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How to get more targeted visitors to your site

In the last edition, Matt Skallerud wrote a great article, "Making Sense of
Social Media." He compared social media to talk radio and old-fashioned
telephone party lines. "A tiny percent call - but everybody is listening."
This article is going to teach you how to best market to all of those "lis-
teners."

& Facebook | Log in to TechCrunch - Google Chrome ==

T/ weanw.connect facebook.com +

facebook

Cannect TachCnanch with Facebook o interact with your frigrds on Bhis site and
o share stories on Faceboak through your Wal and friends’ Hews Feeds. This
site vl abso be abie to eutomatically post one-ine stores back ta Facebook,

TeehCrunch|  sing you frends and info facebook

b4 :
o
I Post stories b your Wal L
e

|
Facabock Plarism User Tarma of Sareas

=N oo |

Logoed in as Rj Meel (Not poud)

LGBT Marketing Forum: European Tourism and
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Timely Discussion of Gay and Lesbian Growth Opportunities
During Economic Downturn
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Community Marketing,
Inc. (CMI), the interna-
tional LGBT research
and marketing firm, has
announced a compre-
hensive "European
Symposium on Gay &
Lesbian Tourism" to
meet these challenges and identify growth opportunities. The sympo-
sium, to be held at the Cumberland Hotel, Marble Arch, London on 13
February, is dedicated to marketing and sales executives of tourism
boards, accommodations, travel suppliers, tour operators, retailers and
meeting planners.

Other Highlights

- What are the Benefits of Social Media Marketing?
- Who’s on our PBM Social Networking Site?

Rivendell onzinve

Oﬁii Community Marketing, Inc.

Business Event Highlights

European Symposium on Gay and Lesbian Tourism
February 13, 2009: London, UK
www.CommunityMarketing.com

Original GLBT Expo
March 21-22, 2009: New York, NY
www.OriginalGLBTExpo.com

IGLTA Conference
May 7-10, 2009: Toronto, ON - Canada
www.IGLTA.org

IGLCC Conference

July 29-29, 2009: Copenhagen, Denmark
www.IGLCC.org

Download:
www. GayBizReport.com

Subscribe:

www. PinkBananaMedia.com/join.cfm

Advertise:
www. PinkBananaMedia.com/business.cfm




Feature Story

New Marketing Tools for 2008

How to get more targeted visitors to your site

In the last edition, Matt Skallerud wrote a great article, "Making Sense of
Social Media." He compared social media to talk radio and old-fashioned
telephone party lines. "A tiny percent call - but everybody is listening."
This article is going to teach you how to best market to all of those "listen-
ers."

Have you ever filled out a
form similar to this one?

REQUIRED INFORMATION
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Why should | add a connection service to my site?

If a trees falls in a forest and no one is around to hear, then does it make

a sound? The developers of Facebook connect have a funny spin on this

saying: "if someone makes a comment on your blog and no one reads it,
then does it really exist?"

In the past, when | made comments on the TechCrunch site, only

1
2

Upload a photo

other people on the TechCrunch site would see my post. However,
now that TechCrunch uses Facebook connect, all my Facebook

Favorite music? First Narme Last N
Favorite movies? | |
Interests? trest Add
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Of course, these are the
typical fields that you | I

have filled out dozens of ip Coda ORI -
times online. 13413 i
Alaska -
L :'.'I' 24 e SF NS
If you wanted to join a [Chooss - Arkansa

site or make a comment,
then providing a ton of

| Connecticut

friends can see my comments in their news feed and if a comment
is relative to them then they might click on it to be directed to
TechCrunch. TechCrunch wins big in this scenario because | just
drove targeted visitors to their site. Every post that people make
turns into a small piece of advertising for them. This is special
advertising though... this is targeted opt-in advertising.

Who are you friends with? Most likely, people you trust and that
are involved in a similar industry. So, if you are my friend on
Facebook, then there is a good chance that an article you are com-
menting on would be highly applicable and interesting to me as
well. In the past, | only knew what articles my friends really liked if
e—

personal information
used to be a necessary
evil. As a site visitor, | cringe when | think about another site accessing
all my info and potentially spamming me. As a site publisher, however, |
have the exact opposite dilemma of how to get more information from vis-
itors.

||'|- || iR

Connection services such as Facebook connect, myspace 1D, Google
friend connect, and Open ID have come to the rescue so that you can
attract more users and allow a more pleasurable user experience with
your site. These connection services store and protect a user's profile in
one central location, but allow access by third party sites (like yours).

How does it work?

The profile not only has all the information and pics associated with the
user, but also has privacy settings such as public viewing of profile, friend
of friends can view profile, etc.

Let's say a visitor reads an article on your blog and would like to make a
comment. Or maybe someone made a great comment and the visitor
would like to start a private conversation with this insightful blogger.
Users can grant permission to your blog to access their profile on
Facebook, myspace, LinkedIn, etc. so they don't have to retype all of their
info to verify themselves on
your site.

h - Google Chrome

The user must confirm the
connection. For example, |
saw a great article on
TechCrunch.com that | want-

ed to make a comment on T'“'-"’""""‘;:"" S i _'--
and this confirmation box B e rwe |
was generated when | con- :
nected my Facebook profile.
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they went to the trouble of posting that article to Facebook; now |
can surf the internet with my friends and be more closely connect-
ed.

Gay men in particular love to talk and share their opinions; so why not
use this to your advantage in the form of free marketing?

Who should use it?

Site Publishers: Add a connection service if you have interesting content
on your site/blog where you want to allow visitors to comment and share
with their friends (and if you don't have something interesting to com-
ment on then why would someone want to visit your site in the first
place?) You do not have to run a social networking site to have your site
be more social. It should be enough incentive to simplify the sign-up
process for your visitors, but the fact that you can get free exposure on
social networking sites like Facebook is an even greater bonus!

Are there any cons to using a connection service? You don't have direct
access to store users' email addresses which comes in handy in building
email marketing lists. However, you can still collect email addresses
through other signups or, better yet, communicate with your visitors via
Facebook, myspace, etc. The tradeoff is that when you send an email,
then one person sees it... when someone comments on a post, then you
are reaching potentially thousands.

But | already have a Facebook group/fanpage? It is highly advisable to
have a Facebook group or fanpage; however, Facebook connect is not a
replacement. They are two complimentary services that work best if you
utilize them both.

Networkers: Use a connection service to meet more like-minded people.

| have met lots of new friends on TechCrunch and expanded my network
of friends on Facebook.

Report.com
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Jaim | or Sign in @
Where can | see examples?
Facebook connect:
TechCrunch.com
CitySearch.com
HowCast.com

Members (4500) Haore s

22208
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Google friend connect:
Mashable.com
Qloud.com

Open ID:
Mapquest.com

myspace ID:
Flixster.com

How much?

These connection services are free; however, integration for Facebook
connect can be a little in-depth, so you may need to hire a web
programmer to help (the upfront cost is minimal when compared with all
the extra exposure you will be generating).

Google friend connect is easier to install, but then you lose the power of
the far reach of Facebook. The code and documentation is available at
the following urls:

Facebook - http://developers.facebook.com/connect.php

Google friend connect - http://www.google.com/friendconnect

Open id - http://wiki.openid.net/Libraries

myspace -
http://developer.myspace.com/Community/blogs/devteam/archive/200
8/12/09/introducing-the-myspace-open-platform-and-myspaceid.aspx

Which connection service should | pick?

All you need to do is take a minute to evaluate where you network and
spend your time? You can install all of them but unless you have an
assistant, it is better to focus on one and leverage the reach of that site.
Facebook connect is not only the most buzzworthy social networking site,
but the clean news feed design that posts data back to the social net-
work lends itself best for this type of marketing.

Now, you can leverage this gift of gab that has been bestowed upon the
gay world, by using connection services to turn Internet addictions into a
marketing tool.

Article brought to us by RJ Neel
(rineel@fpv.hyperoffice.com). Check out his
most recent website, www.iphonedork.com

www. GayBizReport.com

Feature Story

What are the Benefits of Social Media Marketing?

Looking to make the case for why your organization or clients should be
using social media marketing? A survey last month, highlighted today in
eMarketer, outlines the benefits that marketing executives cite as rea-
sons to embrace the medium:

Main Benefits of Using Social Media Marketing
According to US Marketing Executives, October 2008
(% of respondents)

65.0%

Customer engagement B5.4%
Direct customer communications

Speed of feedback/results

59.9%

Learning customer preferences 5%.1%

51.1%

Brand building 48.2%
Market research 42.3%
Credibility of the "crowd" 40.1%
Reach I7.2%

Great lead generation source  21.2%

Customer service 17.5%

Nole: n=137
Source: Marketing Executives Networking Group (IMENG), “Social Media in
Marketing &5 cited in press relesse, November 4, 2008

OagE2d W eMarketer com
Not surprisingly, customer engagement takes the top spot, with 85.4%
of respondents citing it as a benefit of using social media marketing
(perhaps the better question is, who are the 15% of respondents who
didn’t see that as a benefit?). More interesting is that direct response -
defined as “great lead generation source” in the list of benefits - was
only cited by 21% of execs, implying that most execs don’t see the
medium as having a direct impact on sales.

Will that make it harder to make the case for social media marketing as
a part of leaner ad budgets in 2009? With 51% of respondents also cit-
ing “low cost” as a benefit, | think the case can still be made that social
media marketing is a viable medium for driving customer growth next
year. But, it could be challenging, given the more immediately tangible
results you can see (or not see) from more traditional online ad buys
like pay-per-click or affiliate marketing.

What are you citing as the main benefits of social media marketing with

your company and clients? Are you optimistic for '09? Share your
thoughts in the comments.

page 3
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Social Networking

GLBT Business Groups on Plaxo
http://glbt.plaxogroups.com
http://glbttravel.plaxogroups.com
http://glbttech.plaxogroups.com
http://businessesforlesbians.plaxogroups.com

GLBT Groups in Business Social Networking
http://pinkbananamedia.ning.com
http://glbt-network.collectivex.com
http://Igbtbiz.collectivex.com
http://bizservinglesbians.collectivex.com
http://www.linkedin.com/search?search=&groupFilter=6368
https://www.xing.com/net/queer/

Online Resources

Echelon Magazine
http://www.echelonmagazine.com

GayBusinessWorld.com
http://www.gaybusinessworld.com

GFN.com
http://www.gfn.com

NGLCC Biz
http://www.nglcc.org/biz/

QVLQMQ

wedia. com

Rivendell ¢

We have teamed up with Rivendell Media to offer advertisers unparal-
leled reach into the GLBT community online. Working with us, we can
help you reach your target demographic in the GLBT community world-
wide via Banner Advertising and E-Mail Marketing opportunities. We work
with a network of strong web sites targeting the GLBT community and we
can help Match your product or service to the online GLBT community
that is right for you, targeting by regions of the world as well as themes
including travel, sports and more.

Incorporating some of our best Specialized Web 2.0 Marketing with your
Banner Ad Campaign allows us to Supercharge your online advertising...
we call it Banner Advertising Plus! Every client's needs are custom, so tell
us more about your product or service so that we can custom-tailor a
Banner Advertising Plus solution that's right for you.

We also work with you on identifying your typical Customer Personas...
profiles of who your typical customer base individuals are, so that we can
better locate them in social networking groups and social network adver-
tising campaigns done on your behalf.

More info at http;//Ads.PinkBananaMedia.com

Targeting the Gay & Lesbian Online Community?

Contact us today to discuss ways we can help
Map Out Your Online GLBT Strategy!

www.PinkBananaMedia.com

www. GayBizReport.com page 5
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News Highlights

LGBT Marketing Forum: European Tourism
and Hospitality Leaders to Gather in London

Timely Discussion of Gay and Lesbian Growth
Opportunities During Economic Downturn

Unprecedented economic challenges facing the global
tourism and hospitality industries have led leaders to
explore viable "niche" markets to fill the gaps. Research
over the past decade has indicated particular strength in
the gay and lesbian markets, who continue to take holidays
in large numbers during recessions, health scares, etc.

Community Marketing, Inc. (CMI), the international LGBT

research and marketing firm, has announced a comprehensive
"European Symposium on Gay & Lesbian Tourism" to meet these chal-
lenges and identify growth opportunities. The symposium, to be held at
the Cumberland Hotel, Marble Arch, London on 13 February, is dedicated
to marketing and sales executives of tourism boards, accommodations,
travel suppliers, tour operators, retailers and meeting planners.

The full-day London programme will be similar in format to CMI's annual
conference held throughout North America for 10 years. It will feature
expert UK, European and American speakers discussing LGBT tourism
and hospitality research insights, trends, best practices, case studies,
marketing outreach, and more. Discussions will include business expan-
sion opportunities specific to the many global LGBT markets. Speaker
insight will be coupled with invaluable networking during breaks, lunch
and the evening reception.

The Honorable Deputy Mayor of London, Richard Barnes, will open the
Symposium. Speakers and topics of discussion will include:
Martine Ainsworth-Wells, Marketing Director, Visit London: "London
Destination Case Study"
David Paisley, Research Director, Community Marketing, Inc.:
"Insights and Lessons from 100 LGBT Tourism Focus Groups"
Paul Gauger, Media Relations Director, Visit Britain: "Leveraging
LGBT Press Connections to Optimise your Results"
Serge Gojkovich, President, Gay Consultants, Inc., Boston: "How to
Reach the USA Market"
Stephen Coote, Managing Director, SC&A Marketing, London: "How
to Reach the UK Market"
Thomas Bdmkes, Managing Director, Tom Consulting, Inc., Munich:
"German Marketing via Gay Travel Portals"
David Muniz, Commercial Director, QSoft Consulting (gaydar),
London: "Key Findings of LGBT Tourism Research in the UK and
Europe; Gay Resilience in Economic Downturns"
Matt Skallerud, President, Pink Banana Media, Los Angeles:
"Interactive and New Internet Media: Affordable and Effective
Approaches"
Andrew Roberts, Chief Executive, Amro Worldwide Holidays, London:
"Co-Operatively Promoting Destinations and Suppliers"
Jeff Guaracino, VP Communications, Greater Philadelphia Tourism
Marketing Corp., "Philadelphia Case Study"

We also invite you to visit the CMI website to learn more about tools we
offer that can help you reach the gay & lesbian market.

www. GayBizReport.com

News Highlights

C Community Marketing, Inc.

1AM THE OMLY
6 GAY
=

‘ “ IN THE VILLAGS

Summary and links:

WHAT: The industry's leading marketing, public relations
and research symposium to help you reach gay and lesbian
travellers. Click here to view the webpage. Click here to
review the preliminary conference agenda.

WHEN: 13 February 2009

WHERE: Cumberland Hotel, Marble Arch, London (For out
of town guests, a GBP 155/night rate is available at the
hotel. Please book by 16 January. Rate code
COMM130209.)

REGISTRATION: Just GBP 145 through 13 February; GBP
195 after. Register online.

Sponsored by Visit London and Great Hotels Organisation.

For more information please visit www.CommunityMarketingInc.com or
email david@CommunityMarketingInc.com

NOTE: Visit London is the official visitor organisation for London. A leader
in best practice destination marketing, Visit London promotes the UK
capital internationally, across Britain and to Londoners targeting leisure
and business visitors. Visit London works in partnership with the Mayor
of London, the London Development Agency, London Councils and the
tourism industry. Visit London Media Enquiries: Jacqueline French, 020
7234 5844 or jfrench@visitlondon.com

page 7
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The 2009

Gay Market
REPORT

Gay Market: Report, 2009

ICLTA

Matthew J. Skallerud

Available Now

Designed to both educate and guide you through the many opportunities available in the gay & lesbian marketplace today,
this guide includes information and resources on the following topics:

- Gay Market Highlights, including a summary on market research and statistics
- Gay & Lesbian Internet, including Social Networking

- Gay & Lesbian Natfional and Regional Print

- Gay & Lesbian E-Mail

- Gay & Lesbian Direct Mail

- Gay & Lesbian Event Marketing

- Gay & Lesbian Contextual, Text-based advertising

- Gay & Lesbian Radio

- Gay & Lesbian Online Video / Cable / Satellite

In addition, we have information about media and marketing opportunities within specific gay &
lesbian niches you may wish to learn more about, including:

- Categories such as Travel, Sports, Marriage and Business

- Themes such as Lesbian, Gay Men and Adult

- Ethnic Groups such as Latino, African-American, and Asian

- Age Groups such as Youth and Seniors

- Specialty Groups such as Bears, Circuit Parties and Country Western/Rural
- Regional opportunities in print and online

New in this edition is more detailed coverage on the following industries and regions:
- Automotive, Travel and Technology

- Dallos, Los Angeles, San Francisco, Toronto

- Canadian Market, UK Market

When online, find more information at www.GayMarketReport.com

page 8 www. GayBizReport.com
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Which led them to their own unique GLET mr.
Keting plan for the past year, which Incluge:
- Niche within Niche Messaing

- Facebook targeted advertising

GLBT Organizations

D. Graha, Preeident.
s President of MDG Marketing Group, Misti Graham has created a niche.
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In addition o the continued rise of
Hicheaffentd Intemet marketing via
Standard banner and ¢ mal advertsing.
the world of biogs and social networking
opportuniies are the hot new grow

OhlaLasgco g sstablahedclar
community webstes

ey utoecoing them on s
15, page views and repeat visis

yMarketReport. com

www. GayBizReport.com

ALMDG Marketing Group, it s thei objective to introduce the gay and es:
blan audncs o e clrtsn ¢ vy rt s compass, carn

asa “Corporate
America’ and in doing 0, s able o educate her clints on such topics as.
o and i buingpover,ecanamic fence,fefeeestsand
wravel hab

and consideration fortheir i

alanen csidanng thauderc., hrears o toam can oo
understand the Importance of ths market segment’s spending habis,
Siing Power and ot your betom e

In order to accompiish these goal, theye compiled a
vast array of gay and lesbian speciic marketing and
advertising services which include:
‘Stategic Planning
~Project Management
it Research
Integrated Oniine Advertising
EMail Marketing
- prin Advertiing
Publc Relatlons
~Graphic Design

1 your company i looking fo buid brand awareness and
loyalty within the gay and lesbian demographic, then look
o further than the experts at MDG Marketing
Group..Dynamic Marketing fo Oiverse Consumers.

and
her parter, Tiffany and their famiy of two dogs and two cats.

ke to learm

dynamic audience, piease con-
tact Mist tocey at 877-282-
3550 or via e mal at
misi@magmarketinggroup.com.
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GLBT Marketing Services

Specialized Web 2.0 Marketing: Our company specializes in the more unique aspects of online marketing in 2008. Working closely with
your product or service, we can help promote your company to the online GLBT community utilizing such services as Facebook Pages,
IgoUgo.com and TripAdvisor.com Marketing, MySpace Pages, Blog Creation, YouTube Video and Flickr Photos, just to name a few.

RO0HPORE& =

Traditional Online Advertising: In addition, we can offer you the more traditonal Banner Advertising and E-Mail Marketing opportunities
to help promote your business to the online GLBT community. Working with our own web sites, as well as other web sites targeting the
GLBT community, we can help Match your product or service to the online GLBT community that is right for you, targeting by regions of
the world as well as themes including travel, sports and more.

Pink Banana Media | www.PinkBananaMedia.com
Matt@PinkBananaMedia.com
8205 Santa Monica Blvd. #1-167
West Hollywood, CA 90046-5912
Voice: 323.908.3653 | Fax: 253.295.0517

About The Editor:

Matthew Skallerud, President of Pink Banana Media and author of the Gay Market Guide,
began his career in the gay & lesbian marketplace when he founded GayWired.com in May
of 1995. He successfully led GayWired.com into one of the premiere and dominant gay web-
sites worldwide, translating that success fo LesbiaNation.com and QTMagazine.com (gay frav-
el site). In 2001, he expanded this online reach by launching a company focused on both
developing niche-oriented websites for the gay & lesbian community and helping companies
large and small reach these gay & lesbian consumers through this expanded network of welb-
sites, which included GayMonkey.com, GaySports.com, Navigaytion.com, PrideParenting.com
and GayBusinessWorld.com, just to name a few.

Having sold these sites, his focus is now on the latest in advertising and marketing utilizing
social networks and tailoring their opportunities to the GLBT community.

E-mail: matt@PinkBananaMedia.com

Phone: 323 908-3653






