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Back to the future

WELCOME TO THE PREMIERE ISSUE OF WINNING THE WEB!

It won't take you long to figure out that Epic Advertising, a global
online marketing leader, is the publisher of this magazine. Once
you discover that, you might have a question or two or three. Why
on earth would an entirely Internet-based company: 1) publish
something in print? 2) publish something with hardly any adver-
tisements in it? 3) publish something with content that covers a
broad range of issues far beyond the publisher's own business
scope? It makes zero sense and is a total disconnect.

Orisit?

Think for a minute about how technology has changed the
business world in the last decade. Some would cite negative con-

sequences—after all, the Internet has aided the demise of “print”

publications, including newspapers and periodicals like this one.
Not only that, it's caused serious fragmentation in what people
choose to read. The global word count is growing much faster
than the population of the planet.

To whatever extent these opinions are true,
we all would agree that nothing is more pow-
erful to a reader than a great print publication,
loaded with fun, with relevant stuff to read. The
challenge is getting it in readers hands amid a
plethora of “‘noise”in today’s world. Advertising
has been strained, very clearly, for most major
publishers. This has caused some to question
the value of the content itself, as if content
quality somehow tanked because publishers
can't sell advertising. | take issue with this last
point, and debates are happening every day in
the media on this.

What if there were a print publication that didn't solely rely on
advertising and focused on its content and getting that content
into the hands of people who would enjoy it each month? Enter
WINNING THE WEB.

There is real strength in content derived from a quality print
publication, even if it's being viewed on a Kindle. There is some-
thing different, and inherently magical, about content that com-
municates effectively with its audience via the printed page and
actually teaches them something—straight from the mouths of

WITH MICHAEL SPROUSE

proven experts who are in similar businesses. These days, it's a
tough job to generate advertising revenues in print to sustain a
publication. This is why you will see only a handful of paid adver-
tisements in these pages.

What we will do each month is illustrate that in a digital world,
there are no business issues that are beyond any company’s busi-
ness scope. What happens offline affects what happens online.
What happens in the United States has parallels abroad. What
someone posts on Facebook can be seen by millions all over the
world in a New York minute.

WINNING THE WEB will strive to be a print publication that

covers all things digital—we are “The Digital Business Monthly,”

after all—and provide poignant commentary about what you
business professionals need to think about and consider today
and tomorrow, whether you're a search engine marketer, an affili-
ate marketer, an exchange, a major tier-one brand advertiser, or
a digital agency.

WINNING THE WEB will seek to cover a
variety of global business issues about which
you need to know. From month to month, we'll
step outside the box in terms of what you will
read on these pages. But it is in a spirit of fur-
thering our collective knowledge, and maybe
learning a thing or two from those who have
blazed their own trail.

We sincerely hope that you enjoy this issue,
as well as all future issues. This magazine isn't a
one-hit wonder. We invite you to reach out to
us—or specifically to me—with comments or
suggestions. Even if you see something here
you don't like, at least you get to call us crazy
for being the ones who dared to start a magazine printed with
ink on dead trees in August 2009.

To your own Epic victories,

MICHAEL SPROUSE, Editor
michael.sprouse@epicadvertising.com
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Winning Trends

WHAT PEOPLE ARE THINKING AND TALKING ABOUT THIS MONTH J

WINNING THE WEB AUGUST 2009

[

News, insights and analysis from

the Digital Business Monthly.

The underdogs hite back

We say “BFF"You say, “Bing, Firefox and
Facebook!It's the underdog troika.
Arfl

Has Bing been a
success?

It's too early to tell.

We here at WINNING THE WEB
think it's a tough call—and it really
depends on how you measure
success. First, there are so many Web
analytics sources out there. Second,
what exactly do these sources
measure definitively?

oINg

The usual yardstick is the number
of searches. But that won't work here
since there’s no insight or ratings
about the relevancy of searches—
and that has to be a large driver
of any search engine’s continued
growth, success and market share.

It really comes back to quantity vs.
quality. Microsoft spent $100 million
dollars advertising Bing, no doubt to
get a bump on “quantity” (vs. Google
and Yahoo), and most analytics ser-
vices show that it appears to have
worked, at least initially. But only
quality can sustain Bing and prove
that all those advertising dollars
weren't wasted. So stay tuned on this.

Microsoft got some things right
on Bing. They knew Bing couldn't just
be as good as Google—or even mod-
erately better. It had to be unique and
have some sort of mojo that would
force users to switch. Doing things

such as adding Twitter streams and
Facebook updates into the engine of
key digital commentators is worthy
of applause. Not only are these blog-
gers and digerati well-known and
heavily read, these enhancements to
the engine are a few good examples
of successful and unique thinking.

Firefox is still
smoldering.

For as long as anyone can remem-
ber, the ‘competition” among Inter-
net browsers hasnt been a competi-
tion at all. In 2002, Microsoft’s Internet
Explorer had more than 90 percent of
the market. In the years since, other
browsers have tried to loosen IE's
stranglehold on the market, but none
has really succeeded—except Firefox.

As of May 2009,
Firefox held nearly
20 percent of the
market, up about
3 percent on the
year. Microsoft’s
share is now down to about two-
thirds of the market. It's still a pretty
wide lead, but there's no doubt that
Firefox has rapidly gained worldwide
acceptance.

Why? There are several reasons.
One, it's fast. Two, it's not all that
"buggy.’ Three, many believe Firefox
to be safer.

There's a fourth reason, too. Firefox
was first to market with snappy new
features such as private browsing,
password management, and session

restore. It will be interesting to watch
the next set of moves.

MyWhat?
Facebook’s looking
good.

According to Comscore, in May 2009,
Facebook passed MySpace for the
first time in terms of total U.S. unique
visitors.

facebook

Of course, that's only one mea-
surement from one analytics
company, and the numbers differ
materially from those provided
by other analytics firms, such as
Compete. (In fact, Comscore’'s mea-
surement even differs vastly from
Facebook’s own numbers.)

But setting aside the exact
numbers, Facebook’s trend of market
share in the last year is amazing.
According to statistics from all ana-
lytics services we've seen, a year ago
MySpace had twice as many Uniques
as Facebook—and Twitter hadn't
even made a peep. How fast things
change. It's now clear that Facebook
continues to grow in popularity and
has taken a bite out of MySpace’s
lead.

Bing is a trademark of the Microsoft
Corporation; Firefox is a registered
trademark of the Mozilla Founda-
tion; Facebook is a registered trade-
mark of Facebook, Inc.



Prediction is very
dithcult, especially
about the future.

- Niels Bohr

Become a member of the Performance Marketing
Alliance and help define the future of our industry.

JOIN NOW at
www.performancemarketingalliance.com

Performance Marketing Alliance, Inc. is a new industry association for performance marketing
professionals. The goal of the Performance Marketing Alliance is to raise the visibility and credibility
of performance marketing.

Performance Marketing Alliance, Inc. is the not for profit, trade association for the performance
marketing industry. Our core objective represent the performance based marketing industry in a
unified voice, cultivate a positive image, and encourage participation in this marketing channel.

www.performancemarketingalliance.com
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Success on the Web
requires more than
celebrity marketing
and budding the
herd, says Craig
Ballantyne. The
buzzword you really
need today (s a
much older one:
relationships.

BY CRAIG BALLANTYNE

ASK A BUNCH OF CELEBS WHO'S MOST IMPORTANT TO THEM, and if they’re honest,
they'll say “other celebrities!

Who can blame them? People love to be part of a group, especially an exclu-
sive and exciting one whose rising tide of success floats all egos. If you're the
leader of that kind of pack, your business will skyrocket.

That's the secret to what | call "entourage marketing!" It's exactly what you
need today for success on the Web. It builds your business and separates you
from your competitors. In today’s world, you need to build a strong community
on a foundation of powerful relationships between you and your clients. Your
business and your clients need to become “one!

Building your entourage goes far beyond just marketing yourself as a celeb-
rity, and it's much more powerful than just“building your herd” (with due respect
to hardworking shepherds everywhere). Instead, it's about creating powerful
relationships with people who like and trust you, who care about you, and who
want to be associated with you.



Here's how, in ten steps:

1. BE A LEADER. It’s certainly a bad time to be a follower.
Leaders are even more important during times of finan-
cial trouble when most folks are scared to act or make
decisions on their own. In these times, people look to the
strongest, most vocal leader. They look to someone with
the courage to act, the guts to make hard decisions, the
audacity to take risks, and the nerve to stand up and brave
the criticism.

If you aren't leading your business, or your industry,
then make this a priority today.

Identify the key factors that set you apart from your
competition, and start telling the world about them now.
No one will tell the world for you.

after talking? It doesn't matter how good or bad the pre-
sentation: Audiences associate speakers with expert and
celebrity status, and that draws people to them.

Simply by stepping on stage and speaking, you become
an expert. You become the leader. You are branded a
celebrity.

Start small, even if it is only three or four people in your
office. Organize events of five, ten, fifteen, twenty people
and more. Get out of your comfort zone. That's how you
build an entourage, one filled with people who want to be
inspired and motivated by what you have to say.

You also can hold teleseminars and webinars to build
your entourage, but if you operate almost exclusively
online, remember this: Your followers want to know that
you are real and authentic. Speak-
ing in person to your group will be

You have to stand up and deliver
the message on your own. Be a
leader. Take charge.

2. DREAM BIG. A leader must be
bold and daring. The folks in your
entourage look up to you for guid-
ance. They want to dream big, too,
and have great things happen,
but their fears and worries prevent
them from doing it. It is up to you
to do it for them.

Look into peer groups filled
with people who will challenge
you. Imagine yourself surrounded
by the top advisers in your indus-
try — people who are smarter than
you. Step out of your comfort
zone. Trust me; it's never as bad as
you think.

3. CREATE YOUR OWN FAME.
Choose a niche market of folks

Want to enter
competition like
a star? Bulld an
entourage of
eager followers
who will pay
well for exclusive
access to your
online communtty.

your most powerful tactic.

5. SHARE PERSONAL STRUG-
GLES. Nothing creates a stronger
connection than sharing personal
struggles with your entourage.
Followers admire a leader who
has dealt with struggles. No one
is perfect, and there’s no point in
trying to come across as someone
whois.

In fact, the more you can tell
them about what makes you tick,
and the more insights you can give
them into your life, the more they
will connect with you and follow
you. Share the deep truths about
who you are, what you do, what
led you to where you are now. Step
out of the shadows.

6. USE ONLINE TOOLS TO STAY

who share a common interest and
‘crown” yourself as their leader.
They will be looking for someone to help them make deci-
sions.No one is going to stand up and applaud for you. You
have to take action and start making a splash.

When choosing your niche, first identify your unique
ability and expertise. Then, prepare the best message
and deliver it to the right people — the ones most likely
to become your raving fans. Focus on helping the people
who are interested in what you have to say and who like
you, care about you, and trust you.

Ignore the people who offer up nothing but negativ-
ity. Their words say more about themselves than they do
about you.

4. SPEAK YOUR MIND. When you attend a seminar, have
you noticed that each and every speaker draws a crowd

CLOSE TO YOUR ENTOURAGE.
You can use dozens of Internet
strategies to build your online community, but the most
important rule is to treat your clients like friends. When
using online networking and social media tools such as
Twitter, your goal is to build helpful conversations with
those who visit your website or read your publications.

You want to connect your readers into your commu-
nity, so use blogs and YouTube videos to expand your
entourage. Do this by being remarkable. Stand out from
the crowd.

7. BUILD AN ONLINE AND OFFLINE COMMUNITY.
Eventually, you'll want your entourage to subscribe to
a website or monthly newsletter where you can provide
exclusive content that no one else can get anywhere.
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Create a sense of superiority and exclusivity for this
level of your entourage by letting them and others know
that only this group has such close, personal access to you.
Give them “bragging rights” about what they get that no
one else gets.

If you create a powerful sense of membership, your
entourage will follow in your wake forever.

a chance to coach others in the entourage, the ultimate
ascension.

You will need to replicate yourself: The stars of your
entourage must be able to continue to spread the word
through franchising, certification, and product sales. And
by providing this ultimate level of ascension, you allow
more access to you within the entourage — more bragging
rights.
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8. CREATE MULTIPLE PRODUCTS. As your entourage
matures, you must add products for members to buy. In
fact, you likely won't be able to keep up with demand. Your
followers want as much of you as you can deliver.

Explore all types of media — audio and video, offline and
online — and for each, develop products and resources for
your members to discover. To add value and increase your
sales, include such offers as the offline newsletter and the
online membership.

9. ALLOW MEMBERS TO ASCEND WITHIN THE TRIBE.
Within your entourage, some members will look for more
reward and recognition and will pay for more access. Expect
up to five percent of your entourage to be “stars” who will
buy at the top no matter what you are offering.

Always make it possible for members to ascend
through your entourage. Continue making offers to satisfy
their appetite for more information, and then give them
the opportunity for even closer access to you — such as

10. OFFER WEEKEND COACHING SEMINARS

Host a two- or three-day weekend seminar for your entou-
rage. This will be a premium-priced event where you can
foster your followers'sense of exclusivity, community, supe-
riority, and connection.

This is the peak of an entourage. You now are able to
bring together hundreds of people from your niche as a
leader and encourage them to connect with one another.

Congratulations! If you've made it this far, you've gone far
beyond the basics of celebrity marketing and building a
herd. You've built a powerful business that can face turbu-
lent times ahead in the twenty-first century. [

Craig Ballantyne is a fitness expert for Men’s Health and
Oxygen magazines and author of Just Say No to Cardio.
Learn more at TurbulenceTraining.com.



“Hey, you shoul
write a book!!!”

if you are a C-level executive you probably already

know that you need to be a published author.
The credibility, authority, and positioning a book brings to you and your company
go unmatched. If you have ever thought of writing a book (or your colleagues and
clients are always telling you that you should)...

..then you deserve to know about
- You talk, we write.
- We edit, you sign-off.
- In as little as 90 days, you have a professionally published book distributed and
available to 25,000+ bookstores and retailers, airport bookstores, Amazon.com,
and all online retailers.

is perfect for execs who really SHOULD
write a book, but:
- Don't have time.
- Don't like to write or just aren't good at writing.
- Like to talk more than they like to write.

To request your complimentary copy of 21
Ways to Build Your Business With a Book
and receive a personal 30-minute Book
Concept Feasibility Consultation:

- Contact Alison: 1.866.775.1696 ext.
103 or amorse@advantageww.com

- Visit wwvw.HowToUseABook.com

- Fax your business card to
843.414.5610, ATTN: Alison

A CUSTOM SERVICE OF ADVANTAGE MEDIA GROUP




IF SERVICEMAGIC .

.....

HAD BEEN AROUND
WHEN TIM ALLEN WAS

ServiceMagt
DOING TV SITCOMS, erv lce agw
HIS SHOW WOULD
OTHER WEB-BASED
BUSINESS HAS DONE AS
MUCH TO DEMYSTIFY t e c
HOME IMPROVEMENT.

THE WINNING Q&A

WITH ANDY ZURCHER

HAVE BEEN ABOUT
SCRAPBOOKING, NOT
POWER TOOLS. NO

EVERY HOME OWNER KNOWS THE FEELING: The toilet backs up, the refrigerator conks
out, the roof takes a vacation and goes next door—and company’s coming in
a few hours. Who do you call? For many people, it's a crap shoot. Sometimes,
literally.

Enter ServiceMagic, an online business based in Golden, Colo,, that screens
and rates service professionals and matches them with home owners in need
— almost on the spot. The service is free to consumers. The contractors — and
ServiceMagic has 60,000 of them — pay fees for the referrals.

The company, which now has nearly 1000 employees in the Denver and Kansas
City areas, was founded in 1998 by Rodney Rice and Michael Beaudoin, who
saw an opportunity to apply Web technology to streamline the haphazard ways
that home owners found their helpers. The two men had previously helped to
found Einstein/Noah Bagel Corp.

Among the first people they brought aboard was Andy Zurcher, who had
guided Samsonite’s forays into the Internet. Brought in as a marketing guy,
Zurcher is now senior vice president for product management. WINNING THE
WEB asked him about ServiceMagic’s secrets and he revealed all.

WINNING THE WEB AUGUST 2009



—an incredibly efficient medium for passing
information back and forth.

In its early days, ServiceMagic was probably
like many other Internet start-upsin the late "90s
and early '00s. We knew the idea was a great
one, and we were racing as fast as we could to
make something of it. Most of the employees
wore shorts and T-shirts to work, we had after-
noon snacks, we all thought it was pretty cool
that sodas were provided free of charge — and
we all worked incredibly long hours during the
week and most weekends. | often say that one
of the reasons we got to success is because we
made mistakes faster than anyone else. And
really | mean that we didn't fear making mis-
takes; rather, we knew we couldn't possibly be

'ONE OF THE REASONS WE (830t o s
GOT TO SUCCESS IS BECAUSE 22 o s posie o o mong

WE MADE MISTAKES FASTER
THAN ANYONE ELLSE” REVENUES, HOW HAS THE COMPANY

OKAY, WE'RE ON THE ELEVATOR TOGETHER AND
YOU'RE HOLDING A POWER DRILL, A 16-OUNCE
STANLEY WAND, A COPY OF HARRY POTTER AND A
TOP HAT MARKED “SERVICEMAGIC. WE ASK YOU,
“WHAT'S YOUR ACT?" YOU SAY:

We help homeowners complete their home improve-
ment projects by connecting them with top-rated service
professionals.

But we are more than just a referral service. We also
empower homeowners by providing them with expert
advice and practical knowledge on home remodeling,
repair and maintenance.

We help service professionals develop a base of clients.
But we are more than just leads. Our flexible system allows
businesses to create a strategic online presence, adapt
to changing industry conditions, and focus on long-term
success.

CANYOU TELL OUR READERS A LITTLE ABOUT THE
INSPIRATION BEHIND SM'S START AND WHAT IT WAS
LIKE IN ITS EARLY DAYS?

We've all lived through the anxiety of trying to find a trust-
worthy and reliable contractor. Historically, the process
was incredibly inefficient, and you were never sure that the
person you found (typically by throwing a dart at the phone
book or trusting a friend’s recommendation) was going
to do quality work or give you a fair deal. Most of these
issues were a result of a very fragmented marketplace. So
in 1998, our founders, Mike Beaudoin and Rodney Rice, set
out to address that challenge by leveraging the Internet

the right direction.
ASIDE FROM MORE STAFF AND HIGHER

CHANGED SINCE ITS INCEPTION?

Well, we no longer wear shorts and T-shirts, but
the sodas are still free. In all seriousness, we work hard to
find the balance between the entrepreneurial spirit that
built ServiceMagic and the structure required to manage
a business of 1,000 employees.

WHAT IS THE HARDEST LESSON YOU LEARNED
FROM BUILDING A BUSINESS ON THE WEB?

Things move so quickly and there's always a new tech-
nology (or application of technology) that either threat-
ens you or presents opportunities for you. You really can't
afford to slow down, even for a second, or someone will
pass you by.

WE HAVE OBVIOUSLY BEEN IN A FAIRLY INTENSE
RECESSION FOR SOME TIME. WHAT HAVE YOU SEEN
IN TERMS OF TRENDS?

Interesting that you asked, because we actually just pub-
lished a report on this topic. Generally, in the latter half of
‘08 and the early part of ‘09, we saw fewer homeowners
tackle large remodeling projects (kitchen renovations, addi-
tions, etc). However, we did see an increase in repair and
maintenance-related service requests, as well as requests
related to energy efficiency.

WHAT DO YOU SEE AS LONG-TERM GROWTH
OPPORTUNITIES? IS INTERNATIONAL EXPANSION
ONE OF THEM?

Yes, international expansion is currently in the works. We
launched our efforts with ServiceMagic Europe last year,
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IN THE LATTER HALF OF '08 AND
THE EARLY PART OF ‘09, WE SAW
FEWER HOMEOWNERS TACKLE
LARGE REMODELING PROJECTS"

WINNING THE WEB AUGUST 2009

and currently have offices in London and France. We're in
the process of launching a presence in Australia, and are
beginning to look into South America as well. Obviously,
we believe this is an important area for long-term growth
as the problems we address in the U.S. market are present
all over the globe.

Additionally, we constantly field questions from our
consumer and service professional community about
expanding into new service categories beyond home
improvement. So that remains a logical long-term poten-
tial for growth.

WHAT KEEPS YOU, AS AN EXECUTIVE OF THE
COMPANY, UP AT NIGHT? WHAT'S YOUR BIGGEST
CHALLENGE?

After working a full day and then chasing four little kids
around in the evening, | sleep pretty well. But we don't lack
challenges in our business. As | mentioned above, things
move so quickly in our space that it often seems like a full-
time job just to keep up with the industry. On the rare
sleepless night, | find myself thinking about what's next,
and what we can do to make sure our offering continues
to meet the needs of our consumers and service profes-
sionals. | think about how companies like Facebook and
Twitter will impact our business, what opportunities their
popularity creates, and what or who is going to be next
to capture the imagination of users. It's a fascinating time
to work in the Internet space, and one thing | don't worry
about is getting bored.

WHAT EXCITES YOU MOST ABOUT YOUR BUSI-
NESS?

The growth opportunities that sit in front of us based on
the platform we've built,and continue to build. Our market
shareis very small, yet we've experienced significant growth

'LEAD QUALITY VARIES

DRAMATICALLY WITHIN THE

AFFILIATE SPACE, SO POST-
LAUNCH OVERSIGHT IS

ESSENTIAL TO WEED OUT THE

POOR PERFORMERS”

"THINGS MOVE SO QUICKLY
IN OUR SPACE THAT IT
OFTEN SEEMS LIKE A FULL-
TIMEJOBJUST TO KEEP UP”

and our value proposition is every bit as strong today as it
was 10 years ago.

IN YOUR CATEGORY, WHAT ARE THE BIGGEST
CHALLENGES POSED BY MARKETING ON THE WEB?

Display advertising continues to be a challenge for us —
perhaps due to the fact that our offering is neither perish-
able nor promotional in nature (our service is free to con-
sumers 24/7 and is always obligation free). That said, we're
working with various partners to explore better demo
targeting, behavioral targeting, and search retargeting to
make things work for us. Additionally, we continue to expe-
rience choppiness in the paid search landscape, as smaller
competitors aggressively enter the auction unannounced
(typically after a round of venture capital funding), only to
disappear two to four months later.

ARE THERE ANY NEW ONLINE MARKETING TACTICS
YOU'VE RELIED ON MORE IN THE LAST 12 MONTHS
THAT YOU COULD SHARE WITH OUR READERS?

Over the past six to nine months, we've redoubled our
efforts in the affiliate marketing space. We've found that
having a presence at the various conventions and summits
represents the most efficient and effective prospecting
tool. It's important to note that lead quality varies dramati-
cally within the affiliate space, so post-launch oversight is
essential to weed out the poor performers.

Also, deeper partnerships with the traditional portals,
from Yahoo! to AOL to MSN, continue to produce excit-
ing results. With their huge audiences and numerous and
growing properties, the potential integrations are vast. W
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Brother Act

TWO BROTHERS, ONE COMPANY -
AND ONE HAPPY FAMILY.

You can hear wind whistling and a child crying even before
Andy Zurcher says “hello”into his cell phone. He's driving
through endless Nebraska from Denver to Omaha with his
wife and four children, ages 6, 5, 3 and 1. They're off to a
family celebration.

Family is central to Zurcher's life — his own, and also his work
family. Zurcher, 38, is senior vice president for product man-
agement at ServiceMagic, based in Golden, Colo., which
helps home owners find service professionals online. He's
been with the company since it launched in 1999.

“Starting a business from scratch, as we've done in the last
ten years," he says, “has required a lot of sacrifice — not just
by employees, but especially by families”

He soon brought aboard his older brother, Matt, now senior
vice president of consumer operations who manages a
major customer call center.

“He’s an incredible type of people-person, a great motiva-
tor, Zurcher says. He also was a Navy officer in the Persian
Gulf —="but he's not at all the military stereotype!

In fact, Matt followed Andy’s lead at ServiceMagic until
their paths diverged. “But | still try to get his take on things,
his perspective,” he says. “If | had to choose one person to
make the big decisions in life or work, it'd be Andy.

The brothers played sports together in high school -
tennis, mostly. “I'm actually two years younger,” Andy says,
“so | used to follow him and his friends around.” Their rivalry
was intense then, “but you get over that, and we've been
best friends!

Matt agrees: “Except for that dreaded time in high school
when he was the little brother,” they've gotten along
famously. “He’s probably a little more intense than 1 am," he
says,“and I'm more laid-back, which fits well with the differ-
ent responsibilities we have”

At Notre Dame in the early ‘90s, Andy became captain of
the tennis team. He and his teammates, he said, took the
college into the top 10."We had a heck of a run there!

He joined the team as a walk-on and graduated All-Ameri-
can, returning to coach while pursuing his MBA. His bach-
elor's was in economics, though it was philosophy and
sociology and psychology he loved. He went off to work
with very little baggage.

At his first job, with Samsonite, he developed Internet strat-
egy. His challenge: Using the emerging Web technology
to enhance sales without undercutting stores.

"At the time people weren't using the Internet as a utility,
he said. “They were mostly exploring. But it was clear some-
thing was coming.” He developed a website that directed
customers to retailers.

What's unique to us Is that
we have two separate
sets of customers.

.. servicemagic

w[ .. your home improvement connection om

Within two years, ServiceMagic recruited him for market-
ing. “There was really no more fragmented industry than
local contractors. It was a lack of efficiency, exactly what
the Internet enables”— and exactly what attracted him.

“What's unique to us is that we have two separate sets of
customers. One pays us a fee — the professionals — and the
other is the consumer, who we serve for free!

Besides tennis, he loves golf — and most team sports. “It's
about finding success even when the path isn't obvious.
You're working with people to achieve a goal — and that
also can mean looking for weaknesses in your opposition.”

Then again, maybe he is talking about business.

“| feel so fortunate,” he says, “to have run into incredible cir-
cumstances—butit's notluck. It's a greatfamily, a great wife,
great parents who prepared all their children to succeed!
And a proud big brother breathing down his neck.

—ROBERT SHEASLEY
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What’s so funny about peace,
love, and understanding?
The cubicles in your office may be
crawling with backstabbers.
Don’t go gonzo: Pacifism and flower

o e power will profit you more.

Difficult Peop

BY JIM MATHIS

ACCORDING TO A RECENT SURVEY, 58 percent of Americans like the people they work with. That's
nice, isn't it? It is—until you realize it means that 42 percent of Americans don't like one or more
of their coworkers.

That's not so nice, especially since everybody knows that good relationships are the key to
success. They contribute to our quality of life every day and to our business success in the long
run. In most companies, the accepted formula for profitability reads:

Favorable Work Relations = Favorable Working Conditions = Increased Profits

A s
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So if everybody knows that good relation-
ships mean better business, why is it so hard
to make nice? The answer, of course, is difficult
people. You know them. You've seen them.
You work with them. If the gods hate you, you
even work for them.

I've worked in two organizations where
certain individuals were being so difficult that
it affected every aspect of other employees’
lives—and in fact the culture of the company
itself. The remarkable thing is that both of those
difficult people eventually confided in me that
they were behaving badly just to mess things
up and see what they could get away with.
When others confronted them, they
feigned innocence, pretending
they were right and everyone
else was wrong. But in reality,
they weren't even trying to
get along with others. They
were  deliberately  being
unreasonable and difficult.

To them, misery in the office
was a game.

In both organizations, poor

leadership at the top was afraid
of reprimanding or disciplining
these people for their disruptive
behavior, so the problem continued.
The other employees, including myself, were
made to suffer because these individuals were
allowed to do as they pleased—unchecked
by weak management. People stopped doing
their best work, because job performance
always goes downhill when people realize
that there will be no accountability for their
actions.

One person can destroy a business the
same way one person can destroy a family.
If one person starts acting out and behaving
badly, it can demoralize everyone concerned.
Steps need to be taken as quickly as possible
to put a stop to this behavior.

The trick is to take the right steps—and
they're not the scorch-and-burn tactics you
might like to use. They're steps that will not
only help to fix a problem, but help you and
your business, too.

One person can
destroy a business
the same way one

person can destroy
a family.

We look at others through the lens of our own preferences and preju-
dices. Look at your own strengths and faults before passing judgment
on others. And be accurate in your analysis. Human resources expert
John Maxwell, author of 21 Indisputable Laws of Leadership, uses the
“Bob Principle”to figure out where the problem is on a team. If Bob has
a problem with John, and Bob has a problem with Bill, and Bob has a
problem with Jane, Bob is the problem.

2. Know what pushes your buttons.

Most people fail to “own” their reactions, so it's easy to push their
buttons. Difficult people excel at pushing buttons. Remember, to some
of them, it’s just a game. Are you going to let them play you? Or are you
going to control your own reactions?

You give off signals that indicate where your weak spots and vul-
nerabilities lie. Believe it or not, you've been broadcasting these signals
your entire life. | guarantee you that most difficult people already know
what pushes your buttons—and are probably using it in your relation-

ship to get the upper hand. Get the jJump on them before
they take advantage of you any further.

As | said, one person can destroy a busi-
ness. Don't let them destroy youl.

Abraham Lincoln's familiar axiom

about not being able to please all the

people all the time comes into play here.

Lincoln knew what he was talking about.

Here was a man whose entire presidency

was defined in war. Yet he knew how

to choose the best advisers and how to

bring out the best in some of the most dif-

ficult people. He even chose some of his stron-

gest opponents to serve on his cabinet. Sometimes

he had to replace people who would not go along with his

vision, but he had the guts to make a decision and stick with it, even at

the risk of his own career.

4. Understand others’ pain.
Sometimes, justice is obvious. For example, if you look at difficult people
in the right light, you can see they're being a pain because they're
in pain. Realizing that makes it a lot easier to stay calm around them.
We're often too quick to assume that a difficult person is simply
being selfish and egotistical. But that may not be the case at all. Some
difficult people are pushing others away because they expect to be
hurt by people as they have been in the past. They're not selfish; they're
scared.
If you can find out something about the nature of their pain—or at
least something about what triggers it—you'll improve your chances of
avoiding that wound.
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Give others what

5. Choose your battles and your battlefields.
Learn when and where to respond. Know your strengths and your weak-
nesses so you know how to avoid needless arguments. Confrontation is
usually the difficult person’s home field, and they have the advantage.
There's an old saying in South Georgia: “If you wrestle in
the mud with a pig, you’ll both get muddy—and the
pig will like it!"” It's the same if you argue with a dif-
ficult person: You'll both get bloody, but the other

person just might enjoy it.

_ 6. If possible, resolve conflicts quickly
they need and privately.
not What they Don't give a difficult person a public forum to air

their grievances or attitude. You only draw others

deserve. into a situation that can quickly escalate and that

Jim Mathis is an
executive coach

and trainer who has
worked with a diverse
range of clients,
including American
Red Cross, United
Way, Owens Corning,
US Foodservice, Blue
Cross/Blue Shield,
and many others. This
article was adapted
from his book Reach-
ing Beyond Excellence.
His website is
jimmathis.com.

you can't always control.

You tried and you tried, but you cant always avoid
combat. But you can avoid tactical errors. Here are some to
watch out for:
Failing to line up the facts
Being vague about the offense
Failing to hear the other person’s side
Failing to keep good records
Harboring a grudge
Confronting the other person while you're angry.

Separate what is fact from what is personal, and stay with the facts.
As Michael Corleone says in The Godfather, “It's not personal, it's
business.”

8. Respond in kindness.
Give others what they need—not what they deserve. And always give
people the benefit of the doubt.

9. Above all, carry a positive image of yourself with
you at all times.

| worked with youth for many years. | learned that if you hold a mirror
up to teenagers and ask them what they see, most will respond with a
self-deprecating, negative comment.

The sad truth is that if you hold that same mirror up to adults, you
will often receive the same results. It is sad that we never learned these
truths growing up. Eleanor Roosevelt said, “No one can make you feel
inferior without your consent!

Be secure in your identity, and you will be surprised how much it
decreases your fear about dealing with difficult people. Once you are
secure in who you are, difficult people can't hurt your feelings by insult-
ing you.

Winning together should always follow working together. The only
place thatis not true is in the dictionary. You always go to a higher level
when you take others with you. [l
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Online Intelligence, Inc.

Click Fraud Protection.
Negative Keyword Search.
Off-brand Placements.

Online Intelligence provides proactive web-crawling,

spidering and brand protection throughout the

entire advertising process, arming advertisers 1
with transparency and traffic metrics. With this r )"'!
information, Online Intelligence protects clients '.) e 1 /",

from click fraud, negative keyword searches and off- —
brand placements. This venture builds on eight years % '
of Epic Advertising driving industry compliance and

integrity procedures across their global network of

more than 40,000 publishers.
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TO SCORE IN GOLF—OR IN LIFE

AND, OF COURSE, YOU NEED A GOAL.

BY RICK SESSINGHAUS

AS ANYONE WHO HAS EVER LAID HANDS ON A 5-IRON KNOWS, golf is not just about how to grip a club or
swing it. Golf is about how to think about golf. As Arnold Palmer once said, “Golf takes more mental
energy, more concentration, more determination than any other sport ever invented.

And for most golfers, one of the hardest concepts to master is that for all the cups, greens, flags and
traps, in reality, golf focuses on goals—on the rewards of attending to fundamentals, exceeding your
best, being focused and emotionally ready, and pushing yourself to achieve more than you thought
possible.

As a golf pro, I've seen the trend toward young players skipping years of college to turn professional.
As a rule, they do poorly. They've missed one of the goals of the game, which is knowing when you are
ready. Even top amateurs have found the transition to the next level of the game more challenging than
they thought it would be.

| once worked with a client who was a fifteen handicap. He wanted to be a nine handicap in eight
months. That was a challenging goal, one that required a plan for improvement. But he also wanted to
begin competing seriously in tournaments.




HANDICAPPING
WITH THE
DONALD

WARNING:
WHATEVER YOU PLAY CAN
AND WILL BE USED AGAINST YOU.

He knew he would face long odds.
But his goals motivated him to work
hard. He assessed where his game
was and prioritized what needed the
most work. He changed his practice
habits.

He started with small club tourna-
ments, then city, regional and state
tourneys. The progression to more
demanding ones helped him men-
tally prepare for a different kind of
pressure.

After each tournament, we would
evaluate and adjust his performance
to keep him on track to his goals. In
eight months, he won two club tour-
naments and was in contention for
the state net championship.

At the end of the golf season, his
handicap was a nine. He then came
to me and told me his next goal was
to get down to a four handicap in the
next twelve months.

olf is a fantastic way to get to know someone, to make
deals, to learn about others in terms of what kind of
people they are, how competitive they are. You really

get to know somebody on a golf course—much better than you
can anywhere else.

TO MAKE A DEAL, PLAY THE GAME. There are numer-
ous people that over the years | didn't really get along with, and
then all of a sudden | played golf with them and we became
good friends, and in many cases, that led to great business

transactions.

WATCH FOR THEIR WEAKNESSES. | think that there’s a lot to be learned from the
concept of business and golf. You have to be able to hit a 280-yard drive and you have to
be able to have the shots. But that's the thing you can tell about people—what level of risk
they're willing to go for. | know some people will go for the green no matter what, and |
know other people that will always lay up and be conservative, and that's usually the way
they are in life.

LEARN FROM A PRO. Like in business, practice is very important. But you don't want to
practice what's not going to work. A good teaching pro can tell you the difference.

MAKE YOUR LUCK. It's the old adage that Gary Player once gave that | listened to and
respected: The harder he worked, the luckier he got. And he was a very hard worker on the
golf course, and the harder he worked, the luckier he got.

NEVER ADMIT DEFEAT. In golf, as in life, oftentimes it'll look as if you're in deep, deep
trouble, and then you come out to win the hole or the match. And | really think that a great

lesson in both golf and life is to never give up. Never give up. Never give up. W

He had learned more than how to
play a better game. He had learned to
setgoals.Hisunderstanding of whathe
was doing made it easy for him to see
what needed to be improved, and he
also knew improvement alone wasn't
sufficient. For some, the only goal is
the outcome. What he did better was
to commit to weekly “process goals” of
each practice session, and that’s what
led to reaching his “outcome goals!

If the object of your game is to
reach your goals, whether in golf or
in life, here’s the process that works
best:

'I Start with a dream. Know what

you want to accomplish. Youd be
surprised how few people spend time
narrowing and defining what, exactly,
they want to do—and whether it's
even a reasonable goal. If you're a golf

pro who wants to be a brain surgeon,
you may need to find a new goal.

Make a map. Reaching a goal

is a step-by-step process. Know
each step before you take the next.
To connect point A with point D, you
can't ignore B and C. Each step is as
important as the others.

Besides, those milestones are excit-
ing to pursue. When | was in high
school, my long-term goal was to play
collegiate golf. My short-term goal
was to average 76 for my high school
matches. | did it. Reaching that goal
set me up for reaching the next one.

It's a balancing act, but it's critical
that even though you know where
you're going, you need to focus on
the next step, not just the final one.
Keeping your goals in balance will
motivate you to keep working on your
game.
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Know the difference between

what works and what you hope
will work. To reach your long-term
goals, you need to set standards for
your performance — you need perfor-
mance goals.

The best way to identify a problem
is to ask good questions. For example:
What is preventing you from achiev-
ing your goal? It could be swing
mechanics, or physical condition-
ing, or confidence. When you identify

THE TOUR CAN
% IN'YOUR LIFE.

why you haven't achieved your goals,
you have taken the first step in doing
something about it.

Find a way to measure success.

In golf, it is easy to measure per-
formance based on how well you do
in different aspects of the game.

For example, an average PGA Tour
player would hit 64 percent of fair-
ways, 65 percent of greens in regula-
tion, and make 28.5 putts per round.

Other helpful statistics: driving dis-
tance, up and down percentage, sand
saves, and average putts per green
hit in regulation. With the advent of

Shotlink, the tour can measure every
shot a player makes and use it to
provide statistical feedback for players
and spectators.

What works on the tour can work
in your life. Start with basic statistics,
and then go into detail if necessary.
When you know how your perfor-
mance breaks down, you can begin
to work on the parts that are holding
you back from your outcome goal. If
you hope to become a nine handi-
cap, then gather statistics to learn
what parts of your game need to be
improved to reach your outcome.

Pin your goals to a process.

What will you do consistently
to improve your standards of perfor-
mance?

You need to be able to answer
that question because it will tell you
what goals you need to reach every
day to realize your dream. These are
your process goals. They're the day-to-
day goals of practicing, taking lessons,
and doing whatever is necessary to
improve your performance.

If your fairway hits are at 40 percent
and your performance goal is to be at
60 percent, you need to figure out
how to close that gap. It takes more
than practice, because practicing poor
mechanics only reinforces bad habits.
Process goals are about using your
time correctly. What needs to be done
weekly to improve your performance?
Most people know what they need
but haven't been willing to do it.

What will you give up to win?

Understand what you need to sac-
rifice to pursue your goals, since doing
that will identify how committed you
are. To pursue your golf dream, where
might you need to yield?

Maybe it's a financial issue. You
may need to spend a large amount
of money on equipment, lessons,
rounds of golf, and practice balls. That
money could be spent on something
else. The same goes with time. The
time needed to improve your game
could be spent somewhere else —with
family and friends, at your job, or with
another hobby.

Look for your enemies. Identify

any conflicts with what you may
have to sacrifice. If you wait until later,
you will feel frustrated as you try to do
everything.

| wish | had understood this princi-
ple of goal-setting because | set myself
up for failure when | first turned pro. |
thought | would practice eight hours
a day and have plenty of time for a job
and my wife.

But | found my enemy when | dis-
covered | lacked the skill of organiz-
ing my time and dealing with the
reality of what | could and could not
accomplish. I was in constant conflict
as | tried to squeeze thirty hours into a
twenty-four-hour day.

This eventually led me to quit com-
petitive golf. Now, | teach players to
identify how to realistically schedule
practice time and how to let signifi-
cant others know what to expect.

Goal setting is an ongoing process.
Consistently check to see whether
your outcome goals are still what
you want, and stay committed to
the process goals that will ultimately
determine your success.

Remember, goals are for what you
want to accomplish; adjust them as
you see fit. Identify your goals; write
them down, and share them with sup-
portive people,and you willbe amazed
at what you can accomplish. [l

Rick Sessinghaus, founder of Ses-
singhaus Performance Systems and
author of Golf: The Ultimate Mind
Game, specializes in increasing
people’s performance in their per-
sonal, business and athletic careers
through speaking, training, and
coaching. Learn more at
www.RickSessinghaus.com.



YOU DON'T THINK FOOD'S
FUNNY? YOU DON'T KNOW

Gontender File

THE NEXT WINNING IDEA'S ON THE RADAR

PETE CHELALA, THE \_

GOURMETDUDE, DUDE.
HE'S GOT A FOOD WEBSITE
ON THE FRONT BURNER.
IS IT HOT? WELL, WARM.
BUT COOKING, DEFINITELY.

The File on
GourmetDude.com

WHAT'S YOUR CATEGORY?
Food/Entertainment

WHERE ARE YOU BASED?
NYC

WHEN DID YOU LAUNCH?
June 10, 2009

HOW MANY EMPLOYEES,

COUNTING YOU?

The Gourmet Gang includes 4 people,
including me, Pete Chelala. I live in New
York City. I'm not only the Senior Manager
for a leading content site in the mobile
marketing space, I'm also the father of my
newborn son, Henry. And | cook!

SO WHAT'S THE BIG IDEA?

Gourmet Dude looks to inspire action
and confidence in the daily lives of busy
people by being a resource for quick and
healthy recipes, and more importantly by
using culinary comedy to make cooking
at home more approachable. By using
digital viral videos as a way to engage
and attract our target audience, we look
to deliver the world of food in unex-
pected ways and bring our audience into
a virtual conversation that encourages
and empowers home cooking and recipe
sharing.

GOURMET DUDE (CENTER) ON
LATEST DIGITAL VIDEO SET

IS ANYBODY ELSE DOING THIS? IF SO,
WHO? AND WHY CANYOU DO IT
BETTER?

There are several food related social
networking sites: Food Buzz, iFood.TV,
Bakespace, and some other local person-
alities like “Sam The Cooking Guy!”

But Gourmet Dude is built around the
idea that everyone has to eat so you really
don't have to have superior knife skills or
the best pots and pans to get it done. The
site provides an uncluttered environment
so people are not over-stimulated and
scared away. It provides a likable charac-
ter that people relate to because at the
end of the day the site promotes “Can-Do”
cooking, not how-to. There are plenty of
online and offline destinations that show-
case how-to. People just need to see that
it can be done and they'll give it a shot!

WHEN WAS YOUR “BREAK-
THROUGH"” MOMENT?

I've been trying to break into the food
world since late 2001. Food Network didn’t
go for my pilot “Food Train,"but I made the

GOURMET DUDE ON LATEST DIGITAL VIDEO SET

semi-finals in “The Next Food Network
Star's”
pro!
The breakthrough moment actu-
ally happened in 2007 when | decided
that | didn't need a network show or the
approval of a programming team that
didn't even know me for my dream to
come true. | could do it all myself and put

my concept online! So on June 10th | did!

first season—and | am not even a

AND THE BIGGEST LESSON
IN ALL OF THIS?
My biggest lesson is if you believe in some-
thing passionately never give up because
you never know when your breakthrough
moment will present itself.

It has been a long journey just to get
to the beginning and | am looking forward
to the road ahead!

—PETE CHELALA,
gourmetdude.com
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THE MONTH IN NUMBERS

J

Internet Ad Revenues by Advertising Format — 2008 Fourth Quarter Results
% of 2008 Fourth-Quarter Revenues
Digital Video*
Rich Media* 3%

7%
Lead Generation

7% \

E-mail
1%

Banner Ads*
21%

Sponsorship*
— 1%

Classifieds
13%

Search

0,
B Total — $6.1 Billion

* Display Related Advertising includes Rich Media, Digital Video, Banner Ads, and Sponsorship

The Winning Index for Aug 2009: 4 . 74%

May 08 May 09 +-

Total Unique Visitors (000) 190,858 193,825 +1.55%
Total Minutes (MM) 328,019 356,757 +8.76%
Total Pages Viewed (MM) 490,038 503,944 +2.84%
Total Visits (000) 11,720,157 | 12,400,429 | +5.80%

AFTER A TOUGH COUPLE OF QUARTERS for the greeting
card industry, things are looking up. Must be all those sym-
pathy cards sent to Wall Street traders.

But have no sympathy for the folks at our dark-horse site
of the month, because they'd never have any for you.

Someecards.com—motto: “when you care enough to
clicksend"—isan e-card provider forall those occasions that
scream out for tasteless good humor. Which is pretty much
all of them, if you think about it. We often find ourselves
browsing for a good laugh and usually end up sending a
few cards out because they're too good to pass up.

We'll be honest: If you're looking to send a birthday
card to your grandma or if your sense of humor is seriously
missing, then this may not be the site for you.

But if you're like us, this site is so addictive that you're
never going to want to send an ordinary e-card again.

SITE OF THE MONTH

The one that came out of nowhere...

House of cards

WIN: Someecards.com
PLACE: Bluemountain.com—sweet

SHOW: Hallmark.com—sticky sweet CCHERILYN EARL

WINNING THE WEB AUGUST 2009
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What You Need to Know

DETAILS THAT MATTER

You think you have problems?
Meet Brett! He doesn’t have

a lot of problems — but he
does have a lot of solutions.

LOTS OF TARGETS, NO ARROWS!

Brett —/'ve just been hired as vice president of
online marketing for a major consumer package
goods brand. They gave me atiny budget, way too
small to meet the sales targets set by my prede-
cessors, who didn't know anything about online
marketing. My problem: How do I increase
sales without being reckless with what little
budget I have? [d like to use increased sales as a
way to extend our brand and audience in a tar-
geted fashion. Id also like a bigger budget. Id also
like a raise! Help me, man.

— Roger F.

Small budget? You're not alone there, Rog. If
you want to be smart with money, decide on
one core objective. More traffic? Brand aware-
ness? Direct sales? Then, look at ad networks.

Ad networks solve many of these problems
efficiently and cost-effectively. Figure out your
traffic and inventory requirements: Display?
Search? E-mail? There are lots of networks out
there, so do your homework. Look at the size
of the ad network’s publisher base, overall
reach, the level of transparency around their
traffic sources. For a payment model, sounds
like CPA — or Cost Per Action— might be the
best for you.

Finally, before you sign with a network, you
should definitely look under the hood: Can it
provide you creative services expertise? Good
technology? Impressive client list? Get good
answers to those, and you'll have found a
good answer for yourself.

— Brett
Brett Lofgren is Epic’s senior vice president of global sales

..about CPA

For marketers, it's where the action Is

WHAT IS “CPA” IN ONLINE MARKETING JARGON?

Hint: it's not a Certified Public Accountant. It's the acronym
for Cost per Action, what happens when an advertiser only
pays a publisher or advertising network when a quantifiable
action (like a sale) is delivered.

WE LIKE IT BECAUSE: There are no upfront costs involved
and therefore no real monetary risk to the advertiser.

WHY IS THIS AN IMPORTANT ECONOMIC CHANNEL FOR
MARKETERS? Because in this economy, with its shrinking
budgets, CPA is the thing marketers can count on to deliver
ROI—if ROl is there to be delivered.

BACKGROUND: Most private

companies and advertising net- YMA

works that focus on CPA as their

economic model are probably (it’s (Yet More Acronyms)
all anecdotal, since public data is
hard to come by) doing okay. The
ones that focus on a CPM model,
with its emphasis on sheer num-

CPM: Cost per thousand
impressions. ‘M’ is Dead
Roman for 1000.

bers, may not be so lucky. ROI: Return on investment—
Figures provided by two public the king of all business
sources of information support metrics.

a shift from the traditional CPM
basis to the far more effective CPA
basis.

First, according to a survey
done by Epic Advertising, less than 10 percent of respondents
believe CPA will“go away”or that its growth will “‘slow and give
way again to CPM! The overwhelming majority of advertis-
ers and agencies surveyed thought CPA was now the best
model for online marketing and where the most ad dollars
are flowing. Of course, that doesn't mean the model won't
evolve.

Second, the IAB's year-end 2008 report showed the largest
chasm of online revenues between CPA (57 percent) and CPM
(39 percent) in the industry’s history. Perhaps this is a sign
that the model is “growing up”and beginning to be rightfully
embraced by more and more online advertisers across a wide
variety of categories and sectors.

IAB: Interactive Advertising
Bureau
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Getting personal

REMEMBER THE WEB BACK BEFORE AMAZON.COM? Probably not. CERN's site—some say the Web's first—launched in the
early’90s, but there wasn't even a decent browser until 1993. Amazon went into business the year after that. There are people who
are over 6 feet tall who have been on Earth for 15 years who have never known life without Amazon. Its founder, Jeff Bezos, was

Time Magazine's final “person of the year"—Iast century.
Amazon has won the web. Here's how we think they did it:

It is personally responsible for personalization.
The stuff we take for granted today was new when
Amazon.com started providing accounts for people,
recommending products based on purchases, remem-
bering what you like, and all the rest. The idea of a retail
website that rebuilds itself just for you first gained trac-
tion on amazon.com.

Most Helpful Customer Reviews

17 of 17 people found the following review helpful:

Jriededols Practical, Insightful, and Worth Each of the Six-Hundred Ninety Fi|

By Amrit Tiwana "www.bus.iastate.edu/tiwana" | (Decatur, Georgia, USA) - S¢
REAL MAME

I am not an advertising professional but in the profession of scientific research. Yet tl
knowledge worker. This little book is one of the simplest summaries of commensense
not-so-novel ideas, articulating them, and giving them a life of their own. There are

is stuff that you likely already know, so this is not one of those books that talks the |

his comment that novel ideas are sime\z unusual connections among thinss that airg

It made process invisible. The transaction experi-
ence at Amazon.com is ghostlike, just one more small
click to a purchase. Like painless dentistry, without the
dentist.

- TR All Departments =

Books >

Movies, Music & Games  »

Digital Downloads >
Kindle 2. Kinga
Computers & Office » Kindle DX

Electronics

Home & Garden Accessories

Grocery, Health & Beauty Saoks

N
Toys, Kids & Baby e

Apparel, Shoes & Jewelry

Blogs
Sports & Outdoors

>
>
>
» Magazines
>
>

Kindle Store
Tools, Auto & Industrial J

amazon com Hello. George Stevens. Yye have recaommendations faryou)
~— "

George's Amazon.com | Today's Deals | Gifts & Wish Li

[Jepa ents

All Departments v

George's Amazon.com Wour Brovesing Histary Recommended For “ou

George, Welcome to Your AmMazon.Com (f yeu're not George Steven

Today's Recommendations For You

It integrated content and commerce. One of the
most valuable functions Amazon serves is as a content
provider. It's a publisher's dream: Millions of book
reviews—and with an editorial budget so small it
would fit inside this o.

Quantity: | 1 B:
@ Add to Shopping Cart ]
or
Slgn In to turn on 1-Click ordering.

It's better than you thought. You want a book. You
go to Amazon.com and click something. You get the
book. It's that simple—which is exactly what every
customer wants. Amazon’s ability to quickly meet or
exceed a customer’s reasonable expectation is a huge
part of its success.

They are all mad scientists. Amazon’s analytics are
brilliant, agile, adaptive, accurate. Quicker than you can
read this sentence, Amazon’s specialists know whether
a new page element works. They also know if your
next-door neighbor doesn't like it.

As you may have noticed, all of Amazon'’s key success factors are associated with the first one, personalization. The company
owns it. As Internet marketing expert Mike Moran put it: "At first glance, personalization seems like that rare win-win proposition—
buyers get a better experience, while sellers get higher revenue. And Amazon shows that, when done right, it can work beautifully.
But it must be hard to do right, because Amazon is not only the most-cited example of successful personalization, sometimes it

seems to be the only example ever cited!





