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What can you learn from this article
It’s about: Visibility
It applies to: Business Owner/Managers
Sales Directors/Managers
Main slant: We need visibility first and credibility to create more business
Recently there has been a lot of talk about ‘visibility’. For the purposes of this article, though, I’m not talking about whether you can see out of your windscreen when it has frosted over. The kind of visibility that has become a trendy subject is about being seen in the marketplace. We all know about information overload and how much competition there is for your customers’ attention, both online and offline. So being seen – in person, online, in the media – is essential. However it is dangerous to stop there.
Visibility is one element of the VCP model (Value Chain Producer) created by BNI (Business Network International) founder Dr Ivan Misner and it is an important first step in business relationship-building. The model shows how you first need to be visible, then, over time as people in your network get to know you, credibility is achieved. Finally, only when you have that credibility amongst your advocates and prospects will you see profitability. Misner asserted that every relationship needs to be built in that order. So you need to get out to networking events and become active on social media, just to be seen.
But it is not until you achieve credibility that you will get the business. Just think about someone you see a lot at business events or online, but he has not impressed you. In fact, you suspect he doesn’t know a lot about his subject, and it’s embarrassing to watch him making a fool of himself.
You know exactly who I’m talking about, don’t you? And you won’t be giving him any business in the near future, will you? That’s because he has not engendered any credibility with you.
The word credibility comes from Latin and means ‘belief’. If you are believable and trustworthy, people will share their contacts with you. People in your network also have to believe that you can add value. The best way to convince them of that is to be actively writing, publishing and speaking. Good, credible professionals show people what they know and what they think. They provide a lot of substance in the form of detailed ideas, views and examples of where they have added value in the past. They are usually bold and opinionated, since that is what is needed to really get people’s attention. So, if visibility is about being seen, then credibility is about being heard.
Just look at what happened to Steve Glowinkowski, managing director of organisation and leadership development consultancy practice Glowinkowski International. Steve has been consulting with high level clients for over 25 years. He and his team were well-known within a small business community, but relatively unknown outside of that sphere. Steve made the decision to do more speaking and writing. As a result, he did some interviews with business publications and started working on his first book. In March 2009, he launched, ‘It’s Behaviour, Stupid!: What Really Drives the Behaviour of Your Organisation’ (£14.99, Ecademy Press). One person who bought the book at the launch was a director at a large organisation Steve had been wanting to talk to for several months. After reading the book, the customer believed the story and believed his organisation could benefit from some consultancy of this nature. Instead of Steve having to chase the customer, the customer rang Steve and they agreed a large contract for consultancy work.
The customer knew about Steve and his firm for several years. So Steve was visible. But it was not until he put his specific ideas and expertise in writing and gave people some real substance that they understood the full value of what he delivered. So many times, we assume people will have conversations with us where we will be able to convince them of our value. But people are busy and they need the proof first. It’s what I call ‘table stakes’. These days, there are a minimum number of credibility (and visibility) building activities without which you will not even be invited to play at the table. They include writing (articles, blogs, good web content and of course good quality books) and speaking (at events of all sizes, networking and video content online). These activities create the space at the table for you, and they ensure that everyone else understands what value you bring to the table.
The fact is that we need to be both seen and heard (contrary to what some of us were told when we were children!). We need visibility first, and then credibility, if we are to create more business for ourselves. So get that windscreen scraped of ice and go networking.
If possible, join all of the networks you are invited to, especially online. Then populate your profiles with great content, and keep creating good content to give people a sense of your value. And while you are at the event, make sure you mention your books, articles and blogs so that they can get to know, believe and trust your expertise. The great news is that when you do your job well and become credible, others begin to write and speak about you, which creates a viral effect, so you don’t have to work so hard. And then, one day you can leave the windscreen full of ice because your phone is going to ring, and it will be a perfect customer already convinced they absolutely have to work with you.
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By Ron Kaufman
What can you learn from this article
It’s about: Words of power
It applies to: Business Owner/Managers
Main slant: Keep your guiding statements fresh, relevant and inspiring
Who wrote your company’s vision, mission and value statements? Was it some long-forgotten committee, or a retired management team, or an advertising agency no longer on the job?
In too many organisations, these essential statements are leftovers – flat, dull and boring. Let’s face it, no one is inspired by a predictable list of core values like teamwork, integrity and customer focus. They don’t really backup other customer service training efforts by inspiring action.
Instead, have your team choose powerful words and phrases that truly turn them on. Rework your mission, vision and value statements to provide a customer service training that inspires and lasts.
Here are two examples of companies that have incorporated their customer service training goals into their value statements:
Media Arts rides a digital wave in creativity and business focus. Here are three of the core values they have chosen:
“‘It’s not work.” (They have much too much fun for that!)
“Sure we can do it! What was the question?” (These folks are committed, passionate and always eager to learn.)
“‘We grow with you.” (They turn customers into partners.)
Singapore Network Services dropped two thousand words of bland corporate text and created ten new statements to guide their group behaviour. Here are three that stand out:
“Beep-Beep!” (Think Road Runner. These guys are fast!)
“Beyond the call of duty.” (They stretch, stay late, hustle.)
“Every customer is our customer.” (No departmental silos. Every customer gets full benefit of the entire organisation.)
Keep your guiding statements fresh, relevant and inspiring. They do provide valuable customer service training for your staff and motivate action.
Are your guiding statements up to date? Do they really turn your people on and add to your customer service training efforts by inspiring excellence? If so, you grow. If not, you’ll rot. Pick up the pen and start again. Use words of power to motivate the change you’d like to see.
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By John Stanley
What can you learn from this article
It’s about: Increasing sales
It applies to: Business Owner/Managers
Sales Director/Managers
Main slant: Get your team to change their attitudes because opportunities still exist
I recently visited a small town in the south west of Australia, like many small towns it needed to try and stop travellers and get the extra dollar out of them whenever possible. I met the Tourist Committee who had done a brilliant job in promoting the town and getting the traveller to stop. Travellers tended to stop at the corner store and I mystery shopped the store while I was in town. Alas, it was made clear by the manager of the store that they did not like to serve strangers in the store. All the work that the committee of volunteers had put into building the profile and sales in town were destroyed in ten seconds by a salesperson with the wrong attitude.
We often believe that this type of event is an isolated incident. But imagine what would have happened if we were greeted when we entered the store with a smile and a “Hello” and the managers showed interest in us as people? According to the latest research carried out by the American Express Global Customer Service Barometer and released in May 2011 the sale would on average have increased by 13%. Think about a 13% lift in sales without spending a cent and how this would affect your business.
In my travels around the world (see my TV program on my Members Club www.johnstanley.com.au) there are three key issues facing all retailers at present. Retailers are finding it tougher to get the sale and I believe their focus needs to be on:
1. Integrating social media marketing with traditional marketing
2. Improving customer service
3. Connecting with their local community
None of these initiatives involve a great deal of capital, but can make a big difference to the bottom line.
American Express carry out their Barometer research every year and can therefore compare years and identify customer service trends. The survey is carried out in the USA, but is a guide to all retailers.
The good news is that 60% of consumers believe that customer service has got better in the last twelve months, whilst 26% believe it has declined. They believe that 22% of businesses take them for granted.
The economy has affected people’s attitudes. In 2010,when the last survey was done 58% of people were prepared to pay more for great customer service. Compare that with the 13% in this years survey.
One of the major results of the survey is that 78% of customers will leave a business if they perceive the business is providing bad customer service. Again this is a lot of money to lose in a business due to the attitude of sales people. In my own observations one of the main reasons for decline is the lack of training in the basic skills of customer service.
Customer service training used to be compulsory when you joined a retail business, but in a workshop I carried our recently, only one business in the room was carrying out regular team training.
The reason often given is that Generation Y team members move on quickly. In Australia we are told they will have 20 jobs in their working career. But, Gen Y’s say they will stay longer with a business that trains them in new skills. We need to reintroduce the training skills in customer service that are often called “Common Sense” but no longer are, if they ever were.
There is a feeling in many retail circles that the large retailers have taken market share away from the small retailers. Price, convenience and ease of parking are often given as the reasons for the shift in market share. This survey revealed that 81% of consumers would prefer to do business with small retailers if the small business owner provided the right service.
Provide the customer service and the opportunities still exist to grow your business. The great news is that you can increase sales by simply getting the team to change their attitude.
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By Barry Urquhart
What can you learn from this article
It’s about: Communicating
It applies to: Business Owner/Managers
Main slant: Learn to communicate more effectively
Good question.
What do Sir Michael Parkinson and Sir David Frost have to offer those in business, marketing and sales? In a word, lots.
Both are consummate interviewers whose selective use and economy of words ensures and facilitates expansive responses. The more words offered in responses to good questions the better the prospects of insights and identification of key factors which influence perceptions, preferences, buying patterns, purchase decisions and satisfaction.
Sadly, it has become increasingly conspicuous in recent times that the ability of business owners, marketers, sales people and service providers to ‘communicate’ at large and to elicit meaningful responses in particular have declined dramatically.
Some will contend that the trend is a consequence of ever increasing use of the electronic and social media in which brevity is often seen as a virtue. SMS texts by their very nature are limited to a maximum 144 characters. That is clearly insufficient for many to project the very nature of their character.
Many contracts, deals, sales and opportunities are lost because of misunderstandings or simply a failure to understand. It is an expensive lesson to learn. One should seldom economise on or avoid communication with stakeholders at large-current, prospective and past clients in particular.
The spoken word is an optimal communication medium because the receivers are able to identify, analyse and respond to key nuances, which are often not conspicuous in e-mails and text messages. These nuances add meaning to the phrase: “to express oneself”.
Moreover, agreements and common understandings are usually concluded faster and more efficiently with the spoken word.
Productivity is constantly enhanced when e-mails, text messages and letters elicit responses on the telephone and in person.
We do live and operate in a world of multichannels. Each is and should be both recognised and used as complementary conveyers of communication.
Monosyllabic answers should be contained to distracted adolescents in the back seat of a motor vehicle and to males who are transfixed on the telecasts of sporting events!
The timeless art of interviewing, negotiating, marketing, selling and customer service excellence is to engage in compelling and responsive discourse which avoids “yes” and “no” as sole and definitive answers…. until the time arrives to conclude the deal.
Raconteur Michael Parkinson readily and expansively nominates as his worst professional interview experience an encounter with Academy Award winning actress Jodie Foster. Try as he might, he was unable to have the interviewee expand beyond simple one word answers.
Notwithstanding his experience and expertise in the craft of structuring questions which avoid “yes” or “no” answers he met his match with a person whose skills centre on communications.
It was a poor experience for the interviewer, the interviewee and, above all, the viewing audience. It should also serve as a lesson for all.
In essence, excellence in communications has three essential phases, being…
1. Listen
2. Speak
3. Listen
The sequence and balance of the clearly verbal communication process detailed above is about right. We need to listen and take in more than we expel.
I am sure that Parkinson and Frost would demur to a preference of a 5:1 ratio. That is, to listen, receive and analyse five times more than the amount one expresses. It is a skill, reinforced by discipline, practice and preparation.
Remember, yes and no are not possible answers to questions which focus on the key issues of:
• Who?
• What?
• Where?
• When?
• How?
• Why?
The final issue of why should be utilised astutely and repetitively. It provides answers and expressions which are typically invaluable and insightful.
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“Dealing with people is probably the biggest problem you face, especially if you are in business. Yes, and that is also true if you are a housewife, architect or engineer.”
Dale Carnegie
By Martz Witty
What can you learn from this article
It’s about: Planning
It applies to: Business Owner/Managers
Main slant: Plan and then practice your message
As a professional speaker I am often asked, “how do I manage to get my message across clearly?” It ultimately comes down to one word, in my opinion: Planning.
Whether you speak, write draw or mime your message, the crux of the matter comes down to the planning and the execution. I have heard perfectly executed speeches which have left me wondering what on earth has been said, although the experience was an enjoyable one. Many have included funny stories, or shared a snippet, yet lacked a purpose or true message. When we communicate we can often get so focussed on getting our message across that we lose sight of the fact that in reality at least 6 possible messages can be sent:
• What message you mean to say
• What message you actually say
• What message the other person hears
• What the other person thinks they hear
• What the other person recalls about your message
• What you think the other person said about your message
By being aware of the possible crossed wires listed above you can more accurately plan out what it is you are really trying to communicate.
Knowing what you want to communicate is just half the battle – albeit a very important half.
How you communicate is also vital. When determining an appropriate style for your message, consider its content and context, your recipients’ style conventions and the medium you’re choosing.
Formal versus relaxed:
If you have a crucial message of earthshattering importance then a more formal approach will be appropriate, conversely if you are building rapport and teamwork then a slightly more relaxed form may do the trick.
Serious versus light:
Communications don’t always have to be serious. Even in relatively conservative organisations, they vary from serious to light – and when a communicator chooses to get a message across in an entertaining way, recipients can appreciate it if delivered appropriately.
Factual and literal versus symbolic and emotional:
Facts are vehicles for reciting information. They are powerful and persuasive in bolstering an idea and in lending legitimacy to an argument. Symbols and emotions are catalysts for interpreting and demonstrating the facts.
A quick tip for a successful presentation is to get to know your recipient. Listeners will vary in their national, ethnic and religious backgrounds. Learning about customs, beliefs and practices that make up a foreign culture’s fabric can lead to a better understanding of what different styles mean for different people. This is equally true for the massive differences between the various ages: Baby Boomers, Gen X and Gen Y. It’s fair to say you cannot be prepared for every possible eventuality but prior enquiry and planning will surely combat some big challenges along the way. Another consideration is your body language. This can make or break getting your message across. You must consider:
Tone of voice
Are you calm, clear and respectful? Do you have an accent that the recipients will need to concentrate on? Slow down the speed.
Physical posture
Arms crossed is immediately closing you off from your audience. If you are cold, wear more clothes, keep your body open to the audience.
Facial expressions
The face needs to be in tune with the message and purpose. If you are delivering a very serious point, then it’s best not to be smiling like a Cheshire cat. Conversely if you are trying to inspire then don’t look like you have just been weaned off your mother’s breast and onto lemons.
Eye contact
Maintain appropriate eye contact. This also ensures the listener knows you are still communicating with them personally.
Getting your message across first time, correctly is a very rewarding experience and a skill that can learn. Practice often, self-correct always and be open to new ideas and ways and you are set for success.
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By Lorraine Pirihi
What can you learn from this article
It’s about: Having time and control
It applies to: Business Owner/Managers
Main slant: Your attitude is important in helping you achieve the most you can from time
The following is an excerpt from an article by Harry Palmer, one of the world’s most popular teachers on self-development:
“Have you ever noticed how some people have a lot of time, and other people don’t seem to have any time at all? That’s weird. I mean, there are 60 minutes in an hour and 24 hours in a day for everyone. But some people spend the 24 hours happy and relaxed, and some people spend the 24 hours serious and stressed. Relaxation and stress determine the consideration of how much time you have. Really we are talking about free attention.
If you ask a stressful person to do something they’ll say, “Oh, I can’t possibly do that. I don’t have time.” Yet, from their viewpoint, time seems to pass at an agonizingly slow pace. Another person, more relaxed, might say, “Okay, I’ll work that in this afternoon. No problem.” Yet, from their viewpoint, time is whipping by.
Doesn’t this seem contradictory? To the person who sees time as passing slowly, there doesn’t seem to be much time, but to the person who loses track of time, there seems to be lots of it. Actually time passes at the same speed for both of them. What is different is their ability to concentrate. Concentration requires free attention.
Generally speaking, if you compare the people who are relaxed with the people who are stressed, you will find some interesting differences.
The people who are relaxed have much better self-control of their attention.
They look, listen to, and feel what they want, when they want. They have a positive attitude. They concentrate on one thing at a time and either finish it or schedule time to finish it before they go on to something else.
The ability to concentrate attention determines how much work can be done in a given period of time. And what they concentrate on affects their attitude. That’s really what an attitude amounts to.
It’s a consideration you have about what you have your attention on.
You will find that people who have a good attitude are more relaxed, are able to concentrate, and are better able to recognize opportunities to do the real work. Their awareness is higher.
People who are stressed have difficulty controlling their attention. Usually their attention is fixed on something. And it’s the something that draws their attention out rather than their deliberately placing their attention on something. You see the difference? In one case you are controlling your attention, and in the other case the something is controlling your attention. Stress results from something other than you controlling your attention.
You could say people who have trouble concentrating their attention don’t have their attention under control. Their minds are out of control.
They feel stressed. And the stress causes them to shift between identities and lose continuity of purpose. That’s one of the sub-products of stress.
It causes people to redefine themselves, to act differently, and to change identities. The problem is that each identity has a different purpose. So they start things and don’t finish them. Why? Because in the course of the project, stress builds up and their attitude changes. Soon they are surrounded by unfinished projects. The new stress of the unfinished project may even motivate them to resist the identity that once thought that project a good idea.
People without time look at all the unfinished projects and they think, “I just don’t have enough time.” That’s the feeling you get when your attention is scattered-no time. This feeling affects your attitude. And your attitude actually creates the personal reality that you experience. The attitude is the consideration you have about the things your attention is on.
If you improve any one of these three things, attitude, ability to relax, or ability to concentrate, the other two things will improve as well. They reinforce each other. Together they add up to awareness. Improve your attitude, and your ability to relax and concentrate will improve. And yes, it goes the other way too. Lose the ability to relax, and it will affect your attitude and your ability to concentrate. A momentary scare might make you alert, but continual stress will reduce your awareness.
You can restore your ability to relax by learning how to concentrate. Concentration, under the right conditions, actually quiets the mind. It opens time up. It creates a relaxed state and restores a confident attitude.
But what are the right conditions? The answer is determined by what you concentrate on.
If you concentrate on a problem that you don’t have enough information to solve, that’s worrying.
Worrying doesn’t calm the mind. It intensifies the confusion. If you concentrate on a grudge, you develop an angry attitude and feel stress. If you concentrate on a wrong that has been done to you, you develop a victim attitude and have trouble relaxing. If you concentrate only on fulfilling your own desires, you develop a selfish attitude. A selfish attitude is really a feeling that you are lacking something or that there is not enough of something. So stress is also the result of a selfish attitude.
If you concentrate your attention on the wrong things, you lose it. Does that give you any insight into why there is so much stress in the world?
Spend five minutes concentrating on deepening your compassion for all life. Then spend five minutes concentrating on the new car you want. It doesn’t produce the same attitude. One subject causes you to relax and actually generates healing power. The other subject causes dis-ease and stress.
A simple way to restore time and attention is to coax people to prioritise their projects and then decide to either finish them or abort them. Of course, the worse off cases are under such stress that they have no idea of what they want, no goals beyond the momentary desire of some identity that they are being, so asking them to prioritise will just add one more incomplete project to their lives. These people should just be taught to relax.
So here we come again to the importance of attitude. People who are in pretty good shape can just decide to assume a positive, selfless attitude and generate the determination to create it. Their awareness will expand. Stress will transform, magically, into an opportunity to do the real work.”
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By James Chartrand
What can you learn from this article
It’s about: Industry knowledge
It applies to: Business Owner/Managers
Main slant: You can never know everything there is to know in your industry so how can you run out of knowledge?
Bloggers have a distinct disadvantage.
When someone hires an expert in — oh, let’s say marketing — that expert can dispense the same information she did for the last client.
And the client before that one. And the one before that.
Not bloggers. Blogging is about breaking down everything you know into bite-sized chunks so that people can learn it all over a period of time. If they look back through the archives, they can often see the entire breadth of your knowledge.
Then one day, your well runs dry.
This is a scary moment for any blogger. It’s not like running out of inspiration or having writer’s block. This is when you’ve said it all. Your blog contains absolutely everything you know.
And let’s be fair — it’s a lot of knowledge. But you simply don’t have anything new to say.
What do you do?
I’m always amazed by how few people continue to educate themselves on their topic after they’ve become an acknowledged expert in it.
Hey, everyone knows me as the number one guy on naked mole rats! Clearly, I know everything there is to know!
But as an old coach of mine used to say, you’ll never know everything there is to know in your field of expertise, and there’s always something new to learn. People make new discoveries and innovations every day. You have opinions about those innovations. You agree or disagree with them. You try them or manage to take them a step further.
Of course, if you don’t find out what those discoveries and innovations are, you don’t have anything to say about it. No wonder you’re stuck for posts.
Actively pursuing new knowledge about your area of expertise has a side benefit: it provides more value for your clients. You may find the inspiration for a new ebook or web course to help newcomers understand and benefit.
New knowledge could be the next big thing for your business — if you go out and find it.
Doctors are one of the few professions actually required to update their knowledge of their field of expertise continually. If a doctor doesn’t know the latest innovation in surgery, his next patient might die from the lack of that knowledge. That’s a huge incentive for the doctor to always be learning and for the patient — and the medical board — to insist on that continual education.
No one is going to force you to attend conferences or read books or take courses, but you’ll be much more respected as an expert if you continually update your knowledge. Your client’s life may not be on the line, but their business, their financial goals, and their happiness probably is — at least, their happiness with your products and services.
Well, you may not have heard about this gizmo called the internet, but it’s pretty handy for that sort of thing. It seems silly to mention using the internet to upgrade your knowledge on an online blog, but shocking numbers of people don’t use it for this particular purpose — even those who practically live online.
Libraries are an awesome (and free) resource for new knowledge too, and so is your local bookstore. Go pick up some new literature and get someone else’s perspective on what you do.
Magazines and trade journals, of course, are terrific for more recent innovations and information. Find ones that focus on your area of expertise and stay on the lookout for new ideas that sound interesting or innovative. Once an article grabs your attention, go do some independent research on that topic and find new resources to pursue.
Actively pursuing new knowledge won’t just make you a better businessperson — though that’s reason enough right there. It’ll also pretty much guarantee that you’ll never run out of blog topics ever again.
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By Michael Fleischner
What can you learn from this article
It’s about: Increasing web traffic
It applies to: Business Owner/Managers
Main slant: Tips on how you can increase web traffic
To succeed on the Internet, you must learn how to increase web traffic. Without getting targeted visitors to your website, you don’t stand a chance of selling your products or services to any large degree. There are a variety of tactics, tools, and resources you can use to increase web traffic. In this article, I’ll share with you the specific resources I’ve used to increase my website traffic and generate a large annual income online. More specifically, I’ll tell you some of the secret tools I’ve used to drive targeted web traffic.
If you want to know how to increase web traffic instantly, then learn about Google Adwords. This is the most targeted form of marking on the Internet. However, it requires that you have a marketing budget and can realize a positive return on your investment.
Google Adwords allow you to drive traffic to your website using a specific keyword or phrase. Your ad appears across the Internet on websites displaying relative content. When users click on your ad, they are redirected to your web site. You must pay each time a user clicks on your ad which can get expensive, especially because a click does not guarantee a sale. Therefore, before using Google Adwords, you must fully understand how to increase web traffic using online marketing techniques such as cost per click and generating a positive ROI.
A much simpler method to increasing web traffic is to optimise your homepage using on-page and off-page optimisation techniques. The best part of this method is that it costs nothing! Learn to employ on-page optimisation techniques such as using your selected keyword phrase in your meta tags (page title, description, etc.), as the title of your page using <h1> tags, and sprinkling your keyword phrase throughout your text. Lastly, you want your keyword phrase to appear as the last thing on the page. These techniques alone are sure to increase your web traffic by improving search engine results.
Off-page optimisation techniques are quite simple, yet more difficult to achieve. If you want to improve your search engine results and therefore increase your web traffic, then you must build links to your web page. This can be done through a link exchange program, directory submissions, or purchasing one-way links to your website. Don’t forget how to increase web traffic by combining on-page and off-page optimisation techniques.
If you don’t have a budget to throw at online marketing, you may want to use some tried and true marketing techniques that require little or no investment other than your time and some basic HTML programming knowledge:
• Build an opt-in list that you can market to over and over again by offering something of value in exchange for an e-mail list.
• Use viral marketing (referrals) to have your website visitors generate links to your website such as “e-mail a friend”
• Generate compelling “onetime-offers” to get users to take action and optimise these offers on their own web page so that the search engines can pick them up.
• Focus your website copy using the WIIFM concept (what’s in it for me?). By doing so, users will find your site engaging a recommend others to visit your site.
• Develop an affiliate program and get others to generate traffic to your website by offering a commission when selling your products or giving you referrals.
• Use testimonials one your site and see your on-site purchase rates skyrocket! Using this technique alone to increase web traffic has generated thousands of conversion that I otherwise would not have had.
These are just a few of the marketing techniques I’ve used over the past few years to generate serious online income. I learned these techniques and a number of others from a report I read online about web marketing techniques. I usually don’t recommend someone else’s products, but if you’re serious about generating an online income, you should check out the Butterfly Marketing Report. It really helped me understand basic marketing techniques and apply them quickly to generate a steady monthly income. If you want to check it out, search on Google for traffic generating strategies in your specific market niche.
I couldn’t believe how many websites offer free directories for those seeking specific information on the web. After doing a number of Google searches, I quickly found one powerful way to answer the question of how to increase web traffic – Search Directories. You can submit to a lot of web directories, but the most popular is DMOZ. Dmoz is the Internet’s largest human edited directory. The drawback is that it takes a long time to get your website listed. So if you haven’t already submitted your site, go to DMOZ.org to find a relevant category and submit your site.
Using these techniques and a number of others, I have learned how to increase website traffic. What’s great is that I do so without spending a large sum of money. The best investment you can make is to read all you can about online marketing techniques that show you how to increase web traffic and apply them.
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“Nobody talks about entrepreneurship as survival, but that’s exactly what it is and what nurtures creative thinking. Running that first shop taught me business is not financial science; it’s about trading: buying and selling.”
Anita Roddick
Don’t worry if you don’t know what the word Dark Pools of Liquidity mean, here’s an explanation:
These are electronic “crossing networks” that provide liquidity that is not displayed on order books. They offer institutional investors and larger hedge funds many of the same benefits associated with making trades on the stock exchanges’ public limit order books – without tipping their hands to others, meaning publicly quoted prices aren’t affected. Dark pools range from completely opaque to semi-transparent and their order flow can range from transient to stationary. Opaqueness impacts fairness, as the more-transparent the liquidity pool, the easier it is to be manipulated. More-transparent crossing networks (such as Liquidnet Inc., Pipeline, or the SIGMA X unit of Goldman Sachs) solve this problem by not letting brokers or more-active traders onto the platform and by policing their community and evicting poachers. Other crossing engines with some transparency, such as Pipeline or Posit, give away such limited information that is difficult to use. These “pools” are growing rapidly, both in number and in volume of trades and account for around 12% of all US stock trades (Source: August 2008, Tabb Group).
Source: Bizezia’s Glossary of Financial Investment and Business Terms and Ratios available through Bizezia’s Online Business Library the UK’s leading online business library with 750+ publications.
By Sherman Cheong
What can you learn from this article
It’s about: Your website
It applies to: Business Owner/Managers
Main slant: How people use and read websites and how to make the best impression
As the world virtually shrinks into the window on your computer screen, the web site is the best and a must-have tool for any business. Not only can it reach a global audience, it will boost your local exposure exponentially—at a minimal cost.
However, your business web site isn’t, and shouldn’t be, just an electronic version of your product/service brochure. It could also be another potential revenue-generating source.
Just like a printed brochure, your web site doesn’t get read by your visitors from top to bottom. At least not initially—and not until you get them interested in what you have to offer.
As the saying goes,
“You never get a second chance to make a first impression.”
And nowhere is this truer than on the Web. Your prospects form an instant impression of you and your company the moment your home page displays onto their computer screens.”
In a mouse click, your prospects determine who you are, how they feel about you, and decide if they want to do business with you. Is your web site creating the impression you want? Your business web site acts as a silent salesman for your business. Knowing this, wouldn’t you want to “dress” it to WOW your customers?
Being able to draw doesn’t make one an artist. Just as having written an essay doesn’t make one a novelist. At least not without years of practice and training. Similarly, and with the widespread availability of professional software, you as a small business owner may choose to design-it-yourself (DIY). You may think you could create your own artwork, “design” a promotion flyer, build a web site.
However, to design something to visually communicate effectively and compellingly, you have to consider its clarity, font usage, readability.
Other things to consider are:
• Your business communications
• Branding and marketing mix
These are business communication problems to be addressed. You also need to consider its consistency, identity, colour, professionalism, integration, innovation and emotional impression.
Have you ever gone for a drive with a map someone else made and it is poorly drawn or just wrong? We all hate the frustration of getting lost. A difficult or inefficient navigation would break your web site as quickly and easily as it was created (by yourself). We evaluate the consistency, innovation, linkage, usability and presentation of the design.
We also evaluate the resolution requirements, complexity, consistency, usability to test the effectiveness of the web site layout.
In his book, ‘Don’t Make Me Think: A Common Sense Approach to Web Usability’, web usability guru, Steve Krug, writes:
“When we’re creating sites, we act as though people are going to pore over each page, reading our finely crafted text, figuring out how we’ve organized things, and weighing their options before deciding which link to click.
What they actually do most of the time (if we’re lucky) is glance at each new page, scan some of the text, and click on the first link that catches their interest or vaguely resembles the thing they’re looking for. There are usually large parts of the page that they don’t even look at.”
Krug adds that if one wants to design effective Web pages, there are three facts about real-world Web use to consider:
1. We don’t read pages. We scan them.
Why? Because:
• We’re usually in a hurry.
• We know we don’t need to read everything.
• We’re good at it.
2. We don’t make optimal choices. We sacrifice.
Why? Because:
• We’re usually in a hurry.
• There’s not much of a penalty for guessing wrong.
• Weighing options may not improve our chances.
• Guessing is more fun.
3. We don’t figure out how things work. We muddle through.
Why? Because:
• It’s not important to us.
• If we find something that works, we stick to it.
© Copyright 2011 Sherman Cheong
Pagethinker is all about web design tips for online marketing. Helping online marketers create effective websites using simple design principles; increase the user experience of your visitors to your website; attract customers and links; sell something! http://www.pagethinker.com
“If it really was a no-brainer to make it on your own in business there’d be millions of no-brained, harebrained, and otherwise dubiously brained individuals quitting their day jobs and hanging out their own shingles. Nobody would be left to round out the workforce and execute the business plan.”
Bill Rancic
By Gareth Lippiatt
What can you learn from this article
It’s about: Sports Xtra Q&A
It applies to: Business Owner/Managers
Main slant: Q&A with successful business owner Gareth Lippiatt
We are a leading sports development and health promotion organisation in the UK providing schools with a unique proposition to approaching physical activity and achievement in schools.
Our aim is to ensure that every child enjoys a positive experience within a structured learning environment. If, after attending one of our activities, each child will leave us having enjoyed themselves, learnt new skills, made new friends and definitely feeling good about themselves, then we’ve done our job!
We understand that not every child is considered sporty in the traditional sense and have built that into our structure of programmes by offering alternative activities that children don’t usually get to experience at school and during after school clubs. So we not only offer traditional sports but also programmes and activities including Dance Xperience, Spy School, Xtra Healthy and Adventure Xperience.
I founded the business back in 2002 and it has gone from strength to strength and we now have around 30 franchises across the UK offering our unique proposition.
I graduated from Loughborough University in 1999 where I studied PE & Sports Science, I then went to the US and started working as a professional coach for several months. While in America I got the chance to see the sports provision that the children there have, and I was struck by how different it is in the UK and how little regard was given to quality in terms of sport and physical education.
After working as a freelance coach I gained an insight into the systematic issues that confronted schools regarding sports provision and I saw that the schools and parents loved the service I was providing. This led me to thinking and eventually I created the Sports Xtra brand to bring high quality, structured physical activity to children in the UK.
I am extremely pleased to say that business is going exceedingly well and we now have around 30 franchises all over the UK offering are unique service. Sports Xtra employ over 400 staff and we are making a positive impact to around 75,000 children each week, which is an outstanding number and something that I am very proud of. Our ethos is to ensure that every child has a positive experience at each activity and I can comfortably say that is happening as we have had some great success stories!
We don’t just offer the traditional sports that children have come to know, but we give them choice and variety and offer activities they wouldn’t usually get to experience.
As many as 85% of children would consider themselves not to be ‘sporty’ in the traditional sense and one of the biggest barriers to participation in schools is low self-esteem which is why we offer a diverse range of activities to children as it helps them to build their confidence and esteem through achievement. And we aren’t just talking ‘sports’ here, as activities we offer include Dance Xperience, Spy School, Xtra Healthy and Adventure Xperience.
We also ensure that we provide a safe environment where kids can play under trained supervision, and all of this will hopefully encourage a culture change for children in 2011 and beyond
The plans for 2011 are really to continue to strive the business forward and establish more and more franchises all across the UK.
With the current focus on tackling childhood obesity, I also want to concentrate on promoting a healthy lifestyle and getting the balance right between eating and exercise, and this is something that through the Sports Xtra franchisees, I hope we can really start to tackle in the coming months.
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By John Smith
What can you learn from this article
It’s about: Online marketing
It applies to: Business Owner/Managers
Main slant: How to use online marketing to promote your website
One of the crucial factors in marketing an online venture is search engine optimisation. With so much of competition around, it has become one of the most important processes. You can find a number of search engine optimisation companies that offer quality SEO services for your online/offline businesses. An SEO marketing company not only offers you with online marketing services but they are also responsible for the web development, search engine ranking and pay per click advertisements etc. Your ranking on search engines is an important factor for developing your online business. Therefore it is very important to hire a web promotion and marketing company for effective and efficient marketing of your business.
A number of people are getting involved in business ventures today and they put in a lot of efforts in order to acquire desired results from their businesses. To promote their business and also to have a better exposure they put up official websites related to their products and services on the Internet. Simply placing your website online will not let you reap huge rewards but then you have to get your website among the top 10 search engine results for a better exposure, only then can you taste true success.
Hiring a web marketing agency is one of the best ways to get your website among the top search engine results. Targeted traffic and visitors will visit your website when you acquire a place in top 10 results on search engines. A website’s popularity can be increased easily because there are a range of methodologies that you can employ to succeed in this competitive market. When you speak about the market trends the SEO services Canada are very well versed in it. Tactics and strategies go hand in hand and they make sure that your business gets maximum exposure within the prescribed time. Your site will easily be listed among the top ten search engine results when your Internet marketing agency works on the selected keywords.
Your business can be promoted with much ease, with the help of social media and other Internet tools. You can even opt for a time to time report so that you will know what is happening around, in terms of the status of your website and so on. Your website will be monitored continuously by the online marketing service in order to keep your site on top search engine results pages. They will monitor your traffic through which they will be able to know the sources of traffic obtained by different keywords and practices. The Internet marketing experts use their own ways and strategies for improving traffic and visitors to your websites.
Your aim can also be achieved by optimising your site according to the search engine norms. You can either hire an in house Internet marketing team or seek assistance from any of the popular business Internet marketing company. Lot of web marketing companies can be found online but it is important that you find the best service providers. Hiring one of the best Toronto search engine marketing firms can prove to be one of the most profitable deals for your businesses. Various benefits can be achieved through it like nonstop promotion, faster loading pages, targeted traffic, high ROI and much more. The company even guarantees you the best results with your businesses.
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