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A recent Zoomerang survey concluded that 79% of
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GET GLUED IN

MYSTERY OF “WEB 2.0’ CONGEPT SOLVED

arketers must be on the cutting edge, clued in to the latest hot-button topics facing the industry. But sometimes the jargon can get a little
ahead of a clear understanding of how these concepts actually relate to day-to-day marketing and our business plans. One of the phrases
bandied about with increasing frequency lately is “Web 2.0,” a round-up phrase that is generally accepted to refer to the Web technologies
that encourage the collaboration and open sharing of information. Products of Web 2.0 include Weblogs (blogs), social networking sites, video
sharing sites, podcasts, wikis and vlogs (video-based blogs), among others. A recent Zoomerang survey conducted with 400 marketing professionals
concluded that 79% of marketers were entirely unfamiliar with the phrase “Web 2.0.” So let’s review the basics of Web 2.0 strategies:

—Allison Enright, Staff Writer
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Podcasts (see facing page) also use RSS as their  times, weather or the like, you are likely already lines of communication. Offering an RSS feed of
primary method of distribution. Once you sign up subscribing to RSS feeds, perhaps without realizing  your latest company news, press releases or
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to your Web feed aggregator, a software program  feed.” already pushed it to them.
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WEBLOGS,
VIDEOLOGS

PODGAST WAS NAMED THE “WORD OF THE YEAR” BY
THE NEW OXFORD AMERICAN DICTIONARY IN 2005.

Fresh Facts:

% About 8% of Fortune
500 companies have
active company blogs
written by employees,
including category lead-
ers The Boeing Co.
(authored by its VP of
marketing), Ford Motor
Go. and Hewlett Packard.
% 50 million blogs were
tracked by Technorati, a
search engine for blogs,
in July 2006; the number
of blogs has doubled
every six months over the
last three years.

If BLOGS are the granddaddy of
Web 2.0, VLOGS are the punked-
out grandchildren. Blogs are Web
sites where blog authors can pon-
tificate about subjects of interest
to them and host a commentary
space for reader responses.
Interaction between authors and
readers is key, and blogs often
link to other blogs with similar
topics of conversation to generate
community. Traditional blogs rely
on text and images; viogs, howev-
en, are blogs taken to digital video
form. They are light on text and
have media files embedded on the
page. Vlogs in their truest form

(sans most text) are few in the business world right now, but a
hybrid of traditional text/image blogs with embedded videos within

posts are getting easier to find.

For marketers: P
Incorporating blog- | ==

ging into your mar-
keting plan adds

another line of com-
munication between
company and client,

and the insights of

clients or customers can lead to new ideas and improved services.
Ed Brill, a business executive at IBM, has written a personal blog
about his work and life at the company since 2002. “| found that
the one-to-one community interactions became incredibly power-
ful for decision-making in my own job—I can point to deals that
happened because of discussion on my Weblog,” he says. Brill’s
blog gets about 25,000 hits a day, including visitors who come
directly to his site and via RSS subscribers.
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THOUSANDS OF PODCASTS
ARE LISTED IN DIRECTORIES
ON ITUNES AND PODCAST
ALLEY.COM
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SOCIAL NETWORKING/SHARING SITES

SITES (MySpace.com, Facebook and
Linkedln), video- and photo-sharing sites

The evolution of Web 2.0 includes the
development of SOCIAL NETWORKING

(including YouTube and Flickr), and col-
laborative wiki platforms and products

Fast Facts 3 7 hillion video streams were downloaded by 110 million U.S. consumers in August 2006; the average user

viewed 63 streams, according to comScore Networks Inc.

When marketers search for a product or service make sure they can
find your company’s message in the 2007-2008 edition of —

The M Guide

AMA’s Essential Marketing Directory

In print and online, it’s the resource for marketing
products, services and AMA members.

The M Guide print directory is a valuable resource for marketing
professionals. The 2007 edition will be published in May. It will include
display ads and directory listings of products and services, association
information, AMA members and a selection of Best Practices in
Marketing. Plan now to have your company included as an advertiser.

You get the power of a one-two advertising punch because your
directory listing appears in both, the print edition and the online
version, at MarketingPower.com.

= Delivered to more marketers across the field than any other similar guide

+ Distributed to all AMA professional members, including those who join throughout the
year, and non-members who subscribe to Marketing News magazine.

« With bonus distribution, total circulation = 28,000+.

“The M Guide is a cost effective advertising medium.

It's wide distibution targets the exact pecple we wanl lo receive our message.”
— John Dickey, President, Quality Solutions, Inc

“The M-Guide is a valuable resource for anyone in the induslry. It is the equivalent of the
‘vellow pages’ for marketing services. We would never consider missing an issue...”
= Josephine Mciver, Marketing Communications & Special Events Director, CIMC

« Directory listings are $310.00 and appear in print and online. This is the opportunity to
describe your firm's services and include contact information, your logo and a hot link to your company
website. Directory listings are posted online as soon as they are submitted.

* A Display Ad in the May print edition will help your company stand-out, and includes
your directory listing too! You can combine insertions with display ads in other AMA magazines or
journals for frequency discounts too.

Make sure marketers will find your company in
the AMA’s Essential Marketing Directory.

Ad order deadline: February 15th for May 2007 delivery!

For more information or to place your ad contact:
« Lore Gil for directory listings at (312) 542-9033. E-mail: lgil@ama.org

For display ads -
+ Richard Ballschmiede (Eastern USA), (312) 542-9076. E-mail: rballschmiede@ama.org
+ Catherine Eck (Western USA), (312) 542-9103. E-mail: ceck@ama.org

(such as Wikipedia and Internet browser
Mozilla Firefox). The common thread
among all these strategies gets at the
heart of what Web 2.0 defines—interac-
tion, sharing and community building.

For marketers: Getting in on the con-
versations that are happening online is
becoming essential if a brand wants to be
perceived as relevant and buzzworthy.
Marketers are generating their own buzz
by creating fun product profiles on sites
like MySpace and by posting videos on
video-sharing sites like YouTube.com that
are viewed by thousands on the site—and
then sent on to millions more virally. A
video forwarded by a trusted friend
instantly adds validity to a marketer’s
message—something that is becoming
harder to get as consumer’s lose trust in
marketing’s push messages. According
to Forrester Research, consumers
trust each other and the recommenda-
tions of other consumers far more than
they trust nearly all mass-media mes-
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