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Byit, I mean your brand website. Can we simply expect to create one website, one 
property and believe that people will just show up.

2



IŘƻƴΩǘ ǘƘƛƴƪ ǎƻΦ
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²ƘȅΚ LǘΩǎ ǎƛƳǇƭŜ ŎƻƳǇŜǘƛǘƛƻƴΦ
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¸ƻǳǊ άǎǘǳŦŦΣέ ǇƘŀǊƳŀ ōǊŀƴŘ ǎƛǘŜǎΣ ƛǎ ōŀǎƛŎΦ Lǘ ƎŜǘǎ ǘƘŜ ƧƻōŘƻƴŜΦ LǘΩǎ ƴƻǘ ŜȄǘŜƴŘŜŘ ƻŦŦ 
ǘƘŜ ǎƛǘŜ ǘƻ ƻǘƘŜǊ ǇƭŀŎŜǎ ƻƴƭƛƴŜΦ LǘΩǎ ŀƭǎƻ ƴƻǘ ǘŜǊǊƛōƭȅ ŜƴƎŀƎƛƴƎ Ƴŀƴȅ ǘƛƳŜǎΦ {ƻΣ ƛǎ ȅƻǳǊ 
competition the other drug in your category? Is it other pharma products or 
healthcare sites?
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No. This isȅƻǳǊ ŎƻƳǇŜǘƛǘƛƻƴΦ 9ǾŜǊȅǘƘƛƴƎ ŜƭǎŜ ǘƘŀǘ ǇŜƻǇƭŜ Ŏŀƴ Řƻ ƻƴƭƛƴŜΦ ¸ƻǳΩǊŜ 
competing for attention, so you have to ensure that your executions are up to this 
standard.
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So,make sure you figure out the answer to this question.
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IŜǊŜΩǎ ǿƘȅ ȅƻǳΩǊŜ ŎƻƳǇŜǘƛƴƎǿƛǘƘ ŜǾŜǊȅƻƴŜΦ ά¢ƘŜ {ŜƭŦƛǎƘ /ƻƴǎǳƳŜǊέΦ !ǊƳŜŘ ǿƛǘƘ 
many ways to find, interact, and screen content, digital technology has made it much 
more difficult to reach our customers in many ways. You have to keep this in mind as 
you are creating digital properties. How will the selfish consumer react. The selfish 
ŎƻƴǎǳƳŜǊǎ ǎŀȅǎΥ άGimmieΗέ



So you have 2 options. Push.²ƘƛŎƘ ŜǾŜƴ ƻƴ ŀ ǎǳƴƴȅ Řŀȅ ǿƘŜǊŜ ȅƻǳΩǊŜ ƻǳǘ ŦƻǊ ŀ ǊƛŘŜ 
ƛƴ ȅƻǳǊ ǿŀƎƻƴΣ ŘƻŜǎƴΩǘ ƭƻƻƪ ŀǇǇŜŀƭƛƴƎΦ hǊΦΦΦ
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You can have people literally beating down your door.
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Howdo you close the gap?
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{ǘŀǊǘ ǿƛǘƘ ǘƘƛǎ ǘƘƻǳƎƘΦ .Ŝ ǊŜƭŜǾŀƴǘ ŀƴŘ ƴƻǘ ƛƴǘŜǊǊǳǇǘƛǾŜΦ ²ŜΩƭƭ Ǉǳǘ ŀƴ ŀŘ ƻƴ ŀƴȅǘƘƛƴƎ 
thesedays, but are people really thinking about car insurance when they are getting 
on the subway? Think about that for a minute.
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Extending yourbrand beyond one site is really actually simple. You need to follow 
these four steps.
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Knowingyour customer means that your marketing matches what your customers 
know, like and understand. It prevents us from putting Fixodent (for dentures) ads at 
the X-games. [Note: this is Photoshoppedand for illustration only].
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Your customers might be one or the other of these verydifferent segments. So, when 
it comes to digital, do you know what they do?
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Teenslike all of these things, and older women like these things. Great. So that tell 
you where to start.
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.ǳǘ ƛǘΩǎ Ŝǉǳŀƭƭȅ ƛƳǇƻǊǘŀƴǘ ǘƻ ƪƴƻǿ ǿƘŀǘ ǘƻ ŀǾƻƛŘ ŀǎ ǿŜƭƭΦ ¢ŜŜƴǎŘƻƴΩǘ ǳǎŜ ¢ǿƛǘǘŜǊ 
ŘŜǎǇƛǘŜ ǘƘŜ ŦŀŎǘ ǘƘŀǘ ǘƘŜȅ ƎŜǘ ƛǘ ŦǊƻƳ ŀ ǘŜŎƘƴƛŎŀƭ ǎǘŀƴŘǇƻƛƴǘΦ LǘΩǎ Ƨǳǎǘ ŦƻǊ άƻƭŘ ǇŜƻǇƭŜέ 
ǘƻ ǘƘŜƳΦ !ƴŘ ƻƭŘŜǊ ǿƻƳŜƴ ŀǊŜƴΩǘ ōƛƎ ōƭƻƎ ǊŜŀŘŜǊǎΦ ¸ƻǳ ƴŜŜŘ ǘƻ ƪƴƻǿ ōƻǘƘ ǿƘŀǘ ȅƻǳǊ 
ŎǳǎǘƻƳŜǊǎ Řƻ ŀƴŘ ǿƘŀǘ ǘƘŜȅ 5hbΩ¢ ŘƻΦ
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By sources, here, I mean sourcesof expert medical opinion...
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Is it WebMD, Wikipedia,or the millions of people in discussion groups who give out 
advice like they are doctors?
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Or is it Google? Yes, Googlegives medical advice all the time...
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Look at it like this. Google is like Walgreens.
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Specifically,ƛǘΩǎ ƭƛƪŜ ŀ ǇƘŀǊƳŀŎƛǎǘΦ ¸ƻǳ ŀǎƪ ƘƛƳ ǿƘŀǘ ȅƻǳ ǎƘƻǳƭŘ ǘŀƪŜ ŦƻǊ ƛƴŘƛƎŜǎǘƛƻƴ 
and he tells you to take product X, but also you can consider a few other products as 
ǿŜƭƭ ŀƴŘ ǘƘŜƴ ƘŜ ǘŜƭƭǎ ȅƻǳ ǿƘŜǊŜ ƛƴ ǘƘŜ ǎǘƻǊŜ ǘƻ ŦƛƴŘ ǘƘŜƳΦ LǎƴΩǘ ǘƘŀǘ ǿƘŀǘ DƻƻƎƭŜ 
does too?



Uncovering their sourcesalso means that you understand how your customers 
interact with their sources. What language do they use? Healthcare marketers talk 
(and write on their websites) like the top one. Heartburn treatments. Whereas 
patients talk, and search, for the bottom one. Heartburn remedies. They search about 
6-8 times more for heartburn remedies versus treatments. So what?
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Yournumber 1 result for heartburn treatment is from about.com. The American 
/ƻƭƭŜƎŜ ƻŦ DŀǎǘǊƻŜƴǘŜǊƻƭƻƎȅ ƛǘ ƛǎƴΩǘ ōǳǘ ƛǘ Ƙŀǎ ǎƻƳŜ ŎǊŜŘƛōƛƭƛǘȅΦ CƻǊ ƘŜŀǊǘōǳǊƴ 
ǊŜƳŜŘƛŜǎΣ ȅƻǳ ƎŜǘ ǎƻƳŜƻƴŜΩǎ ƘƻƳŜƳŀŘŜ ǎƛǘŜ ǿƛǘƘ ƘƻƳŜƳŀŘŜ ŀƴŘ ǳƴǘŜǎǘŜŘ 
άǊŜƳŜŘƛŜǎΦέ ²Ŝ ƴŜŜŘ ǘƻ ǳƴŘŜǊǎǘŀƴŘ Ƙƻǿ ƻǳǊ ŎǳǎǘƻƳŜǊǎ ƛƴǘŜǊŀŎǘ ǿƛǘƘ ǘƘŜƛǊ ǎƻǳǊŎŜǎΦ
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This is probablythe simplest of all of the four
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If the most complexdigital activity your customers do is buy stuff on ebay, then a QR 
ŎƻŘŜ ōŀǎŜŘ ŎŀƳǇŀƛƎƴ ǇǊƻōŀōƭȅ ƛǎƴΩǘ ƎƻƛƴƎ ǘƻ ƳŀƪŜ ǎŜƴǎŜ ǘƻ ǘƘŜƳΦ
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On the other hand, if you know your customers text alot. Consider a teenage 
ŀǳŘƛŜƴŎŜΣ ǘƘŜƴ ȅƻǳ ǇǊƻōŀōƭȅ ǎƘƻǳƭŘƴΩǘ Řƻ ŀƴ ŜƳŀƛƭ ŎŀƳǇŀƛƎƴΦ ¸ŜǎΣ ǘƘŜȅ ǳƴŘŜǊǎǘŀƴŘ 
ŜƳŀƛƭΣ ōǳǘ ǘƘŜȅ ǘƘƛƴƪ ƛǘΩǎ ōƻǊƛƴƎΦ {ƻ ƘŜǊŜΣ ȅƻǳ ǳƴŘŜǊǎƘƻƻǘ ǘƘŜƛǊ ǘŜŎƘƴƛŎŀƭ ǎŀǾǾȅΦ
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Getting this right is hard, so stay tuned for later in the year when I release a book on 
howȅƻǳ Ŏŀƴ ƳŀǘŎƘ ǘƘŜ ά5ƛƎƛǘŀƭ Savvinessέ ƻŦ ȅƻǳǊ ŎǳǎǘƻƳŜǊǎ ǿƛǘƘ ȅƻǳǊ ǇǊƻƎǊŀƳǎΦ LǘΩƭƭ 
be free, so come back to the blog often for updates [http://www.doseofdigital.com]
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This is really two different things, but I think they go together.
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ManyǇŜƻǇƭŜ ŘƻƴΩǘ ƛƴǘŜǊŀŎǘ ǿƛǘƘ ŘƛƎƛǘŀƭ ǘƘƛǎ ǿŀȅ ŀƴȅƳƻǊŜΦΦΦŀǘ ƘƻƳŜΦ 

30



¢ƘŜȅΩǊŜ ƎƻƛƴƎ ƳƻōƛƭŜΣǎƻ ƛǘΩǎ ƛƳǇƻǊǘŀƴǘ ǘƘŀǘ ǿŜ ƳŀƪŜ ƻǳǊ ŎƻƴǘŜƴǘ ŀǾŀƛƭŀōƭŜ ŦƻǊ ǘƘŜƳ 
wherever they go.
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Makingthings shareable is simple now. You just add a little code that puts Share This 
on your site and instantly people can share with everyone across all their social 
networks.
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LŦ ȅƻǳ ŘƻƴΩǘ ƳŀƪŜ ȅƻǳǊ ǎƛǘŜ ǎƘŀǊŜŀōƭŜΣ ǇŜƻǇƭŜare going to share it anyway...
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The Facebooktoolbar is a good example...butƘŜǊŜΣ ȅƻǳ ŘƻƴΩǘ ƪƴƻǿ ǿƘƻΩǎ ǎƘŀǊƛƴƎ 
ǿƘŀǘ ǿƛǘƘ ǿƘƻƳΦ LŦ ȅƻǳ ƘŀŘ ǎƘŀǊƛƴƎ ǘƻƻƭǎ ƻƴ ȅƻǳǊ ǎƛǘŜΣ ȅƻǳΩŘ ōŜ ŀōƭŜ ǘƻ ǘǊŀŎƪ ŀƭƭ ƻŦ 
ǘƘƛǎΦ {ƻΣ ōƻǘǘƻƳ ƭƛƴŜΣ ǇŜƻǇƭŜ ŀǊŜ ƎƻƛƴƎ ǘƻ ƳŀƪŜ ȅƻǳǊ ǎƛǘŜ άǎƻŎƛŀƭέ ǿƘŜǘƘŜǊ ȅƻǳ ƭƛƪŜ ƛǘ 
ƻǊ ƴƻǘΣ ŀƴŘ ƛǘ ōŜŎƻƳŜǎ ŀ ǉǳŜǎǘƛƻƴ ƻŦ Ƙƻǿ ȅƻǳ άŀƭƭƻǿέ ǘƘƛǎΦ
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