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There are more than 38 million members in more that 200 countries on LinkedIn, and a new member
joins approximately every second. In fact, executives from all Fortune 500 companies are LinkedIn
members.® If you are in a business where you need to meet people, connect and build relationships, this
is "the" social networking site to be a member of. People primarily use LinkedIn to develop their
personal brands, search for clients, determine job titles and positions of prospects, research potential
contacts, increase credibility and help others.

| believe we are living in an era where the absence of a LinkedIn account is, well, odd.

Cute name, almost as cute as what people do on it — they "tweet." You don't need me to tell you that
this is one gigantic bird. Twitter may not have the same volume of users as Facebook and LinkedIn (yet),
but it is considered the most rapidly adopted social networking site of all. eMarketer estimates that
there were approximately 6 million "tweeters" in the U.S. in 2008 and projects that in 2010, that
number will jump to 18.1 million. Evan Williams, CEO of Twitter, believes Twitter is so successful
because "Twitter lets people know what's going on about things they care about instantly, as it happens.
In the best cases, Twitter makes people smarter and faster and more efficient."’

A study conducted by MarketingProfs reveals the top five reasons people "tweet" on Twitter®
(1=strongly disagree and 5=strongly agree):

"I find it exciting to learn new things from people": Average score 4.65
"I value getting information in a timely manner": Average score 4.58
"I like to be connected to lots of people": Average score 3.91

"I want to generate new business": Average score 3.70

"I find it gratifying to have people follow me": Average score 3.64

If you're not on any of the above sites, or any networking sites for that matter, it really is time to jump in
and join the conversations. You may be overwhelmed, but that feeling will go away once you find your
place and establish your own routine.

People are watching more and more television online (e.g., www.hulu.com) because it's free and they
are not bombarded with advertising. Consider that an average hour-long TV show is 36% commercials,’
which explains why more and more people are flocking away from the tube. Watching television online is still
a relatively new behavior and not a lot of people are aware of it. However, once viral marketing works
its magic, that will change. If you've noticed, advertisements are now cropping up on many YouTube
videos where the viewer can click and go to a website or landing page — not such a bad idea since

it averages over 75 million unique visitors per month, each of whom spent an average of one hour

per visit.*



Blogs are incredibly useful and powerful ways for people to connect with people, customers with
businesses (and vice versa) and businesses with businesses. According to Richard Jalichandra, CEO of
Technorati, blogs are now considered a mainstream media. eMarketer states that currently, there are
27.9 million U.S. Internet users who have a blog that they update at least once per month, and they
represent 14% of the Internet population. And, by 2013, it's estimated that 37.6 million users will
update their blogs at least monthly. Yes, that's a heckuva lot of bloggers, but these figures pale in
comparison to blog readers! Additionally, eMarketer estimates that in 2009, 96.6 million U.S. Internet
users will read a blog at least once per month and by 2013, 128.2 million people, or 58% of all U.S. users,
will do the same.™

US Bloggers, 2008-2013 (millions and % of Internet
users)
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2012 35.6 (16.5%)

2013 37.6 (17.0%)

Note! Internet users who update a blog at least morithly
Source! eMarketer, Apnil 2009
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BlogHer, iVillage and Compass Partners conducted a study entitled "2009 Women in Social Networking."
The study revealed that "...women are turning in even greater numbers to blogs (55%), social networks
(75% such as Facebook or MySpace), and online status updating (20% Twitter) as primary sources of
community interaction, entertainment and information." 45% of survey respondents decided to

purchase an item after reading about it on a blog.™
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In between carpooling, PTA meetings, helping with homework, household duties and oftentimes holding
down another full-time job, mothers (with children 18 and younger) are spending an average of three
hours a day on the Internet, and the most common online activity for them is checking and sending

email.” Other activities include:

Top 10 Activities of Moms Online

85%

Checking/sending email

Reading news 57%

Checking weather 56%

Researching products/price comparisons 49%

46%

Playing games

Shopping for children 45%

44%

Shopping for self

Planning travel 39%

38%

Researching healthcare information
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MarketingCharts.com
Data Source: Marketing to Morns Coalition survey, 2008




eMarketer estimates that there are 95.9 million males online, compared with 103.2 million females.
"Men spend more time online, conduct more searches on a daily basis and do not mind seeing ads," says
Lisa E. Phillips, eMarketer senior analyst. "They are as engaged in social media as women are, and most
are not put off by the companies and brands they find there.” A Gallup poll also found that 53% of males
spend more than 1 hour per day on the Internet, compared to 42% of females.™

US Internet Users, by Gender, 2008-2013 (millions and
% of total)

2008 2009 2010 2011 2012 2013

Male 93.0 95.9 989 1014 1037 1059
%total  482%  482%  482%  48I% 480X 47.9%
Female 999 1032 1063 1094 1123 1152
% total 518%  518%  518%  519%  520%  521%

Note: an internet user is anyone who accesses the Internet at least once
per month from any location
Source: eMarketer, February 2009
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There's a very powerful and significant demographic that some marketers continue to forget about or
ignore —the Hispanic population. According to Scarborough Research, 54% of Hispanics were online in
2008. Compare that to the 69% penetration rate of total U.S. users. The most popular activities for this
group include downloading music, video, audio and movies (in that order). Interesting to note that even
though Hispanics are slightly less likely to have broadband than the average Internet user, online
Hispanics were 211% more likely to download digital content.™

57% of Hispanic adult Internet users are between the ages of 18 and 34

One-half had household incomes over $50,000 per year

77% were employed either full- or part-time

55% were homeowners

Internet Access Penetration Among Hispanic and
Total US Adults, 2004-2008 (% of respondents in each

2005

64%

48%
2006
a47%
2007
67%
52%

2008

69%

54%

M Total M Hispanic

Note: ages 18+
Source: Scarborough Research, "The Fower of the Hispanic Consumer
Online,” March 19, 2009
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Many marketers may be licking their chops over the potential of online advertising opportunities,
however, if not done properly the online community will show them exactly where they sit on the online
food chain. For example, people connect with social networking sites in large part because they want to
escape advertisers and the abundance of irrelevant messaging. That is precisely why you'll find that
there is limited advertising on sites such as LinkedIn or Facebook, because it is highly targeted and few
marketers have figured out how to advertise effectively and tactfully, BUT, it can be done.

There is a measurable increase in the number of marketers who plan to integrate email and social media
programs in 2009. One tactic that has sparked the imagination of marketers is letting email subscribers
share messages with their social networks in hopes of driving increased email program registrations.
This practice is still in its teething stage and there are not really any "best practices" when it comes to
this, so experimentation is the best approach.

According to a social media study by Michael Stelzner, 88% of marketers say they are now using some
form of social media to market their business, though 72% of those using it say they have only been at it
for a few months or less. Twitter, blogs, LinkedIn and Facebook —in that order — are the top four social
media tools used by marketers. According to the survey, respondents report that the #1 benefit of social
media marketing is gaining attention for the business. Second is improving traffic and growing market
lists and third, building new partnerships. More than % of respondents noted a major benefit of a rise in
search engine rankings as a result of social networking. Nearly % of marketers are using social media for
five hours or more each week, with 39% using it 10 or more hours weekly and 9.6% spending more than
20 hours each week with social media.*®

Have you ever heard the phrase, "Burned once, your fault, burned twice, my fault"? We have a lot to do
and a lot to prove if we are going to earn consumers' trust and dollars back. Consider that 88% of
Americans rate the reputation of collective corporate America as "not good" or "terrible." In fact, the
Financial Services industry now shares the lowest industry ranking along with the Tobacco industry."’
Perhaps this is because the Financial Services industry has inflicted much more pain and harm than a
thousand and one packs of smokes. On the flip side, companies that were rated good or excellent have a
value of comfort basis in their business (hint hint).

A poll among ad/marketing professionals conducted by AdweekMedia (on LinkedIn) uncovered that the
most effective tone for advertising during a recession was one on value (52%). The runner up was
empathetic realism (15%) and the least effective should be one based on price (8%).'® So, what else can
you do to earn your spot in the hearts and minds of consumers?

1) Offer flexibility: Many consumer product brands are allowing consumers to test drive things
such as cell phones, GPS systems, computers, other small electronics, small and medium-size
appliances, memberships, furniture, vehicles, et cetera, et cetera. This has been offered in the
past, but not to the extent it is today and will be in the future. Consumers want to be absolutely
sure products live up to their expectations and that they will be worth their hard-earned dollars.



2) Provide Opt-Outs: Reasonable ones, that is. We all know that cell phone carriers are notorious
for torturing people who want to opt out of their contracts early, even if it's days before they
expire. I'm not suggesting putting yourself in a situation where you can get easily ripped off,
rather, to put customers in a situation where if they have a legitimate gripe, or if your product
or service does not live up to what they were told or led to believe, that they have an
opportunity to renegotiate their contract with you or opt-out. Better to have a chance in hell for
them to keep doing business with you than to have them curse your name to everyone they talk
to (including the online reviews they may write).

3) Hold firm to your word and integrity: They want and expect you to be upfront. No product or
service is always absolutely perfect without flaw. They expect you to "make things right" if
something goes wrong.

4) Give full disclosure: A friend of mine resigned from a job she desperately needed because she
was asked to "say what she needed to say" to get a sale; deliberately not mentioning a major
flaw in their service. She was trained on "what to say" if the subject came up. She understood
the value of #4.

5) Provide quality and overall value: How many times have you made a purchase and discovered
what you bought was junk? There's nothing worse than driving to the store, pondering a
purchase, waiting in line to check out, being subjected to the "extended warranty" and store
credit card hard sells, driving home, opening up the packaging, assembling the product with
excitement, trying it out, and then discovering that it isn't working properly (#5%&!!!1). Then you
have to cram everything back in the box, find your crumpled receipt, get back in the car, drive
back to the store, hunt for a parking space, stand in the return line and fill out that damn little
return slip. Those are three to four hours your customers will never see again. Do you think
they'll buy your brand again?

6) Be authentic: In the services industry, people buy from people. Be genuine, honest, attentive to
their needs, a good listener, and a consultant.

7) Be patient and give people more time to decide: The hard and fast sell never really worked —
and it really doesn't work now. The more you persist, the more they may resist.

8) Become green wherever and however you can: Consumers are responding to their concerns
about the planet and the overall health of our environment. According to a survey conducted by
Penn, Schoen & Berland, "...consumers in the US, UK and Japan are placing more emphasis on
buying so-called ‘green’ items than they did before the recession began..." The study also
supports that purchases of products based on quality, convenience and ethics has decreased.™

Bottom line, we're talking about the golden rule here: Treat people the way you want to be treated.
Offer people what they want to be offered. Give people the same things you would expect and
nothing less.



What image comes to your mind when you hear or see the word "salesman"? Chances are, you don't
think of words like trust or integrity. Yes, there are plenty of salespeople who say whatever it takes to
make the sale, are never around when you have a gripe and at times say one thing and do another. No
wonder why so many people learn how to say "I'm just looking" even at the tender age of three when
approached by a salesperson. People generally don't trust them.

The online world is making it increasingly difficult to treat consumers like mushrooms — you know,
keeping them in the dark and feeding them a lot of crap.

Blogs, word of mouth, social media sites and online forums are exposing bad brands in their dirty
underwear. Have you ever heard of www.yelp.com? It's a site where consumers can share their
experiences with the online world about any product or service they like. If you're wondering where to
stay on vacation, where to grab a bite to eat, what dentist to go to, what play to go see, which vet is best
for your dog, or even which church to join, you can read reviews on yelp.com to help you make

informed decisions. If your brand has even one or two bad reviews, um, that's not good. If you have
good reviews, it will help your business.

What media do people trust the most in the U.S.? Recommendations by friends, and personally, | don't
believe any media will ever trump friend recommendations so | want to shift emphasis to the second
most popular, Online news. Note that 20% of Internet users trust user forums/reviews, but keep in
mind, 20% is still pretty strong if one out of five consumers takes those online reviews seriously.”

Most Trusted* Media According to Internet Users in
Canada and the US, 2008 (% of respondents)

Canada us
Recommendations by friends 6%
online news 42%
Newspapers 44%
TV news 43%
Product comparnison sites 6%,
Industry Websites/expert reviews 32%

Company Websites 290
Industry magazines 30% 24%
Wikipedia 26%, 23%
User forums/reviews 19% 20%
Company brochures 21% 18%
Free papers 2% 15%
Private blogs 7% 9oy

Note: *raspondents who ranked the media an 8, 9 or 10 on a scale of 1-10
where 1="don't trust at all* and 10="trust completely*

Source: TNS Media intelligence, "Digital World, Digital Life,"” provided to
eMarketer, Decamber 15, 2008
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Well, that all depends. I still stand my ground that online marketing and traditional marketing need to
share the load and shake hands every day. As powerful and as influential as online marketing is,
traditional measures are still quite potent and effective. Can the success of traditional marketing be
measured with the same ease of online? Of course not. But that doesn't mean that you should dismiss
it. Have you stopped watching television (TV spots)? Have you stopped paging through industry trade
publications, enthusiast magazines and news publications (print ads, feature stories, press releases)?
Have you stopped attending trade shows (trade show booths, speaking engagements, sponsorships)?
Did you stop listening to your radio — especially talk show segments (the 10- and 30-second spot)? Did
you stop driving your car on the highway (billboards)? Did you stop going to stores (POP, packaging)?
Should you stop traditional marketing?

The fact is, people respond to different stimuli and oftentimes, they need to be exposed to multiple
stimuli over time before they trust and take a brand seriously before further investigation and purchase
consideration.

| hope this white paper provided you with enough information to understand how consumers are now
thinking and behaving in a recovering economy. At the intersection of a sour economy and a
sophisticated online world, underperforming and unethical companies will soon sputter, choke and die.
Consumers have always spoken with their dollars, and there isn't as much to go around. However, if you
really get to know your customers, understand what they want, provide value, hold yourself and your
brand to the highest standard and sell like hell with a strong, solid, integrated and balanced marketing

strategy, you will prosper.
Best of luck to you.

If you would like to share your comments or insight, please email me: scott@seroka.com.

(= =ERO K.A



[1]“Restaurant Study Confirms Traffic Drop,” Retailer Daily, May 6, 2009, accessed May 8, 2009.
http://www.retailerdaily.com/entry/13742 /npd-restaurant-study-confirms-traffic-drop/

[2] Matthew Bandyk, “Consumer Spending Gain Worst Since 1961,” U.S. News & World Report, February
2, 2009, accessed May 7, 2009. http://www.usnews.com/blogs/risky-business/2009/02/02/consumer-
spending-gain-worst-since-1961.html

[3] “Average American Surfed 2,554 Pages in March,” Nielsen Online, April 16, 2009, accessed April 27,
2009. http://www.marketingcharts.com/interactive/average-american-surfed-2554-pages-in-march-

8743/

[4] “SocNets, Web Video Radically Alter Online Behavior,” Nielsen Online, April 24, 2009, accessed April
24, 2009. http://www.marketingvox.com/socnets-web-video-radically-alter-online-behavior-043896/

[5] “Facebook Reaches 200 Million Users,” eMarketer, April 10, 2009, accessed April 24, 2009.
http://www.emarketer.com/articles/print.aspx?1007034

[6] Gwen Darling, “Social Media 101: LinkedIn, Part One: Build Your Profile and Connect!” Healthcare
Informatics, February 13, 2009, accessed on June 1, 2009. http://www.healthcare-
informatics.com/me2/dirmod.asp?sid=349DF6BB879446A1886B65F332AC487F&nm=&type=Blog&mod
=View+Topic& mid=67D6564029914AD3B204AD35D8F5F780&tier=7&id=CEFAC794B7994809ACEOABC3
7C67F3C8

[7] “Twitter Tally,” eMarketer, April 28, 2009, accessed on April 28, 2009.
http://www.emarketer.com/articles/print.aspx?1007059

[8] “Tweeters Motivated by Learning, Immediacy,” MarketingProfs, April 24, 2009, accessed on April 28,
2009. http://www.marketingcharts.com/interactive/tweeters-motivated-by-learning-immediacy-8864/

[9] “Average Hour-Long TV Show is 36% Commercials,” TNS Media Intelligence, May 7, 2009, accessed
on May 9, 2009. http://www.marketingcharts.com/television/average-hour-long-show-is-36-

commercials-9002/

[10] Melanie Lindner, “What Are People Actually Doing On the Web?” Forbes.com, August 20, 2008,
accessed on April 24, 2009. http://www.forbes.com/2008/08/20/google-yahoo-microsoft-ent-tech-
cx ml 0820wheregoweb.html

[11] “Blogging Has Come a Long Way, Baby,” eMarketer, April 22, 2009, accessed on May 5, 2009.
http://www.emarketer.com/articles/print.aspx?1007027

[12] “Women Use Blogs for Info, SocNets to Connect,” BlogHer, iVillage, and Compass Partners May 11,

2009, accessed on May 11, 2009. http://www.marketingcharts.com/interactive/women-use-blogs-for-

info-socnets-to-connect-9035/




[13] “Top 10 Online Activities for Moms,” Marketing to Moms Coalition, May 7, 2009, accessed on May
8, 2009. http://www.marketingcharts.com/interactive/top-10-online-activities-for-moms-8999/

[14] “Do You Know What Men Do Online?” eMarketer, April 14, 2009, accessed on April 24, 2009.
http://www.emarketer.com/articles/print.aspx?1007036

[15] “When They Go Online, Hispanics Download,” eMarketer, April 9, 2009, accessed on May 24, 2009.
http://www.emarketer.com/articles/print.aspx?1007020

[16] “Marketers’ Top Social Media: Twitter, Blogs, LinkedIn, Facebook,” Social Media Success Summit
2009, April 13, 2009, accessed on April 27, 2009. http://www.marketingcharts.com/interactive/
marketers-top-social-media-twitter-blogs-linkedin-facebook-8692/

v

[17] “Reputation Survey: Corporate America Rates ‘Terrible’,” Harris Interactive, May 19, 2009, accessed

on May 19, 2009. http://www.marketingcharts.com/topics/reputation-survey-corporate-america-rates-

terrible-9154/

[18] ““Focus on Value’ Crucial to Ads in Downturn, Industry Pros Say,” Marketing Vox, May 8, 2009,
accessed on May 8, 2009. http://www.marketingvox.com/focus-on-value-crucial-to-ads-in-downturn-
industry-pros-say-044028/

[19] “Consumers Buying More ‘Green’ Since Start of Recession,” Penn, Schoen & Berland Associates,

May 14, 2009, accessed on May 14, 2009. http://www.marketingcharts.com/topics/consumers-buying-

more-green-since-start-of-recession-9079/

[20] “Does Anyone Trust the Media?” eMarketer, May 1, 2009, accessed on May 14, 2009.
http://www.emarketer.com/Article.aspx?R=1007067






