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ÅThe marketing playing field has changed

ÅInteractive marketing defined
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ÅLead generation
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The Marketing Playing Field Has 

Changed

ÅWhat got us to this point?
ïIn the 1060ôs: 

ÅAverage household had 6 TV stations

Å8,400 magazines in mass distribution

Å4,400 radio stations 

ï Today

ÅAverage household has 104 TV stations

Å17,000 magazines in mass distribution

Å14,000 radio stations

ÅGoogle has logged over 8 billion web pages



The Marketing Playing Field 

Has Changed
ÅConsumers are in control

ïAccording to Forrester Research, 

consumers trust advertising media they 

can control

ÅNo channels are exempt



The Marketing Playing Field 

Has Changed
ÅHow consumers use the internet



The Marketing Playing Field 

Has Changed
ÅConferencing centers have to engage 

prospects online

ïCapture the initial lead in a way that gives 

you what you need to cultivate

ïCultivate in a way that is efficient and 

effective



A New Approach is Necessary

ÅInteractive marketing provides the 

foundation for a relationship

ïAddress the customer

ïRemember what the customer told you

ïCommunicate again in a way that 

demonstrates that you remember what 

they told you*
*Adapted from John Deighton, Harvard University



A New Approach is Necessary

ÅAn interactive marketing strategy can help 

you meet your goals

ÅStart with foundational interactive 

marketing channels

ïSearch engine marketing

ïEmail



A New Approach is Necessary

ÅConnect interactive marketing to business 

goals

ïStart with the online behavior of your 

targeted audience

ïMatch strategies to identified objectives

ObjectiveðStrategyðChannel 
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Foundational Interactive 

Marketing Channels

ÅSearch Engine Marketing

ÅEmail Marketing

ÅWeb Presence
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Possible Scenario

ÅObjective: Grow event revenue by 5%

ÅStrategy: Generate well-qualified leads 

and do a better job of cultivating them to 

closed business

ÅTechnology: SEM for lead generation; 

email marketing for lead cultivation
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Search Engine Marketing

ÅNatural search

ÅPaid search
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Search Engine Marketing

ÅNatural Search

ïNatural (organic) results when you 

conduct a query on a search engine.
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How do Search Engines Work?

ÅSpiders or bots crawl the web

ÅCatalog content

ÅDeliver it back (ranked by perceived 

relevance) when a query is run by a user
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Five Fundamentals to Impact 

Placement

1. Overall site content

2. Tags- title and meta

3. Headings and paragraph titles

4. Anchor links in text

5. Alt tags associated with images
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