Foreword

It wasn't so long ago that marketing was considered an art, and a rather mysterious one at that, leading legendary retailer John Wanamaker to opine famously that half the money he spent on advertising was wasted. The trouble was, he didn't know which half. Of course, that was well before the dawn of the Digital Era, when everything began to change in unexpected ways.
I can clearly remember how I scoffed at a geeky friend's prediction back in 1978 that I'd someday be writing articles on a computer using what he called "word processing." That day had already come by the time I joined the staff of Inc. magazine in January 1983, but the computer revolution was still in its infancy. I, for one, had never heard of the Internet. Indeed, it wasn't until the mid-1990s that I realized something big, really big, was happening out there in the ether and it had the potential to change the world as I knew it.

I soon came to realize that the Internet had had a particularly dramatic impact on marketing. As a member of what appeared to be a dying profession—print journalism—I would have had to be blind not to see that a marketing revolution was under way. After all, my colleagues and I were in grave danger of becoming its victims. Given the rate at which advertising was moving from business magazines to the World Wide Web, many companies were obviously convinced they could get better results there, but I didn't have the foggiest notion why. If someone had asked me to explain how his or her company could use the Internet to increase its sales, I couldn't have made a single suggestion. I wouldn't even have known whom to ask.

Then I met Catherine Juon.
It was at the first meeting of the Small Giants Community, an organization I'd co-founded with Paul Spiegelman. He was one of the many CEOs who'd identified with the companies I'd written about in my book Small Giants: Companies That Choose To Be Great Instead of Big. (His company—Beryl, a call center for hospitals—would have been one of them if I'd met him a few years earlier.) Paul wanted to create a means for companies like his to be in touch with, and to learn from, other small giants. I said I would support him in that endeavor. We realized from the start that it would be important to establish a social media presence for the community, but neither Paul nor I knew how to go about it. At our founding meeting, we asked for volunteers to help us. Catherine was there representing her company, Pure Visibility. She immediately volunteered, along with her friend and kindred spirit Marisa Smith of The Whole Brain Group. Listening to them, watching them, working with them over the next few months, I began to understand exactly how the Internet had revolutionized marketing and why more and more companies were relying on it to find new customers, build relationships with current ones, and increase sales.

It really wasn't as complicated as I'd imagined. As you will see in the pages that follow, the concepts Catherine and her co-authors lay out are fairly simple. Nevertheless, those concepts can give companies a significant competitive advantage by letting them build systems that generate measurable, repeatable results—systems, in other words, that make marketing less of an art and more of a science.
Measurability, in fact, lies at the core of Pure Visibility's business. Its approach to Internet marketing is based on numbers. The company's analysts constantly sift through the numbers to find out which ads are preferred, what trends in the data are most significant, what tweaks improve conversion rates, what user behavior says about areas for improvement, which keywords generate more traffic and sales, and on and on. The analysts then try to identify the "why" behind the numbers. Based on what the analysts find, incremental improvements are made by rewriting websites, reorganizing page structures, and making adjustments to online marketing campaigns. In the process, costs go down, and lead conversions go up.
That's what Pure Visibility does. In Internet Marketing Start-to-Finish, Catherine and her co-authors present the nuts and bolts of how to do it on your own. They've broken down the mystery behind analyzing the numbers and defined how to react appropriately to what you see in the data. The initial steps involve setting up the tools to track and gather the data in the first place. The authors then walk you through a set of tools to make website improvements. Who are your potential customers and how do they prefer to buy from you? What changes to your website can you make to improve the customer experience for them and increase sales for you? How do you improve search engine rankings as well? Finally, the authors show how to revisit the numbers and measure the impact of the changes you've made on lead conversions and sales.

It is, Catherine says, an iterative process. That is, you keep getting new data and making additional improvements based on it. Along the way, you make discoveries, such as which keywords generate more customers for specific products or services. As you learn more about your customers and their preferences, you can then use that information throughout your marketing, both online and offline.
What's most surprising is the impact all this can have, not only on your sales, but on your culture. The process outlined in this book, Catherine argues, can break down the barriers between marketing and sales that exist in many companies. The marketing department will get quantified information about the campaigns and websites that bring in more qualified leads, which is obviously good for sales. The sales department, for its part, will have an incentive to do some simple tracking so that the necessary data can be gathered for analysis. Both sides benefit, leading to improved marketing programs, more leads, higher sales—and a happier work environment.
By sharing what they do and how they do it, Catherine and her colleagues have done a great service for entrepreneurs and others striving to improve the bottom line. Among other things, this book will help you figure out which half of the money you spend on advertising is working. As a result, you'll be able to stop wasting money on the half that isn't. John Wanamaker would be thrilled and amazed.

—Bo Burlingham, Editor-at-Large of Inc. Magazine and author of Small Giants: Companies That Choose to Be Great Instead of Big
