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Authors Note of Pure Promotion





This is a nonfiction work. That means fact,  
opinion, wholly unnecessary commentary, interviews, and anecdotes overheard and taken advantage of. On PunkMarketing.com, you will find regular updates on each topic covered in these pages.





Whats there?




	Extended footnote information based upon what we started. Were itching to tell the inside stories, and we will. Oh, we  
will.


	Rants.
 

	More rants. A couple of tantrums too.


	A directory of Punk Marketing practitioners (so accredited) by us dudes. 


	The bios and inside details of us, and whom we work with, and why.




In the book you will stumble onto online destinations to further explain our M.O. These include  
PunkMarketing.com/punkthink, the AwardsAwards.com site, PunkPR.com (for campaigns we adore), CaptiveConsumer.com, ArticleFifteen.com, where  
the reader/participant gets prizes, and the strictly irrelevant religious site called PunkisGod.com.





If you need us, have a question burning at you, or feel like saying hello, write anytime: richardandmark@punkmarketing.com.  
Peace, love, virtue, sell.





Use our sites to add your voice to the revolution. Vive la Rvolution!


Richard Laermer & Mark Simmons
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Prologue


Welcome to the Revolution


(Dont Blame Us, Just Thank  
Us)





I. Welcome to Our World


Theres a revolution brewing.


The relationship that consumers have with brands has gone through a seismic shift over the past few years, and a new approach to  
marketing is long overdue.


The assumptions that established marketing methods are based on have been proven invalid, and while many marketers instinctively  
feel things arent quite right, no new approach to doing things differently has emerged. Were here to say stop it.


But first lets go back.


All the marketing industriesfrom advertising to PR to direct to online to anyone who has ever sold a damn thinghave  
gone through a rough patch since just a few short years before the century started. The advertising agencies were roaring kings of a marketing  
junglebrand guardians responsible for advising everyone and their assistants how to spend a budget. Of course, that translated to an entire  
budget being spent via them. The glory days of 15 percent meant agencies were remunerated based on how much money was  
spent: pay me a piece of the action for lazy-ass me spending your money.


But as agencies began unbundling services, and media planning and media buying were spun off into disparate companies or divisions,  
marketers thought it better to pay agencies a flat fee for services rather than commissions on purchased media. Clients were no longer shelling out a  
single fixed percentage of their budgets, and now were able to drive down the fees agencies got paid. Out went the system based  
upon the amount of money spent on work in favor of one based on the amount of time agencies spent working!


Agencies were expected to justify the time and rates of employees servicing an account, just like a regular service business.


Gee.


An agency in fee negotiations with a prospective client would recommend who of the, ahem, team was required to do what on an  
account and for how long. Using actual salaries of team members or average industry salaries of people with their skill levels, plus an agencys  
markup for overhead (lightbulbs and coffee), plus profit (cash in pockets), a figure would be derived.





fee = sum of each individuals time x cost of time including overhead & profit





Clients and agencies subsequently haggled over the number necessary in a team and for how much time, while the client quietly  
assumed the agency padded these massive figures. It was assumed that the value of services that an agency provided to a client was in direct proportion  
to the time spent toiling away.


Suddenly, cracks started to show in the foundation. First there was a downturn in marketing spend in the midnineties, then a decline of  
the economy in the early 2000s. An acute oversupply of advertising talent led agencies to accept lower fees to win or retain clientele. If they  
didnt succumb, they got cannibalized by someone willing to do it at the price a powerful client felt like paying. Shoe on other foot. Agencies  
were forced to grin and bear it. Some of them cut overhead until, in many cases, they just closed the door.


Agencies got rid of people, stopped hiring, and lowered salaries for new recruits. Morale suffered, as security and pay went to hell, and  
the quality of those joining up declined.


Bright young graduates who would once have said becoming the new Darrin Stephens was their top career wish now turned their needy  
eyes toward other professions that offered cash and prospectsnot to mention a better reputation. Talented veterans who were sorely needed just  
crapped out.


Over a short few years this industry that had once promised a sexy mix of business and creativity and perks lost all allure.



As the slowdown happened, a brief reprieve for the industry, in the guise of the .com error (sic!), took hold,  
and start-ups silly with VC cash began to pay big money for nothing. For a sobering example, you could, until a few years ago, go to San  
Franciscos AT&T Park and see plaques from dozens of companies. All dead.


Just as the last glowing embers caught by a rogue wind flared up into a full blaze of hope, marketing crashed and burned.


By April 2000, Ad World was a ghost town.


But this did not mean there were no longer talented people in advertising. Most were merely dejected by what had happened over the  
last years. Now all they wanted was to keep their jobs. Most good men and women tacitly realized that while smart advertising meant taking risks and  
often arguing with less knowing clients and bosses, this certainly was not the time for that. They would do what they were asked and smile through  
gritted teeth. So what if pay was not high, at least the hours were!


The work churned out wasnt good; it was passable in a Get what you pay for economy. And marketers became a  
jokeespecially in the spiteful media who remembered how uppity we all were when we were making more money than everyone at the Last  
Supper.


The ad business was not a creative business in 2000. It had become only about conning the dupable public into buying things they had no  
use for. Even ad campaigns that broke through to consumer consciousness were dissociated from the brands themselves. Talking dogs and frogs were  
adorable, but what were they selling?*


Got Milk? had become so plagiarized that it has nothing to do with dairy products any longer. Got Punk?


Meanwhile, orphan media-buying firms cast adrift to fend for themselves during the ad heyday were doing okay, thanks. They were no  
longer dependent on ad agencies and did not have to recommend that a brand manager purchase gads of wasteful ads. They could look at a mix of options  
availablethe buffet was wide-openand make impartial, well-informed recommendations on how to spend  
someones money.


Would you like a little sponsorship to go with that promotion? Some direct mail on the side! Theres a sauce of new online  
banners to tuck into, or even branded product placement instead of any fattening ads for dessert.


Media buyers, when they were ad agency employees in the back of the room, had been used and abusedan afterthought. Boy did  
they have power now! In the early 2000s the buyers were in charge of the big picture and had the ear of the senior clients. What they said went.


To top if off, that ad agency lifeblood, the thirty-second spot on which they bet everything, was now being dubbed the deadest of the  
dead.


One day, while we were sleeping, people who had a DVR (digital video recorder, or TiVo-type machine) used it to avoid watching ads.  
And it was clear why: People hated them. An industry that had been comatose for a long time was snapped into a quick panic. This was really bad. It was  
one thing to realize that advertising is not the only game in town, and, sure, well take a smaller share of the budget pie, andheavy  
sighI guess we need to follow strategies created by outsider media agencies or those idiot consultants. But to be told that TV ads are no longer  
cutting it, that has to be the last straw! Walk me to the window.


Ad industry executives needed to consider other optionsthose previously unbeknownst to them, nontraditional  
advertising mechanismsthat they simply had no skills to produce. They couldnt even find it on dictionary.com!


Smart marketers and all of us businesspeople who rely on marketing realized with a jolt that all was not right in this ever-branded  
world we paid mightily to live in. The thinking and methods that once worked so effectively to influence the behavior of consumers were simply not  
cutting it anymore.


II. Changing Brandscape


Its difficult to exaggerate how much  
has changed in terms of consumers relationships with brands in the last few years. Everything is different now: from  
how brands are viewed, to the mechanisms through which we find out about them. When did the change really start? Let us ponder.
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Was it the day in 1993 when Marlboro dropped its prices by 40 percent to compete with the cut-price cigarettes that were eating away  
at its market share, thus sending investors into a panic that lopped nearly $50 billion off the value of twenty-five top brand-makers?


Was it when a nascent World Wide Web became a tool for instant swapping of info, enabling each of us to instantly see the truth about  
all available choices of product?


When the TV market fragmented into hundreds of smaller channels, each wanting a piece of the viewers time?


When technologies like TiVo made it possible for viewers to avoid watching commercials altogether?


When Enron and others collapsed in a stinking mass of deceit and consumers lost faith in corporations and what they sold?


When incomprehensible events on September 11 made us reassess values and beliefs?


Choose all of the above. For the most part the marketing industry hasnt kept apace of the changed relationship consumers have  
with brands. Marketers and their advisers are largely still thinking and working in the same way that they always have: buying media and creating  
messages that interrupt, rather than connect with, consumers. Why? Because thats the way it has always been, and its comfy to pretend  
that poor results are due to wars or consumer confidence and that things will return to normal before too long.



But what if they never go back to the way they were? The changes are fundamental and permanent. The  
interaction between brands and consumers is significantly different from even a decade ago. Intense media fragmentation has made it difficult to reach  
the target consumer in any number; consumers find it convenient and desirable to avoid marketing messages and are paralyzed by  
too many similar choices and too little time to choose.


Never has the need been greater for a cohesive new approach to marketing based on some radically revised assumptions on the way  
consumers interact with brands.
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III. The Good Old Days


It used to be possible to reach potential  
consumers easily. According to an analysis by Willard Bishop Consulting, lo, back in 1995 it took the airing of a TV commercial  
just three measly times to reach 80 percent of eighteen-to-forty-nine-year-old ladies. But five years later, reaching the same demographic required  
airing that awful commercial ninety-seven times.1 The media market has fragmented beyond recognition, making it impossible to build any  
brand awareness quickly through buying via a so-called traditional campaign, other than on the Super Bowl, the last bastion of watercooler  
advertising.
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Heres another demographic of consumers: according to a study from 2003, teenagers and young adults spend more time on the  
Internet than watching television. The survey demonstrated how young people on average claimed to spend nearly seventeen hours online each week, not  
including time used to read and, oh, yeah, send e-mail, compared with fourteen hours spent watching television and twelve hours  
listening to the radio.2 Its not that they are not tuning into TVa 2005 study showed they have the box on at least as much as everits that they are tuning out more as other, newer media grab their wandering  
attentions.3


Reaching a target audience by running a campaign in one placewhether TV, radio, print, outdoor, Web, etc.has  
become incredibly difficult. Nay, impossible.


Then, as if that isnt bad enough news, as fragmentation made it difficult to reach people in any numbers to write home about,  
consumers were handed the ability to avoid at a swipe TV advertising, the single most powerful form of marketing.


And while you and we could blame it on TiVo and its bastard stepsisters, it was the remote control that  
made commercial avoidance simple. The remote was without a doubt the first poster child for consumer control. Its no surprise we could not  
locate one major study on how people use their remote controls to switch over during commercials*and Nielsen has no interest in trying to include such data. Imagine the depressing numbers!


But still, studies have been done ad nauseam on how people use their TiVos to time-shift programs and toilet-shift the commercials in  
the breaks, which is how TiVo became the symbol of change.


All this talk of consumers having the power to avoid commercials begs the question: Why do they have to avoid them in the first place?  
One theory is the commercial itself is poorly targeted; simply buying air based upon audience data of the programs commercials run during, and the  
networks on which they run, is way too blunt an instrument. The same spots will be seen by everyone watching in a particular DMA, and for many of those folks, who dont fit into the general demographic  
profile, the ad is irrelevant.


So we turn your attention to a system developed by INVIDI Technologies Corporation that gives advertisers a canny ability to target  
commercials much more precisely. Their software can profile households with 95 percent accuracy solely based upon their use of the remote, and after  
only twenty to twenty-five clicks, all commercials for, say, a denture adhesive product are beamed only to viewers over  
fifty-five years old. In this scenario, Mr. X enjoys a different commercial from his neighbor Mrs. Y, even though  
both watch the same show on the same station. Its our favorite nascent form of discrimination.





These Guys Defined Punk So We Tribute Their Actions


When the Sex Pistols were inducted into the Rock and Roll Hall of Fame in 2006, they behaved  
exactly how we expected them to. They didnt just snub the ceremony by not showing up, but took a metaphorical crap on the establishment in a  
grammatically challenged letter read at the ceremony by Jann Wenner. The bands statement was simple: Next to the Sex Pistols, rock  
and roll and that hall of fame is a piss stain. Your museum. Urine in wine. Were not coming. Were not your monkeys. If you voted for  
us, hope you noted your reasons. Your [sic] anonymous as judges but your [sic] still music industry people. Were not coming.


It finished with this little gem: Your [sic] not paying attention. Outside the shit-stem is a real SEX PISTOL.


Wow. After all this time the band that brought an underground music movement to the forefront of pop culture hasnt  
changed an iota, and we love them for it. Part of being punk for real, it reminded us, is never wavering in your conviction and/or vision.


The media treated this like a harsh statement on the state of rock n roll or a pox on the corporate scum that run the  
music industry or in a few cases the continued arrogance of Johnny Rotten. Well, maybe it was any of these, but the only true message that you will  
notice as a marketer is that the band used a gimmick that worked! Its the same gimmick theyve used since day one: be outrageous, get  
attention.
[image: image]


Who knows if the Sex Pistols put any thought into it, but it sure got them a lot more press than just showing up and saying thank  
you, we love you. Its a risky endeavor to be so anti-everything-we-know-to-work-it. Thats the risk-taking needed to really have an  
impact though, isnt it?







But if people to whom the message is targeted still seek to avoid it, what then? One idea is to strap them into their armchairs with  
eyelids pried open as in A Clockwork Orange. Perhaps Nielsen or Comcast does a deal with La-Z-Boy to develop the  
fabulous new Strapomatic to Guarantee Comfortable Uninterrupted Viewing!


Ah, forget it. The problem is that commercials suck. Maybe the biggest assumption this revolution needs to destroy  
is that consumers are happy being bombarded with ill-conceived marketing messages that treat them as idiots. In words of oft-quoted David Ogilvy,  
The consumer is not a moron: she is your wife. Somehow such ageless common sense is lost on many in these businesses.


So thats what we are here to do: slap some creativity into marketing and make it less of a nice-to-have and more of a necessity.  
Lets add good old-fashioned thinking to all the fancy shmancy new gadgets and know-how. How about instead of fascinating ways to trick  
consumers, we go for unbelievable ways to engage them!


IV. Enter Punk Marketing


In the late seventies, punk was a shot heard  
around the radio as a beyondre-freshing change from the tired old formulaic music of the time. It was a call to action, a demand for revolt delivered in  
our own language. The punk rock that burst rudely onto the scene with bands like The Stooges, The New York Dolls, the Sex Pistols, and The Clash was  
replete with energy and vitality and shook the complacent music industry to its core and scared the crap out of disco-infused freaks that were  
running/ruining the whorish record business.


The new scene gave voice to scores of teens on both sides of the Atlantic too. The records were raw and unstructured and had the  
unmistakable feel of something created with glee by the people for the people.


Likewise, marketing has reached the point at which a groundswell from the consumer up is engulfing the established industry thinking.  
Punk Marketing is not founded upon a single idea or technique. It is a defined approach to doing things differently based upon a clear set of principles  
for how marketerswhether in large corporations, agencies, or small businessescan use the shift in power to the consumer to their  
advantage.


V. Whos Your Daddy, Ahora?


The consumer is, chico.


But today, Mr. and Mrs. Buyer and their Buyerlings have the willingness as well as the means to switch on, tune in, and turn off as  
never before. We as humans get what we want when we want it. When we with arms folded do not want it and still it wont  
stop talking to us (is AOL listening?), we get really pissed off. And turn off. Sometimes we go so far as to create sites and post well-read gripes that tell  
the world how off them we are.


Want to know how much that CEO of the bank youre thinking of opening an account with earns? No problem. We can check his  
salary on Google or WiseNut in a few minutes. Hey, and along the way we will see subtle paid-for sponsored links by four other banks wanting to get  
our business. Interested in learning about a new Jetsons-esque TV on the market? Of course! Epinions.com will get us the  
inside trackopinions from other owners and information on where to buy it the cheapestand blow the carefully managed press release  
and advert from the manufacturer (whoosh!) right out of the water.


Tired of radio that plays the same chart music slotted in between annoying commercials? The alternatives are endless! Download a  
podcast, subscribe to, rent, buy, or steal tunes digitally; or use multimedia cell phones to listen while you surf preset satellite radio and cue up the blog  
thats written by a stranger we call pal.


This is the revolution. A fundamental shift in power from big to small: from top-down to bottom-up.


The days when dull marketing could be pushed at passive consumers are gone. Consumers have been slapped out of their obedient stupor  
and, now dazed but enthused, are armed to the tits and ready with remote controls, TiVos, self-made blogs, and Googley sites in which to choose what to  
consume and to play a godlike part in its creation.*
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VI. Boiling Point: The Cs


You probably think Convergence is a  
clich, but we say no longer. Now is the time of Collusion among three worlds that up till now have stuck to traditional roles and respected  
self-appointed boundaries: those of Commerce, Content, and Consumers.


Commerce has till now been the world of business that makes products and sells them to Consumers through marketing; this often relies  
upon attaching itself to Content.


Content is all the news and entertainment created by media companies Consumers seek out and into which Commerce has been  
piggybacking itself to reach them.



Consumers are the peopleall of uswho hold purse strings but who have until recently been treated less like individuals  
and more like a giant mass.
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Note that those roles are no longer so clear-cutor even that interesting.


Thanks for listening. A shift in power to the consumers, with technology as a catalyst, has led this setup to break down. The breaking  
down has important consequences for what marketing must do to be effective; how to engage consumers in a world where choice is infinite; and how to  
introduce the concept that integrity is It.


Marketing industries have to wake up to one fact: slowly but surely the situation has changed while we ignored the signs. Now,  
everythings reached the boiling point. Wake up to a quiet revolution thats not so quiet anymore. Get on the bandwagon and enjoy  
getting up each morning with verve and gusto.


The time is now. You too can be saved! Welcome to our world.


VII. How to Use This Book


Well, maybe as a doorstop or way to prop  
up a wobbly table.


But if you do get around to reading it, might we suggest you dont read it as you would other business books. We want you to  
have fun and scream, maybe giggle, maybe roll your eyes a little, even shout at us occasionally for being so not in our minds.


In short we want you to have as much of a good time as we had writing the damn thing.


We mean it.


Each chapter is written as a stand-alone piece that doesnt live or die on arguments put forward in previous  
chapters; they dont have to be read in order. Dip into one. Pick out something at random and see where it leads. We point along the way to other  
chapters or side thoughts that are, perhaps in some Kundera-esque way, connected.


There is no single idea in this book on which all else hinges. Books with one idea read often like magazine articles and run out of steam  
by the third chapter and then repeat themselves so much you end up tossing the damn things into a fireplace.


But here instead we proffer one theme to tie everything together: power has been transferred from corporation to consumers, and so  
marketing must be both brave and intelligent to succeed.


The information within is not timeless. Technology changes daily and with it often come new ways of marketing. We think the deeper  
principles hold trueprinciples that have existed forever but should now be followed with urgency to win back the consumer.


So tear it apart, write notes within the paragraphsnot just on the margins. Doodle on our faces on the page in the back. Rip out  
the pages you likerip up the pages you hate! Put your coffee cup on it and leave rings. Were so sick of people saying books should be treated with reverence. Use this as you would a user manual for your car, not some literary tome. Because it  
aint that.


Oh, and by the way, youll notice there are a lot of references to examples of marketing from the other side of the Atlantic. This  
is for no other reason than that the practitioners of marketing in the UK have in the past been willing to take risks, sometimes leading to failure but  
other times to phenomenal success. From these we can all learn. So if you find us being veddy British, we swear, itll be worthwhile. Plus, you  
can read those sections in a fake accent.














One


The Punk Marketing Manifesto


You ReadWe Make Your Life  
Better





Karl Marx had one. As did Simn  
Bolvar. Now you do too. Congratulations.


Be proud. Copy it onto vellum, and read it out loud from the wreckage of your overturned desk.


Whats a revolt without something to hold in your hands?


We feel marketers need a manifesto to change the thinking from a set of outdated ideas to another, more relevant set. Theres  
nothing better to establish the guiding principles by which like-minded revolutionaries can live.


The Punk Marketing Manifesto* consists of fifteen articles, each of  
which should be followed without fail for the revolution to carry you along with it and not leave you trampled underfoot. So with no further ado:


The Articles of the Revolution


Article One: Avoid Risk and Die


In times of change the greatest risk is to take  
none at all.


Risk is one of those words that to some sound bad and to others good. Its easy to ask others to take a risk but not so easy to take one yourself. (Whats that Joe Jackson line about giving advice but never  
taking any yourself?) But in this revolutionno, actually, in all revolutionsrisk is a necessity for anyone who  
wishes to come out from behind the barricades as the winner.


The trick is to take calculated jumps and share them among all stakeholders with your own blend of saucy verve and gusto.


So whats a calculated risk in these days of careful conglomeration? Not necessarily one checked out with consumers (if research  
were a prerequisite, would Sony ever have launched the Walkman or Ted Turner started CNN?conventional  
wisdom says nah*) but one that has properly been thought through and discussed with  
those people involved with actually creating the thing. This is where sharing among the risk-taking stakeholders group is most needed.


Article Two: Why Not Ask Why Not?


Assumptions are just that. They are in no  
way true. Anything you assume is usually a half-truth or a generalization that once served a useful purpose but now hinders truly creative solutions.


One of the most innovative pieces of thinking in marketing in recent years was for Dove and its strangely titled Campaign for Real  
Beauty. Doves dad, Unilever, took the fundamental rule of the beauty-products categorythat women featured in marketing must be  
stick-model perfect to be effective role modelsand asked why not try something made for controversy: use models that are unconventionally  
good-looking, even curvy? The result was a campaign that made women everywhere feel special about not conforming to conventional views of  
perfection.


Article Three: Take a Strong Stand


Trying to be all things to everyone  
inevitably results in meaning little to anybody.
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Why did John Kerry lose that election? Many reasons, but more than anything well call it the way his rival strategists at the  
GOP played on the fear of the voters to keep a firm course of dont-screw-with-us action. But many observers said a significant reason for his  
death at the polls was Kerrys desire to be liked by everyone and his habit of flopping from one viewpoint to another with each situation that  
popped up in his hyperactive sight line. One minute hes talking about green issues until hes blue in the face, the next hes  
defending his familys ownership of gas-eating SUVs (Gee whiz, its my wifes).*



Deciding what you want your brand to stand for must come from a firm set of well-thought-out beliefs you are prepared to defend on  
any battleground. So what if not everyone likes you? Most people dont like you anywaythey certainly dont dig us. Make those  
who do your loyal friends forever, and if you still need to be loved by newcomers, go out and start a new brand with equally  
strong but different positioning for those other wannabe lovers. Procter and Gamble lives by that credo and it works for them.


Article Four: Dont Pander


Customers are important but they are not  
necessarily right.


The really good news about being resolute is that people respect you for it even if they dont admit it. Respect from those who  
buy things is tough to get. Let us tell you a little secret: consumers like to be told what to do. Theyre actually slightly submissive and want a  
brand to take charge, push them into a corner, stand proud, thump its chest and say, This is me and this is what Ive got to  
offer.


What they dont like is being asked what they wantbecause they dont know! Henry Ford said it many years ago  
and it still holds true: If I had asked my customers what they wanted, theyd have told me, a faster horse. (One of  
us owned that horse in the form of a Fiesta.)


Of course people like to be given choices, but thats different from coming off as being desperate to please everyone. Like,  
whats with these incessant price promotions, incentives, and cash-back offers that are all the rage with U.S. automakers? Distress marketing  
makes consumers think theres something wrong, pure and simple. Avoid it and folks will respect you again.


Article Five: Give Up Control


Consumers now control brandsend  
of debate. Smart marketers recognize this and embrace it rather than fight the powerful truth.


A long time ago (the nineties), there was a one-way process by which marketers and those providing content delivered their product to  
consumers. Consumers sat in front of their TVs or radios and were entertained. The marketing messages were a necessary evil, to fund what they  
enjoyed.


Then when the faceless TiVo machine and its offspring came along, viewers had a way to opt out of commercials altogether. At the  
same time the rise of alternative forms of content and ways of getting it let consumers become participants rather than recipients, forcing more of a two-way conversation with the marketers and media moguls.
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The once unspoken contract between providers and consumers has expired, and a new version has been written by the latter. No more  
cheap entertainment in exchange for their attention to what we sell! Thus any marketer needs to make its message as enjoyable as the content it funds and  
consumers will choose rather than just endure itor click off.


Article Six: Expose Yourself


A relationship of trust between brand and  
consumer, like that between two people, is built upon honesty.


How strange that honesty has become such a rare commodity in relationships between commerce and consumers! We live in a  
bargain-hunting culture that has encouraged marketers to become hucksters and talk incessantly about the deal: how much money can be saved from a  
product or service that is the most unbelievablethingever.*  
Unbelievable because, well, its not really true. Its hype! Truth has become a powerful filter, and brands that dont pass muster are  
quickly disregarded for ones that pass it.


Prior to the mass immediate sharing of what-we-know that the Internet gave us, this was hardly a big deal; if the lowly buyer felt the  
product didnt live up to its hype, he or she might complain to the seller or maker. Today, via instant feedback on sites like Shopping.com and  
Buy.com, plus consumer opinions basically everywhere via blogs et al., you can instantly outweigh the impact of any carefully crafted marketing  
campaign by just shouting about how It stinks (e.g., PunkStinks.com).


The success of eBay is due to trust created between buyers and sellers through those damning or glorifying user-feedback ratings. Why  
would you pay money to perfect
























































	Get a vibrating phone. Leave the noise pollution to construction sites and traffic jams.


	Get a silent keyboard for the PDA.

	During dinner, just sit there. Put down the device and pay attention to the person youre with. Maybe we can get to know  
each other better. Weve become a society addicted to escape; it has to stop.

	Do yourself a favor and dont prove yourself a bad speller. Especially with the spelling bee craze taking over pop culture.  
Spell-check e-mails. Take some time and let the person on the other end know you have a brain, even if its working a mile a minute.


	When you call someone on a VoIP (Internet) phone, remember these phones are not ready for prime time. You cant have an  
overlapping casual conversation on a VoIP phone, so if you are calling to, say, break up with someone, use a landline. You know it from Seinfeld, we get our examples from RL (real life).


	If BlackBerrying while walking and you bump into someone, apologize. Say, Im sorry, and explain you are  
truly self-important and promise to work on it.



	If youre asked a question, put everything down! Give undivided attention. It is an amazing way of showing someone you  
care about them. Respond after giving it some thought and in a complete, coherent sentence. Youll see quick appreciation for this, and you will  
have more success at getting your point across. You do have a point, right?


	Stop using language you read in Fast Company. Buzzwords and catchphrases say, Im not  
sure what Im talking about, but here are some cool words to make you feel like the idiot here.


	When an e-mail comes in that you want to respond to, either high-flag it or send back an answer. Now. Do whatever it takes to  
remember to write someone back, or risk burning a bridge. People hate being snubbed as much with electronic communication as in the in-person  
world.


	When you discover someone is not listening to you, bust them. Shake your head. The more we tolerate  
poor communicative behavior, the more people will continue.


	Skipping town is no excuse to stop checking e-mail. If you still havent gotten a proper WAP-enabled mobile device, we will  
wait while you go to a local coffee shop. Or pick up a laptop. You can get those little suckers for around four hundred bucks.


	Dont answer your mobile, Hi, Mark, because you know who it is. Considering everyone has caller ID it is  
no longer a novelty act. It is not only jarring and obnoxious, but also a terrible attempt at trying to get hand, as Costanza said.


	Stop making it all about you. (Its all about us.) The one youre communicating with is smarter than you think. When  
you write someone and they see Ah, he wants something from me, they move on. Try meaning it when you ask someone, How  
are you? When people reply, remember to listen. See number 11.


	When e-mailing a friend or colleague, choose one topic and end it. People have trouble responding to more than one thought.


	Everyone should do a conference call standing up! Plus, IM-ing is tremendously helpful for reminding folks they are due at a  
conference call or to tell someone his fly is open. But otherwise its something that gives us, ah, you know, continual partialWhat was I  
going on about? OhCPA. Continual partial attention.


	Why send people things you want them to read? Chain letters and viral e-mails are irksome  
time-wasters. If you think a heartbreaking tale of a Nigerian village boy who needs a thousand dollars to reach our homeland to see his family again is  
true



	Dont make it tough to reach you. Create a free e-mail account (We vote for Gmail. Not AOL. It  
doesnt exactly scream We mean business!) and make it public. If youre really so important and busy, you should be  
thankful that anyone wants to know you.


	If you really want to upset someone, then dont respond after they say something nasty.


	If you want to reach someone, and you get nothing after lobbing an e-mail, it doesnt mean youre snubbed. If you really want to reach someone, pick up the phone and youll get I didnt see your  
mail. E-mailing is not the final word.


	Use the mute key. No one wants to hear you snort or chortle.



	Now review these. Well wait.






























































































































	One of the major prizewinning flicks at the 2004 Sundance Film Festival cost about $7,000 to make.


	Crafty consumers are using home computers to create ads that rival those created by big agencies and posting them on sites like  
YouTube and Metacafe.


	There are tens of millions of blogs on the Internet, and the number is growing exponentially.


	Companies use the feedback from blogs to aid product developmentand doesnt that mean that we consumers are  
powerful?


	Buyers can make money by selling ads in blogs and other places online in which companies can reach small, pertinent groups of  
like-minded consumers.


	Podcasting too, where anybody can create audio content on and for MP3 players when they want to (make it or listen to it or watch  
it), is changing the role of traditional media as the gatekeepers to consumers.


	Warm man Al Gores barely watched Current TV lets viewers make programming and create ads that run during it.


	Social network sites such as Xanga, MySpace, Bebo, Grouper, and FaceBook are attracting huge numbers of young users. MySpace is  
of course one of the most popular sites on the Web, wholly gotten to this point in history through fabulous, time-released PR.
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