails that request action during the workweek

Wednesday/Thursday

Positive: Consumers are planning their weekends and gearing up for personal time

Negative: Time during the workweek is running short, and requested action may be 
pushed back to the following week, or even forgotten about

Best Practice: Focus leisure and weekend notifications during these key weekend planning 
days

Friday

Positive: Studies indicate fewer total emails sent compared to the rest of the week, in-
creasing visibility among the myriad of other messages

Negative: Consumers hurry to leave the office early, and may not take time to view non-
work related emails

Best Practice: Send emails early in the day to give consumers more time to take action.  
An unopened email from Friday will sort to the bottom of an inbox on Monday, and is often 
discarded
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Weekends

Positive: People check emails on weekends, too, so weekends may have untapped poten-
tial

Negative: A weekend email may seem overly-intrusive to some people

Best Practice: If possible, try to avoid Sundays and focus on Saturdays, which may have a 
better response rate

The most important point to keep in mind for an email campaign is a proper and thorough 
evaluation of a test group.  By making a practice of consistently testing your email cam-
paigns, you’ll be sure to get the most bang for your marketing buck.

How to Measure a Social Media Campaign
Social media is getting a great deal of buzz these days.  But CEOs, CFOs and CMOs are 
all asking the same question, “How can I measure a social media campaign?”

Well, there’s good news.  Despite what some 
people will tell you, social media can be 
measured in a very tangible, specific way.  But 
the first thing you have to do is figure out what 
you want to measure.  Do you want to meas-
ure the dialogue about your brand?  Or do you want to measure the dollars generated 
from the campaign?  (Of course, you could always measure both, which is the best ap-
proach.)

To help us get a better understanding of this, we sat down with Raphael Rivilla, who runs 
the Interactive Media department at BKV (one of the sponsors of the 60 Second Marketer).  
BKV has more experience than most agencies at measuring the effectiveness of social 
media campaigns.

Just what are some of the things that can be measured?  With a little homework, Raphael 
and his team can tell you the following:

¥ The positive/negative split about your brand in places like Twitter, the blogosphere, 
LinkedIn, Facebook, User Forums, etc.  

¥ The demographics of the people within your “community” 

¥ The percentage of your community who have active internet profiles 

¥ The percentage of names in your database with active internet profiles 

¥ A breakdown of users who have 1 to 7+ internet profiles 
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¥ The percentage of users who are using widgets 

¥ A gender analysis of your customers across social media websites like Amazon, 
Flikr, MySpace, etc.  

¥ An age analysis 

¥ A geo-location analysis 

But if you’re just measuring the dialogue, then you’re only accomplishing half of the task.  
The second (and more important) task is measuring the dollars generated by the cam-
paign.  According to BKV, not only is this possible, but once you measure how many pros-
pects converted, you can to wag your finger in the CFO’s face and say, “See, I told you.  
Social media is measurable!”

(We wouldn’t actually recommend wagging your finger in your CFO’s face, but you get the 
idea.)

Here are just some of the things BKV can measure with regards to the conversion of your 
prospects to customers:

¥ Which set of websites, social media sites and blogs converted the most customers 
from your behavioral targeting campaign?

¥ How many prospective customers opened, click-through and converted on an 
email campaign?

¥ Which website landing page converted the most customers and why?

¥ What “real estate” on an email campaign was most valuable?  In other words, 
which offer box converted better — the “free shipping” offer or the “save 10% on 
blue widgets” offer?

¥ How many customers converted from a paid search campaign and which version of 
the campaign outperformed the other?

¥ How people navigated through your site.  Where did they get stuck?  Where did 
they actually convert?

There are a number of ways to measure a social media campaign.  But the starting point is 
to decide what it is you want to measure — do you want to measure the dialogue about 
your brand?  Or do you want to measure the dollars generated by your campaign?  Or do 
you want to measure both?

Once you’ve got that figured out, the rest is easy.

Well, it’s not easy.  But it’s easier.
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51 Low-Cost or No-Cost Ways to Promote Your 
Business During a Recession
The other day, the 60 Second Marketer team sat down and came up with 51 low-cost or 
no-cost ways to promote your business during a recession.  There are enough good ideas 
here that you should be able to use a good number of them for your business and, as a 
result, grow your sales and revenue.

We’ve broken them down into several categories to help you segment and prioritize which 
ones you’d like to use.

Here goes:

Web 2.0/New Media Ideas:
1.  Upload presentations on your area of expertise to SlideShare (best if you’re in a service 
business or if you’re a consultant).  Do this regularly.  It generates buzz and increases visi-
bility.

2.  Supercharge your blog by writing one new post a day for 45 days in a row.  It’s what 
Chris Brogan has done (several times) and it’s made him one of the most relevant social 
media bloggers today.

3.  Create a LinkedIn Group around your cause or discipline.  Don’t just do this – do it, 
then put some effort into promoting it.  It won’t work unless you nurture it and add relevant 
content just about every day.

4.  Create a Facebook Group.  Ditto.

5.  Create a YouTube Channel.  The best way to do this is to offer “How To” videos.  
Please don’t upload 5 minute videos from the CEO that regurgitates old press releases.  
Just don’t do that.  Really.

6.  Create a viral video.  Way harder than it looks.  Just search under “Funny Office Videos” 
in YouTube.  Still, if you can make it work, it’s worth it.

7.  Send a message to a prospect via video on Facebook.  It’ll help you stand out.  Just 
use your webcam.  Easier than you’d think.

8.  Get a Twitter account.  Don’t over-promote yourself or your company.  Instead, provide 
useful Tweets on a regular (daily) basis.

9.  Do a social media scavenger hunt to get prospects engaged with your company or 
brand.  Place code words in your Facebook, LinkedIn and MySpace pages.  Add them to 
your Twitter page and your website.  The first customer prospect to collect all of them wins 
$100.  (The 60 Second Marketer is going to do our own social media scavenger hunt with 
BrandMovers in 4 weeks, so be on the lookout out.)

10.  Comment on other people’s blogs.  Provide really useful stuff, too.  Don’t just say, 
“Nice post.” And don’t bother putting your web address in your response since it’s usually 
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recorded in the response anyway.  Just be a good member of the blog community and 
write something useful and helpful.

11.  Do a webinar.  Make it interesting.  Don’t over-sell your product or service.  Just be 
helpful.

12.  Make sure your blog is built INSIDE your website.  When you use Blogger or some 
other free service, you’re not driving traffic to your website, which is where you want peo-
ple to go.  So, for example, make sure your blog is at www.MyWebsite.com/blog, not 
www.MyWebsiteBlog.com.

13.  Re-post someone else’s blog posting on your blog.  Give them credit with a link back 
to their site.  Get their permission.  (If they know anything about generating awareness, 
they’ll gladly let you use the posting.  Hey, why don’t you re-post this blog on your web-
site?)

14.  Ask a friend to write a guest post for your blog.  You’ll get a break from writing your 
blog.  Plus, they’ll promote their article to all their friends and associates.

15.  Contact high school and college friends on LinkedIn and Facebook and tell them 
about your business.

Time-Intensive, But Big Impact:

16.  Interview local CEOs for an eBook.  This accomplishes two things.  First, it gets you in 
front of high-profile businesspeople who may be future clients.  Second, the final eBook is 
a great door opener when you promote it to other businesses.

17.  Conduct primary research that your customers/prospects would find interesting.  Offer 
it for free – provided they supply their name, company and email address.

Events:

18.  Hold an International Party at your home.  Set up different rooms with food from dif-
ferent countries.  One 60 Second Marketer staffer did this several years ago and the party 
is still talked about today.

19.  Hold a Battle of the Corporate Bands party.  There are a ton of corporate bands out 
there who would love to play for free.  Bonus Points: Donate money raised at the event to 
charity.

20.  Conduct a Chili Cook-Off.  This one has been done to death, but it still creates buzz 
and builds awareness.

Oldies but Goodies:

21.  Create a referral program: It’s an old idea, but a good one.  If your Customer Lifetime 
Value is $1,000, then giving a $100 gift certificate every time you close a customer is 
money well invested.
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22.  Start an eNewsletter that provides tips and techniques.  This is perfect if you’re, say, a 
real estate agent.  Provide tips on home staging.  Mention your services in the margins.

23.  Create an online magazine.  This has worked like gangbusters for BKV, the parent 
company of the 60 Second Marketer.  It’s a lot of work, but may be worth it.

24.  Write hand-written thank you notes.  You’ll be surprised at their impact.

25.  Return calls from salespeople, even if you don’t want their product.  They’ll be so flat-
tered, they’ll talk your company up to everyone they come in contact with.

26.  Hold an open house at your office.

27.  Better still, throw a party for your suppliers.  They’ll be flattered.  And honored.

Charitable Affiliations:

28.  Donate to a charitable cause on behalf of your customers or clients.  Let them know, 
but not in an overt or obnoxious way.

29.  Sponsor the Kids 4 Change program at A School Bell Rings.  This is a program that 
engages elementary schools in the U.S. to raise money to build schools overseas.  It can 
build awareness for you and your company in the process.

Personalized/Customized Ideas:

30.  Go to one of those pottery painting stores you find in the mall that fires the pottery 
you’ve painted.  Paint a coffee mug for your clients.  Give it to them.  They’ll think of you 
every morning.  Seriously.

31.  Buy a bottle of wine, take the label off and put a new one on with your company logo 
on it.  Give it to a high-value prospect.

Buzz Marketing and PR:

32.  Ask your friends to talk you up.  It works.  Really.  And it’s cheap.

33.  Write your own eBook.  It worked for David Henderson.  He wrote a useful eBook 
and, in the process of promoting the eBook, promoted his traditional book as well.

34.  Write an article for a magazine.  Or write an article for a blog.

35.  Write a press release each week for 8 weeks in a row.  Make it relevant and helpful.  
Don’t broadcast it out – send it to specific journalists who you’re familiar with.

36.  Give away a week’s stay at your lake/beach house as part of an online promotion on 
your website.  Don’t have a lake or beach house?  Borrow a friend’s!

37.  Sponsor a company service day where every person in the office helps clean up a 
park or an old cemetery.  Promote it.  Gently.

38.  Take a journalist out to lunch.  They’re interesting people.  Don’t sell your story too 
hard.  Just build a relationship and follow-up a week later with a good story idea.
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39.  Invite your biggest customer out to dinner.  Simple, yes.  But it works.

40.  Get a local high school group to help you clean up a park.  Put 30 ten dollar bills un-
der 30 random pieces of trash.  Tell the kids.  The park will be clean in no time.

41.  Get 10 members of your office to go down to the street corner to raise money for your 
local Red Cross.  Wear hats with your company logo on it.  Donate the money to the Red 
Cross.

42.  Give one of your products away.

43.  Give 10 of your products away.

44.  On one random Tuesday every month, give your product or service away for free for 
one hour.  This is especially effective if you’re a restaurant, a florist, a spa or even a dentist.  
Make it a random Tuesday for just one hour.  Macaroni Grill did this when they first opened 
their doors as a way to build mid-week traffic.  It worked like gangbusters.

45.  Call in to a radio station talk show.  Mention your company name – gracefully.

46.  Contact the producer of the TV news with a good, relevant and helpful human interest 
story.

47.  The Programs Director at most local trade organizations is almost always looking for 
people to do speeches at upcoming events.  Contact them.  Be prepared to send them a 
one-sheet on your topic and why it’s relevant to their audience.

48.  Always be the first person to ask a question at a luncheon or event.  There’s usually a 
pregnant pause when the speaker finishes and says, “Any questions?” Be prepared for 
that pregnant pause and be the first to ask a question.  Identify yourself and your com-
pany.  Ask a smart question.  Or ask a mediocre question.  But ask!

49.  Talk about your business at parties.  C’mon, get over it.

50.  Ask your building if you can put a sign up in the elevator about your business.

The wildest and Craziest Idea of All:

51.  Take 500 $1 bills with a yellow sticky on them.  Write your URL on the yellow sticky 
with a mention that the first person to contact you off of your website gets another $500.  
Go into an office building, a mall or a hotel with an atrium.  Throw the 500 $1 bills with your 
URL on them off the balcony.  Video tape it and upload the video to YouTube.  Promote 
the YouTube video on your website.  Watch the buzz start flowing almost immediately.  Se-
riously.  It’ll work.

That’s all folks.  These are some of the best ways we know of to grow your business with 
little or no money.  Oh, and one other thing – our attorneys say that if you try idea #51, it’s 
at your own risk.  We aren’t responsible for twisted ankles, fist fights or riots.
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The Top 18 Things to Measure in Your Next Email 
Marketing Campaign.
Email marketing continues to be one of the most cost-effective tools for marketers.  A 
good email marketing program keeps you connected with your customers and prospects.  
It also provides a great source of incremental revenue, assuming prospects can purchase 
your products or services online.

One of the key questions we get asked at the 60 Second Marketer is “What metrics 
should I measure in my email marketing campaign?” 

With that in mind, here are the top 18 things you should measure in your next email mar-
keting campaign.  These are pulled from an excellent white paper put out by Lyris|HQ 
called “Guru’s Guide to Email Marketing Success”:

1. Open rate 

2. Click-through rate 

3. Click to open rate (number of unique clicks/number of unique opens) 

4. Bounce rate 

5. Delivery rate (emails sent - bounces) 

6. Unsubscribe rate 

7. Referral rate 

8. Number of or percent spam complaints 

9. Net subscribers 

10. Subscriber retention 

11. Web site actions (number of visits to a specific web page or pages) 

12. Percent unique clicks on a specific recurring link(s) 

13. Number of orders, transactions, downloads or actions 

14. Percent orders, transactions, downloads or actions of emails sent or delivered 

15. Total revenue 

16. Average order size 

17. Conversion rate 

18. Average dollars per email sent or delivered 

For the full report, be sure to download the “Guru’s Guide to Email Marketing Success.” It’s 
an excellent white paper with tons of great information.
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Why “Will Work For Food” is the Greatest Advertising 
Headline Ever Written.
There are two components to every great marketing campaign.  The first is a logical reason 
for people to buy your product or service.  For example, there’s a very logical reason to fly 
on a discount airline — because you get from point A to point B for less money.  There’s 
also a very logical reason to buy toothpaste with fluoride — because if you use it, you’ll 
have fewer cavities.

The “logic” approach is a great starting point for all marketers — if you can just figure out 
the logical reason people should buy your product, you can use it as a foundation to build 
the rest of your marketing campaign.

The next step is to figure out the emotional reason people will buy your product.  That gets 
a little more complicated because there are different segments of your target market that 
will buy your product for different reasons.  But if you can get inside the mind of your pro-
spective customer and tap into that emotion, you’ve struck gold.

Which brings us to our point — there are hundreds of thousands of brilliant ad headlines 
that have been written over the past 100 years, but the headline “Will Work for Food” may 
be the greatest headline ever.  Why?  Because it does such a masterful job of talking to 
potential customers (or donors) on both a logical and an emotional way.

The logic is that the person holding the sign would benefit from your donation.  But, as a 
potential donor, your question may be “How do I know this money will be put to good 
use?” or “Will this person use this money for drugs or alcohol?”

But “Will Work for Food” leaps over any logical question and gets straight to the emotional 
component of the request.  In one short, simple headline, the person holding the sign is 
saying, “No, I won’t use your money for drugs.  No, I won’t use your money for alcohol.  I’ll 
use it for food.  In fact, I’m in such desperate need, I’ll work for food.”

We’re not making light of the desperate nature of the people who hold these signs and 
who benefit from our generosity.  (As you may know, the 60 Second Marketer team is ac-
tively engaged in charitable causes, most notably by helping A School Bell Rings build 
schools for poor children around the globe.) Our main point is that marketers can be in-
spired by campaigns that can be found in some of the most unusual places.

How about this — in addition to being inspired by the brilliance of the “Will Work for Food” 
headline, why don’t we agree that next time we see someone holding a “Will Work for 
Food” sign, we donate money to their cause and, better yet, guide them to a shelter where 
they can get some long-term help.

Deal?
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What’s the Difference Between a Trademark and a 
Trade Name?
Recently, 60 Second Marketer contributor Jon Andersen answered a question many mar-
keters have about Trademarks and Trade Names.  Mr. Andersen runs the Andersen Law 
Firm and specializes in advertising and marketing law.

Here’s his answer:

A question which frequently arises in trademark matters is: what is the difference between 
a “trademark” and “trade name?”" Both have similarities but have different functions.  A 
trademark (or service mark) identifies the products or services of its owner and distin-
guishes these products or services from those made and/or sold by others.  A trade name, 
on the other hand, is generally considered to be any name used to identify a business or 
trade.  So, if a word or mark is used solely as a trade name to identify an individual or a 
company and not the products or services of that individual or company, then it is not a 
trademark (and could not be registered as such).

However, where a word or words, or a term of some sort which forms part (or even all) of a 
company’s name is used in some manner to also create a separate commercial identifica-
tion of the company’s products or services, then it may also serve as a trademark.  Since 
the issue of whether a company’s name is used both as a trade name and a trademark is 
a question of fact in a registration prosecution, and the decision is frequently determined 
by an examination of the specimens submitted in support of the application, here are 
some tips for weighting the table in favor of trademark use:

1. Put the company’s name on the product or in the advertisement without the word 
which specifies the type of entity it is, i.e.  without Inc., LLC, Co., or Corporation.  
Make it: “Big Time Enterprises” rather than “Big Time Enterprises, Inc.” 

2. Where the name is being used as a trademark or service mark, use a different font, 
of font size or even a different color, all of which will support the argument that the 
name is a trademark.  

3. Do not link the name with the company’s street or mailing address, telephone num-
ber, or email address when it is being used as a trademark.  

These tips are especially important where the specimen being submitted is something like 
an invoice, order slip, or other typical company business forms.  The key is to somehow 
make the use of the name distinctively different for trademark purposes that it is when 
functioning as a trade name.

Remember:
A trademark should never use “Inc.”
Or be tied to an internet link
If the mark’s not pristine
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And the specimen clean
Your registration will probably sink

Jon Andersen runs the Andersen Law Firm.  He received his Bachelors degree from Pur-
due University (Go Boilermakers!) and JD degree from Emory University’s Law School.  He 
focuses most of his activity on advertising, marketing, communication and intellectual 
property matters.  His special interests are sweepstakes, contests and promotions, trade-
marks, copyrights, and advertising/marketing business matters.

How to Use the Apple and Google Business Strategy 
to Grow Your Sales and Revenue
Google and Apple are two of the most successful companies of our generation, and per-
haps of all time.  Both companies have done an amazing job of consistently developing 
new and innovative products that keep users and visitors coming back for more.

What’s their secret?

If you strip away all the bells and whistles, if you eliminate all the chatter about their 
“brands” and “brand equity,” you’ll arrive at a very simple business strategy that both 
companies have ingrained into their corporate DNA.

That strategy is a deceptively simple concept that’s easy to understand and difficult to 
execute.  It’s to have a relentless focus on the customer and user experience.

Since its inception, Apple has focused on making computer (and now other products) 
amazingly simple to use.  Sometimes, Steve & Company have gone overboard in their 
pursuit of simplicity — the original Mac didn’t have any way to connect it to a network and, 
until recently, many Apple computers didn’t have cooling fans because Mr. Jobs felt the 
noise interfered with the user experience.  But overall, Apple has done an amazing job of 
focusing on their customer experience and making the user experience as seamless and 
simple as possible.

Just down the road from Apple (literally) there’s a pretty well-known company called Goo-
gle that has incorporated the same philosophy into their DNA.  Every new innovation that 
Google introduces to the marketplace (Google Maps, Google Image Search, Google 
Trends, etc.) is designed to be simple and easy to use.

As a marketer, you should be consistently striving to find ways to differentiate your com-
pany from your competitors.  We know several companies that have worked diligently on 
their technology only to forget that what the customer experiences is the usability of the 
product or service.

It’s a new year.  It’s a blank slate for you and your company.  Why don’t you incorporate 
the Apple and Google" strategy into your business model and spend this year making your 
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customer experience significantly better than your competitors?  It’ll be an initiative that will 
pay for itself many times over.

10 Tips on What Makes a Great Businessperson.
As you’re launching your marketing initiatives for 2009, it’s important to realize that the 
success of your marketing campaign is directly tied to your success as a business person.

With that in mind, here are a few ideas on what makes a great business person.

A great businessperson…

1. Has the ability to translate complex, detailed data into usable, relevant insights.  
Remember, it’s not just about information, it’s about insights from that information.  

2. Has the ability, when necessary, to demand action from others.  They also have the 
ability, when necessary, to suggest action from others.  (Side note: For every one 
demanded action, you should have 20 suggested actions.) 

3. Has the ability to manage the details so well that the big picture becomes the focus 
of their efforts.  Cover the details first so that you can focus on the big, important, 
strategic decisions.  

4. Understands that sometimes you have to lose the battle to win the war.  

5. Understands, above all else, the importance of total honesty in all business deal-
ings.  

A successful business person also probably:

1. Works harder than their boss.  

2. Uses voice control to minimize drama in tense situations.  

3. Has a higher degree of professionalism than most others.  

4. Is proactive, not reactive.  

5. Avoids surprises.  

One other tip that’s more on the motivational side of the equation.  Write 3 motivational 
messages on a yellow sticky and put it on the mirror in your bathroom so you see it every 
morning and every evening.  Make sure 1 of those 3 messages is “2009 Will Be A Stellar 
Year For Me and My Business.”

Onward.
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The Trouble with Twitter
We’re big fans of Twitter here at the 60 Second Marketer.  It’s one of the great, new social 
media tools that help people stay connected with each other.

But there’s a problem with Twitter: It can be a big, huge waste of time.

This isn’t a criticism of Twitter.  On the contrary, we believe Twitter is a valuable tool for 
people interested in staying connected with their customers and their customer prospects.  
But we also feel that Twitter can gobble up inordinate amounts of valuable time.

The bottom line is this — if you let Twitter get a hold of you, it’ll suck up a lot of energy that 
can and should be used elsewhere.  It’s surprisingly easy to get caught up in the back-
and-forth that’s part of the Twitter environment.

The challenge is figuring out how to stay engaged with Twitter without getting sucked into 
the meaningless (and time-consuming) Tweets that make up about 30% to 50% of all the 
chatter that happens on Twitter.

Any suggestions or thoughts?  Anybody see parallels between Twitter and Blackberry?

Do tell.

Six Tips on Making Your Website More User-Friendly
Recently, Rich Goidel, Interactive Consultant, provided us several tips on how to make 
websites user-friendly.  Rich has several terrific suggestions on ways you can improve your 
user’s experience.  His suggestions are as follows:

1.  Understand Your Goals
To paraphrase John Kennedy (loosely and badly) ask not what your website can do, ask 
what your website can do for your company.  What I mean is, start by defining real, con-
crete goals regarding your site’s relationship to your company’s marketing and sales plans.  
Don’t jump the gun by thinking about all the cool features and functions it can have—and 
that your customers might care less about.  The only way to figure out what’s required is to 
begin with your company and site strategy.

2.  Be Your Customer
If you build it, and they come, are your customers going to stay?  Not if the site doesn’t 
address their needs.  Simply put, they have tasks, goals and pains to address.  Does your 
site meet these, or does it focus on banal things like the company mission statement?  
Addressing—and fulfilling—customer needs will prevent your site from becoming bloated 
with content that’s not just useless, but gets in the way of a good experience.

3.  Invest in Design and Layout
It doesn’t have to be a work of art, but it does have to be well balanced and support your 
company’s brand.  Good website design is no different than good print design: Pages 
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should be engaging and easy on the eye, with interesting graphics that support clear mes-
saging, font styles and sizes that are readable and a layout that helps us focus and digest 
the content.  Spend some money on an experienced designer who understands usability 
and the value of white space; it’ll be well worth it.

4.  Clarify Site Navigation
When you walk into a department store (think Target), your eye immediately pans across 
the aisles, assessing signs, merchandise and the layout to give you a sense of what’s im-
mediately available to you, where it lives in the store and whether or not you like what you 
see — a map of the territory, so to speak.  This is a real challenge in the online space, 
which lacks the physical dimensions of the real world.  To compensate, make sure you’ve 
got very clear navigation that ensures users always know where they are, where they came 
from and where they can go next.  Make sure menu items clearly define your intent" (”Our 
Staff” vs. “Inmates,” “Contact Us” vs. “‘Sup?” and so forth.).  This goes beyond main site 
navigation and should be made manifest in sub-navigation, calls-to-action, links in body 
copy, etc.

5.  Remember: Nobody will Read Anything (until they get where they’re going)
Technically, this isn’t always true, but it’s a good axiom to live by.  People generally read 
very little online until they find the information they were looking for in the first place.  Follow 
this rule and your copy will be nice and brief, making life easier for visitors.  (But remember 
point #2; just because it’s short doesn’t mean it shouldn’t be fulfilling!)

6.  Focus on Conversion
What is it you want your customers to do?  Call you?  Submit a form?  Forward informa-
tion to others?  Make sure you know these answers.  Even better, make sure your site 
promotes the corresponding actions (in appropriate ways).  With a laser-like focus on con-
version, you’re bound to keep out the fluff, have an actionable web site and save your cus-
tomers’ valuable time (and your valuable dollars).

About Today’s Guest Columnist:

Rich Goidel is a multi-dimensional interactive specialist with a focus on brand and user ex-
perience.  He bridges the gaps between marketing strategy, digital design and technical 
development.  Rich has held director positions at three, Moxie Interactive, Media Firma and 
DM3 Marketing.  Successful roles have included Interactive, Technical and Creative Direc-
tor, User Experience Designer, Information Architect, Producer, Programmer and even 
Voice Over Talent.

The Six Most Common Social Media Mistakes
On Wednesday, December 17th, the 60 Second Marketer team conducted a webinar 
called “How to Use YouTube, LinkedIn, Twitter and Facebook to Grow Your Business.” 
Marketers from as far away as London, England tuned in to gather tips on how to use 
these social media tools to grow sales and revenue.  
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We’ll be doing more webinars in the future.  Better still, within a few weeks our webinars 
should be available on the 60 Second Marketer Tools page on a cost-per-download basis.  
(Our tagline: “There’s a fee, but there’s also a 100% guarantee!” Clever, eh?  We should be 
in marketing.)

One of the more popular topics we covered was “The Six Most Common Social Media 
Mistakes.” Here they are, in case you missed the webinar:

1. Thinking about Social Media the same way you think about Traditional Media.  So-
cial Media is anything but Traditional.  If you’re going to stay stuck in the 20th cen-
tury, you’ll soon be left behind.  

2. Trying to be all things to all people.  Social Media is about a conversation with a tar-
geted segment.  If you try to talk about everything, you’ll end up talking about noth-
ing.  

3. Focusing on quantity instead of quality.  We chuckle at the people on Twitter who 
brag about their number of followers.  It’s not about the number of followers, it’s 
about the quality of the connections you make.  

4. Sitting on the sidelines.  As Ruby Gottlieb of Horizon Media once said, “You can’t 
understand Social Media unless you use Social Media.” (Actually, we’re not sure 
Ruby said that — it may have been one of her employees.  But we’re going to give 
her credit anyway.) 

5. Trying to be a perfectionist.  Don’t be afraid to visit, post and contribute often.  
You’re not writing a Churchillian or Obamian speech, you’re having a conversation.  
Conversations include stammers, bad grammar and the occasional hiccup.  

6. Expecting miracles overnight.  We’ve all heard about YouTube success stories, but 
those are like hitting the lottery.  A successful Social Media strategy accepts the fact 
that it’ll require a lot of hard work and labor and that the results will be slow, but 
consistent.  

We hope you found these 6 most common social media mistakes helpful.  Tune in next 
month for our new webinar called, “We don’t know what the title is because we haven’t 
started writing it.”

It’s sure to be a show-stopper.

Seven Lessons Learned from One of  the Original Mad 
Men
Mad Men, the hit television series on AMC, is about the men (and women) who worked on 
Madison Avenue in advertising during the 1960s.
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My father, Mike Turner, was a Mad Man.  He worked side-by-side with David Ogilvy during 
Ogilvy & Mather’s years as the best advertising agency on the planet.  (Doyle Dane Bern-
bach being the other “best” advertising agency on the planet.)

My father is 83 years old now and his visits to New York City are generally to go to Sloan 
Kettering to manage some of his health problems.  But I learned a great deal from him dur-
ing the 10 years we worked together at the agency we founded.  Some of the lessons I 
learned were extremely valuable and I thought I’d share them with our regular readers so 
they can apply them to their own businesses.

Here goes:

1. Be relentless in pursuit of your goals.  My father had an amazing sense of when it 
was appropriate to turn on the after-burners at work.  He wasn’t always that way — 
you can’t be running at 110% all the time.  But when he made a decision to pursue 
something, there was nothing that was going to stop him.  That’s a lesson I try to 
apply to my endeavors today.  

2. If you’re not 100% passionate about what you do, change jobs.  I once asked my 
father what drove him to work so hard.  He said, “I never viewed it as work.  It was 
always fun.  Just about every day I went to work, I was looking forward to the new 
problems I was going to solve that day.” 

3. Nurture your curiosity.  Part of what made my father so passionate about his work 
was that he was always learning something new.  He’s retired now and I asked him 
if he was ever bored.  “Never,” he said.  “If you’re curious, retirement is a blast.” 

4. Be inquisitive about your employees.  This is a lesson my father learned from David 
Ogilvy.  He said there was nothing more thrilling than having David lean over your 
shoulder and ask you about what you were working on.  He said that Mr. Ogilvy 
was always fascinated by the brilliant marketing techniques his top-of-class em-
ployees were developing.  Imagine how inspiring it must have been to have David 
Ogilvy be inspired by you! 

5. You get back what you give out.  My father taught me that you attract into your life 
what you send out.  If you send out positive, decent, honest energy, you’ll attract 
employees who are positive, decent and honest.  Ogilvy & Mather was that way, as 
is BKV, the parent company of The 60 Second Marketer.  

6. Be kind to everyone, especially people you don’t know.  My father would be the first 
to say that you shouldn’t expect anything in return for being kind.  But once, he 
played in a highly-competitive tennis tournament with several other players who 
were being rude to one of the women in the tournament.  He went out of his way to 
be especially kind to her.  It turns out, she ran the U.S.  Air account, one of the larg-
est pieces of business in the region at the time.  His kindness prompted her to invite 
him to pitch the business, which they eventually won.  
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7. Use your positive energy to influence others.  Interesting story — when we first 
moved South in 1971, my father got a call from a real estate broker who was selling 
resort property.  My father is the least racist person I’ve ever known and decided to 
have some fun with the real estate broker.  “Can I ask a question?” my father asked 
the broker.  “Sure,” answered the broker.  “Do you sell property to African Ameri-
cans?” The broker replied, “Well, sir, we do our best not to.” My father’s response 
was, “Well, I wouldn’t be interested then because my wife is African American.” 
There was silence on the phone for a few seconds before the real estate broker 
eventually hung up, embarrassed and, hopefully, having learned his lesson.  

My mother isn’t African American (not that there would be anything wrong with that), but 
you get the point.  Good people send out good energy and snuff out the negative energy 
put out by the less-enlightened.

Here’s to sending out positive energy.  And here’s to all the Mad Men of Madison Avenue 
who are rounding third and heading towards home.

The 16 Greatest Companies of  All Time
The 60 Second Marketer is compiling a list of the greatest companies of all time.  We de-
fine “Great” as a company that is the most innovative and attracts the smartest talent.  (We 
avoid highly-specialized organizations like cancer research institutes or universities, since 
they’d win every time.)

We’re pretty sure that Google will win the award for “The Single Greatest Company of All 
Time.” That means they’re better than Apple, P&G, The Coca-Cola Company, Nike, etc.  
Just take a look around at all the stuff they’re doing and you’ll probably be convinced of 
that, too.

With all that said, here’s our list:

1920s: Ford
1930s: Disney
1940s: General Motors
1950s: IBM
1960s: P&G, McDonalds
1970s: Coke, McKinsey
1980s: Nike, AMEX, Goldman Sachs
1990s: Microsoft, Amazon, GE
2000s: Google, Apple

Who are we missing?  Surely there’s a glaring error in there somewhere.  Can you let us 
know who should be included that we might have looked over?
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Alltop is the Internet’s Magazine Rack
Not long ago, Guy Kawasaki helped start a site called Alltop.  Alltop is an aggregator that 
groups collections of websites into topics such as environment, photography, science, 
Muslim, celebrity gossip, military, fashion, gaming, sports, politics, automobiles, and Mac-
intosh.  At each Alltop site, the organization displays the most current headlines from doz-
ens of sites and blogs.

It’s good to remember that Alltop sites are starting points—they are not destinations.  
They’re trying to enhance your online reading by both displaying stories from the sites that 
you’re already visiting and helping you discover sites that you didn’t know existed.

The bottom line is this — if you’re looking for a great site that aggregates a number of 
other sites into one convenient “magazine rack,” then check out Alltop.  It’s a great idea 
and it’s catching on with everyone.

How to Market to a Growing Segment: The Simplifiers
Dr.  John Quelch is the Lincoln Filene Professor of Business Administration at Harvard 
Business School and is known worldwide for his research on global marketing, global 
branding and marketing communications.  His blog, called Marketing Know: How is read 
by marketers interested in staying on top of the latest and greatest trends in marketing.

In a recent posting, Dr.  Quelch highlighted a fast-growing segment of the American popu-
lation — the Simplifiers.  Simplifiers are well-off people who value quality over quantity and 
who do not buy proportionately more goods as their net worth increases.  They reflect a 
new sensibility in American consumerism — that is, that “more” is not necessarily “better.”

In other words, they value quality over quantity.

Here is a summary from Dr.  Quelch’s posting:

“The Simplifiers have four characteristics:

¥ First, they perceive that they have more stuff than they need.  Sure, they may collect 
something specific like porcelain figurines as a hobby, but they are the opposite of 
the pack rats who fill their attics and basements with “you-never-know-when-you-
might-need-it” stuff.  

¥ Second, they want to collect experiences, not possessions.  And they give experi-
ences rather than goods as gifts to friends and relatives.  Experiences may seem 
ephemeral.  They cannot be inventoried except in the form of “Kodak” moments; 
but they do not tie you down, require no maintenance, and permit variety-seeking 
instincts to be quickly satisfied.  Dining out, foreign travel, and learning a new sport 
will prove more resilient than expected in the face of recession.  

60 Top Tips from 60 Second Online University! 29

http://60secondmarketer.com/blog/2008/11/30/alltop-is-the-internets-magazine-rack/
http://60secondmarketer.com/blog/2008/11/30/alltop-is-the-internets-magazine-rack/
http://60secondmarketer.com/blog/2008/11/28/how-to-market-to-a-growing-segment-the-simplifiers/
http://60secondmarketer.com/blog/2008/11/28/how-to-market-to-a-growing-segment-the-simplifiers/
http://discussionleader.hbsp.com/quelch/
http://discussionleader.hbsp.com/quelch/


¥ Third, their stuff embarrasses them.  Their Range Rovers no longer tell the world 
that they are sophisticated town and country socialites.  There are simply too many 
of them on the road to offer much social status.  Worse, they now signal the irre-
sponsible selection of a gas-guzzler.  

¥ Fourth, they have wealth that is so assured that it no longer requires conspicuous 
display.  They lease their cars, rent other people’s holiday homes, and would happily 
outsource other aspects of their lifestyles.  They reject the marketer’s continual 
pressure to spend more money on possessions rather than on education, health 
care, and other social goods.” 

In a nutshell, Simplifiers are a segment of the population we should all keep our eyes on, 
whether we’re at a Fortune 500 company or a small Mom-and-Pop hardware store.  This 
year’s economic melt-down is having an effect on the psyche of the American consumer 
just like 9/11 had an effect on the psyche of the American citizen.

Three Lessons You Can Learn from State Farm’s 
Less-Than-Stellar Ad Campaign.
Historically, State Farm has done some terrific campaigns.  Remember their “And like a 
good neighbor, State Farm is there?” campaigns?  Brilliant, not only from a strategic point-
of-view, but from an executional point-of-view, too.

In addition, State Farm is a very sophisticated marketer.  You’ll find their campaigns in a 
number of non-traditional channels (like YouTube) and they even publish some very sophis-
ticated tracking studies that highlight the success of their efforts.

But every so often, no matter how good a marketer you are, a real clunker slips through 
the cracks.  In this case, it’s the State Farm “Feelin’ Kinda Sunday” ads which feature 
groups of people singing the Frank and Nancy Sinatra song.

What’s wrong with this campaign and what can you learn from State Farm’s mistakes?  
Here you go:

1. It’s a Feel Good Commercial with Absolutely No Message: There’s nothing wrong 
with doing a feel good commercial if it sells the brand.  McDonald’s and Nike are 
masters at this.  But the difference is that at the end of their commercials, your re-
sponse is “Ahhhh.  I get it.  Nike.  (Or McDonald’s) That commercial relates to their 
brand and their product.” But with these “Feeling Kind of Sunday” commercials, 
you’re simply left scratching your head saying “Huh?  What was that about?  And 
what does it have to do with State Farm?” 

2. It Ties Into a Campaign Theme, but Each Commercial Doesn’t Stand On Its Own: 
With long-running campaigns, it’s normal that you’re going to have a series of 
commercials where your target audience hasn’t seen every single one of them.  But 
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when that happens, you need to make sure that each individual commercial can 
stand on its own.  This campaign doesn’t work that way.  Again, at the end of the 
commercial you’re left scratching your head asking, “What the heck?” 

3. There’s No Link Between the Theme and the Brand: “Feeling Kind of Sunday” has 
no relation to the brand or the products and services State Farm provides.  You can 
sometimes get away with this, but in most cases, if you’re selecting a theme (or 
song) to represent your brand or marketing strategy, you need to make sure there’s 
a natural link between the two.  State Farm misses the mark on this front.  

To be sure, State Farm has a long history of doing very solid work.  And there isn’t a mar-
keter out there who hasn’t had a clunker slip through the cracks.  But these commercials 
are a big waste of money for State Farm and don’t do anything for the brand or the prod-
ucts and services.  If it were up to us, we’d nuke these spots and put the money against 
some of the other strong ads in the State Farm toolbox.

What are your thoughts?  Are there other commercials that are as bad or worse than 
these?

Is Toys R Us the Best Company Name Ever?
If you work in advertising or marketing long enough, sooner or later you’ll be asked to 
come up with a name for a new product, service or company.  In the old days, you’d jot 
down a lot of possible names, select the ones you thought worked the best and do a 
quick trademark search.

Today, you’d actually start with a URL search and, since all the good URLs are taken, 
you’d end up with something strange or quirky like PurpleRinoExtreme or WankoMotor-
Cars.

But before the advent of the world wide web and before the necessity of doing a URL 
search was even a possibility, there was a small group of people who came up with the 
best company name ever.  Those people had the courage to break every naming conven-
tion ever developed and to go with “Toys R Us.” It was a risky move, but one that paid off 
in spades.

There are three things you should ask yourself if and when you develop a new brand 
name:

1) Is it clear?

2) Is it memorable?

3) Is it different?

It’s worth mentioning that for every “Toys R Us” that meets all three of these criteria, there’s 
a “Kodak” or an “Amazon” that meets none of them and is still successful.  But if you’re a 
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small, unheard of company, you need every advantage you can get.  And coming up with 
a name that’s clear, different and memorable stacks the cards in your favor.

So, with that in mind, take a look at Toys R Us.  Is it clear what they do?  Well, gosh, yeah 
sort of.  You’ve got to figure that a store named Toys R Us probably doesn’t sell hardware.  
Is it memorable?  Yes, they’ve knocked it out of the park on that one, too.  Finally, is it dif-
ferent?

Before we answer that question, we’d like to point out that if a bunch of Harvard MBAs 
were sitting in a room together analyzing naming options for a new toy store, the first thing 
they’d do is to throw out anything targeting children that wasn’t grammatically correct.  In 
the unlikely chance that Toys R Us slipped through their prying eyes, they would’ve tested 
the heck out of it until it got tossed out because middle America didn’t feel comfortable 
with it.

But whoever was in the room when they decided to go with Toys R Us had the wisdom 
and the cajones to stick with a name that was so different, so unusual and so irreverent as 
to not be forgotten by anyone who drove by the retail location and saw the big, colorful 
“Toys R Us” sign bellowing out for their attention.

So there you have it.  There are three key things to consider when you come up with a 
new name for a product, service or company: Is it clear?  Is it memorable?  Is it different?  
The Toys R Us name is so successful on all three of these fronts, that we believe it’s ar-
guably the best company name ever.

What are your thoughts?  What other companies should we add to a Top 10 Best Com-
pany Names list?  We’d love to hear your thoughts.

60 Second Marketer Community Responds to “State 
Farm” Post
We know we’re doing our job when we stir things up among the marketing community.  
After all, part of our desire for The 60 Second Marketer is to create a community of mar-
keting professionals who share ideas, thoughts, comments and innovations with each 
other.

Our post last week entitled “Three Lessons You Can Learn from State Farm’s Less-Than-
Stellar Ad Campaign” generated several interesting responses.

Here are some responses from two readers on the West Coast who love the campaign:

“I really disagree with your article.  I was very attracted to this ad because the song is so 
catchy and I noticed a lot of posts saying that they cannot stop singing it.  State Farm is 
bringing you the game and it is on Sunday and a lot of the products now get off what they 
are selling.  Have you not noticed that??  It has become a hit commercial also and with 
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good reason.  Watch it again and it makes you feel happy and everyone I know has com-
mented on that.” — April in California

“I am one of the writers of ‘Feelin’ Kinda Sunday’ that Frank Sinatra and Nancy Sinatra re-
corded many years ago and is now being used by State Farm for the NFL Football games 
on Sunday.  I read what you wrote about the commercial and I had to give you my opinion.  
I thought it was so clever and so creative that they picked that title.  It is the fun and happy 
spirit of Sunday the day that those games are being played and at the end of the commer-
cial one of the players says “I’m So There” and then they talk about State Farm.  Haven’t 
you noticed how the new commercials most of them now do something else other than 
push the commercial and sometimes after a commercial that has nothing to do with the 
product they just show the name of what they are selling and that is all?  I realize that eve-
ryone has their opinions but I got the feeling that perhaps you were a bit out of touch with 
what is happening in the world of commercials.  I know I am speaking for my other two co-
writers when I say that we were very happy with both of the commercials.” — Annette, Los 
Angeles, California

What are your thoughts?  What do you think are the strengths and weaknesses of the 
State Farm campaign?

Has The 60 Second Marketer Gone Off  Its Rocker?  
Perhaps.
Last week, The 60 Second Marketer posted a blog entry called “Is Toys R Us the Best 
Company Name Ever?” It created quite a stir among our loyal reader base.  (We love it 
when that happens.)

One comment came in from Dr.  Bob Becker who runs Becker MultiMedia.  It was so 
thought-provoking, we decided to give it the attention it deserves and post it as a guest 
blog entry.

The essence of our Toys R Us post was that a great brand name has should do three 
things: 1) It should be clear, 2) It should be memorable, and 3) It should be distinctive.

Here’s what Bob wrote in response to our post:

“A name should be clear.  But what does that mean?  Clear about what?  What you sell?  
Who you are?  How you do business?  Why you do business?  Seems to me that you 
haven’t considered these questions.  Your first principle is unclear!

A name should be memorable.  How does something become memorable?  Does a name 
make it memorable, or the experience one associates with the name?  We meet many 
thousands of people in the course of a lifetime, and we remember the names of only a few.  
Why is that?  Because of the names, or because of what we experienced with the people 
who went by those names?
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A name should be different.  From what?  From other names?  Isn’t that obvious?  If Sher-
lock Holmes and James Bond had the same name, we would be confused.  But how does 
Sherlock being different from James make Holmes or Bond better names?  Is James Bond 
worse because it’s like James Cagney or Campion Bond?  Obviously not.  These things 
have nothing to do with a good name.

Is 60 Second Marketer a good name?  Well, let’s see.  It’s not clear, since most products 
offered by the 60 Second Marketer are not 60 seconds in length.  I don’t know if it’s 
memorable.  I have no trouble recalling it, so that’s a plus.  Trouble is, I only recall it when I 
see it in my Inbox.  It doesn’t come to mind when I am browsing books on Amazon or 
reading the Wall Street Journal.  It’s not different, since there are 60 Second [fill in the 
blank] things all over the place, ever since Pooh-Bah Blanchard made people believe that 
management occurs in one minute.

I propose replacing your three principles of naming with just one principle: “a name should 
mean something.”

Examples?

¥ Ralph Lauren means something.  It’s the name of a designer.  

¥ Google means something.  It’s the name of huge scale.  

¥ Marathon means something.  It’s the energy you get from eating the candy.  

There is nothing that these and other great names have in common, other than they mean 
something and stand for something.

By this measure, Toys r Us is not the best name, or even a great name.  It is a name of a 
retailer that defines itself generically.  The name says nothing special about the toys in the 
stores or how the toys are sold.  A far better name in toy retailing is FAO Schwarz.  For 
none of the reasons you cite.”

Bob brings up some great points.  Anyone else want to chime in?  What are some great 
brand names that don’t meet any of these criteria?  How about Kodak?  Or Walmart?

Share your thoughts.
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McCain and Obama 
Leverage Social Media in 
2008 Presidential Bid
Recently, Forrester Research conducted a 
study outlining how each Presidential can-
didate used Social Media during their 
2008 campaigns.  The chart below high-
lights the numbers from each candidate’s 
campaign.  It offers great insight into how 
President-elect Obama leveraged the power of social media to win the election.

The 13 Top Social Media Tools, Tips and Techniques
Recently, The 60 Second Marketer conducted a free webinar on Social Media.  In the we-
binar, we discussed several of the new tools, tips and techniques people are using to help 
promote their products and/or services.

There are hundreds of different Social Media tools available, so it’s easy to get confused by 
all of them.  One of the key concepts we discussed was how to categorize these tools so 
that they’re simpler and easier to use and understand.

There are three primary categories of Social Media — tools that help you network, tools 
that help you promote and tools that help you share content.

Here’s a quick rundown of what we consider to be the top 13 Social Media tools broken 
down by category:

Networking tools — These are tools that help you connect with customers and prospects: 

• MySpace: Think of MySpace as a social media tool that’s a little like a music festival.  
There’s a lot of energy, a lot of passion and, unfortunately, a lot of noise.  It’s great if you’re 
targeting the youth market.

• Twitter: Think of Twitter as a cocktail party.  There are a lot of different conversations go-
ing on and you can move from one conversation to another conversation.

• Facebook: Facebook is like a pub.  It’s a great place to meet people on a more casual 
basis and have relaxed, off-the-record conversations with the people you meet there.

• LinkedIn: Think of LinkedIn as a trade show.  It’s a little more professional than Facebook 
and you’ll want to meet and connect with people there in a more businesslike manner.

Promotion Tools — These are tools that help you promote content about your product or 
service:
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• Flickr: A great place to upload photos of your most recent company parties, conventions 
or product launches.  Not the most important tool in the world, but worth checking out.

• Podcasting: Don’t make the mistake of doing a podcast that just regurgitates your press 
releases.  Make your podcasts fun, interesting and relevant.  Don’t waste your time if 
you’re just going to have the CEO ramble on about your latest new product launch.

• YouTube: What can we say about YouTube that you don’t already know?

• HowCast: Ahhhhh, here’s something that’s interesting.  HowCast feeds “How To” videos 
to a growing community.  Perfect if your product requires a video tutorial.

• TubeMogul: Do you have videos you want to share with the world?  Then go to Tubemo-
gul, where you can upload your video once and let them send it out to YouTube, MySpace, 
Vidder and a gazillion other video sharing services.

Sharing tools — These are tools that help you share content that would be helpful to your 
prospects or customers:

• Google: You already know about Google, but did you know about Google Alerts?  Just 
plug in a keyword and Google will send you an email a day that lists when that keyword 
was discussed in a blog.  Perfect if you’re interested in staying on-top of things.  Also great 
if you’re a big brand and you want to respond to negative comments about your product 
or service.

• Blogs: We’re going to do an entire webinar on blogs and blogging in the coming weeks, 
but for now, remember this — don’t do one unless you can write something relevant at 
least 4 times a week.

• Article Marketer: Do you have articles that you’d like published around the web?  Then 
check out Article Marketer.  We haven’t officially used it, but at first glance, it looks like a 
very useful tool.

• Digg, Del.icio.us and other bookmarking tools: As you know, these tools allow you to tag 
articles and other content that you think might be useful for others.  We’ve found that it’s 
best not to abuse these tools or to try to milk them.  That’s just abusing the system.

Are there important tools that we’ve missed?  Which tools do you use?  Share your 
thoughts and comments on them with our readers!

Mr. Clean is 50! Do You Know How Old Betty Crocker 
Is?
It was 50 years ago that Mr. Clean was first introduced to the American public.  Since 
then, he’s become an advertising icon any Brand Manager on the planet would like to have 
in their marketing toolkit.
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Over time, Mr. Clean has continued to grow in popularity.  A few years ago, in a sign that 
Mr. Clean was still top-of-mind in American consumer’s minds, he was “outed” by an influ-
ential blog which pointed out he wore an earring, tight clothes and was in excellent physi-
cal shape.  But Mr. Clean came clean and, through a spokesperson, said that he wasn’t 
gay.  (Not that there’s anything wrong with that.)

Here’s a quick quiz.  See if you can match up the names of the advertising icons on the left 
to the appropriate dates of their launch on the right.

Tony the Tiger""""""""""""""""""" 1944

Aunt Jemima"""""""""""""""""""""" 1921

Jolly Green Giant"""""""""""""""" 1928

Betty Crocker""""""""""""""""""""" 1893

Smoky the Bear"""""""""""""""""" 1951

The correct dates are outlined below.  How many did you get correct?  And what advertis-
ing icons are we missing?  How about Mr. Peanut?  Elsie the Cow?  Or Dutch Boy?

Correct Dates: Tony the Tiger - 1951; Aunt Jemima - 1893; Jolly Green Giant - 1928; Betty 
Crocker - 1921; Smokey the Bear - 1944.

Will Budweiser’s New Marketing Strategy Work?
Recently, Budweiser announced that it was shifting its marketing strategy from campaigns 
that were outrageously creative to campaigns that did a better job of differentiating the 
brand.

Okay, we’re with you so far.  Sounds like a good idea.  

So, they tossed out all the outrageously creative ad campaigns they were doing and 
started with a blank slate.

Hmmm.  Interesting.  Keep going.

We’re pretty sure they did a gazillion dollars worth of new research to find out exactly what 
it is that makes Budweiser different.  They are, after all, Budweiser and they do, after all, 
actually have a gazillion dollars.  (Seriously.  They do.  Just look in their checkbook and it 
says, “A Gazillion Dollars.” We’ve seen it.)
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Anyway, where were we?  Oh yeah, Budweiser 
did a bunch of research that established some 
of the things that make Budweiser different.  
And what they came up with was “drinkability,” 
which is a term, we guess, that communicates 
that Bud goes down smoother and tastes bet-
ter.

Okay, not a lot to argue with there.  So where 
did it take them?

That’s the problem — where did the “drinkability” strategy take them?  As you can see in 
Illustration #1, Bud’s old ads were “Outrageously Creative” which made them highly-
memorable (Wazzzzup!) but not necessarily distinctive.

Today, their new campaign has shifted to “Stunningly Strategic” (see Illustration #2) which 
has put them in an arena of overly-boring, lame campaigns reminiscent of the original UPS 
“Brown” campaign.

You’ll recall the original UPS “Brown” campaign.  Oh, that’s right, you probably don’t recall 
that campaign because it was so Stunningly Strategic that it simply bored people to death.  
We’re not kidding.  They found people in Los Angeles who had watched the commercial 
and died of boredom.

(Okay, okay.  We actually ARE kidding.  Nobody died from watching the original UPS 
“Brown” commercials.  They just felt like they died.)

So where were we?  We were talking about how Budweiser’s new “Drinkability” campaign 
is so Stunningly Strategic that it just might bore people to death the way the original UPS 
“Brown” campaign did.  (Again, we’re kidding about the UPS thing.  Really.  Nobody died.  
We’re just saying that to make a point.)

What can we all learn from this?

Several things:

1. It’s very normal for a corporation’s marketing strategy to move back and forth be-
tween one extreme and another; 

2. The savvy marketer will resist the temptation to let the pendulum swing too far to 
one extreme or the other; 

3. If you do go to the extremes, you can suffer the fate of the old Bud spots which 
were so Outrageously Creative that they lost their ability to differentiate the brand; 

4. On the other hand, if you allow yourself to become so Stunningly Strategic, you just 
might suffer the fate of the original UPS “Brown” commercials which actually bored 
people to death (stop it already!).  
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The bottom line:

The sweet spot for all ad campaigns is something right in the middle, that’s on-strategy, 
but also has a high degree of memorability to it.  If you can hit that sweet spot (easier said 
than done), you can knock it out of the park just about every time.

So, next time you get approached about doing something Stunningly Strategic or Outra-
geously Creative, resist the temptation to go to the extremes.  The best campaigns are 
made up of ads that are on-strategy and highly-creative at the same time.

Give it a shot.  If you do what we’re talking about here, there’s a pretty good chance you’ll 
hit it out of the park.  And if that happens, we’ll all drink a toast to your success.

Twitter Influence Spreads 
Around the Globe
Make no mistake about it — Twitter is a global 
phenomenon and it’s spreading fast.

This chart highlights the global spread of Twit-
ter.  The U.S.  is the most Twitter-ific (sorry, 
very corny) nation on the planet followed 
closely by Japan, Spain (Spain?  Really?), and 
the U.K.

What makes Twitter such a hot application?  
It’s the next step in the democratization of the web.  By leveraging the power of social 
communities everywhere, Twitter has grown in influence and authority.

Will it become the next YouTube or Facebook success story?  Well, yeah, it kind of already 
is.

Will it be monetizable?  That remains to be seen.  YouTube, Facebook and MySpace con-
tinue to struggle with the monetization of their sites.  That’s not to say they aren’t hugely 
successful, it’s just to say that they’re still in that early growth curve (just like Amazon was) 
where they haven’t started generating all of the profits they have the potential of generat-
ing.

A 60-Second Guide to the Global Meltdown of  2008
Hey, 60 Second Marketer fans.  Here’s a quick, 60-second summary of the Global Melt-
down of 2008 — how it happened and why it took place.

We’ve written this up for non-financial people (like ourselves) so we can understand what’s 
going on and where it will all end up.
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Here goes:

In the 1990s, politicians, bankers and the housing industry concluded that by making 
mortgages easier to obtain, two things would happen: 1) more and more people would 
realize the American dream of owning their own home, and 2) the economy would be 
stimulated via a building boom fueled by all the mortgages that were being written.

Lenders realized that they could make tons of money by making “sub-prime” loans to 
people who didn’t meet the traditional credit requirements.  In order to protect themselves 
from loan defaults, financial institutions turned to companies like AIG for insurance.

But the insurance policies that AIG and others were writing weren’t regular policies.  They 
were a new kind of policy called a Credit Default Swap (CDS).  CDSs were unregulated, 
which means that there was very little oversight on these policies.  Worse still, the policies 
were off-balance-sheet, which means that they didn’t even show up on the traditional 
documents that investors and others use to review the health of a company.

According to Fortune Magazine, these policies were so easy to write that many of the 
transactions were completed via phone call or instant message.

Unfortunately, when homeowners started to default on their mortgages, that started a 
snowball effect.  Many financial institutions went to their insurance agencies to collect on 
the CDSs.  When too many of them came in, AIG and others were on the verge of default-
ing, which meant that the government had to step in.

Because of all this, financial institutions have had their money tied up and have made bor-
rowing money more and more difficult.  This means that large corporations like General 
Motors can’t take out a short-term loans to offset normal cash flow issues.

To Recap:

¥ In the 1990s, politicians and lenders decided to ease the requirements for obtaining 
a mortgage; 

¥ This was done to provide everyone access to the American dream, and to help fuel 
a building boom; 

¥ These high-risk mortgages were insured by non-traditional insurance policies called 
CDSs; 

¥ When lenders turned to insurance companies to collect on their mortgage losses, it 
started a snowball effect; 

¥ The result is that lenders had to slow lending to such a glacial pace that the econ-
omy has suffered as a result.  

This Grand Drama has yet to finish playing out, but that simplified overview should give you 
an idea of how this all came about.
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The good news is that America will get through this, just like it has gotten through other 
challenges.  If we’re lucky, we may even be stronger as a result of all this difficult period.  
But no matter what happens, one thing is for sure — America will never be the same 
again.

What Dell, Glaceau and Apple Know About Web 
Design That You Should Know, Too.
There’s an aesthetic in web design that all marketers should know about.  Dell, Glaceau, 
Apple and other brands are already putting this aesthetic to work, and you should, too.

It’s pretty simple, really.  In fact it is simple — simple, clean, sparse, uncluttered design, 
that is.

As with a lot of industrial design these days, Apple led the way by incorporating their clean, 
crisp industrial design aesthetic into their website.  Steve and Company were inspired by 
the minimalist stuff that’s been part of Asian design for years.  You can see it in their stores, 
their products and their websites.

Dell Computers was quick to follow suit and designed a very clean, very easy-to-use web-
site of their own.  (Check it out — the Dell and Apple websites are amazingly similar.)

Now, what about Glaceau?  As mentioned in previous blog posts, those guys really have 
their act together.  They have an incredibly likable brand personality that comes across in 
everything from their website to their packaging.  Keep an eye on these guys ’cause they 
really know what they’re doing.

When you get the chance, take a spin through all of the websites we’ve mentioned here.  
Then check out some of your favorites and send them our way.  We’d love to compare 
notes on who’s doing the best web design work out there.

Hey, NASCAR! Can You Teach the NFL a Few Things 
About Marketing?
Okay, let’s be up-front about one thing — the NFL has had a long history of success dat-
ing back more than 75 years.  So to say that the NFL has not succeeded in marketing 
might be a bit of a stretch.  But that’s not what we’re here to talk about today.  We’re here 
to talk about the FUTURE of the NFL, not its past.

Rule #1 in marketing is to get inside the mind of your customer.  Before you think about 
any strategy, before you think about any tactic and before you think about executing either 
one of them, you need to get inside the mind of your customer and figure out what it is 
that they’re actually buying.
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Most followers of the NFL are looking for one thing — excitement.  They’re looking to live 
vicariously through the NFL players and to re-live their former glory (or imagined glory) on 
the field of battle.  It’s really no more complex than that — show us larger-than-life athletes 
who do battle every Sunday in front of millions of fans and celebrate all the excitement that 
comes with that.

So why, then, does the NFL continue to suck the life out of their games?  Why do they in-
sist on taking any fun, originality or spirit out of professional football?

Every Spring, the owners gather together and come up with additional rules designed to 
make professional football as lame as possible.  Do you want to spike the ball?  Penalty.  
Do you want to celebrate after scoring a touchdown?  Penalty.  Do you want to dance with 
your teammates after a big sack?  Penalty.

It’s mind-boggling that the owners can completely suck the life out of the game and come 
back every Spring and suck even more life out of the game.  Do you want to see some 
energy and life in the fans?  Then go to a college football game and check out the noise, 
the excitement and the energy.  Do you want to see fans who are watching a game be-
cause of force of habit?  Then check out an NFL game.

NASCAR could teach a few things to the NFL.  The explosion in viewership of NASCAR 
that happened a few years ago was because they understood a fundamental rule of mar-
keting — if you want to get people to buy your product, you need to get inside their minds 
and figure out what it is that they’re actually buying.

So, what is it that the NASCAR customer was buying?  Was it watching a small car drive 
around a track 500 times?  Absolutely not.  What the NASCAR customer was buying was 
excitement, energy and escapism.  So, with that in mind, NASCAR retooled how you EX-
PERIENCE a race.  They put cameras in the car that enabled viewers to feel like they were 
the drivers.  They made race-day events at the track as big a deal as the actual race.  And 
they allowed the personalities of the drivers (both good and bad) to come through larger-
than-life on the small screen.

The NFL, on the other hand, has done the exact opposite.  They’ve done everything they 
absolutely can to minimize the personalities of the players and the teams.  It’s as if the 
players were as old as the owners and decided that it would be unseemly to celebrate, 
make some noise or express themselves.

For the next 5 years, the NFL will be safe because they have a built-in audience.  But as 
consumers look for more and more exciting things to do, they’ll start turning away to 
NASCAR, College Football, Extreme Sports and other adrenaline-inducing sports.

If you’re a business-owner, the very first thing you should do is to figure out what it is your 
customer is actually buying.  Mercedes-Benz doesn’t sell cars, they sell status.  Apple 
doesn’t sell iPods, they sell cool.  Banks don’t sell checking accounts, they sell safety and 
convenience.  (Okay, given the economy, that was a bad example, but you get the idea.)
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The NFL should recognize that their customer doesn’t want to buy football, they want to 
buy energy, excitement and escapism.  But if they keep on sucking the life out of the 
game, they’ll find their audiences dwindling more and more every year.  And that, my 
friends, is something we can all learn from.

How to Sign Up for Twitter
One of the big questions on the internet these days is “How Do I Sign Up for Twitter?” We 
asked Kyle Wegner, one of our 60 Second Marketer followers, to write a guest post on the 
topic.  (By the way, Kyle’s own blog and website can be found here — 
http://www.automaticable.com.)

Here are Kyle’s easy tips on how to sign up for Twitter:

To find the Twitter homepage, you can either click here or type http://www.twitter.com di-
rectly into your browser.  Once there, click the big green button that says “Get Started – 
Join!”

The first thing you’ll have to do when signing up for a Twitter account is to think of a user-
name.  Many names are already taken, but luckily Twitter provides you with instant notifica-
tion of username availability.

After filling in a unique password and providing a valid email address, you’ll have to create 
the account.  Make sure to use an email address that you monitor regularly, as many ac-
tions taken in Twitter will be sent directly to your email as notifications.

Finding people you know on Twitter seems like a daunting task, but Twitter has made it 
easy by allowing you to search through your web email contacts.  Using your Gmail, Hot-
mail, Yahoo Mail, AOL, or MSN account, you can search for every person you are con-
nected with in any of your email accounts.  Twitter promises that they don’t store your 
passwords, but if you are cautious about your email accounts you might want to skip this 
step.  Personally I’ve never had a problem with handing out my email and password, but 
you can never be too careful.

One of the first things you will see after your account creation is the question “What are 
you doing?” Feel free to send out your first Twitter message, or Tweet, before setting up 
your profile.  You’ll quickly want to head to the top navigation and follow the Settings link to 
fill in some of your personal information.

Tweeting is a lot like blogging — your best bet is to provide interesting, useful content to 
your followers.  That said, it’s also acceptable to let your followers know what’s going on in 
the non-professional side of your life, too.

If you’d like to follow The 60 Second Marketer team on Twitter, feel free to sign up on The 
60 Second Twitter Page, which can be found at http://www.Twitter.com/60SecondTwitter.
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How Search Engine Spiders Work
Most of our gentle readers already know how search engine spiders work, but it never 
hurts to review some of the basics.  What follows is an overview"so that you’ll have a basic 
understanding of what goes on next time you visit a search engine.

As you know, there are three primary search engines — Google, Yahoo and MSN.  Each 
search engine has a software program (called a search engine spider) that “crawls” the 
world wide web and “reads” the content of each web page.  Once the search engine spi-
der has read the content of the site (including things like the ALT tags and the META tags), 
it drops what it finds into an algorithm (which is essentially a fancy word for a “formula”) 
and figures out what that page in the website is all about.

When someone does a search for, say, “Discount Camera Gear,” the search engine does a 
ton of calculations to figure out what exactly it is you’re looking for.  Included in that calcu-
lation is a visit to their gargantuan database which has their algorithmic analysis of all the 
websites on the planet.

With amazing speed, the search engine spits out a list of websites that probably match 
what you’re looking for.  When you consider the vast amount of calculating power that has 
to take place in order to spit out 2.8 million websites in 0.33 seconds, it’s mind boggling.  
(Give it a try.  We just typed in “Discount Camera Gear” into Google and, sure enough, it 
gave us 2.8 million web pages in 0.33 seconds.  Do you know what a hassle it was to 
scroll through 2.8 million websites to check Google’s work?  That took us forever!)

That’s essentially how search engine spiders work, which means you now know more 
about search engines than 83% of the people at your next neighborhood BBQ.

Coca-Cola, Interbrand and a Book Called “Branding 
Only Works on Cattle.”
Once again, Coca-Cola has taken the top spot in Interbrand’s list of the world’s most valu-
able brands.  As is often the case, IBM and Microsoft followed closely behind.  Google had 
a good run of events as well, jumping from #20 to #10 in just one year.

This isn’t the first time we’ve talked about Interbrand’s annual report in this blog.  The re-
port is essentially a barometer to test the “value” of any particular brand.  But in a new 
book out by Jonathan Salem Baskin called “Branding Only Works on Cattle,” Mr. Baskin 
challenges the “math” behind Interbrand’s approach.  The book is worth buying if only be-
cause of the wonderful way in which Mr. Baskin disassembles Interbrand’s formula.  Mr. 
Baskin’s point-of-view is summed up quite nicely at the end of this passage when he 
states, “This isn’t math, it is religious scripture, created to reaffirm belief to the flock while 
ginning up enough obfuscation to dissuade nonbelievers.”
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But to say that’s the only time Mr. Baskin shouts “the emperor has no clothes” would be a 
disservice to the book.  In fact, the main premise of the book is pretty extraordinary — that 
is, that the branding people who tell you it’s about what people think have it all wrong.  It’s 
not what people think about your brand that’s important, it’s how people behave with your 
brand.

It’s a deceptively simple premise, but one that has profound implications.  Baskin writes 
about Gillette’s introduction of the new Fusion — a five-bladed razor that consumers 
haven’t embraced.  Why?  Because it was built on a faulty premise of how consumers 
think about shaving, rather than how they want to behave when they shave.  (Lagging 
sales would indicate that consumers want to behave by buying a simpler, less expensive 
shaving solution.)

Just when you thought you’d read everything you needed to about branding, along comes 
Mr. Baskin’s book that turns everything on its head.  Mr. Baskin says that one of the most 
sacred tenets in marketing — brand theory — needs to be reinvestigated and turned up-
side down.

To be sure, the book offers plenty of arguable premises.  For example, even though the 
Interbrand approach may include some arguable assumptions, it’s still the best thing we 
have.  And, at a bare minimum, the Interbrand solution can be used as a way to compare 
your brand’s value relative to your competitor’s and that, in and of itself, has some value.

In any case, “Branding Only Works on Cattle” is a smart, insightful, well-written book that’s 
worth taking a spin through.  If you like Mr. Baskin’s approach, you can also follow him on 
Dim Bulb, his blog about marketing and branding.

The #1 Mistake in Web Design
In an upcoming “Ask the Expert” column, we’ll feature a question that is often asked by 
people in marketing, which is “What’s the worst mistake I can make when I’m designing 
my website?”

We submitted that question to Todd Chambers, who runs iMap, a division of direct re-
sponse and interactive agency BKV.  Todd’s full answer can be found in an upcoming 
eNewsletter from The 60 Second Marketer, but a short snippet can be found here:

“The number 1 mistake made when designing web sites is not a particular color choice, 
design scheme or even egregious coding error.  No, the biggest mistake designers and 
developers make is simply not approaching the project from their user’s point of view.”

Being customer-centric is important whether you’re designing your CRM program, your 
retail space, your email program or, as Todd mentioned, your website.
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We could write volumes on this topic, but the basic point is worth revisiting — if you’re go-
ing to do anything in marketing, the starting point is inside the mind of your customer.  
Then, and only then, can you really create something worthwhile.

Las Vegas: The Best Tag Line in the History of  the 
Universe
A few days ago, we had a post on The 60 Second Marketer blog that talked about how 
“Just Do It” is the most over-rated tag line ever.  Trust us, it’s true, even though there were 
plenty of people who disagreed with us.

Anyway, in the “Just Do It” post, we mentioned several taglines that were particularly good.  
They included the following:

• “When It Absolutely, Positively Has To Be There Overnight” for Federal Express

• “Got Milk?” for the California Milk Processor Board

• “Just When You Thought It Was Safe To Go Back In The Water” for Jaws II (Note: That’s 
actually not a tag line, it’s a slogan.  But who cares?  It’s terrific!)

Today, we realized we had passed over one of the all-time great tag lines.  It’s for the Las 
Vegas Convention and Visitor’s Bureau and it’s “What Happens in Vegas Stays in Vegas.”

We’re not huge fans of Las Vegas at The 60 Second Marketer (it has the highest suicide 
rate per capita in America), but we are fans of any tag line that gets to the heart of the mat-
ter as efficiently as that one does.

It’s a shame all tag lines can’t be as good as the Vegas tag line.

How To Increase Your Share of  Market During an 
Economic Downturn
During an economic downturn, there are three kinds of companies: 1) Those that go un-
der, 2) Those that scrape by, and 3) Those that prosper.

If you’re a marketing director, advertising director or sales director and your company is in 
reasonably good financial shape, there are three things you can do to prosper during this 
economic downturn.

1) Cut your travel, trade show and sponsorship budgets as close to zero as you can.  
Trade shows and sponsorships are the extra programs you run when you’ve got the fun-
damentals (retail and brand marketing) covered.  (Come to think of it, you may even con-
sider cutting your branding budget, too, and focusing on supercharging your retail and 
point-of-purchase programs.)
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2) Reallocate your budget into the hard-working programs that are easily measured.  
These would include paid search, direct mail, direct response television, email marketing 
and a whole slew of new and emerging media that are highly-measurable.

3) Use your reallocated budget to grab as much market share as you possibly can.  Re-
member those companies that were going to go under and the ones that were going to 
barely scrape by?  By executing points #1 and #2, you can chip away at their market 
share.  This is done by aggressively targeting their customer base with discount programs, 
premiums and special offers in exchange for long-term contracts.

There’s a pretty good chance your competitors are cutting their advertising and marketing 
budgets right now.  If you aggressively target their customers and approach those pros-
pects with special offers and discounts, you can win those customers over and increase 
your market share.

To recap, there are three kinds of companies: Those that will die, those that will scrape by 
and those that will prosper.  By re-allocating your budget, you can focus on hard-hitting 
and highly-measurable programs that can help you chip away at your competitor’s market 
share.

It’s a tough world out there.  Wouldn’t it be great if there were no such thing as economic 
down-turns?  Unfortunately, that’s just not the case.  Because of that, you should use this 
cycle as an opportunity to grow your business by targeting your competitor’s customer 
base.

Three Things Starbucks is Doing Right
There’s been a good deal of attention paid to Starbucks recently.  They’ve had to shut 
down some locations and let go of well-trained staff.  As a result, a lot of the recent atten-
tion on Starbucks has been negative.

But Howard Schultz is no dummy.  Starbucks may be going through a tough time, but 
they’re poised for a turn-around.

How do I know this?  Because they’re doing three things right:

1) They’re getting back to basics: Any company that loses its way needs to get back to the 
basics of their business.  Starbucks is doing that with the revived emphasis on what 
brought them to the dance in the first place: good coffee.
2) They’re owning up to their mistakes: In the era of social media and web 2.0, the con-
cept of “transparency” is paramount.  Starbucks is doing just that — they’re owning up to 
their mistakes and letting the public know how they’re going to fix those mistakes.
3) They’re getting people to talk about Starbucks again: Howard Schultz’s idea to shut 
down every store in America for 3 hours of training was more than just a training exercise.  
It was an exercise in great public relations.  It told everyone he was serious about making 
changes.  Better still, it got people talking again.
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There’s a lot to be learned from Starbucks and how they’re handling this current situation.  
I’d encourage everyone reading this blog to study what they do and copy as much of it as 
you can.

“Just Do It” — The Most Over-Rated Tag Line Ever.
There are a lot of great tag lines out there.  In fact, you could argue that some of the best 
tag lines in marketing have helped shape entire brands.

“We Try Harder,” which was introduced by Doyle Dane Bernbach on behalf of Avis in 1962, 
helped frame that brand in the mind of the consumer by positioning it against Hertz, the #1 
brand in that category.

One of the all time best tag lines was introduced just a few years ago (and recently 
dropped!): “Can You Hear Me Now?” This tag line for Verizon was absolutely brilliant.  
Every time cell phone users uttered “Can you hear me now?” into a cell phone, they were 
reminded of Verizon and their promise that their network was bigger, better and clearer.  

A few other memorable tag lines include:

• “When It Absolutely, Positively Has To Be There Overnight” for Federal Express

• “Got Milk?” for the California Milk Processor Board

• “Just When You Thought It Was Safe To Go Back In The Water” for Jaws II (Note: That’s 
actually not a tag line, it’s a slogan.  But who cares?  It’s terrific!)

Now we get to “Just Do It” which is absolutely, positively (thanks FedEx) the most over-
rated tag line ever.  Why?  Because most great tag lines differentiate their products, frame 
the brand in the mind of the consumer, and drive home the core essence of the product.

The only thing “Just Do It” does is fall flat on its face.

That’s not to say that “Just Do It” wasn’t surrounded by a terrific ad campaign for Nike — it 
was.  But the tag line alone is so overblown and over-rated, it’s almost an insult to the 
other brilliant tag lines out there.  “Can You Hear Me Now?” works on so many levels for 
Verizon, it’s mind-boggling.  Even something like “With A Name Like Smuckers, It Has To 
Be Good” sells the brand and has a personality to it.  But “Just Do It” is flat, boring and, if 
it weren’t for a gazillion dollar ad campaign to support it, completely unmemorable.

Send me your favorite tag lines.  Or, better still, disagree with my point-of-view.  But some-
thing tells me that when you give it some thought, you’ll end up agreeing with me — “Just 
Do It” is the most over-rated tag line ever.
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Why it’s a Waste of  Time Buying Negative Brand 
URLs
I have a good friend of mine who runs an eCommerce company who owns several nega-
tive brand URLs relating to her brand.  A negative brand URL is one like 
www.________Sucks.com or www._______IsEvil.com.

Many large companies, including Xerox and Dell Computer, spend countless hours and 
thousands of dollars buying negative brand URLs.  But you know what?  Most marketing 
directors have way too much on their plate to be spending time trying to snatch up every 
.com, .org, .biz, etc.  with their brand name on it.

Quite frankly, there’s a better approach.  And that is to embrace the people visiting the site 
and listen to their concerns.  If you can change 1 out of every 5 people’s opinion on the 
negative site, you’ll have created an army of people who will tell others, “I used to hate 
________.  But they listened to me, acted on my issues and fixed my problem.  Now I’m a 
huge fan of _________.”

To be sure, that’ll be labor intensive, too.  But as the protector of your brand, you have two 
choices:

1) Try to squash dissent by buying up all the negative URLs, which will be impossible;

2) Embrace the dissenters and try to convert 1 out of 5 from brand haters to brand lovers.

It’s a challenge, and it won’t be easy.  But it’s the best solution out there and I’d encourage 
all marketing directors to explore this option.

Marketing Trivia
I just came across an email from a friend who pointed out some random trivia (some re-
lated to marketing) that I thought I’d pass along: 

¥ In most advertisements for watches, the time is set at 10:10 to showcase the 
brand.  

¥ The first product ever advertised on television was a Bulova watch.  They paid $9 
for a 20-second spot during a baseball game between the Brooklyn Dodgers and 
the Philadelphia Phillies on July 6, 1941.  

¥ The first toy advertised on television was Mr. Potato Head in 1952.  

¥ Nike is the ancient Greek goddess of victory.  The longest word you can type with 
your left hand on your keyboard is “stewardesses”.  

¥ The “ABC” song is the same tune as “Twinkle Twinkle Little Star”.  

60 Top Tips from 60 Second Online University! 49

http://60secondmarketer.com/blog/2008/09/11/why-its-a-waste-of-time-buying-negative-brand-urls/
http://60secondmarketer.com/blog/2008/09/11/why-its-a-waste-of-time-buying-negative-brand-urls/
http://60secondmarketer.com/blog/2008/09/11/why-its-a-waste-of-time-buying-negative-brand-urls/
http://60secondmarketer.com/blog/2008/09/11/why-its-a-waste-of-time-buying-negative-brand-urls/
http://60secondmarketer.com/blog/2008/09/10/marketing-trivia/
http://60secondmarketer.com/blog/2008/09/10/marketing-trivia/


¥ Andy Warhol designed the signature Rolling Stones’s mouth/tongue image for the 
album “Sticky Fingers”.  

Onward!

Is Twitter a Big, Fat Waste of  Time?
Okay, let’s get this straight — Twitter is the new “hot thing.” That’s no surprise to anyone 
reading this blog.

But is Twitter a complete waste of time?

A few days ago, BusinessWeek.com wrote an article called “How Companies Use Twitter 
to Bolster Their Brands.” The article highlights many of the companies that are using Twit-
ter to track customer “chatter” about their brand.

Companies like Dell, GM, Kodak and Whole Foods Market follow Twitter in an effort to 
keep track of what people on the micro-blogosphere are saying about them.

Getting this kind of “we care about our customers” PR is great for Dell, GM and others.  
But is Twitter really just a big, fat waste of time for the gazillions of people who use it?

At The 60 Second Marketer, we’ve used it to connect with people in the Social Media 
world, and that’s been a very, very positive thing.  It’s also been a great way to interact with 
people on the cutting-edge of new and emerging media.  But the vast majority of employ-
ees who use it spend a good portion of their day writing self-centered Tweets like “Sitting 
here on a rainy day wishing I was somewhere else.”

Is that a productive use of company time?  I dunno, but it sure doesn’t look like it to me.

Views contrary to mine are welcome.  Have at it.

How to Grow Revenue by Focusing on Marketing’s 
Triple Play
If you hang around marketing professionals long enough, you’ll hear a lot of talk about 
brand value pyramids, share-of-voice analysis, market touchpoint strategies and a whole 
slew of other complex sounding things.

To be honest, if you hang around The 60 Second Marketer long enough, you’ll hear a lot of 
the same stuff.  But you know what?  All that is gobbledygook.  (Side note: Gobbledygook 
makes it through spell check.  Who knew?)

I’m not saying that brand value pyramids, share-of-voice analysis and market touchpoint 
strategies don’t have a place in your life, because they do.  But the truth is, if you’re a 
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marketer, there’s only one thing you should keep your eye on and it’s something I call the 
Triple Play.

How do you score a Triple Play?  By having a relentless focus on these three things:

1) Getting new customers

2) Getting those new customers to come back for additional purchases

3) Getting long-term customers to buy more than they did the last time

As a marketer, it’s your job to stay focused on these deceptively simple tasks.  I know — 
it’s easy to get distracted by the newest tools and gadgets.  But don’t deceive yourself into 
thinking that those distractions are the end result.  They’re simply a means to an end.

I heard about a successful businessman who, prior to launching his business, wrote down 
his three Critical Success Factors on the back of a business card.  He claimed to have 
looked at it several times a day for 20 years.

By keeping his sights set on what was truly important, he was able to avoid distractions 
and build a multi-million dollar business.

So here’s the bottom line:

• It’s easy to get distracted by the bright, new, shiny object

• It’s just as easy to get wrapped up in complex, theoretical gobbledygook

• But there are only three things you need to focus on: Getting new customers; Getting 
those new customers to come back for additional purchases; Getting long-term custom-
ers to buy more than they did last time.

If you stay focused on that “Triple Play,” everything else will take care of itself.  I promise.

25 Interactive Definitions You Should Know
What follows is a list of the 25 terms all interactive marketers (and, arguably, all marketers 
in general) should know. How many of them do you already know? Read on to find out.

Above the fold

The top part of a Web page that a user can see without scrolling down. Think 3-inch-tall 
bold newspaper headline.

Ad network

A “collector” of advertising inventory for many sites that acts as a sales representative for 
the sites it contains. Like a pawn broker, but for Web content.

Algorithm
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The Rubik’s Cube of Web marketing — a compact, complex little puzzle that helps search 
engines determine the relevance of one Web page over another. But since search engines 
tend to keep updating their algorithms, Search Engine Optimization needs constant re-
search to keep up with the times.

Avatar

A virtual “you” on a virtual reality site. With a virtual home, virtual job and a virtual Interac-
tive Term Glossary to read.

Beacon

A snippet of code placed in an ad, on a Web page or in an e-mail which helps measure 
whether it was delivered to the browser — and helps track actions in general.

Beta

A test version of a Web site or software, prior to final release. A Web designer’s way of 
testing a site’s wings out in the big scary world.

Cloaking

“Tricking” a search engine into giving a site a higher ranking. Done by giving false content 
to the search engine’s spider, pretending the site is something it isn’t. This often gets users 
to visit a site based on a completely fabricated description, only to find that the site con-
tains completely irrelevant — maybe even harmful — content. Ew!

Conversion Rate

This is the percentage of click-throughs that generate sales for your company. So, if a dis-
play banner ad generates 100 click-throughs and 5 of those turn into sales, then your con-
version rate would be 5%.

Cookie

A file on your computer that tracks where you’ve been on the Web. Your browser stores 
this information, so sites you’ve visited can “recognize” you when you return. But if you 
want to go into stealth mode, you can always disable them.

Emoticons

Punctuation mark combos that look like smiley faces, sad faces, winking faces, etc. (We 
say “etc.” to acknowledge that there are, in fact, more complex emoticon options out there 
— but beware that your e-lameness is directly proportional to the complexity of your 
emoticons.) A way to compensate for the fact e-mail can’t communicate tone of voice. 
Useful if your e-friends never know when you’re joking.

Firewall

A security barrier placed between your internal computer network and the Internet. It 
keeps your information in, and unwanted people out — your very own Secret Service.

Hacker
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Originally used to describe a computer enthusiast who pushed a system to its highest per-
formance through clever programming. Problem is, a bunch of e-hooligans have given 
hackers a bad name.

Inventory

Ad inventory is determined by the number of ads on a page, the number of pages contain-
ing ad space and the number of page requests. Which is just a fancy way of saying that 
inventory is the number of ads available on a website.

Lag

The amount of time between making an online request and receiving a response. Often, a 
user will give up if a site lags too long. Until lag time disappears completely, the Internet 
can’t claim total user-friendliness.

Meta Search Engine

A search engine that pools the results of other search engines to offer up a wider range of 
results. Web search on steroids.

Micro-sites

Multi-page ads reached by clicking an initial ad. The user stays on the publisher’s Web site, 
but gets more information from the advertiser than would come from standard ad format.

Netiquette

The Internet’s own rules of conduct. In this electronic age, leaving the subject line blank or 
using excessive CAPSLOCK is as mortifying as picking up your meat fork during the salad 
course.

Organic Search Results

“All-natural” results from a Web search, appearing in the main body of a search page. 
These are the results that haven’t been paid for, and are placed according to how closely 
they match the search term.

Profiling

Learning about a consumer’s interests by tracking their movements online. Like a Private 
Eye. But without the narration and creepy saxophone.

Push

A server delivering ("pushing') information to a consumer rather than letting the user re-
quest ("pull") the information themselves. It’s where profiling pays off.

Search Engine Optimization (SEO)

Using popular keywords and phrases on a Web site, making the site rank high when those 
terms are part of a Web search. Makes for good “packaging,” Web-wise.
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Spider

A software program that combs the Web for new sites and updates, like a spider looking 
for a fly.

Stickiness

The effectiveness of a site in holding onto its users. A good way to quiet those who keep 
bringing up low traffic numbers. Forget quantity — look at that stick!

Wiki

A web application that allows users to add content, and also allows anyone to edit the 
content. And thus the phenomenon of Wikipedia was born.

WYSIWYG

A type of editor used for creating Web pages: What You See Is What You Get. Need we 
say more?

How to Increase Sales: Focus on Repeat Customers
Bob Stone wrote one of the best marketing books of all time.  It’s called “Successful Direct 
Marketing Methods” and it’s a classic that general marketers and direct marketers should 
read cover-to-cover.

(Okay, I admit it — I haven’t read it cover-to-cover, but I have read 87.3% of it.)

In this week’s 60 Second Marketer eNewsletter, we’re going to feature a video on seven of 
the key ideas from Bob Stone’s classic.  I’ll give you a sneak peak of one of the key ideas 
right here:

• The most important order you’ll ever get from a customer isn’t the first order, it’s the sec-
ond order.  Why?  Because a two-time buyer is at least twice as likely to return and buy 
again as a one-time buyer.

Whether you’re an eCommerce store, a bricks-and-mortar store or in the service industry, 
those are words to live by.  You can check out all the secrets Bob Stone has to offer by 
buying his book on Amazon, or you can get seven of the best secrets by signing up for our 
eNewsletter and getting the 60 Second video on Friday.

Is Green the New Black?
If you’re wondering whether green marketing is just a fad, the answer is “no” it’s not a fad.  
It is, however, a trend.  (The distinction being that a fad lasts for a very short period of time, 
say under 6 months.  A trend can last from 6 months to several years.)
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Anyway, being green is a trend that will last at least 4 years, if not more.  Because of this, 
many marketers are asking themselves if they’re doing everything they can to be 
environmentally-sensitive.

Good news — The 60 Second Marketer has outlined 10 steps you can take to be a green 
marketer.  These steps are outlined on our website in an article called “Is Green the New 
Black?  10 Steps You Can Take to be a Green Direct Marketer.”

It’s a good article.  Check it out.  (But don’t print it — that would be environmentally-
insensitive!)

Advertising-to-Sales Ratios
Okay, here’s one for the number crunchers out there.

Have you ever wondered if your advertising budget is above or below what your competi-
tors are spending?  Sure you have.  And you probably have a pretty good idea of what 
they’re spending.

But we did a little homework and gathered information from a variety of sources to find out 
what the advertising-to-sales ratios are for a number of different industries throughout the 
country.

Here’s what several industries spend on advertising as a percentage of their overall reve-
nue:

Amusement Parks: 9.5%

Beverages: 9.1%

Cigarettes: 4.2%

Liquor: 15.6%

Restaurants: 3.5%

Furniture Stores: 6.3%

Grocery Stores: 0.9%

Hotels and Motels: 2.3%

Jewelry Stores: 5.4%

Soaps and Detergents: 11.7%

The highest advertising spend in our review was for liquor at 15.6%.  On the other end of 
the spectrum, several business-to-business industries had advertising-to-sales ratios of 
below 0.5%.
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These are just general guidelines and should be used as such.  But they give you a rela-
tively good idea of how much different industries spend on advertising as a percentage of 
sales.

Podcasting Usage Slow but Steady
Podcasting, which hit the marketing community with a big bang just a few years ago, 
hasn’t swept through with quite the impact that was once predicted.  But podcasting isn’t 
dead.  In fact, podcasting audiences are expected to jump 450 percent to 55 million by 
2011.

An article on The 60 Second Marketer site called “Is Podcasting Dead?” highlights some of 
the more important statistics relating to podcasting.  It’s an article that’s worth checking 
out, but if you have a short attention span, here’s the bottom line:

¥ Use podcasts as one of your many marketing tools; 

¥ Try to be as efficient as possible when budgeting for podcasts — the number of 
downloads for a specific podcast aren’t often huge, so devoting vast amounts of 
time or money to the medium will not show a positive ROI.  

How to Buy Ads on the Mobile Web
The Mobile Marketing Association is a great resource for everything about mobile media.  If 
you haven’t taken a spin through their site, it’s worth spending a few minutes doing so.

Here’s some information on buying mobile ads from their site that’s worth sharing:

Essentially, buying ads on the mobile web is the same as buying banner ads on the inter-
net.  Although, in most cases, mobile web banner ads can be bought on a cost-per-
thousand (CPM) basis or a cost-per-click (CPC) basis, mobile offers targeting possibilities 
beyond that of traditional media.  Pretty soon, if not already, you’ll see a range of targeting 
options covering context, demographic and behavioral attributes.  (Note: For a great video 
on behavioral targeting, check out “An Introduction to Behavioral Targeting” in the 60 Sec-
ond Videos section of the site.)

Some operators and publishers that have mobile web sites sell mobile ads directly, while 
others allow their inventory to be sold by a third party, either as a premium inventory or as 
part of a mobile network.

The biggest difference between buying mobile web display ads and internet display ads is 
that the mobile web ads are not sold by unit size.  Because the sizes and resolutions of 
mobile phone screens vary, the way the content looks on those mobile phones will also 
vary.
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It’s worth noting that most mobile campaigns today result in significantly higher click-
through rates than PC-based internet campaigns.

All this and more is available at the Mobile Marketing Association website.  Check it out!

How to Create an Email Newsletter
Email marketing is big.  You know that already.

But did you know there are several key tips that you should keep in mind if you’re using an 
email newsletter to stay in touch with your customers and prospects?

A company called ReturnPath recently subscribed to 61 companies’ email programs and 
studied how those companies used email.  

The Return Path Subscriber Experiences study found that:

¥ 60 percent of companies did not send a welcome email message.  

¥ 30 percent failed to send any message at all within the 30-day study period.  

¥ The first regular email message arrived an average of nine days after subscribing.  

¥ While 70 percent of companies asked for more than email address at sign-up, 
three-quarters of the companies that collected additional information didn’t use it to 
personalize or customize their emails.  

If you’re interested in creating an email newsletter, you might check out the full article on 
The 60 Second Marketer site.  It’s called “How to Create a Great Subscriber Experience 
with Your Email Newsletter.”

Mobile Marketing Research
I came across some interesting research on mobile marketing that I thought the growing 
60 Second Marketer community might be interested in.  As you know, mobile marketing 
and social media are the next Big Things, so it’d be a good idea to keep abreast of what’s 
happening in those arenas:

¥ An Experian study pointed out that by early 2006, thirty countries had exceeded 
100% per capita cell phone usage.  In the U.S., we’ve only hit about 80% per cap-
ita mobile phone usage.  

¥ There are twice as many active users of SMS as there are active users of email.  

¥ While 65% of email is spam, less than 10% of SMS is spam.  
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Interestingly, over the weekend I asked my 14 year-old daughter and her two friends, if 
they had to give us their mobile phones or their computers, which one would they give up.  
Their answer?  All three said they’d give up the computer.

The research with my daughter wasn’t statistically significant, but it was relevant.

Alltop — The Digital Magazine Rack of  the Internet
We’re always looking for new tools at The 60 Second Marketer to make your life easier 
and more efficient.

Here’s a great one — Alltop is a site that aggregates the top stories from the best websites 
so that you don’t have to weed through a massive RSS feed of information from other ag-
gregators.  They’ve grouped the sites into individual topics such as marketing, blogging, 
science, PR, Social Media, politics, automobiles and Search Engine Optimization.  At each 
Alltop site, they display the headlines of the latest stories from dozens of sites and blogs.

This, from the Alltop “About Us” page:

“To be clear, Alltop sites are starting points—they are not destinations per se.  The bottom 
line is that we are trying to enhance your online reading by both displaying stories from the 
sites that you’re already visiting and helping you discover sites that you didn’t know ex-
isted.  In other words, our goal is the “cessation of Internet stagnation” by providing “ag-
gregation without aggravation.”

Check out Alltop.  It’s a great way to make your life easier and more productive.

Does Sex Sell?  Find Out in 60 Seconds.
Does sex help sell products?  You may be surprised by the answer.

A recent study by MediaAnalyzer looked at whether sexy images in ads improved ad effec-
tiveness or decreased it.  The finding was that sex is a great attention-grabber, but disas-
trous for ad effectiveness.

Men and women alike are strongly attracted by sex in ads.  However, men are so en-
grossed by the sexual imagery that it diverts their attention.  The end result is a less effec-
tive ad.

If you want to check out the entire article, click “Does Sex Sell?  7 Golden Rules of Print 
Ad Effectiveness” by Charles Boyar, Vice President at MediaAnalyzer who wrote the article 
for The 60 Second Marketer.
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How to Use Google Alerts to Monitor What Others Are 
Saying About Your Company
Here’s a funny story.

Not necessarily “ha ha” funny, but funny in a “hmmmmm” sort of way, if you know what I 
mean.

Without naming names, I’ve noticed that when I blog about certain larger corporations, 
someone who is either officially or unofficially linked to those corporations will comment 
back to me on the blog.  Generally speaking, they’ll either add to what I’ve said or dispute 
an opinion I’ve stated.

There’s nothing wrong with what they’re doing.  In fact, the smart marketer (that’d be you) 
should actively monitor the chatter going on about your brand.

The 60 Second Marketer does it.  We’ve gone into Google Alerts and set up an account 
that sends us an email any time someone blogs about The 60 Second Marketer, marketing 
strategy, marketing tactics and other keyword phrases.  That way, we can add relevant 
content back to the sites that mention stuff we’re interested in.

(Pssst.  Here’s a secret — we also monitor what’s being written by and about 
MarketingProfs.com and MarketingSherpa.com.  And you now what?  Those guys are 
good! They write some pretty cool stuff.  Hats off to them.)

Anyway, if you want to keep track of what the world is saying about you, go to Google 
Alerts and sign up for the email alerts on your brand name or the topics you’re interested 
in.  Like all things Google, signing up for Google Alerts is as easy as … well, Google.

P.S.  In an upcoming blog post, I’ll update you on some of the other ways to monitor the 
chatter about your brand including Search.Twitter.com and Technorati.

How to Pitch a Story to the Media
One of the most common questions we get asked at The 60 Second Marketer is how to 
pitch a story to the media.  People want to know what the difference is between pitching a 
story to local media vs. national media.  They also want to get inside the mind of the jour-
nalist so they can understand their needs and wants for a story.

There’s a good article on the 60 Second Marketer Articles section called, you guessed it, 
“How to Pitch a Story to the Media.” It’s by an industry insider and should give you most of 
the information you need.

All in about 60 seconds.
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Procter & Gamble Tops List of  Ad Spenders
During the early part of 2008, Procter & Gamble topped all other advertisers on Nielsen’s 
list of top advertisers, with a total of $1.179 billion spent.  They were followed by General 
Motors, which spent $646 million.

The remainder of Nielsen’s list follows this order (in millions):

3,  AT&T: $579.1
4.  Verizon: $489.2
5.  Pepsico: $455.0
6.  Johnson & Johnson: $427.3
7.  Toyota: $406.3
8.  Time Warner: $391.1
9.  Ford: $373.8
10.  GlaxoSmithKline: $373.2

Email Research Highlights Trends
AOL Mail has released its fourth annual survey of email usage habits.  It’s a good report 
and one worth checking out.

One trend highlighted in the report is that 24% of email users said they don’t even use a 
salutation when using email — they just dive into the email messages.  Slightly fewer (23%) 
write “Hi, Bob” and 20% say “Hello, Bob” when they start an email to a co-worker.  (This, 
of course, begs the question — who is Bob?  And why is he getting all these emails?)

In any case, it’s a great report and one worth checking out.  You can read the full report 
here: http://www.CrazyForEmail.com.  You might also be interested in checking out The 
60 Second Marketer’s email benchmark report, which can be found by clicking here: Email 
Benchmark Study.

Email Usage Continues to Rise
AOL Mail has completed its fourth annual study of email usage.  If you check your email 
while you’re driving or in the middle of the night, you’re not alone.

Last year, 15% of the respondents said they were hooked on email.  This year, that figure 
has jumped to 46%.  51% check their email four or more times each day, which is up from 
45% in 2007.  20% said they check their email more than 10 times each day.

It’s a terrific study and well-worth checking out.  You can find out more about it here: 
http://www.CrazyForEmail.com.
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5% of  Americans Use Twitter.  So do Amazon, Apple, 
Dell and Southwest Airlines
If you’re not using Twitter as a marketing tool, you may be missing out on one of America’s 
fastest-growing marketing vehicles.  According to a recent survey, 5% of all Americans are 
using Twitter to stay in touch with their friends and family.

Since you’re a marketing guru, you already know that Twitter is a micro-blogging tool that 
allows you to effectively instant message people from a variety of devices.  The 60 Second 
Marketer Twitters at www.Twitter.com/60SecondTwitter.  Other companies that use it in-
clude Amazon, Apple, Dell and Southwest Airlines

Will it be around for good?  Probably.

Is it the “next big thing?” Maybe.

Is it peach pie?  Nope.

What’s the Value of  Your Brand?
Each year, brand consultancy Interbrand releases its study of the Best Global Brands.  This 
year’s study will be released on September 22nd and will feature brands you’re familiar 
with like Coca-Cola, Google, Starbucks, Nike, Apple, Microsoft, IBM and others.

How does Interbrand measure the value of the brands they feature in their report?  They 
have a complex algorithm they use for their own brand ranking, but a simplified version of 
it is to take your company’s market capitalization, subtract out the assets and what re-
mains is a simplified version of your brand value.

The argument for this formula is that the money that people would pay above-and-beyond 
the cost of your hard assets represents the incremental value your brand brings to your 
company.

If you’re a privately-held company, you can use a similar formula — take the market value 
of your company, subtract out your assets and you’ve essentially got a simplified version of 
the same calculation.

For the “Big Daddy” report, keep an eye out here and in other media on September 22nd.  
Interbrand’s report always gets lots of press.

Who Invented the iPod?
Who invented the iPod?

Of course, the final version of the iPod was invented by the guys at Apple, but according 
to Steven Levy’s book “The Perfect Thing,” a prototype of the iPod was invented by DEC 
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out of California.  But — in a series of events very similar to Xerox inventing the first com-
puter mouse — Compaq, which had bought out DEC, didn’t have the vision to see the 
brilliance of the new prototype.

There were a few other companies after DEC that actually launched early versions of MP3 
players, but it took Apple to simplify the concept and then market the hell out of it.

And marketing the hell out of something is what makes Apple … Apple.

What is Behavioral Targeting?
Everybody from your CEO to your Congressman is asking about Behavioral Targeting.  
You, of course, know that it’s a way to track web users’ behavior so that you can present 
them with display banner ads that are relevant and timely.

Recent studies have indicated that a behaviorally-targeted banner campaign can perform 
5 to 10 times better than a non-behaviorally-targeted campaign.  Amazing stuff.

For an introduction to Behavioral Targeting, check out the 60 second video on our website 
called — you guessed it — “An Introduction to Behavioral Targeting.” It’ll give you the 
scoop.  Plus, it’s easy to forward to your CEO.

Or your Congressman.

Survey Says: 29% Have Declared Email Bankruptcy
Have you ever gotten so far behind in your emails that you simply hit the “delete all” but-
ton?

That’s called email bankruptcy, and, according to an Atlanta-based radio station, a recent 
survey reported that 29% of the respondents have, at one time or another, gotten so far 
behind their emails they just hit “delete all.”

I’ve never been guilty of email bankruptcy, but I can tell you right now I wish there was a 
“delete” key for all the long, rambling stories I’ve told in meetings.

Darn it, when are they going to invent a delete key for those?

What is Web 2.0?
There’s a great, short article on The 60 Second Marketer site called “Finally, a Concise 
Definition of Web 2.0 That Everyone Can Understand.” It outlines what exactly Web 2.0 is.  
Better still, it offers additional comments from two interactive gurus — Bob Becker with 
Becker MultiMedia and Patrick Miller with BKV.
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According to Dr.  Becker (we call him Doctor ’cause he’s got a PhD, you know), “If you’re 
just catching on to Web 2.0, sorry … The train that is leaving is Web 3.0.  Time now to get 
on board if you want to be a leader.”

What are your thoughts and comments?  Check out the article and let us know.

New Report Says Ad Spending to Shift to Direct 
Marketing
Veronis Suhler Stevenson’s Communications Industry Forecast predicts that more adver-
tisers will be shifting their budgets towards measurable marketing (read: direct response 
marketing) in the future.

Other findings from the report include:
• Spending on newspaper dailies, weeklies and their digital ventures will fall 2.4% a year to 
$55.3 billion in 2012.
• Growth in ad sales will slow for broadcasters, but online ads and payments from cable 
and satellite providers will lift revenue 3.8% a year to $58.8 billion in 2012.
• Digital downloads will outsell CDs by 2010.

I’m surprised that digital downloads don’t already outsell CDs, but I suspect that figure is 
based on revenue, not number of downloads sold vs. number of CDs sold.

In any case, as The Bobster once said, “The times, they’re a changin’.”

Who Uses Twitter?  Dell, Southwest Airlines and 
Amazon.  How about you?
The New York Times calls Twitter “one of the fastest-growing phenomena on the internet.”

Wired says it’s “incredibly useful.”

Like all social media, Twitter is a fast-evolving tool that is changing on a daily basis.  What 
started as a simple micro-blogging tool (think Instant Messaging, only you can do it from 
your mobile phone, your computer, etc.), is growing rapidly.

While Twitter hasn’t exactly matured into a huge money-making marketing tool, it’s worth 
checking out.  Here’s a link to the Twitter site and to some other companies that are cur-
rently using it:

Twitter
Dell Computers
Apple Computers
Southwest Airlines
Amazon
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Note to Delta Air Lines — it looks like you stopped Twittering about a year ago, which is a 
shame, because you had it figured out — mix fun, personal Tweets with light-hearted sug-
gestions on how to make travel easier.  Brilliant.  Get back at it!

MySpace, Facebook Generate Visitors, but Not Much 
Revenue
Okay, first a disclaimer.  For me to say that MySpace and Facebook generate visitors, but 
not much revenue is a bit of a stretch.  After all, MySpace is supposed to bring in about 
$755 million this year alone.  And Facebook is likely to exceed that figure.

My point is simply that neither organization has cracked the nut on how to generate 
Google-like revenue from their sites.  According to comScore, in June, Facebook had 
132.1 million world-wide unique visitors and MySpace had 117.6 million.  But many busi-
nesses are starting to wonder if their advertising models are all they’re cracked up to be.

One way MySpace, Facebook and other social media networks are improving their 
revenue-generating capabilities is to allow hypertargeting.  Hypertargeting is a system 
whereby social media networks analyze user’s interest and categorize them into buckets.

“The best way to improve advertising efficiencies is to segment who you’re talking to,” said 
Raphael Rivilla, interactive media director for BKV, one of the nation’s largest independent 
direct response and interactive firms.  (Transparency: BKV is a sponsor of The 60 Second 
Marketer).

“Segmentation improves the user experience and it makes the ads more relevant, which 
helps improve the return on advertising spend,” continued Rivilla.  “The more social net-
works like MySpace and Facebook segment or ‘hypertarget,’ the better for advertisers and 
their agencies.”

MySpace and Facebook may not have cracked the revenue-generating nut yet, but they 
aren’t going anywhere.  And the longer they’re around, the more ways they’ll figure out 
how to generate income and generate a positive return on investment for marketers and 
advertisers.

What Panera Bread and Whole Foods Know About 
Consumer Behavior that You Should Know, Too.
Panera Bread and Whole Foods know something about consumer behavior that the rest of 
us should keep in mind.  They understand that consumer loyalty is strengthened when a 
company makes an emotional connection with their customers.

Recent research indicates that when a consumer connects emotionally with a brand, their 
dorsolateral prefrontal cortex lights up and that, my friend, is a good thing.
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When the dorsolateral prefrontal cortex gets stimulated, the brain makes an emotional 
connection.  (For more on this topic, see our 60 Second Article entitled “Coke vs. Pepsi: 
The Taste Test They Don’t Want You to Know About.”) Once those emotional connections 
are made, then consumers become more loyal and go from being a “customer” to being a 
“returning customer.”

So what does all this have to do with Panera and Whole Foods?  Just stop by one of their 
locations and you’ll see what I mean.  Each location is a feast for the senses — the smells, 
the sounds, the colors, the textures — everything is set up to stimulate the emotional parts 
of your brain.

And that’s what differentiates Panera and Whole Foods from other restaurants and grocery 
stores.  They make emotional connections with their customers, not just logical ones.

In our opinion, emotional connections are what drive the business-to-consumer success 
stories.  Just ask Panera and Whole Foods.

(Join the debate: Our 60 Second Video called “How Consumers Think” has stirred up quite 
a dialog with our visitors.  Some people think it’s overly-simplistic.  Others think it’s right 
on.  What’s your opinion?  Click the link above and take our online poll.)

The 10 Forbidden Words in an E-mail Subject Line
As you know, email marketing will continue to grow at double-digit rates for the next sev-
eral years.  That said, consumers are beginning to grow weary of in-boxes stuffed with 
wanted and unwanted emails.

According to the Email Sender and Provider Coalition, 8 out of 10 email subscribers say 
they know exactly what they’re doing when they hit the “Report Spam” button in their 
email clients.

Other results in their survey include these important findings:

• 83% used the “Report Spam” button in their email clients at least once
• 80% used it without opening the message
• 73% based their decision on the “from” line
• 69% based their decision on the subject line
• 20% used the spam button to unsubscribe from the mailing

If email is part of your marketing mix, you might be interested in checking out one of our 
60 Second Videos called “The 10 Forbidden Words in an Email Subject Line.” The video 
outlines several important things you should know about email subject lines that can help 
improve your delivery rate.
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Growth of  Blogs in U.S.
The new issue of Marketing News just came out and it includes their 2008 Marketing 
Factbook.  If you haven’t seen the Marketing Factbook in the past, it’s worth checking out 
— Marketing News does a great job of distilling down key pieces of information into bite-
sized nuggets.  And isn’t that what the readers of The 60 Second Marketer want?

One interesting chart outlines the growth of the blogosphere over the past several years.  
In 2003, Marketing News and Technorati tracked 300,000 blogs.  By 2005, it had tripled, 
to 900,000.  But by 2006 it had exploded to 34.5 million.

That’s a lot of growth in just one year.

Since 2006, the number of blogs jumped to 76 million (in 2007) and 112 million (in 2008).

Interestingly enough, the Wall Street Journal recently reported that “Most Blogs are Uni-
maginative Failures.” If you’re interested in finding out why most blogs fail, just check out 
our e-newsletter coming out this Friday (July 25th).  Our newest 60 Second video is called 
“Why Most Blogs Fail” and it has lots of good information on how to make a corporate 
blog succeed.

Just visit the website (http://www.60SecondMarketer.com) and sign up for our e-
newsletter.  The new 60 Second video called “Why Most Blogs Fail” will be waiting in your 
e-mail box on Friday morning.

Mobile Marketing Statistics Point to Huge Growth
Just about every day there’s new research on mobile marketing and text messaging.  
There’s so much data it can be overwhelming at times.

That said, there is a great deal of fascinating research on mobile marketing and text mes-
saging.  Here are some statistics I’ve come across recently that are worth passing along:

• There are 255 mobile phone users in the U.S.  About 138 million of them use SMS (text 
messaging)
• There are twice as many active users of SMS as there are active users of e-mail
• In the U.S.  alone, roughly 300 billion text messages were sent in 2007
• While 65% of e-mail is spam, less than 10% of SMS is spam
• Don’t assume SMS is just for your kids — 50% of SMS users are aged 35 or older
• The fastest-growing medium in mobile marketing is WAP (mobile web), which has 69 mil-
lion users, about half what SMS has

In an upcoming issue of The 60 Second Marketer (http://www.60SecondMarketer.com), 
we’ll outline the 25 most important vocabulary words in mobile marketing.  Be on the 
lookout!  (Sources: PunchKickInteractive.com; Mobile Marketing Association; 
MobileMarketingWatch.com)
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How to Run a Rebate Program
Recent studies indicate that less than half of all rebates are successfully redeemed by con-
sumers.  According to Professor Richard McKenzie, author of Why Popcorn Costs So 
Much at the Movies, companies can do funny things to reduce the use of rebates.  (By the 
way, I’m not advocating the use of these sneaky things, I’m just reporting on them.)

One of the techniques is to make the rebate window short, say 10 days.  That way, con-
sumers who mail in the rebate coupon outside the window miss the opportunity.  Then 
there’s slippage — that’s when customers who are mailed checks never get around to 
cashing them because the checks expire or people throw them out without realizing what 
they are.

I recently received a rebate from a well-known national brand.  It was designed to look like 
a credit card application — you know the kind, they have a fake credit card in them with 
your name printed on it.  Fortunately, my wife pointed out to me that it was my rebate — 
otherwise, I would’ve tossed it.

Lesson learned.

What Walmart Could Learn from Google and 
Starbucks.
The other night at a dinner attended by several business-owners and marketers, the sub-
ject of Walmart came up (see attached new logo).  Right or wrong, the consensus by 
those at the dinner was that Walmart is a company that is unnecessarily tough on its sup-
pliers.  Many people around the table shared stories about suppliers who had worked with 
Walmart and were mistreated or had less-than-positive experiences.

There was one diner who disagree with the assessment.  He said that the others were just 
taking pot-shots at Walmart simply because it was the big kahuna, the top dog, the #1 
player.

That point-of-view — that Americans will take pot-shots the top-dog in any industry — has 
some validity.  Americans do tend to build companies (and celebrities) up only to drag 
them down once they’re at the top.

That said, how do you explain Google and Starbucks?  Both of those companies are large 
quasi-monopolies that, somehow, have maintained a high “like-ability” factor among con-
sumers.

Part of the reason — and this is where Walmart could learn a thing or two — is that they 
consistently communicate a genuine sense of goodness in everything they do.  They don’t 
just talk about being good citizens, they actually execute it from top to bottom.
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Walmart, on the other hand, talks about being a good citizen, but then (according to my 
friends) mistreats their suppliers behind-the-scenes.

So there you have it.  Once again, we learn a lesson about marketing from Google and 
Starbucks.  And that lesson is that you can’t just talk about being a good citizen, you have 
to execute it throughout your entire organization.

Walmart should take note of Google and Starbucks.  Both those organizations have main-
tained a monopolistic hold on their respective industries but have not suffered the indignity 
of people around a dinner table trashing their brand.  Why?  Because they execute that 
concept both publicly and behind-the-scenes.  And that’s something we can all learn from.

What’s Hot.  And What’s Not.
A good friend of mine named Nick Wreden, who is the CEO of FusionBrand and the author 
of a book called “ProfitBrand”, just spoke at the ad:tech conference in Singapore.  I read 
his blog on the conference and felt it had so many profound insights that I wanted to share 
it with you.

Here’s what Nick wrote:

I just got back from speaking at and attending the ad:tech conference in Singapore last 
Thursday and Friday.  Ad:tech is a digital marketing conference that attracts interactive 
agencies, clients, brand specialists and media planners.  This is the 11th year of ad:tech 
conferences

Here are some random notes that were either sufficiently disturbing or interesting enough 
to merit being jotted down on the back of my speaker’s badge.  Also included are some 
hit-or-miss inspirations that occurred to me during the event:

¥ Vast wasteland?: 10 hours of video are uploaded to YouTube each hour.  

¥ Is there any room left?: Within 2 years, business cards will list social networks just 
like the list email addresses and mobile phone numbers today.  

¥ Time to learn a new skill: Before long, 40-60% of all traffic on the internet will be 
video.  

¥ Life lesson #258: There were technical glitches with my presentation on social net-
works and self-segmentation.  Always check your presentation before showtime.  

¥ New business idea?: PR, digital marketing, media planners, advertising agencies 
and other partners are generating lots of measurements to enable accountability.  
However, clients are having a difficult time both integrating that data and correlating 
it to their brand or corporate KPIs.  There is an increasing need for a centralized 
“dashboard agency,” which would provide the necessary integration among multiple 
sets of numbers and linkages to corporate goals.  
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¥ Not sleep?:18-25 year olds were asked what they would do with an extra 15 min-
utes a day.  A healthy percentage said they would spend it on social networks.  

¥ Harbinger title of the future: One of the keynote speakers was Brad Garlinghouse of 
Yahoo!.  His title: Vice President of Communications and Communities.  

¥ What’s tired: 

¥ “Positioning:” Amazingly, I did not hear this relic from the 1970s mentioned once.  

¥ 360-degree marketing: The audience laughed when this term was heard.  

¥ 1:1 marketing: Experts agreed that failures with 1:1 marketing were making it diffi-
cult to sell segmentation today.  

¥ Viral marketing: Usually referred to in the sense of a prehistoric ancestor to social 
networking 

What’s wired:

¥ Engagement: Every speaker mentioned it at least five times.  However, some 
speakers only mentioned in the sense that “we want customers to engage with us.” 
Engagement must be a two-way street.  

¥ Measurement: Once measurement was a dirty word among creative-driven execu-
tives and agencies.  Now the entire marketing world seeks to be data-driven.  

¥ Entertainment: The primary tool for engaging with consumers on the Internet.  

¥ Mobile marketing: After a decade of hype, everyone kept promising that yes, really, I 
swear, this is the year that mobile marketing takes off.  

¥ iPhone: Finally, a mobile on-ramp to the Internet and all it has to offer.  

¥ Integration: Every offline campaign must have an online component.  

¥ A lot of pokes: There are 530 million users on social networks worldwide.  

¥ So that’s why you need 15 minutes extra a day: 20% of all Internet users have vis-
ited a social network within the last 30 days.  

¥ Three types of media: Owned (internal), bought (advertising, etc) and earned (WOM, 
etc.) 

¥ Emperor-has-no-clothes speaker insight: Why do we have campaigns with a begin-
ning and an end?  It just requires so much energy and money to start a new cam-
paign.  With social networks, promotion never ends.  

¥ New buzzword to learn: ROPO (Research Online, Purchase Offline).  

¥ Best quote heard: “A lot of companies think social networking means, ‘We want 
you the consumer to tell us how great our products are.’ — Josh Sklar, Global Chief 
Creative Agency, BLUE 
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¥ Best case history: Coke Zero in Australia.  Coke tried to pave the way for a product 
introduction by mimicking an “underground” slackster/hipster movement.  Of 
course, it was outed.  Lesson: Always be authentic.  

¥ Most overused case history: The UGM effort to promote Thane.  It backfired when 
environmentalists used the UGM effort to blast the Chevy gas-guzzler.  However, 
Chevrolet won brownie points by letting the critical videos remain online.  

¥ Sign of times: Nestle in Philippines upped its digital marketing budget from 9% to 
25% this year.  

¥ Note to conference organizers: When interviewing keynote speakers, ensure that 
the questions are not longer than the answers.  Attendees want to hear the key-
noter, not the organizer.  

¥ New boy toy: After the conference I bought the Creative Labs version of the hot-
hot-hot Flip video camera.  The New York Times called it “one of the most signifi-
cant electronics products of the year.” If this takes off like the iPod, pretty soon 80% 
of the traffic on the Internet will be video.  

Glaceau Masters Formula for Vitamin Water and for 
Marketing
Wow.  Glaceau has it figured out.

A few nights ago, I had the opportunity to chat with an acquaintance of mine from The 
Coca-Cola Company.  We talked about how impressed we were with the success that the 
Glaceau brand has had both before and after its acquisition by Coca-Cola.

In case you don’t know, Glaceau is the maker of Vitaminwater, Fruitwater, Smartwater and 
Vitaminenergy.  One of the things that has contributed to their astronomical growth is their 
ability to talk to consumers as though they’re human beings (see my previous post on this 
topic called, “What Does Sprint Know About Marketing That You Don’t?“).

When you’re talking to your customers, whether it’s through a brochure, through packag-
ing or even through your receptionist, please talk to them like they’re you’re friend.  (After 
all, they are your friend.)

Here’s a great example of how Glaceau does this from the back of the Formula 50 Vita-
minwater packaging:

“who wouldn’t want to live large like 50?  that’s just how he rolls.  he doesn’t just make al-
bums… he makes them multi-platinum.  he doesn’t just make movies… he makes them 
with award winning actors… it only makes sense that 50’s drink is large too.  it’s packed 
with the key nutrients he needs to get through his day.”
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It’s just copy on the back of a bottle, but it connects on an emotional level.  And research 
indicates that when you connect emotionally with your consumer, they’re 37% more likely 
to buy your product.

So go.  And write some copy.  And make sure that it’s as fun, lighthearted and engaging 
as the copy on the Vitaminwater packaging.

What’s A Widget?  Find Out Here.
One of our most popular 60 Second Marketer videos is entitled What’s a Widget? It’s got-
ten plenty of views on The 60 Second Marketer site as well as at our YouTube page.

A widget, as most of our readers know, is a little web gadget that has some sort of func-
tionality to it.  It can be a stock ticker, a calculator, a news feed or just about any other kind 
of device designed to provide information.

I’ve just come across a terrific resource that’s perfect for people who want to add widgets 
to their websites.  It’s called Widgetbox and it’s packed with great little tools that can easily 
be added to your website.  In fact, on the 60 Second Articles page, you’ll see the Google 
Search Widget that was added to this site using Widgetbox’s tools.

So if you’re interested in tracking down a widget for your website and you don’t want to 
build one yourself, just visit Widgetbox and you’ll be ready to rock n’ roll in no time.

Are the Eagles a Band?  Or a Brand?
We can all learn a few things from the Eagles.

Even though we may not be born with their natural musical talent, we can learn the value 
of a brand though them.

The following excerpt, written in a recent Rolling Stone article, sums up why a band like 
the Eagles understands the power of a brand as much as they understand the power of 
their band.

From Rolling Stone: “In an era when almost nobody sells more than a few hundred thou-
sand copies, Long Road Out of Eden has sold 6.1 million internationally.  The Eagles man-
ager figured that the band was an established brand with an established audience with a 
habit of buying albums, not downloading.  The Eagles therefore had no need of a record 
label’s star-making machinery.  He cut a deal directly with Walmart to sell the double album 
for $11.88, less than a normal first run single CD, while the Eagles collected twice the 
normal royalty (four dollars).  Other chain stores simply bought their albums at Walmart and 
marked them up a few bucks.  Everybody made money, except the record companies, 
who were cut out.”
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Yes, the Eagles have a knack for writing great pop tunes.  And yes, they’re all gazillionaires 
as a result.  But somebody — the Eagles themselves?  Their managers?  — has the 
smarts to see that, first and foremost, the Eagles are a brand.

And that’s money in the bank.

30% of  People Open E-mails Based on Subject Line
My kids tell me I’m a bit “odd.” They keep repeating that over and over again and, as a re-
sult, I’ve generally accepted the fact that I’m slightly different from the average cookie.

Apparently, I’m also different from the 30% who, in a recent study, claimed to open e-mails 
based on the subject line.

For the record, I can’t recall ever having read a subject line on an e-mail.  I know, I know, 
that’s a bit unusual, but remember what my kids tell me?  It’s the whole “odd” thing again.

In any case, as a marketer, it’s important to know that at least 30% of the people in one 
research study actually do read the subject line and, if it’s not of interest to them, refuse to 
open the e-mail.

So, here’s the bottom line — scientific research shows that subject lines in e-mails are im-
portant.  And anecdotal research shows that I’m a bit “odd.”

Surprised, anyone?

Only 28% of  Respondents in Gallup Poll Have Gone 
Green.
A recent study conducted by Gallup indicates that fewer than one-third of the respondents 
(28%) claim to have made “major changes” in their own shopping and living habits over the 
past five years to help protect the environment.

Only 40% say they worry “a great deal” about “the quality of the environment,” ranking far 
below the 60% who worry about the economy and the 58% who worry about the availabil-
ity and affordability of health care.

Does this mean marketers should stop promoting the “green” aspects of their brands?  
Hell no.  Almost 200 million Americans buy green products.  And consumer recall of 
“green” advertising is very high, with more than 37% of consumers saying they frequently 
recall green messaging and an additional 33% recalling it occasionally according to Burst 
Media.

Green branding is a short-term differentiator right now.  If you’re a marketer, you should run 
with it while you can.
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Best Practices for Banner Ads
We have a new video up on The 60 Second Marketer website.  It highlights the best prac-
tices for banner advertising.  You can check it out by clicking here: How to make banner 
ads work.

Banner ads have been around for over a decade, but if you asked a marketer about them 
a few years ago, their answer might have been “They don’t work.” But that’s not necessar-
ily the case anymore.  Even thought click-through rates still hover at or below 1%, they can 
be an effective tool, especially if you use some of the banner ad tips and techniques we 
mention in the video.

Check out the new video.  Let me know what you think.  And keep me posted on other 
video ideas about internet banner and display advertising.

Why People Put Apple Computer Logos on their Cars
Ever notice a nice, clean, white Apple logo on the back of someone’s car?  I have.  Lots of 
times.  But I’ve never once seen an HP logo or a Dell logo or any other computer logo.  
Why is that?  Because Apple is more than a company and more than a brand.  Apple is a 
movement, a community and a way of life that says “I refuse to be just like everyone else.  I 
refuse to turn into a statistic.  Instead, I’m going to be an independent thinker.  And part of 
my expression of that is through the Apple products I buy.”

So there you have it, Apple isn’t a company and it’s not a brand.  It’s a way of life.

Thanks for Joining Us!
We hope you enjoyed these tips. If you’re obsessive compulsive enough, you may have 
counted the number of tips and realized there are 72 tips, not 60. Which reminds us of a 
joke -- there are three kinds of people in the world, those who can count, and those who 
can’t.

Anyway, we digress. 

Be sure to visit 60 Second Online University for more tips like this. Or, better still, send us 
some of your tips -- we’ll include them in an upcoming issue of our 60 Second Online Uni-
versity eNewsletter.
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