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After-Event Slides & Resources

Ã The slides and resource links are available 
electronically after the event:

www.danavan.net/renoama



AMA TechnoMarketingTraining Series
www.marketingpower.com/tstechnomarketing

Derived from the AMAõs 

TechnoMarketingTraining Series.  

Coming up in :

ÅWashington D.C. ðSept18-19

ÅChicago ðOct 6-7

ÅNewport Beach ðOct 20-21

TechnoMarketingis much more than using a few of the 

newest technology tools to improve your marketing. Real 

marketers need tools with techniques, strategy with execution 

and tactics with measurements to ensure accountability. This 

intensive, interactive two-day seminar will give attendees 

ample opportunity to apply the specifics of the technologies 

and trends covered to the realities of their business.



¢ƘŜ ¢ƻǇƛŎǎ ²ŜΩƭƭ 9ȄǇƭƻǊŜΥ

1 | Expectations & The Case for Change

2 | What are Web 2.0 and Sales 2.0?  How do they change sales & 
marketing?

о μ Lǘ ŀƭƭ ǎǘŀǊǘǎ ŀǘ ǘƘŜ ǿŜōǎƛǘŜΧ

4 | Listening to the Social Web for Marketing Benefit

5 | Forming Online Community

6 | Blogging, Podcasting & RSS

7 | Emerging Technology Tools

8 | Online Lead Sourcing

9 | Putting the Plan Together



EXPECTATIONS!?

Ã What questions brought you 
here?

Ã What do you need to bring 
back?

Ã What are you doing with social 
media & marketing technology 
today?

Ã What do you expect to be able 
to DO after tomorrow?

Ã How should success LOOK, FEEL 
and SOUND?



The traditional marketing model is being challenged, and 

(CMOs) can foresee a day when it will no longer work.

McKinsey Quarterly, 2005, Number 2



ADVERTISING CLUTTER

MEDIA FRAGMENTATION

CONSUMERS TUNED OUT

DOESNõT SCALE

LESS EFFECTIVE

MORE EXPENSIVE

LESS TRUSTED

LOWER ROI

Traditional Marketing & Advertising



8

Crisis In Mass Marketing
Ã 18%: Proportion of TV advertising campaigns generating positive ROI

Ã 54 cents: Average return in sales for every $1 spent on advertising

Ã 256%: The increase in TV advertising costs (CPM) in the past decade

Ã 84%: Proportion of B2B marketing campaigns resulting in falling sales

Ã 100%: The increase needed in advertising spend to add 1-2% in sales

Ã 14%: Proportion of people who trust advertising information

Ã 90%: Proportion of people who can skip TV ads who do skip TV ads

Ã 80%: Market share of video recorders with ad skipping technology in 2008

Ã 95%: The failure rate for new product introductions

Ã 117: The number of prime time TV spots in 2002 needed to reach 80% of 
adult population ðup from just 3 in 1965

Ã 3000: Number of advertising messages people are exposed to per day

Ã 56%: Proportion of people who avoid buying products from companies who 
they think advertise too much

Ã 65%: Proportion of people who believe that they are constantly 
bombarded with too much advertising

Ã 69%: Proportion of people interested in technology or devices that enable 
them to skip or block advertising
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