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Okay marketers, fess up.
Are you personally

When most people see the symbol CO, they think of the acidic oxide. receptive to ads on your
Article Tools According to many sources, CO; in concentrations of 7% to 10% can mobile?
N BOOKMARK ok ) cause dizziness, headache, visual and hearing dysfunction, and O Love em!
. . unconsciousness within a few minutes to an hour. Doesn't that sound ’
& sa D o i i ; L . O Hate em’!

kind of frightening? It actually sounds eerily similar to what is filling
today's business atmosphere while also dominating the current business
climate.
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My co-worker, Robert Gabsa, and | would like to propose a simple Read about iPhone users’ mobile ad

Building an Integrated Marketing  formula that is far less life threatening —and it might be able to keep responsiveness here.
Plan the wheels of commerce turning. | present to you C=02. This business

Keys to An Effective Marketing formula signals that Chaos equals Opportunity to the second power.

Dashboard What better time for a company to grab market share than when there is

a sense that their competition is on their heels. Strong, well positioned
brands are always looking for an opportunity to grab their share of the

Journeyman drummer Josh market - there has never been a better time than now!
Freese Pulls Off Best Net
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The question will undoubtedly be how. How do we grab market share in
To Tweet or Not to Tweet? How times like this? The answer is to stick with your game plan and make
Twitter Can Further Your Brand minor modifications based on the new mindset of today's consumer.
That's right CEO's, CMO's and CFO's - lend me your ear. Turn your
computers back on - fire up your excel spreadsheets and began to see
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Status chaos as opportunity. Start to add back the zeros to the marketing

budgets. Stay on your charted course and ramp up your effective Find out how to I.Effl.!Ct]'.'n'El.‘!.\r leverage
' marketing efforts. Get out there in front of the consumers and continue orgam’c and ]Ja.id tactics to grow
. . to build goodwill, loyalty and drive sales now and long after this your email database '+

C|ICk HEFE-TO SUhscnbe economic downturn is behind us.
| forget who once said that trying to save money by not advertising is n .
. . . : . White . Radio/
like trying to save time by stopping your watch. | know at one point or Papers Research Webinars Video

another we've all broken a watch, but we knew that time hadn't
stopped. Obviously the first tendency is to pullback and cut ad
spending. To that | simply say spend wisely. Raise the level of
accountability behind the dollars being spent, but absolutely keep the
grease flowing to the great engine of commerce. Spend your ad dollars
with agencies that understand and spend your money where your audience spends their time.
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