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B2B marketers face special challenges when it comes to understanding a specific target audience. Unlike our B2C
counterparts, who typically approach a project armed with reams of statistics about customer demographics and
buying patterns, B2B marketers must frequently make do with much more limited information. Sometimes all we
know about our prospects is a job title, company name, company size, and perhaps budget.

In order to create effective marketing materials, however, you need to know so much more, including (but not
limited to):

4 What are your customers’ pain points with regard to their jobs?

4 What industry challenges are they facing?

4 What are the typical challenges they face every day and does a solution even exist that can solve

their problems?

What is their day like? Are they on the phone all day? How much time do they spend in meetings?

To whom do they report? Are they in management or do they have a supervisory role? Are they a decision
maker or an “influencer”?

How do people use your company’s products or your competitors’ products? Is current technology difficult to use?
What technology or products/services do people need in order to do their jobs more simply?

What kind of working environment do they have? Do they work at the factory or manufacturing plant or
corporate headquarters? Do they work in a lab using specialized equipment? Is their environment clean or dirty?

To bind the auswers to. these questions, you weed to. do some neseanch,

+ + ++

Like P&G, Toyota Motor Corporation firmly believes in visiting “the field” to find answers to challenges. Before
developing their popular Tundra truck line, Toyota’s engineers “immersed themselves in the South, the heart of
America’s truck country, hanging out at NASCAR events, staying overnight at ranches, and tagging along with
families traveling in RVs. They found that in Texas and other states where big trucks are popular, women drive a
significant number of pickups, as do many older consumers not willing to give up the power or the payload.
Toyota uncovered many of the little aspects of the product that would make a difference to these consumers,”
according to author David Magee, in his book, How Toyota Became #1.

“But | can’t visit customers in the field,” you're thinking. “One, | don’t have the budget, and two, who has the time?”

Yes, everyone is busy — which is why almost anyone can implement one or more of the following e-a-s-y strategies
using resources you already have.
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Eight Strategies for Getting to Kuow Your Prospects

‘ Use your trade association memberships — According to MarketingSherpa’s 2008 B-to-B Lead

Generation Handbook, there are over 3,000 trade associations in the U.S., with job function specialists
belonging “to their industry association first and foremost, rather than a job function-centered professional
association.” You can use your membership in a trade association to cull potential prospect names from the
membership directory or rent the mailing list (some associations give the list to members for free), find
niche interest groups, and learn when the events and local meetings are held. You can also pitch yourself
or another expert in the company for possible speaking gigs or articles for the newsletter or Website.

‘ Attend trade association meetings — You'll pick up a great deal of information — including what your
prospects are saying about your company and your competitors, what’s going in the industry, and the
issues people are facing — by attending trade association meetings. When you attend these meetings, go
alone with a plan of action. MarketingSherpa gives great tips for working an event, including arming
yourself with three questions you plan on asking attendees (bring a notebook to record your answers),
seating yourself at the “right” table where you can further interview attendees, and learning how to use
session Q&As to yield a goldmine of information about your prospects’ pain points.

‘ Become good friends with editors/sales reps of trade publications — Trade publications are a great
way to get information about the very people to whom you are marketing. Many publications conduct
readership surveys, including how their subscribers find information and what job challenges they face.

And, don’t be afraid to call your advertising sales rep or editor and ask him or her for marketing tips and
strategies. As one editor | interviewed said, “Wow, no one has ever asked me these questions before.”

‘ Scour the Internet for relevant information — You can find a wealth of information about your prospects’
industry and their pain points simply by researching the Internet. Want to learn more about a particular

job? Visit the U.S. Department of Labor Website which includes detailed information about every kind of
job imaginable. Don’t understand insider jargon? Type “define: [word]” into Google for Websites that
include glossaries. Look for industry white papers, surveys, and reports — many of them don’t cost
anything. Register for one or more white paper syndication sites, such as KnowledgeStorm or
FindWhitePapers.com, and download white papers relating to your prospects’ industry. (When the
inevitable sales person calls, tell him or her you were simply conducting research and aren’t a prospect.)
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‘ Monitor blogs and discussion forums — Want to know what your customers are saying about your
company and its products? Make it a point to visit industry forums and blogs. In 2005, Dell Computer was
the topic of a scathing blog post, “Dell Hell,” by blogger Jeff Jarvis. Ever since then, according to a
Boston Globe article, the company has “worked aggressively to improve customer service, including
listening online. The company’s 40-member ‘communities and conversation team’ includes employees that
do outreach on Twitter and communicate with bloggers.” (“Hurry Up, The Customer Has a Complaint,”
Boston Globe, July 7, 2008). Places where business people congregate online — both on and off the clock
— include:

4 Facebook — One of the fastest growing social networking sites, Facebook is being used by
companies to encourage communication between employees and customers. Paul Levy, the CEO of
Boston’s Beth Israel Deaconess Hospital, has a Facebook page where hospital employees are free
to contact him.

4 LinkedIn — This social networking site, which is growing by the thousands every month, is strictly
business. Profiles read like resumes and include the groups people belong to as well as
recommendations from friends, co-workers, suppliers, and clients. The beauty of LinkedIn is that
you can follow who is linking to whom within a network. The site also features a section where
people can post questions and give answers about dozens of business topics — it's a great place
to learn what your prospects are thinking and asking about.

4 YouTube — Over 83% of respondents to a June 2008 survey by DH Communications revealed
that they spend time viewing YouTube videos while “off the clock.” YouTube is a great place to
gather data about the types of videos being produced by your competitors — and how prospects
viewed them (viewers can post comments and rate each video).

4 Blogs and online forums — You can find dozens of blogs, forums, and discussion boards — places
where people (your prospects and customers) congregate to discuss news, ask technical questions,
and post rants about poor customer service and/or product design — simply by doing a Google
search. To save some time, and to automate this process, set up Google Alerts for your company,
products, and industry keywords or buzzwords.

4 Twitter — A relatively new social media tool, Twitter allows participants to communicate via “micro

blog posts” or Tweets. You can follow various people on Twitter either from your desk top or cell

phone. ‘
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‘ Go on sales calls with your sales reps — If Mr. Lafley, the CEO of a $6.5 billion dollar corporation, can
visit women in their homes, you can visit prospects in their work places.

Business-to-business sales lead expert Mac Mclntosh advises marketers to go on one or two sales calls a
month or to call distributors and customers for feedback. Meeting prospects face-to-face at their work
place is invaluable: You'll hear their objections and why they may be considering your competitors’
product. You'll also learn who else is influencing the purchase — allowing you to craft specific messages to
each influencer (ie: IT, C-level, actual end user, etc).

A sales guy | know learned why his prospects weren't interested in his product — an ultrasound machine for
mice — when he visited his prospects. Researchers and lab techs had jury-rigged a competitors’ product
that was similar to the ultrasound and found it worked just as well. They would show this jury-rigged
system to the sale guy and say, “We don’t need your product.” Said the sales guy, “Hell, all they needed
were two pieces of wire to make it work. My company’s marketing department had to take a step back
and figure out how to overcome this huge sales objection.”

‘ Ask customer service for their feedback — Make it a point to contact your company’s customer service

department to learn what customers are calling about. Nestlé, the food company, routinely uses customer
feedback to improve sales. Customers complained about product labeling; Nestlé changed the labels and
saw sales skyrocket. (Wall Street Journal, September 3, 2004: “Toll-Free Tips: Nestle Hotlines Yield Big
Ideas”)

‘ Look at feedback from your Website — Ask the IT department (or whichever department is responsible)

for the "feedback" logs from your corporate Website. What are people writing when they hit that
"contact us" form button? If your site has a “search box,” ask for this information, too. One company |
worked with had never looked at their search information; they were quite surprised to learn that a
significant number of Website visitors were requesting product samples.

Once you have your research data in hand, develop a strategy to use it to meet your marketing /sales
objectives. Don't hesitate to show to show the results of all your research to your team, marketing
manager, corporate group, etc. Most people are swayed by real data — especially if it comes directly
from customers' mouths.

Five B2B MarCom Strategies to Increase Sales Now | © DH Communications, Inc., July 2008

www.dhcommunications.com | 603-382-8093 | email: info@dhcommunications.com




R

Stategy #2: Deteunine Your Campaign Objectives
Bejore You Stant Whiting

A prospect called me one day out of the blue: “We want to start a newsletter,” the MarCom Manager of the
mid-sized manufacturing company said. “How much will that cost?”

Upon further discussion, | learned that the company, which custom manufactures widgets, didn’t really have any
idea about how to develop a newsletter. They had an in-house customer list and figured they could send emails
via Outlook touting their products and services.

When | asked questions such as, “What do you want this newsletter to do for you2” and “Who exactly is this
newsletter going to and why?2” and “Who is in charge of developing content?” her replies were, “I don’t know. |
| hadn’t thought about it.”

Unfortunately, | get calls like this on a regular basis. It’s this lack of planning that ensures
marketing campaigns fail.

Before you begin any marketing communications (marcom) project, you must determine
your campaign objectives. As | tell my clients, writing is the last part of the marcom
process, not the first. To ensure campaign success, it pays to answer the following
questions:

4 What sales and/or marketing problem are you trying to address? For
example, do you want to generate inquiries from your Website or white paper
campaign? Are you looking for a way to keep in touch with “warm” prospects who

have responded to previous campaigns but aren’t yet ready to buy?

4 How does this campaign tie in with high-level business objectives? What
goals and objectives does your company want to achieve? Does your campaign
address these objectives?

Five B2B MarCom Strategies to Increase Sales Now | © DH Communications, Inc., July 2008
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4+ Which marketing tactics are you currently using or have you used? For example, if you're writing a direct
mail piece, has your company used direct mail in the pastz Which online tactics have you used? How will this piece
or campaign fit in with what you're currently doing?

4 What were the results of previous campaigns / projects? Did the campaign work? Why or why not2 What
problems did you encounter? Did you conduct any tests to see which offer resulted in better response rates¢ Do
you track sales per campaign or per list2 Which produced better qualified leads?

4 What is your goal or objective? Do you need to generate X amount of leads by a certain time2 Are you

looking to increase your response rates for direct mail or click-through rates for an e-newsletter?¢ Do you want to
increase Website traffic?

4 Who is your target audience? What are their pain points2 How will your product help them do business better?

You wou't hind the auswens to these questions in o book or o o Website somewhere,

The answers come from you and your team. To learn more about your company and its position in the
marketplace, study your corporate Website and your competitors’ Websites. Gather collateral from trade shows

and scan trade publications (you can learn quite a bit reading the ads). Attend your company’s sales and user
meetings. Talk to people in other departments.

Answering these questions takes some time and isn't done overnight, but once you have the information in place,
writing your collateral becomes very easy — because you’ve done all of the hard work up front.
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Stategy #3: lutegnate Owbine and Offline Tactics

iProspect put out a great survey in August 2007. Titled, "iProspect Offline Channel Influence on Online Search
Behavior Study,” the survey’s key findings showed that the top three offline drivers of online search include
television, word of mouth, and magazine and newspaper ads (44%, 41%, and 35% respectively).

In addition, 39% of online search users make a purchase after being driven to search as a result of these offline
channels. The iProspect survey authors also note that 44% of survey respondents employ a company’s name when
searching online after being exposed to a company through offline channels.

The survey authors note, however, that the "vast majority of offline advertising does very little to facilitate the
Y ’ joriry 9 Y

process of online search [which in turn leads to purchases]. In other words, they don't exactly make it easy for

potential customers to find their company's Website."

Right after reading iProspect's report, | viewed two television ads that brought home the
iProspect survey data: an ad for Pella® replacement windows and an ad for ADT®
alarm systems. The Pella ad included an offer and an easy-to- remember URL:

www.pella.com/tv. The ad for ADT® alarm systems, which followed immediately on
the heels of the Pella spot, included an offer and a URL, too: www.adt.com

| wasn'’t in the office when | viewed these ads, so once | returned, | immediately
checked out the offers. By that time, however, hours had passed, so | couldn't
remember either offer in detail, only the URLs.

The Pella URL sent searchers directly to a landing page that stated the same offer
heard in the TV commercial. The landing page also included a form prospects
could fill out to have someone from Pella call them.

The ADT URL, on the other hand, sent online searchers directly to the company’s
home page — which didn’t include a link to or info about the TV spot. Since |
couldn't remember which product had been advertised, or the offer, | simply
clicked back out. The company's home page was too overwhelming, and
| really didn't have time to click around looking for information. ‘
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The Pella TV spot worked because it featured an easy-to-remember URL and because it sent prospects to an

offer-specific landing page. Not only was this convenient for prospects, it also made it possible for Pella to track
the number of people who clicked through as a result of the ad.

The landing page also included a call to action. Due to the relatively high cost, replacing windows in a home is a
"considered" purchase — meaning people take awhile to make a decision — and it’s similar to the B2B purchasing
process. Hence, Pella’s strategy wasn’t to try and sell windows online; instead, it compelled people to take the

next step in the sales process by asking them to fill out the form or call the 800 number to schedule an in-home
consultation.

You can use this same tactic in your own B2B lead generation campaigns, especially if you're offering an
information type of offer, such as a white paper. To help searchers find your offer, consider the following tips:

4 Use an offer-specific URL — Instead of sending searchers to your home page or a page that lists all of
your company’s white papers, send them to a landing page specifically developed for one white paper
or other offer.

4 “Sell” the offer — Help people decide to download your offer by including a description of what they’ll
get when they download the content. Remember, people hate turning over their personal information, so
you have to give them a compelling reason to do so.

4 Include a thumbnail of the offer — Research has proven that including a thumbnail or “hero shot” of the
cover of your white paper, guide, etc. will increase conversion rates (the number of downloads).

4 Don't ask for too much information up front — According to research by many of the white paper
syndication networks, B2B companies ask for waaaaay too much information for simple things like white
papers. At the most, you'll want to get prospects’ names, job titles, company names, and email address.
You can ask for phone numbers but some may not give them to you due to not wanting to be called by a
sales person. And, whatever you do, don't ask if you can set up a sales meeting. As B2B sales lead
expert Mac Mcintosh says, “Never ask your prospect to marry you on the first date!”

Developing an obfline campaigun that duives oubine trabhic to o company Website
isn't nocket science.

Use easy-to-remember URLs that take searchers to offer-specific landing pages, make it easy for people to
contact you, and then measure response in order to tweak future campaigns.

ﬁ
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Strategy #4: Build Yowr Website Around What
Buyens/Prospects Waut

Because of the Internet, the relationship with a prospect begins before a salesperson sets foot in the prospect's
office — it begins when the person visits your Website.

Providing the content your prospects want delivers results, says David Meerman Scott, author of Cashing In with
Content. "A Website visitor may actually come to view the organization behind the site as a trusted resource,
rather than just a place to spend spare time or dollars."

According to a joint study by ThomasNet and Google, industrial buyers are “increasingly turning to the Internet
when conducting a search for products and services.” (“The Buyer-Seller Disconnect: Industrial Buyers are
Shopping on the Web, But Suppliers May Be Missing the Sale.”) According to the study, prospects use the
following when researching products and services:

4 85% of prospects go directly to specific company Websites

4 83% use search engines such as Google and Yahoo!
4 71% use industrial destination sites such as ThomasNet and GlobalSpec
4+ 52% visit tfrade /industrial association Websites

GlobalSpec’s 2007 Annual Engineering Trends Survey also shows engineers and
buyers rely heavily on the Internet when searching for products and services. Of
those surveyed:

4 90% use the Internet to find components and suppliers
4 93% use Google as their primary search engine
4 85% use the Internet to obtain product specifications
4 85% contacted a supplier and 49% ordered samples as a result of visiting a
Website

Five B2B MarCom Strategies to Increase Sales Now | © DH Communications, Inc., July 2008
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What does this mean for B2B companies? It means that in order to increase sales you must be found in the search
engines AND you must deliver the content buyers, prospects, and others need to make purchasing decisions.

According to ThomasNet’s joint study, buyers want specific information, yet few suppliers’ and manufacturers’ sites
provide it — as seen in the following chart (courtesy of ThomasNet):

[a?
Product pricing 30 ke
(a]

[}
Details on tech support 72%
38%

o,
Laocations in my city B7%
36%

L . G4%
Shipping information
PRing 17%

G4
Onling ordering 370, ?
o

]
CAD drawings o8%
13%

56%
Information about suppliers o
24%
oy
Product articles 54%
37%
50%
Product reviews b
29%

M Buyers expect to find on supplier websites
Supnliers oroviding on their sites

The authors of the ThomasNet study state, “Research shows that nearly every online buyer who was able to
effectively research and/or compare products online made a recommendation, sent a purchase order, or sent
an RFQ to a supplier.”
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Before rushing out to build new pages (or a new sitel), first ask your customers what they need from your Website
in order to do business with you. You can easily determine what types of information your prospects want without
having to hire expensive focus groups. A few tips include:

4 Telephone — Choose ten or twenty of your best customers, pick up the phone, and ask them to give you
constructive feedback on your site (i.e.: what works, what doesn’t, what information is missing, etc.).

4 Surveys — You can also survey your customers using free or low-cost survey tools such as Survey Monkey
and Zoomerang.

4 Sales reps and customer service people — Don’t forget to ask your front-line customer service people
and sales reps for the types of information people ask about. Customer service and sales reps have lots
of customer information sitting in their heads and will be thrilled you asked them for it.

4 Research data — You can find tons of research online regarding what buyers want from supplier
Websites. Two places to start for B2B manufacturers: ThomasNet.com and GlobalSpec. Both have
surveyed hundreds of buyers to determine what they look for on supplier sites.

4 Feedback data — If your site has a search box, an inquiry form, or an online support function, analyze
this information as well.

4 Keyword search tools — These tools tell you exactly which types of information people are searching
for. Both Google and Yahoo offer free keyword search tools or you can use Wordtracker or Keyword
Discovery — both offer free trial offers.

4 Web analytic reports — If you have an existing site, review your Web analytic reports. These
comprehensive reports will tell you the most viewed pages on your site and the keywords searchers

typed into Google or Yahoo! to find your information.

Once you have this information in hand, you can then present a valid case to your manager, boss, or C-levels for
designing or modifying your site based around your prospects’ and customers’ needs.

Five B2B MarCom Strategies to Increase Sales Now | © DH Communications, Inc., July 2008
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Strategy #5: Focus on Yowr Customer, Uot on
Yowr Comtpouy

A while ago | ran across a Website written by a consultant whose target audience included high-level executives.
In addition to not really communicating what exactly this consultant offered — except for the vague sounding

“management consulting” — the Home page copy was full of “I, I, 1,” as in “I do this, | do that, | was educated here,
I've worked for these companies,” blah, blah, blah.

Here’s the plain truth: no one cares about you or your company. In their book, The Elements of Copywriting, Gary
Blake and Bob Bly advise:

Do'’t talk about yowwelh. Dosw't tell the neadews what you did, what you
achicved, what you like on dow't like, That's wot impontaut to thew. What's
imporntant to thew is what they like, what they weed, what they waut. Wake
swie yowr copy discusses facts that are nelevaut to the neaden’s selp-intenest.

It's tempting to focus on your company’s achievements, its processes, and its “mission.”
When you're close to your company's product or service, it's natural to think that what
you find important — namely information about your company — will also be

important to your customers. As a result, many product brochures sound like this one:

“Fownded i 1950, Widget Compauny has been producing high quality
products for industrial aud electrouic applications for halh o contuny.
Our experienced work force is dedicated te producing products, whick
exceed customen expectabions. lu addition, we obber wunatched

. customen sewice aud techuical assistance.”
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Wihat's the typical nespouse to this type ob vague and boring copy? Yawu.

Besides, all companies say they produce high quality products, employ an experienced workforce, and exceed
their customers’ expectations. And who doesn’t offer unmatched customer service? What's the solution to this
problem? Differentiate your company by describing the benefits of doing business with you.

One company | worked with wanted to incorporate new messaging into its collateral and wanted everything, from
the catalog to the Website, to feature the phrase, “new state-of-the-art equipment.”

After listening to the marketing communications manager talk for a few minutes, | finally asked, “Why is it
important for your customers to know that you have state-of-the-art equipment?” “Oh!” she said, “our parent
company purchased all-new equipment for our plant. We have a completely new manufacturing plant and we
want people to know. Do you want to see it2”

| love factory tours and while admiring their new equipment and listening to the client talk about the changes the
company had made, | asked again, “Why is this important? Why did your parent company completely redo your
manufacturing plant2”

The marketing manager replied, “Well, now we can make our products onsite. Before, we had to outsource
everything. This has improved quality considerably because now we’re in control of our manufacturing processes.
We've also been able to shorten shipping times and lower prices.”

Ah ha! Instead of focusing the company’s equipment, we ended up developing a new tag line, “New Energy, New
Drive, New Focus,” and in all marketing materials stated how the company had lowered prices, decreased ship
times, and improved quality. Sales went through the roof that year.

In short, what your customers really want to know is, “How will your product or service benefit me and why
should | use it?”” (In other words, “What's in it for me?”) To develop copy that tells them what they want to know,
use the following strategies:

Five B2B MarCom Strategies to Increase Sales Now | © DH Communications, Inc., July 2008
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4 Focus on the benefits of your product — Instead of talking about your company’s goals or achievements, keep
in mind the problems your customers routinely encounter and be specific about how your product or services can
help solve or eliminate them. Move company information to the back page of brochures and other materials, and
off the home page of your Website.

4 Give prospects quantifiable details about products and services — Will your product or service reduce
overhead? Eliminate downtime? Save money? State this type of information using percentages, numbers, dollar
amounts or research statistics.

4 Watch for features masquerading as benefits — Don’t assume that readers will intuitively understand the
benefits of your product. A sentence that reads, “Acme Software features a unique built-in server for remote
control operation,” is vague. “Unique, built-in server” is a feature and “remote control operation” isn’t really a
benefit. You can hear your prospect saying, “So what2”

Instead, clearly state the real benefits. Changing the sentence to read, “You'll spend 33% less at time at the
computer with Acme Software’s new remote control capability,” will have your prospect saying, “Tell me more!”
because the sentence gives a quantifiable benefit.

Sometimes it’s necessary to first conduct some research in order to reveal a product’s benefits. When beginning a
project for a client, | usually get product information that includes features and benefits statements. "Our widget is
10x faster." Or, "Our software is easy to use." These are good, but they don't communicate the real value
customers get when they use the product. To find out what that value is, you have ask questions. Some of my
favorites are:

Will the product or service reduce overhead, eliminate downtime, or increase system uptime?

Does it save space? Is it mobile — meaning users can easily move it from one work area to another?
Does it hold up well in a dirty, dusty environment? Why?

Is it smaller, faster, or cheaper than what’s currently available?

Does it provide highly accurate results — in comparison to what?

Is it easier to use? Does it allow users to work more productively? Why?

Is it new? Does nothing else like it exist?

SRR e e

Can you quantify these benefits with percentages or numbers?
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4+ Why do you make this product? Is it a “me too” product (meaning, it was developed in response to
something your competitor developed) or is it a completely new and innovative solution that will change
how people work?

4 What need or problem does it solve?

4 Who will be using it and how is it used?

4 Where does it fit into the manufacturing environment2 Does it fit into another instrument?

4 What makes it unique or different from other products like it2

4 How is it manufactured?

Writing benefits-oriented copy that answers the question, "What's in it for me2" is a proven strategy for increasing
sales response. Connect with your audience by understanding their pain points, tell your story with a fresh
perspective, and eliminate vague and boring copy.

You'll add power and punch to your
/ copy will adduess yowr customens' neal
Vv, weeds . . . and i the process, will kel
Y| O you increase leads aud/on sales.
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Links to Websites, Swweys, and Books Listed in This Book

ADT — www.adt.com

Boston Globe — www.bostonglobe.com

Cashing In With Content -- www.davidmeermanscott.com/book_ciwc.htm
David Meerman Scott — www.webinknow.com

Dell Computers — www.dell.com

DH Communications Survey, “How Workers Access YouTube” — www.dhcommunications.com /youtubesurvey.pdf
Facebook — www.facebook.com

FindWhitePapers — www.findwhitepapers.com

GlobalSpec — www.globalspec.com

GlobalSpec 2007 Engineering Trends Survey — www.globalspec.com/advertising /trends-research2frmtrk=left
Google Alerts — www.google.com/alerts

Google — www.google.com

How Toyota Became #1 — www.david-magee.com/review-how-toyota-became-no1.html

iProspect Survey — www.iprospect.com/about/researchstudy_2007_offlinechannelinfluence.htm

Jeff Jarvis’ Buzz Machine blog — www.buzzmachine.com

KnowledgeStorm — www.knowledgestorm.com

Linkedln — www.linkedin.com

Mac McIntosh — www.sales-lead-experts.com

MarketingSherpa — www.marketingsherpa.com

MarketingSherpa’s B-to-B Lead Generation Handbook — www.sherpastore.com /b2bleadgenhdbk08.himl
Pella — www.pella.com

Procter & Gamble — www.pg.com

Survey Monkey — www.surveymonkey.com

ThomasNet — www.thomasnet.com

Toyota — www.toyota.com

Twitter — www.twitter.com

U.S. Department of Labor — www.bls.gov

Wall Street Journal — www.wsj.com

Wordtracker — www.wordtracker.com

YouTube — www.youtube.com

Zoomerang — www.zoomerang.com
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Dianna Huff, principal of DH Communications, Inc., specializes in B2B marketing communications consulting and
copywriting for companies such as Cabot Corporation, Microsoft Business Solutions, Thermo Scientific, Coldwell
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Dianna has contributed to online publications including Marketing Sherpa, Search Engine News, Web Pro News, The
Visual Thesaurus, and The B-to-B Marketer, and has been quoted in numerous books and articles. She publishes her
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