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The sole purpose is creating this course is to educate you as a 
business owner about what it takes to successfully navigate the 
waters of profitable Internet marketing.

Before I can properly do that, I need to ‘give honor to whom honor is 
due.’ The wisdom that I have gleaned over the past four years has been 
poured into me from a host of powerful, caring, and really skilled mar-
keters and teachers who have gone before me.

I have had the privilege of learning much information from many great 
people. Despite that, I have made more than a few mistakes, yet the in-
formation contained in this course is a compilation of what has worked 
for me and my clients.

The information contained in this book has the power to help you run a 
profitable and sustainable business with Internet marketing, but only if 
you apply the information you learn here.

If you don’t take action on what you learn, you will gain very little. Why is 
that? Knowledge without application is easily forgotten.You must apply 
what you learn in life in order to truly understand it and have mastery 
over it.

That said, this book was written for you and all who are on the quest 
to create more customers and revenue for your businesses. There’s no 
magic formula here-just information that has been proven out year after 
year in my own business and that of my clients businesses as well.
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Weinman, Mark Hoverson, Jonathan Budd, Mike Dillard, Jeff Learn-
er, John Jackson, Andy Andrews, Kenneth Hagin, Kenneth Copeland, 
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Christ who has richly given me all things.
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Introduction

In a time where every business owner and wants to extract more 
productivity and results out of their business, while creating a bet-
ter quality of life for themselves and those around them, this infor-
mation couldn’t be more timely.

Considering the fact that the Internet is exploding with unprec-
edented and exponential growth unlike any other time in history; 
Those who adapt will not just survive, but thrive in this new econ-
omy. Clearly we are living in the information age with technology 
rapidly changing the way business gets done and if your business 
or business is not part of the digital revolution, your competitors 
will be more than happy to take that business from you.

Because I had to learn how to grow my own business from scratch, 
figuring out what worked and what didn’t and paying a costly price 
in terms of my own time and money invested ($100,000+ and over 
10,000 hours and counting), I have a unique vantage point when 
it comes to internet marketing. I have lived it, breathed it, ate it, 
and intimately worked with it for years. By now, I have a pretty 
good idea at how to create targeted traffic and how to convert it 
to qualified leads; as well as what works, what doesn’t and most 
importantly why.

I know these principles work because I first tested every single 
one of them on myself before ever sharing them with any of my 
customers .

But more important than that, I made my living exclusively being 
a full time internet marketer. I say that because I don’t just give 
theory, I share real world experience that has quite frankly put 
hundreds of thousands of dollars into my hands. Over the years, 
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I’ve realized that people simply want really good service from com-
mitted professionals who actually know what they’re talking about 
and know how to cost effectively implement those internet market-
ing solutions to grow their business.

Because this information age is so clearly upon us, you have a 
choice to make: You can either ignore it, or you can learn to build 
the business you dreamed about. The choice is yours; I encourage 
you to choose wisely keeping the future in mind when you do.

If you get anything at all out of this book, it should be the real-
ization that you could be just a few smart decisions away from 
substantially growing your business. If you already have a thriv-
ing business, then by all means listen to the concepts that I teach 
here. Even in successful business, sometimes simple changes to 
your marketing plan or website can bring substantial improvement 
to your bottom line.

Now the question begs asking: How much is having a substantial 
seven or multiple seven figure business worth to you? Only you 
can answer that question. What I’m saying to you is if you are com-
mitted to at least giving me a few minutes of your time as you read 
this book, the information I present to you can make a phenom-
enal difference in your business, but it is going to require some 
change and effort on your part.

You want to WORK SMARTER, not harder. That’s the takeaway 
here. You want to leverage technology and systems and make 
them work hard for you (freeing up more of your time while bring-
ing in more customers each month).

I am going to teach you how to create internet marketing cam-
paigns that win. When you implement these principles, you will 
end up avoiding some of the most painful and costly mistakes 
business owners currently make make in their marketing.
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My disclaimer however is that there is no silver bullet or magic 
formula to create winning marketing campaigns online. Even with 
years of experience under your belt and access to the brightest 
marketing minds around, there will always be an element of trial 
and error.

By avoiding the most common marketing mistakes most business 
owners are making today, you will be able to save yourself frustra-
tion, headache and untold time and expense.

I’m also going to show you:

◊ How to harness today’s technology to get more clicks, calls, 
and more customers from your internet marketing activities

◊ Discover the 3 secrets to exploding your web traffic in the short-
est time possible

◊ The 3 components to optimizing web site conversions that 
most business owners never even think of (though it’s costing 
them dearly) and how you can implement these strategies in a 
matter of days

The bottom line is that you are just a few minutes away from learn-
ing how to put together a master marketing plan to create the kind 
of business and lifestyle I know you’ve dreamed of.

I welcome the opportunity to share with you my insight over the 
last several years of my life as a marketing professional and what 
kind of difference implementing proven internet marketing strate-
gies can have on your business if you let it.

Brian Magnosi 
Founder- Magnosi Web Marketing
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1. Why Use The Internet?

The Internet has changed everything. Just 5 years ago, no one 
would have guessed that the internet and the technological ad-
vances we’ve seen since then would have had such a profound 
impact on society. Did you ever see the iPad or iPhone coming? I 
sure didn’t. No one did (OK, except maybe Steve Jobs).

The Internet has opened up an entirely new world of possibili-
ties, enhancing and enriching our lives beyond even the most wild 
imaginations as little as 10 or 15 years ago.

The technological age has not only given us unprecedented learn-
ing capabilities (the American Bar Association just announced last 
year that students who go through online law schools can sit for 
the bar and be licensed upon passing), but has also brought a 
very large world together in one seemingly intact and relevant unit.

The Internet is a collective place of MASS opportunity and for 
those who see that opportunity for what it is and are willing to in-
vest in their education, and their businesses. There really is no end 
to the kind of growth that you can create for your business when 
you begin leveraging the power of the internet!

Consider some of these staggering statistics…

The Internet in 2012
1. In 2012, the audience of internet users in the U.S. will expand 

by 3.1% to 239 million, representing 75.6% of the total popula-
tion.

In other words…

2. More than 3/4 of the total population will be online in 2012.
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Mobile in 2012
3. Mobile internet users will reach 113.9 million in 2012, up 17.1% 

from 97.3 million in 2011.

4. Smartphone users will reach 106.7 million in 2012, up 18.4% 
from 2011.

5. In 2012, 94% of smartphones users will be mobile internet 
users.

6. All mobile phone users will reach 242.6 million in 2012, up 
2.3% from 2011.

7. Mobile shoppers will reach 72.8 million in 2012.

8. Mobile buyers will reach 37.5 million in 2012.

9. Smartphone shoppers will reach 68.6 million in 2012.

10. Smartphone buyers will reach 36.4 million in 2012.

11. Tablet users will reach 54.8 million in 2012, up 62.8% from 33.7 
million in 2011.

12. iPad users will reach 41.9 million in 2012.

13. In 2012, 76.4% of tablet users will be iPad users.

Social Media in 2012
14. Facebook will reach nearly 1 billion US users in 2012, up 8.2% 

from 901 million in 2011

15. About 2/3 of web users will use social networks in 2012.

16. More than 90% of social network users will be on Facebook in 
2012.

Online Video in 2012
17. Online video viewers will reach 169.3 million in 2012.

18. 53.5% of the population and 70.8% of internet users (up 7.1% 
from 2011) will watch online video in 2012.
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19. Mobile video viewers will reach 54.6 million in 2012.

20. Smartphone video viewers will reach 51.2 million in 2012

The chart below identifies the search trends over the last 5 years 
and clearly indicates a massive upward trend in web searches for 
local businesses

(1. Blogspot January 2012)

Now if those statistics don’t wake you up, not much will. However, 
let me bring this a little closer to home. Imagine these people are 
actively searching for “Plumber Your Town USA” but the plumber 
across the street gets the job instead of you because they’re domi-
nating the Internet (and ends of getting a $15,000 job!).

Hmm, I bet I just got your attention.

Or maybe you are an attorney who specializes in divorce law; and 
you want to be the “GO-TO Business” in your town for that. (Con-
sidering the typical divorce business owner makes about $4K or 
more per case, I’d bet that you could afford to invest a little into an 
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advertising budget each month and become a household name 
before long thanks to the Internet).

You see times have changed, and Internet did it. You cannot count 
on traditional un-targeted media advertising like the phone book 
to get the job done anymore. Considering that over 71% of all 
searches for information in 2011 occurred online BEFORE ANY 
OTHER MEDIUM, the question is not should you bring your busi-
ness online, but how soon can you!

(2. ComScore 2012 Local Search Usage Study)

Winning Internet Marketing Strategy: - Many business owners 
still don’t believe the Internet holds any value for their business. 
Take advantage of that weakness while it exists in this ‘wild west 
era’ of the internet before all your competitors wise up to what’s 
going on and drive up competition and prices!
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2. The 30,000 Foot Overview

In this chapter I am going to share with you how all the pieces of a 
winning internet marketing campaign fit together. While I won’t be 
sharing any great detail at this point, I will give you a 30,000 foot 
view to help you understand the general concept.

This book can be broken down into 3 basic components:

1. Creating a high converting website designed from the ground 
up to educate and engage your web visitors.

2. Getting enough quality traffic to your website by driving your 
site to the top of the search engines.

3. Proper follow up on the back end.

#1: High Converting Website

This is one of the key components to having a profitable sales 
funnel and profit producing business regardless of your product or 
service. The kind of website I am referring to here is NOT a ‘digital 
brochure’ type of website!

Not all websites are created equally, and inevitably the website 
that produces the most calls, clicks and leads is going to have cer-
tain design elements built in (more on that later).

With this website you really have two primary goals.

1. Educate your audience and engage them promptly.

2. Acquire the lead.

I’ll be covering this in more detail in later chapters.
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#2: Getting Targeted Traffic

Once you’ve got yourself a high converting website, you’ll need to 
make sure that you’ve got a consistent supply of fresh, highly tar-
geted traffic to your site 24/7.

I know that sounds rudimentary, but you might be surprised by 
how many people I’ve talked to have the impression that just be-
cause you’ve got yourself a great website or a stellar offer, that 
thousands of dollars are going to start pouring into their business.

For most business owners, getting enough qualified traffic to their 
site is a complete mystery. They just don’t have any idea about 
where to find the traffic that their business demands.

Later on I am going to breakdown the different types of traffic, what 
tends to convert best in my experience, and how intent comes into 
play.

#3: Proper Follow Up On The Back End

You want to have an automated way to effectively and immediately 
follow up with every single one of your leads and existing custom-
ers. The very best way to do that is through something called an 
auto responder as you build your list.

By having an auto responder service set up, you can literally follow 
up with an unlimited amount of leads all at the same time. Auto re-
sponders are a powerful way to help your create more robust ROI 
on the front end and on the back end of your sales process. I will 
cover this concept in more detail later on in the book.
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3. The Hub Concept

The hub concept may sound foreign to many, however it is a simple 
yet highly effective strategy that any business large or small can 
implement and see a noticeable improvement in their web metrics 
and conversions.

For simplicities sake, think of a hub and spoke on a bicycle. Your 
website will become the hub, and each spoke represents a variety 
of internet marketing strategies that point back to your site.

Whether you implement one or all of the traffic generation strate-
gies listed below, this concept when executed properly can abso-
lutely revolutionize the quality and quantity of people looking for 
the search phrases that best represent your type of business.

The Hub And Spoke
As you can see below, having your website at the epicenter of all 
things marketing so to speak, makes your website THE authority 
in Google’s eyes.
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The power behind the hub and spoke concept comes in 3 different 
ways: 

1. 1. You’ll be able to dominate the search engines by having mul-
tiple pieces (spokes) of content from multiple locations pointing 
back to your web site

2. You will create high quality links back to your site which will 
only help boost your authority and page rank with Google (es-
sential)

3. Position your business as THE authority in your potential cus-
tomers eyes. Let’s face it, when they see your business every-
where, it will be difficult not to eventually do business with you

Utilizing this concept into your current marketing plan is not difficult. 
Even if you already have a website and some content that points 
to your site (like an external blog or some articles) you should con-
tinue to build upon that for the above mentioned reasons.

If you have a site that is owned by someone else (i.e. FindLaw, 
YellowBook etc.) you can and should still incorporate this strategy 
(more on that later).

For now, I simply want to present the concept and build upon this as 
we go.
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4. Getting Your Website 
Found

I’ll cover some preliminary information in this chapter and then 
dive into specifics over the next several chapters because I realize 
that some of you reading this may not be familiar with these con-
cepts and how each relates to growing your business.

That said, I’d like to share why it is so important to get your busi-
ness’s website found, and how to the most effectively convert those 
visitors into leads and hopefully customers.

Let me qualify what I mean when I say ‘being found.’ I do not mean 
to imply that having your website on Page 2 or 3 correlates to ‘be-
ing found’. When was the last time you went surfing through the 
second or third page (or further)?

Having A Website Does Not Guarantee Leads
Unfortunately many people have the incorrect idea that as long as 
they have a website, they will either be automatically found, or that 
it will start creating leads for them on its own (honestly, I have dealt 
with too many C-level execs running multi-million dollar organiza-
tions who think like this).

The truth is having a website doesn’t mean that anyone will ever 
see it. You must be intentional when it comes to anything online, 
because it’s all about relevance and especially when there is any 
appreciable level of competition to deal with.

I will save my in depth discussion of what it takes to create page 
#1 or position #1 website rankings for specific keywords until a lat-
er chapter in the book. However, I will say that without consistently 



Winning Internet marketing

15

Getting Your Website Found

fresh, relevant content, proper website structure, and enough high 
quality back links, you don’t stand a chance of creating much Page 
#1 exposure, let alone a #1 position (that’s where the vast majority 
of traffic is and where most purchases occur).

All traffic is not created equally. As you are probably well aware, 
there is a vast difference in the quality of traffic that billboard or 
radio advertising creates for example versus people who actively 
search for an business owner in your town online.

Interruption Marketing vs. Active Search Marketing
A few years back I coined the phrase: “Interruption Marketing” as 
opposed to “Active Search Marketing.” Essentially you’ve got two 
very different types of intent when it comes to online searches 
and when it comes extracting the highest ROI from your market-
ing budget you must always think about the intent of your potential 
visitors.

While this is a bit off topic from getting your website broad expo-
sure online, it is still extremely relevant to the search-monetization 
equation. Getting ‘warm-bodies’ to your website is not enough. 
Competition is too fierce today, and you cannot count on people 
stumbling across your site, or hoping they pick up the phone to call 
you because they saw that billboard on the Interstate as they were 
speeding home from work.

I want to not only teach you how to create broad based exposure; 
but how to create maximum visibility to the right audience. Does 
that make sense? I hope it does and here’s why. If I could choose 
between sending 200 people each month to my website who were 
interrupted from their day-to-day activities with something tanta-
mount to a carrot dangling in front of their noses (i.e. they weren’t 
even thinking about my service, but since I stuck it in front of their 
face, I may ‘snag’ them into taking a look), or I could have 50 peo-
ple who were actively searching for my service, which people do 
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you think would be the most qualified and interested in what I had 
to offer?

I trust you are seeing something here. My point is not to blast tra-
ditional media buys (because they can and do work given the right 
frequency, reach, and messaging) or anything else that operates 
in the interruption marketing spectrum, but to illustrate a point.

From here on out, I want to primarily focus on creating large scale 
exposure and visibility for your website (and business) while keep-
ing in mind the concept of ‘active search’ relative to the interruption 
process.

Winning Internet Marketing Strategy: - Well crafted websites 
that effectively engage your audience can have a dramatic im-
pact on the profitability of your internet marketing campaigns.

Because people are actively searching for relevant content, Google 
wants to respond by causing the most qualified websites to show 
up first (i.e. content that is very specific to their search query, is 
properly optimized, and offers a good user experience).

Remember, it’s all about being on top of the search engines when 
it comes to creating the quantity and quality of leads that can re-
ally increase your business’s revenue. That said, focus the major-
ity of your marketing efforts on getting your site ranked properly as 
it will pay you dividends potentially for decades to come.
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5. SEO: The Gold Standard 
Of Internet Marketing

When it comes to high quality and targeted traffic to your website, 
there isn’t going to be much that rivals organic or natural search 
engine traffic. More specifically I mean when people type in ‘Syra-
cuse Business Owner” on their home computer or iPhone, you 
want to be the first website appearing in the search results.

Considering the fact that search engine optimization, otherwise 
known as SEO is very complex, I am going to break it down here in 
layman’s terms assuming you are not an SEO expert. The reason 
for doing so is to share with you why some websites get to the top 
of Google (or Yahoo and Bing), and most others don’t. I won’t get 
into any technical depth here as it will probably bore most of you to 
tears and is beyond the scope or intent of this book.

SEO Defined
According to WikiPedia: “Search engine optimization (SEO) is the 
process of improving the visibility of a website or a web page 
in search engines via the “natural” or un-paid (“organic” or “algo-
rithmic”) search results. In general, the earlier (or higher on the 
page), and more frequently a site appears in the search results 
list, the more visitors it will receive from the search engine’s users. 
SEO may target different kinds of search, including image search, 
local search, video search, academic search, news search and in-
dustry-specific vertical search engines. This gives a website web 
presence.

As an Internet marketing strategy, SEO considers how search en-
gines work, what people search for, the actual search terms typed 
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into search engines and which search engines are preferred by 
their targeted audience. Optimizing a website involves editing its 
content and HTML and associated coding (along with creating 
relevant external content which creates back links) to both in-
crease its relevance to specific keywords and to remove barriers 
to the indexing activities of search engines.”

 There are 2 major components that affect getting your website to 
the top of the search engines:

1. On Page Optimization - Each website has something called 
source code (it’s what Google actually sees when crawling 
your website). Things that determine relevance are: keywords, 
keyword density, title tags, ‘H’ tags, ‘Alt’ tags, internal link struc-
ture and so on. Making sure that you have the right keywords, 
title and description among other things are important steps in 
helping your website rank well. Doing this step right will ensure 
a strong foundation to build everything else on.

2. Off Page Optimization - Relevant, keyword specific content 
in the form of articles, blog posts, social bookmarks, web 2.0 
links, social bookmarks, link wheels, press releases and so on. 
These are just a few of the ways to create back links to your 
website which is a significant portion of the ranking formula or 
algorithm.

I am constantly asked ‘Brian, how much content do I need to get 
my website to rank on the first page, and how long do I need to 
deploy this strategy?’ Excellent question, but that’s difficult to say 
because there are a lot of factors that affect that. You need to be 
asking questions like: what is my competition doing in terms of 
SEO and how many back links do they have? Where do I want to 
rank in the search engines and for what keywords? How old is my 
url relative to my competitors and so on.
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I generally suggest my customers and marketing partners to cre-
ate a steady flow of articles, blog posts, social bookmarks, web 
2.0 links and starting from day one. After a proper analysis of the 
competition (among other factors), I can determine how much 
content (and what type) should be produced. There is no magic 
formula. This is based on a lot of experience of seeing what works 
and what doesn’t.

The reality is that SEO has a lot of moving parts and is very time 
consuming. One size definitely does not fit all and outranking your 
competition can be very complex and frustrating if you don’t know 
what you are doing. My suggestion is that you get some qualified 
help in this area, unless you want to spend more time studying 
and implementing SEO strategies than you do practicing law.

Having said that, SEO is still one of the single best investments an 
business owner or business could ever make to grow their busi-
ness and here’s why…

The Benefits Of Search Engine Optimization
Being ranked high in the search engines (SERP’s) can be benefi-
cial to your business because:

◊ Increased visibility online leads to more visitors and potentially 
more customers

◊ An 8 times difference in ‘Return On Investment’ with SEO ver-
sus traditional media according to Sempo.org

◊ Creating organic or ‘natural search’ rankings for your business’s 
site gives your business a true long term asset

◊ 93% of all buyers, online or in-store, use search when looking 
to make a purchase or use a service (3. GroupMNext October 17, 2011)
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Something else to consider when assessing the benefit of being at 
the top of the search engines is what percentage of clicks actually 
goes to the top 3 positions. While different research shows these 
percentages in varying degrees, the principle remains the same:

SEO Click Volume
◊ 41% of the total clicks on Page #1 go to the site in the #1 position

◊ 12% of the total clicks on Page #1 go to the site in the #2 position

◊ 8.5% of the total clicks on Page #1 go to the site in the #3 position

By creating an educational and informative user friendly website 
along with a consistent stream of good quality content (ideally key-
word centric) on other online properties (think article directories 
like EZineArticles.com for example), you will create links pointing 
back to your site that are very high quality creating a more robust 
user experience; while building authority and relevance with the 
search engines.

Setting The Right Expectations
SEO takes time, expertise, and consistency. SEO is not a quick fix, 
nor is it cheap (that’s relative of course). Depending on the geo-
graphic area you live in (major city like LA, NY or Chicago vs. small 
town USA), and the level of competition you have (how many other 
business owners in town want to compete for the same keyword), 
and how far reaching you want your campaign to extend (local, re-
gional, or national), getting to Page #1 and/or a top listing will vary.

I can tell you with certainty that creating top rankings takes time. 
Because no one controls Google, you can only follow their guide-
lines and be patient. You won’t get the kind of rankings you want in 
a month, but you may in 4-6 months. For super aggressive cam-
paigns in the biggest cities (especially nationwide SEO campaigns 
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with tons of competition who have aggressive marketing budgets), 
beating them out for the top spots may take 12-18 months or more.

Please keep in mind that I am not trying to talk you out of running 
an SEO campaign. On the contrary, I am probably one of the big-
gest advocates for SEO you’ll ever meet as it has changed the 
face of my own business over the years.

In fact, one of the things that I do everyday at Magnosi Internet 
Marketing is manage SEO campaigns for many of my custom-
ers because they not only want to dominate but they also want to 
create a long term asset through high quality link building activi-
ties each month. Not to mention, they can’t possibly replace the 
experience or volume of content that my team of 14 full time SEO 
experts brings week in and week out (nor would they want to-it’s a 
full time job in itself).

Regardless of your position or budget, keeping the end in mind 
when it comes to creating strong SEO rankings (i.e. long term re-
sults) will be very beneficial to you and your business.

Transparent SEO
Suffice it to say, most SEO companies and guru’s do not want me 
to cover this topic, but it needs to be said. Why? Because you as 
a business owner deserve to know exactly what’s going on in your 
SEO campaign each month. Sadly, most business owners don’t 
know what’s going on behind the scenes regarding getting their 
websites ranked at the top of Google.

I want to demystify the process of ranking a website and how 
weekly or monthly reporting should go hand in hand with that.

For example, every one of my clients gets a weekly report that out-
lines in exactly what work was done on their campaign that week 
outlined in a report that includes live clickable links to every piece 
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of content my team created the week prior. That’s called transpar-
ency and being so genuine with my clients creates healthy win-win 
relationships based on trust and authenticity.

The image below outlines what one of these reports looks like
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6. Pay-Per-Click: Short Term 
Fix Or Long Term Ally?

Pay-Per-Click (PPC/Google Adwords) has probably been respon-
sible for more short term revenue created for thousands of busi-
ness owners and businesses all across the country than almost 
any other advertising method available.

Unfortunately, Pay-Per-Click can also be one of the most difficult to 
master and costly marketing tools if not used correctly.

Why Pay Per Click? Because thousands of people each month are 
searching for qualified help online, why not reach them when they 
are actively searching for a solution?

We live in an Internet centric age, where people no longer turn to 
the phone book when they are looking for a local expert who can 
advise them regarding their troubles. People instinctively believe 
that a phone book is not going to deliver the most up to date infor-
mation for them. They want more! They want to see the business 
owner, listen to him or her, and be told why they should pick up the 
phone and call their office instead of the next business owner.

When It Comes To Effective Advertising Speed Matters
While I am a staunch advocate of SEO and ranking high in natural 
search section, there can be a legitimate place for Pay-Per-Click 
in your marketing plan. The advantages Pay-Per-Click campaigns 
offer are:

◊  Create instant exposure while your organic campaigns are 
working in the background
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◊ Assess what your ‘money’ keywords are (i.e. the keywords that 
consistently convert to customers for you)

◊ Create up to a 50% increase in total click volume and online ex-
posure over SEO alone (4.Search Engine Land, March 2012)

◊ Extensively track every single click, assessing essential data 
like where your visitors came from, how long they stayed on 
each page, bounce rates, conversion rates and more

I wish I had time to get into great detail with Pay-Per-Click here; but 
I can say that if you have a compelling message, a solid webpage 
and a clear call to action, you can create very high quality traffic 
and leads which can convert into a lot of money.

How Google Adwords Works
The great thing about Pay-Per-Click is that you never pay until 
someone actually clicks on your ad, hence the name. You also 
have full control over your daily, weekly and monthly budget and 
you are the one who decides what you are willing to bid on each 
of your keyword phrases. It’s an ingenious concept and when used 
correctly can be a powerful asset to grow your business.
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Some of the basic terminology you’ll want to know is:

CPC: Cost Per Click- It’s the amount of money an advertiser is go-
ing to pay a search engine for a single click on their ad (which will 
bring one visitor to their site).

Keywords: Specific terms, usually a word or series of words used 
by a person to search for something on the internet. There are dif-
ferent types of keywords. Long-tail keyword or short-tail keywords 
are the two varieties. Short-tail keyword simply implies a single 
word, maybe two. Long-tail keywords generally means a string of 
three words to get it or more.

Ad Groups: Groups of related keywords, sitting under a common 
heading or “umbrella.” I want you to think of Ad Groups not so 
much as groups of ads, like I used to, but think of Ad Groups as 
groups of keywords that are closely related to another.

CTR: Click Through Ratio-That’s the percentage of how many 
people out of every 100 see your ad and actually click on it. The 
higher the CTR, the better. A good CTR in the Search Network 
is 1-3%. Anything above that you’re like a rock star; anything less 
than that means you have some work to do.

For the Display Network (formerly the Content Network), a good 
number to shoot for is 0.05% or one-half of a percent. So it’s going 
to be less, but then again, they’re not actively searching for those 
terms (think Interruption Marketing rather than Active Search Mar-
keting)

Search Network: Ads that are targeted on the user’s specific 
search terms that they type into the search bar. For example, if you 
make a search for “Rochester Divorce Business Owner,” you’re go-
ing to see ads related to Rochester Divorce Business Owners on 
the top and right side of the page.
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Content Network: Text, image, video, or mobile ads that are tar-
geted based on themes in your keyword list. An example of this 
would be the ads you see appearing on top and to the right of 
gmail that are reasonably related to the content you are typing in 
the email.

Quality Score: Various factors influence this which no one but 
Google knows for certain. Think of the relevance of your landing 
page, along with your click through rate (CTR) as being the two 
most important factors here.

Relevance Is King With Google
Google’s primary goal is to have maximum relevance for every sin-
gle user. According to Google, relevance simply means that when 
a end user types in a keyword or phrase on a particular topic, they 
get what they were looking for.

The last thing Google wants is to have one someone type in the 
term ‘NYC Attorney’ and all they find are search results for fran-
chises. Can you see how those two searches would be incongru-
ent or out of sync?

Bottom line. Google wants their users to find information that is 
exactly what they were looking for in the first place. I know that 
sounds a bit silly, but there’s been a problem with some advertis-
ers in the marketplace. There’s something called ‘bait and switch’ 
in advertising circles, and Google will not tolerate it because it 
produces a poor user experience.

Many advertisers will write an ad trying to get a customer to click 
on it (the bait), and then once the person lands on the advertisers 
page, they don’t find what they were looking for (the switch). In-
stead, the advertiser offers something that they think the end user 
might like. I know it sounds silly, but if it didn’t work, people would 
never do it.
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How Google Determines Relevance
There is a complex formula that Google and every other pay per click 
search engine uses to determine relevance called an algorithm. While 
Google won’t let anyone in on their secret algorithm, they do tell us 
what the basic components are:

1. Keyword relevance

2. Ad relevance

3. Capture/landing page relevance

4. Quality score

5. CTR (click through rates)

I will break down each one so you understand the basics.

Your keywords are the words that are important to your business 
and attracting new customers. Let’s say for example that you want 
to promote your local plumbing business. Of course you would 
want to do some research and see what words related to ‘Plumb-
ers In Your Town” people are searching for (I suggest the Google 
Keyword Tool: http://www.adwords.google.com/select/Keyword-
ToolExternal )

Let’s say you live in Syracuse, NY and you type into the Google 
Keyword tool ‘Top Syracuse Plumber’ or “Syracuse Plumbers”.

You may see that 1,200 people typed in those and other closely 
related search terms that month. That’s extremely powerful be-
cause even if you acquire 1% of those searchers as new custom-
ers, you will probably make a lot of money!

Are you starting to see how powerful using pay per click can be for 
building your business very quickly?

http://www.adwords.google.com/select/KeywordToolExternal
http://www.adwords.google.com/select/KeywordToolExternal
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Once you have selected the appropriate keywords that you want 
to use, the next step would be to write an ad that corresponds to 
your keywords. Let’s say you want to target people searching for a 
‘Top Syracuse Plumber”.

Here’s an example of an ad that might work:

Top Syracuse Plumber 
We’re Fast, Affordable, And Do It 
Right Every Time. Call 555-555-5555 
www.TopSyracusePlumber.com

Notice how I put our keyword in the headline and in the body of the 
ad? That tells Google and the user that you have exactly what they 
are looking for. I suggest trying to fit the keyword in the headline 
and in the body.

The next component to the equation of relevance is capture page/
landing page quality. You want to make sure that your landing page 
has information that your prospect is looking for. Don’t just bait and 
switch them!

Google will grade you based on your keywords and how they re-
late to your ad, and how that relates to your landing page quality. 
They actually give you a score based on those factors. They will 
rate your site as great, good, or poor.

Bottom line here: give the customer information about what they 
originally searched for, and make sure your landing page has all 
that information.

Google will punish or reward you for having relevant keywords, 
ads, and landing pages.

 http://thesocialskinny.com/99-new-social-media-stats-for-2012/
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The difference is that on the content network, your ad will show to 
way more people relative to the number of people who will actually 
click on it. Again, there are not necessarily looking for what you are 
promoting at that particular moment, hence the lower CTR.

The take away? Find keywords lots of people are searching for, 
write a powerful ad that pulls on their emotional hot buttons and 
speaks directly to their pain by offering a real solution, and watch 
Google reward you with lower costs per click and higher rankings.

The last thing I want to mention here are bid prices and daily bud-
gets. In the beginning, I suggest that you start low and go slow. Try 
beginning with a daily budget of $25-$50 dollars.

Bid prices are not so cut and dry because different keywords can 
vary widely. A good rule of thumb is the more searches a keyword 
or phrase has each month, the more it will cost to get you on the 
first page. Bid prices of $20-$30 dollars a click for highly competi-
tive keywords are not uncommon especially for businesses in the 
legal profession, or water damage restoration.

The thing that you’ll want to be mindful of is that if you bid too low 
for a keyword, your ad won’t even show up on the first few pages 
of search results, which will only hurt your ability to get leads. And 
bidding too high can cost you if your ad isn’t written well.

While there’s no easy solution, you can look to Google for some 
help here. You want to take advantage of the tracking that Google 
provides through Google analytics and Google conversion track-
ing.You can find those in your account under the ‘Reporting’ tab up 
top in the menu bar.

Google and pay per click in general is a phenomenal tool for build-
ing a business quickly and efficiently online.
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That’s the power of pay per click and I encourage you to begin de-
veloping your skill set with Adwords starting right now.

Winning Internet Marketing Strategy: -Consistently send high-
ly targeted traffic to your businesses website to boost your 
ROI from your internet marketing campaign

Sending the wrong kind of traffic to a website is expensive and 
converts poorly. (i.e. Advertising to people who are not actively 
searching for an business owner). Interrupting them from their life 
requires a concerted effort on their part to take the next step and 
actually visit a website or to call.

The other problem is not getting enough people to see your web-
site in the first place.

Either way, this is extremely expensive for any business to figure 
out. I know one business owner who recently told me that he spent 
$25,000 in radio advertising and didn’t get anything out of it and 
became disillusioned with marketing his business.

It is unfortunate, but it happens all the time. Not only that, offline 
advertising is one of the most expensive forms of advertising to 
run. Traditional media buys and Yellow Page ads just don’t work as 
well as they used to because people might see an ad offline; but 
then go straight to their iPhone or laptop and search for informa-
tion about that particular business owner or business to make sure 
they are someone they want to do business with.
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7. The Social Media 
Revolution: Are You Ready?

When it comes to growing your business social media is becoming 
an integral piece of the successful marketing puzzle. But the question 
many are asking right now is ‘why?’

Let me share a few facts about the social media frenzy that has 
been growing in shocking proportions and what the benefits are 
for any business, of any size, anywhere. My intent is not to sell 
you on social media; my intent is to educate you about emerg-
ing trends and tools that have proven successful for many types 
of businesses and what benefit they can potentially bring to your 
business.

While I realize that many people reading this are not business 
owners, I thought it was interesting to see how such a conserva-
tive organization such as the American Bar Association carried 
such a strong opinion on the value on having a social media pres-
ence:

Social Media Realities
“First, let’s dispense with the notion that your customers, referral sourc-
es and potential customers are not using social media.  As of August 
2011 Facebook claimed over 750 million members, a large percent-
age of whom interact with the site on a daily basis. LinkedIn recently 
passed the 100 million user mark, and Google+ eclipsed 20 million 
users within only a few weeks of its launch.     On Twitter in August, 
the revelation of a celebrity couple’s pregnancy led to an astonishing 
8,868 “Tweets” per second announcing the happy news to the rest 
of the Twitterverse.  Get used to it – the people around you are using 
social media.
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Even if you think of social media as a passing and irrelevant fad de-
spite the above statistics, it’s hard to argue credibly that 750 million 
people are making a silly, misguided use of an irrelevant service. There’s 
no question Facebook and users of other social media services find 
something of value through online participation. The key to a lawyer’s 
successful use of social media is to understand what that value is for 
others, and how the lawyer might use it to his or her advantage.”

(5. American Bar Association Business Today September 2011)

The numbers have only grown since the above mentioned statistics I 
pulled from the ABA’s article back in 2011. Consider this…

Facebook Statistics
◊ 137.6 million unique visitors per month

◊ 7:45:49 = time spent per person per month on Facebook

◊ 54% of monthly users access it via a mobile device

◊ Facebook has 901 million monthly active users (an increase of 
151 million people from 2011 to May 2012)

Twitter Statistics
◊ Twitter now has more than 140 million active users, sending 

340 million tweets every day

◊ Twitter users send over a billion tweets every 72 hours

◊ The average Twitter users tweets a link at 9am, achieves a 
1.17% click through rate (1.4 followers click the link)

Social Media Business Statistics 
◊ 58% of Fortune 500 companies have an active corporate 

Facebook account, 62% have an active corporate Twitter 
account
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◊ 91% of experienced social marketers see improved website 
traffic due to social media campaigns and 79% are generating 
more quality leads

◊ The most popular social networking tool for marketing is 
Facebook being used by 92%, followed by Twitter (84%), 
LinkedIn (71%) and blogs (68%)

◊ LinkedIn is 4X better for B2B lead generation than Facebook 
and Twitter

◊ Only 22% of businesses have a dedicated social media manager

◊ 47% of customers are somewhat likely to purchase from a 
brand that they follow or like

Small Business Social Networking Stats
◊ 88% believe exposure is the biggest benefit

◊ 19% use Facebook, 15% LinkedIn and 4% Twitter

(6. TheSocialSkinny.com May 10, 2012)

The Case For Social Media?
Let’s consider 3 distinct areas where having a robust, content rich 
social media experience can bring benefit to your business:

Create stronger lead to client conversions -The facts remain-
the more current or future customers see you, listen to you, and 
are exposed to you, the more they will think about you and your 
services. Bottom line: anytime you move from a one sided con-
versation to two, the likelihood of you engaging their interest and 
attention will skyrocket.

Increase brand awareness- Most people understand the more 
times we are exposed to something, the more comfortable we feel 
with it. It’s a commonly known fact to marketers that it can take 
between 6-7 separate exposures to a traditional marketing mes-
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sage before a person begins remembering the company’s intend-
ed message.

Building and maintain relationships - Social media is an inter-
active relationship tool first, and a sales tool second. If you get 
that reversed, you could be disappointed with the outcome. People 
today are starved for relatability and social media is the perfect 
place to help your current or prospective customers get to know, 
like, and trust you. Once you establish rapport, your conversions 
from leads to new customers will soar. It’s just human nature.

“The not-so-well-kept secret fact of simply engaging with others on 
social media tools can lead to new or additional business from exist-
ing and new customers , as you move from simple “communication” 
toward social interaction.”

(7. American Bar Association Technology in the Business & Workplace Report)



35

Video Marketing Strategies That Engage Your Audience  
And Explode Conversions

8. Video Marketing 
Strategies That Engage 

Your Audience And Explode 
Conversions

Let’s face it. Times have drastically changed, and the way that 
people acquire information while making buying decisions will 
never be what it used to be. Gone are the days that you can get by 
with a static portal of information and perhaps some images on a 
website and create winning traffic conversion percentages.

While people have always bought on emotion to a large extent, 
the way that we get to their emotions (specific to the internet) has 
changed, and the answer is video.

The Benefits Are Clear 
There are many benefits to incorporating video into your market-
ing strategy, but here are just a few:

1. Videos give your customers a unique perspective in that they 
can see what you look and sound like; while gauging your like-
ability and if you are a good potential fit to handle their case

2. Videos position YOU as the EXPERT and CELEBRITY in their 
eyes (especially because so few business owners utilize video 
in the first place, not to mention there is something special 
about “talking to the guy or girl from the video on the website.” 
I know it sounds silly, but it’s the way we’re wired as humans)
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3. The popularity of video is growing exponentially. Think about 
the reason why Google paid one billion dollars for YouTube 
(not to mention having over 450 million unique visitors each 
month and growing!) And please don’t think that video market-
ing is only for teenagers and college kids with little else to do 
other than be entertained.

The rate at which consumers in mass are watching video and 
for what reasons might surprise you. Videos are one of the 
best opportunities for an business owner to let future custom-
ers know what they’re like before they call or stop in. Remem-
ber, it’s all about trust and likeability.

4. Videos help your website get more visits by ranking in the 
video search engines (like YouTube, Vimeo, Hulu, DailyMotion 
and more). The other benefit is that by sending more visitors 
to your website from the video sharing sites, you will produce 
some of the highest quality leads possible.

5. No other tool can help people get to know, like and trust you 
like video can. Be honest-there are lots of business owners in 
your city who are all trying to connect with the same people, 
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so why not give you and your business a significant advantage 
over everyone else with videos?

6. Well crafted videos can substantially boost website conver-
sions. From my experience, I’ve seen as much as a 33% opt 
in performance boost after incorporating videos onto websites.

That means if every 1000 visitors who come to your site be-
come a lead (i.e. 10% call, opt in to your web form, or visit your 
office), adding video could bump that number from up from 100 
new leads out of 1000 visitors, to 130. Considering most busi-
ness owners tell me their closing ratios are extremely high, I’d 
guess any increase in calls or visits could yield a hefty increase 
in new customers and income.

According to New York medical malpractice attorney and 
business owner Gerry Oginski, “Video allows for more than 
a 30-second commercial that screams at you. Online video 
gives business owners the opportunity to explain to viewers 
how they are different from every other lawyer who is compet-
ing with them.” Oginski also said “These educational videos, 
together with my informative website have caused my phone 
to ring. In fact, they generate half of all the calls to my office.”

Reality In A Modern World
There is no single better method of connecting with your potential 
customers than video. If your business isn’t using videos, you are 
leaving money on the table; plain and simple.

Not only do videos build instant likeability and rapport with your 
prospects, they can reach people on an emotional level that noth-
ing else can. Let’s face it, people are seeking out your business 
because they are in need of expert advice from someone they 
hope will care about them. So it’s up to you to differentiate yourself 
from everyone else.
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Winning Internet Marketing Strategy: -By incorporating video 
on your website or social media channels, you increase the 
potential to convert your web visitor by as much as 33%!

People buy from those who they know, like and trust. I know I’m 
repeating myself, anything of real value is worth repeating. And if 
your website does not have at a minimum, a professionally done 
video that looks like it’s a natural part of your site, you could be 
losing double digit percentages of leads to your competitors.

Videos also provide excellent and extremely engaging content 
that you can (and should) be posting on your social media chan-
nels like Facebook and YouTube. I suggest having privately hosted 
video for your welcome/introductory videos, and use YouTube for 
the rest of them. Creating video blog entries for example are fun, 
entertaining and tend to get great numbers of views from both cur-
rent and prospective customers for all the reasons I’ve mentioned 
up to this point.
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9. Become An Instant 
Celebrity: Write Your Own 

Book

Being a published author can create instant brand recognition, ce-
lebrity status, and credibility like few other marketing tools can. 
In fact, having your own book not only separates you from every 
other business owner or business in town, dollar for dollar it is one 
of the best investments you’ll ever make.

Ask yourself a question: ‘How many other business owners in your 
town have their own book?’ In my experience, there aren’t many 
and that’s a good thing for you.

The Benefits Of Business Owner 
Authorship
1. Positioning - Being an author positions 

you as THE expert in your current and fu-
ture client’s eyes

2. Free Press - Having your own book can 
create free publicity and community rec-
ognition that can take you a long way

3. Easily Distinguish Yourself From Competing Business Own-
ers And Business - Everyone wants to work with the expert. 
Clearly, when you write a book on something it demonstrates 
your expertise while providing valuable insight and educational 
benefit to your readers

Granted, most business owners are busy and don’t have the 
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time, or desire to write their own book despite the myriad of 
benefits it can bring. While most business owners write well 
enough, making the time on top of an incredibly busy schedule 
isn’t an option. Another big question that comes up is ‘what 
do I write about? I business four different areas of law and I 
wouldn’t know which area to focus on.’ 

Hire A Ghostwriter
Ghostwriting is the perfect solution to becoming an author without 
actually having to write it yourself (sounds counter intuitive I know). 
The process is quite simple. Once you find a writer you think can 
speak to your target audience, you’ll have a discovery session 
where they will find out more about you, your business, and the 
topic(s) you want to write about.

Once they gather enough information they’ll work with you on an 
outline and then create a rough draft which you can look over and 
make comments and suggestions. Note: The typical e-book length 
I recommend is 20-30 pages.

You can have them printed on demand if you want hard copies 
or just make them instantly downloadable for your visitors as an 
added incentive for filling out your lead form on your site.
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10. The Power Of List 
Building

In order to fully reap the benefits of effective internet marketing, 
you’ll need to have a clear understanding of list building.

Multi million dollar internet marketer and friend of mine, Brad Wein-
man recently said “In real estate, the three most important words 
are ‘Location, Location, Location’… But with online marketing it’s 
‘The List, The List, The List…’

There are many ways to grow your business using the internet, 
however nothing is more valuable or effective than having a list in 
the big picture if done correctly.”

Every single marketing guru says ‘the money is in the list.’ I’d like 
to add to that by saying the fortune is also found in the follow up. 
Think about it for a minute. If you didn’t have a way to automatically 
add people to your list, you would never have another opportunity 
to market to them!

Auto responders have unequivocally changed the face of inter-
net marketing and especially for traditional brick and mortar 
businesses.

I’ll say it again…the fortune is in the follow up!

Let’s talk about why having a list is so important to your business-
es success and profitability. However, I’d like to qualify this a little. 
Having an untargeted list of non qualified, non interested people 
won’t do your business a bit of good either.
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You want to make sure from day one that you are building a laser 
targeted list of people who have a keen interest in your products, 
services, and company.

That way when someone opts in to your list you will be able to 
reach out to them not just once, but an infinite amount of times. 
Not everyone who goes through your company’s sales funnel will 
be ready or willing to buy right then and there.

They may not be in buying mode. Honestly, that describes the ma-
jority of people at any given moment. It’s been said that only 3% of 
the population at any given time is ready to buy ‘now.’ That means 
your business has an opportunity to keep marketing to the other 
97% and potentially make a sale at some point down the road.

You have to nurture your list. As I said earlier on you should use 
the Golden Rule when it comes to your list which says ‘Do unto 
others as you would have them do unto you.’ If you don’t treat 
your list with respect and give them some valuable information 
and content, they will eventually opt out.

You want to ‘cultivate’ your list by mixing in quality content with of-
fers to purchase products or services from you.

You can best do that by mailing to your list on a regular basis. In 
my business, I like to reach out to my list at least once a week, but 
sometimes as often as daily.

Here’s an important distinction. As you’ve been learning through-
out this book, you build your list by sending traffic to your website 
and sales funnel.

You always want to keep in mind that we are talking about what 
is known as ‘permission based marketing.’ You absolutely MUST 
have someone’s permission in order to send them messages. 
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That’s the core philosophy in any successful and profitable mar-
keting campaign.

Now that you understand the basics of list building, it is time for 
you to put into practice what you have learned. Remember, not 
taking massive action on a consistent basis will yield you poor if 
any results.

The Power Of Auto Responders
To fully recognize the true power of an internet marketing cam-
paign for your business you’ll want to understand what an auto 
responder is and how to use it properly.

Imagine waking up every single day to 5, 10, 20 or more fresh new 
leads coming into you’re your businesses sales funnel and onto 
your list and not having to manually follow up with any of them be-
cause your auto responder did that for you!? The power of that to 
help build your business alone is worth its weight in gold.

Welcome to the world of automated follow up and one of the single 
most powerful tools to instantly connect, engage and interact with 
your potential (or existing) customers on 100% auto pilot.

The great thing about having these automated little robots working 
on your behalf is that they never call in sick, never ask for a day 
off, and the best part? They never stop educating your leads and 
potential customers over and over on the benefits of your product, 
your company or your service.

What if you didn’t collect all those names, phone numbers, or e-
mail addresses on your front end? How profitable do you think 
your business would be? It’s been said that people need to be 
presented with an offer 6-7 times before they will buy.

While it is true that you will make some sales immediately the first 
time someone visits your website or sales page, you will definitely 
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want a way to follow up and make future offers to the rest of those 
people.

The great thing is that once someone enters their details in your 
opt in form, they will immediately be taken to your sales page while 
adding their name to your online database of people. As I said be-
fore, not everyone

will take you up on your offer immediately the first time they are 
presented with it, but again that’s where your auto responders kick 
in. They will keep re-presenting what you have to offer to your leads 
over, and over, and over.

Using An Auto Responder Effectively
I have personally used a service called AWeber and have done 
so for several years. They are reliable, easy to work with, and cost 
effective. To open an account only costs about $20.

The whole point to using auto responders is that you can instantly 
respond to each online request for more information automatically 
especially in off hours like evenings, weekends, and holidays. The 
idea is that you use them synergistically with your current market-
ing process to enhance your core marketing message, answer 
questions, and build rapport by driving people to your social me-
dia sites and so on.

As an FYI, Aweber will be where you will generate the ‘opt in’ form 
that you will put on your sales capture page of your website. Awe-
ber makes it super simple to create your form and drop it wherever 
you want on your capture page. They have tutorials right there, and 
a tech support staff that from my experience has been first class.

I generally prefer to collect first name, phone number and e-mail 
only on my capture forms for my business. You can always collect 
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whatever information you want to whether that is full name, phone, 
e-mail, address etc.

Just remember, the more information you collect from someone 
on your capture form, the lower your opt in rates will be. A good 
target to shoot for is about 10% That means that for every 100 
visitors who come to your page, ten of those people will fill out the 
form and come onto your list.

Follow Up And Broadcast Messages
Follow up message do exactly what their name implies; they auto-
matically follow up with a new lead or existing customer one at a 
time with specific message from your company at timed intervals 
that you select. Broadcast messages differ from follow up mes-
sages in that you can choose to send out a message to your entire 
list at the same time.

Why would you want to do that? Sometimes you may want to invite 
people to a Webinar your company is holding or a tele-conference, 
and for obvious reasons that is time sensitive and a unique piece 
of information and would need to be sent all at once.

Building Rapport With Auto Responders
One of the most critical things that I want to get over to you when 
it comes to writing auto responders message is value. People are 
all about receiving really high quality, valuable information from 
you-that’s why they opted in to your capture page in the first place!

Let’s face it, successful business is about one thing: people get-
ting valuable information, products or services from other people. 
And when you give me really helpful tips, tricks, and strategies 
back to your list of followers, you will not only forge some strong 
relationships, and ultimately make more sales long term.
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You want to concentrate your best efforts on building a meaningful 
relation- ship with your list. All of your success will be dependent 
upon it. You also want to invite people to interact with you once 
they are on your list. Whether you ask them to rate a video or ar-
ticle that you did, or something else, encourage them to commu-
nicate with you as good clear communication is the basis for any 
healthy relationship.

Another great thing about having a way to automatically follow up 
with your ever growing list of subscribers is that it gives you the 
ability to offer different products or services or opportunities when-
ever you want.

Let’s face it. Many people on your list are not going to purchase 
your product or service, so why not make some money on your 
back end by offering things that they may have an interest in?
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11. Connecting With Your 
Audience Automatically

Considering that so many business owners claim to have so little 
time, anything that will create leverage in their lives will only benefit 
them and increase their ability to make money. One of the greatest 
advantages to marketing your business online comes from lever-
aged activities like videos, websites filled with informative content, 
e-books, opt in forms connected to auto responders, organic and 
paid advertising and so on.

Are you beginning to see why I wrote this book? It’s all about help-
ing business owners just like you get more customers , while mak-
ing more money and creating better quality of lives for themselves, 
their families, their staff, and hopefully for their customers .

By having a professionally created website that is current, fresh 
and relevant, you create an opportunity to educate, inform and 
engage your potential customers by virtue of your video(s), text 
based content, and instantly downloadable e-book.

The real value in that is regardless of whether you have 100 or 
1000 people come to your site each month, you are saving your-
self (and your staff) an immense amount of time by pre-qualifying 
and educating your potential customers BEFORE you ever get 
them on the phone.

Another benefit to internet marketing marketing is that you can 
continue the conversation that was started on your website via 
social media and automated follow up emails (using a tool called 
an auto responder).
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Regardless of how the conversation starts, it needs to continue 
in order to most effectively bridge the gap between you and your 
future client. Utilizing technology in ways we’ve discussed here is 
the best way to reach more people, create more time for yourself 
and get more customers.

Winning Internet Marketing Strategy: - Utilizing automation 
and technology into your business can cause dramatic im-
provements in both customer acquisition and retention.

Small to mid-sized businesses looking to grow to the next level will 
find that under-utilizing technology like websites, videos, e-books, 
call tracking, analytics, auto responders, and opt in forms to col-
lect lead data can put unnecessary strain on everyone involved, 
eventually causing meltdown in some degree.

Automated systems and technology not only create leverage but 
yield valuable insight into their web and marketing metrics help-
ing them make more intelligent business decisions as they assess 
their marketing plans each month, quarter and so on.



49

Blogging

12. Blogging

One of the easiest ways to help establish rapport and a strong 
relationship with your customer base and prospect list is to send 
them to your businesses blog. For those of you not too familiar with 
this concept, a blog is just another type of website with one big 
difference. Blogs are meant to be much more dynamic because 
people usually make ‘posts’ or entries on a regular basis to a blog 
while a traditional website normally has the same content at all 
times with very few if any updates to it.

Blogging is the very best way that I know how to tell your story and 
integrate daily or weekly updates from your business in an enter-
taining, relevant, and educational way. Blogs are viewed differently 
from traditional static types of websites for two primary reasons.

1. People consider blogs to be less ‘salesey’ than traditional web-
sites. People expect real, relevant, and valuable INFORMA-
TION on a blog, NOT a sales pitch.

2. The search engines really love blogs basically for the same 
reason. They consider them to be good sources of quality con-
tent. For this reason alone, it would be worth your time to get 
yourself a basic blog set up.

3. One of the great things about having a blog (either integrated 
directly into your company’s website or connecting to an exter-
nal one like WordPress or BlogSpot) is that you can gain the 
search engine ranking benefits, educate your customers and 
integrate your sales message all at once! People won’t even 
think twice about it. Everything will just naturally flow together.

Blogs are also great places to put any content you may have to 
share. If you choose to write an article or shoot a video or two, 
those can be really great at helping people make a personal con-
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nection with your company, product or service. Here’s an example 
of my blog:

You have several choices when it comes to creating a blog for your 
business: do it yourself, or outsource it. Magnosi Web Marketing 
offers turn key custom blog creation and integration services be-
cause most business owners are too busy running their business 
to do these types of things.

There are a variety of blog creation and hosting platforms avail-
able today. You could use WordPress, Square Space, BlogSpot, 
Blogger and more.

My recommendation to you is to use Word Press. It’s FREE and 
has a lot of advantages like ease of use, lots of compatible plug 
ins (add onto help your blog look even better) etc.
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13. Tracking Campaign 
Performance

I tell business owners all the time, that tracking is one of the most 
critical elements of a well executed internet marketing strategy 
and if they aren’t measuring their online marketing campaigns, 
they are leaving money on the table.

Tracking comes in many forms, but for the purposes of this book, 
I want to cover the most common form of tracking-website analyt-
ics. The most popular free analytics program available today is 
Google Analytics.

Google Analytics provided a robust set of data to track the neces-
sary metrics of your internet marketing campaign’s effectiveness 
including time on page, bounce rate, and where the visitor came 
from (paid traffic or organic).
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Measurable and trackable data gives you an idea of how helpful 
looking behind the scenes can be in terms of making intelligent 
business decisions based on past and present data.

While you can track a thousand and one variables, the tracking 
programs I mentioned above are the most common. Can you 
imagine not knowing where your website traffic is coming from, or 
how long people stay on which pages? Not knowing such basic 
information is like trying to drive your car blind.

Whether you choose Google Analytics, Get Clicky, or one of the 
many tools out there is not important. What is important is that you 
see what’s going on in your online marketing campaign each and 
every month. Not doing so will cost you dearly!
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Chapter 14: Managing Your 
Brand

One of the most important assets of your business is your brand. To be 
specific, I mean the promises that your consumers believe to be true 
about your company.

A brand is nothing more than an intangible feel-
ing or belief about your company and how your 
product or service relate to that your name. If I 
mention the brand ‘StarBucks’ or ‘Apple’, what kinds 
of feelings begin to come up for you? And what 
types of thoughts come to your mind when you 
experience those feelings when those company 

names are mentioned?

These aren’t left field concepts here, they are real. How do I know that? 
Because how a consumer feels about a particular company determines 
what or she thinks about them, and his or her thinking determines their 
buying decisions.

That said, how you manage your brand and its corresponding rep-
utation are not just feel good ideas, but have a measurable and 
dramatic impact on your bottom line. This is why Coca Cola and 
pepsi spends hundreds of millions of dollars each year in efforts 
to create certain feelings about their products, and since 85% or 
more people purchase on emotions, there is quite a bit of logic in 
their decision.

So the question remains, what are you doing to properly manage 
your online reputation and what actions steps does your company 
take to create a perceivable and powerful brand in your prospects 
and customers’ eyes?
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The concept of branding could easily take a volume of books to 
fully break down, however for the sake of brevity, I’m going to share 
a few simple but effective concepts that you can implement into 
your online branding strategy now to properly manage your com-
pany’s reputation while creating a stronger, more robust internet 
presence and hopefully improved ROI’s.

Start With Why
You must ask yourself why you are in business in the first place. 
What’s your motive? Certainly it involves more than profit because 
that is a means to an end. What is the profit for? A greater good, a 
bigger cause? Identify your why, and your brand will flourish.

What do your customers want? What do they need?
You must get into the head of your customer. What are their pain 
points? What drives them to take action and purchase your prod-
uct or service. Guessing on this point, will cost you dearly. Under-
stand their needs and then focus on how your product or service 
better serves them (i.e. how your products features, advantages 
and benefits best serve them)

Congruency
Ensure that everything from your logo, product coloring/styling (if 
applicable), website, social media channels etc. all line up. Do they 
look synergistic? And while you’re at it, remember to ask yourself 
how those factors make you feel? Again, buying is by and large an 
emotional decision, and these subtle (and not so subtle) nuances 
lead to stronger conversions, and more belief in your brand and 
product.
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Monitor Your Online Reputation
This can accomplished by doing a Google search for your com-
pany name, products and/or key employees or officers. You can 
also set up a Google alert and monitor any new information on-
line via automated email notifications from Google when any new 
information comes out about your company, product, service etc.
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15. Putting It All Together

I always tell my marketing partners to start with the end in mind. 
The purpose of this book wasn’t to persuade you to begin using 
technology or even to keep using technology if you’ve already be-
gun. The purpose is to help you get more customers while creating 
a better quality of life for yourself and those around you by show-
ing you the benefit and value of internet marketing marketing.

If you take this information and run with it and get more customers 
as a direct result, then I will have considered myself successful. 
If you do nothing with what I’ve shared here, then we have both 
failed.

For simplicities’ sake, I want to re-cap and give you a mock inter-
net marketing marketing plan that I have created for some of my 
own partners and customers . Nothing too elaborate. Having a 
quantifiable plan of action that you can implement immediately is 
most important. If you are already doing some or most of these 
things, then I commend you because it means you are one of the 
few business owners who do.

*Note: I strongly suggest you consult with a marketing profes-
sional instead of relying solely on your opinion when it comes to 
making significant marketing decisions. Get a few opinions and 
don’t be afraid to take action based on their suggestions unless 
of course something seems outlandish.

Sample 6-month marketing plan of action:
1. Get An Optimized, High Converting Website Immediately 

[Time to implement: 2-4 weeks]

If you do not have a current, up to date and compelling web site 
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designed from the ground up that effectively engages, converts 
and monetizes your marketing efforts, you need one. This is the 
most expensive mistake I see business owners make. This isn’t 
opinion, it’s fact. Web sites created from a marketing perspec-
tive are very different from any other website. One is designed 
to give basic information with the hopes that it will convert the 
visitor to a paying customer or client. The other is designed to 
create more leads, calls and money for the business through 
the use of effective, time tested marketing strategies with as 
little marketing dollars as possible.

No one really wants to see a ‘glorified brochure’ type of web site 
any more than they want to sit there and read through pages 
and pages of relatively arduous text with no life to it. You must 
engage and connect with your audience in a way that your 
competitors do not.

You also want to make sure you have a clear call to action and 
an easy way for your visitors to join your newsletter, private 
blogging list, download your book etc. Once you have imple-
mented an ‘opt in form’ to your site, write a handful of mes-
sages that will automatically be sent out at timed intervals you 
decide.

You can even email your entire list of customers and prospects 
all at once. This is simple and easy to do. Not doing so will cost 
you a LOT of money. Again, this isn’t simply opinion, I’ve seen 
it over and over for years.

2. Start Building Your List 
[Time to implement: 1-2 hours plus time to write follow up 
messages]

Building a list as I mentioned earlier is one of the most impor-
tant aspects of successful and profitable internet marketing. 
97% of your prospects are probably not ready to buy right now, 
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so why not cultivate that newly formed relationship and engage 
them in meaningful and consistent follow up messages.

This is one of the secrets I personally learned in my business-
es that helped me more effectively monetize my paid market-
ing strategies and it will do the same for your business if imple-
mented correctly.

3. Incorporate Videos On Your Website 
[Time to implement: 1-2 weeks including shooting, editing 
and uploading]

For all the reasons I stated before, giving your visitors and po-
tential customers a simple yet extremely effective way to know, 
like, and trust you is paramount to successful and profitable 
online marketing campaigns. I encourage you to have a pro-
fessionally created video on your home page that plays upon 
page load.

Another great idea is to create a series of videos that answer 
the questions your current and future customers have about 
the type of law you business. Don’t just give them pages and 
pages of text only. Educate them while making it as conversa-
tional as you can through videos (or at least a combination of 
text and videos) 

4. Get To The Top Of The Search Engines Through SEO and 
PPC 
[Time to implement: SEO 3-6 months or more depending on 
location and competition. PPC 1 week to 2 months]

As I discussed earlier, being anywhere other than Page #1 is 
meaningless. You want to dominate your niche, so don’t just 
settle for Page #1; go for the top! There’s no better place than 
being on the top of Google Adwords AND the organic listings 
because it will not only give you increased brand exposure and 
awareness, but a lot of very targeted traffic.
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The bonus? When you send targeted traffic (i.e. People who 
are ACTIVELY SEARCHING for what you have to offer), to high 
quality website with your video, your e-book and a clear call to 
action, you boost your chances of converting that visitor into a 
lead and a potential new client.

5. Create A Social Media Presence On Facebook And Twitter 
[Time to implement: 3 days-3 weeks depending upon the staff 
you have, their expertise or the company you hire]

Being active on social media will help you engage your target 
audience, grow your brand, create a loyal following (who tell 
others about your business and expertise), build rapport, and 
potentially get more customers . Think relationship first, brand 
exposure second, and new customers third.

6. Start Blogging 
[Time to implement: Immediately]

Blogging 1-3 times each week will greatly help your ability to 
rank in the search engines, and will also give you another op-
portunity to get in front of your current and future customers . 
Post short 200-350 word posts ideally to your website (remem-
ber the hub concept we discussed earlier), or to an external 
blog you own and make sure you post/tweet the information so 
your social media friends and followers can share it with their 
friends and followers.

7. Track Everything 
[Time to implement: Immediately]

If you don’t track the effectiveness of your advertising cam-
paigns even with simple tools like Google Analytics and basic 
call tracking phone numbers, you are guessing, and those who 
guess with their marketing invariably lose money. These tools 
are easy to implement and use. There’s no excuse not to. Start 
now!
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16. Final Thoughts

It’s been a pleasure sharing the marketing concepts that I have 
learned through over 10,000 hours of work in the last several years. 
As I said in the beginning, I know these principles work because I 
have tested every single one of them myself in my own business 
before ever sharing them with any of my current customers and 
marketing partners. That said, I business what I preach and am 
happy to discuss any of the ideas and strategies that I shared in 
this book with you personally.

I can be reached directly by contacting me at my website: 
www.MagnosiWebmarketing.com or sending me an email at: 
Brian@MagnosiWebMarketing.com I make it a point to answer 
every e-mail or phone call within 48 hours excluding weekends.

While I have included a resources link below that will take you to 
my website which will assist you in the execution of your market-
ing plan, I want to offer my personal expertise and services of 
Magnosi Web Marketing. We offer…

“Done-For-You” services like:
◊ High converting website creation

◊ SEO

◊ Pay-Per-Click

◊ Social Media Management

◊ Book writing/ghostwriting

◊ List building Management

◊ Marketing and conversion consulting

http://www.MagnosiWebmarketing.com
mailto:Brian@MagnosiWebMarketing.com
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I welcome the opportunity to discuss your project and/or campaign 
goals and objectives.

To your success!

Brian Magnosi 
President | Magnosi Web Marketing 
www.MagnosiWebMarketing.com

 

http://www.MagnosiWebMarketing.com


62

Resources

The best way to give you up to date information and active web 
links is to send you back to my website so when any links or up-
dated information come available, I will post it there.

Please visit: http://www.MagnosiWebMarketing.com/Resources

http://www.MagnosiWebmarekting.com/Resources
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