This book is about making a fundamental mindshift into the mind of an Internet browser, commonly called a ‘surfer’. 
Marketing in the traditional sense has been developed over many, many years. From the first barter trade where a sense of value was established, marketing can be traced back as far as man can remember.

In today’s terms marketing has become increasingly competitive. There are more customers available with more money to spend, although it doesn’t feel like it to most of us, and there is an ever increasing variety of products competing for this money. 
The trouble is that there are more and more products competing in niche markets for what is essentially the same amount of available money. 

Some products make it and some don’t. 
The power of marketing is such that there is a litany of success and an even bigger library of marketing failures. Who remembers the video cassette wars between National Panasonic’s VHS and Sony’s Betamax? Betamax, the better product was obliterated by VHS simply because of clever marketing. 
Remember video laser discs and DVD? The merest announcement of the DVD format saw the end of video laser discs simply because the DVD format heralded convenience, better technology and so forth. It was correctly marketed and thus gained market penetration almost immediately. 

Online, things are very different. The rules generated in the real world do NOT apply and it is a dramatic failure of marketing companies, marketing divisions and individuals to comprehend this simple rule. 

Rule number 1
Online marketing does not follow the same rules as marketing in the real world. 

It may be perfectly obvious, but it is a difficult concept to comprehend. If it were easy, this book would not have been written and I would not have a job teaching you and other marketing people about WHY these rules fundamentally to that which we have all become accustomed to. 

I am going to distinguish between ‘online’ and ‘offline’ marketing. ‘Online’ marketing refers to anything that happens on a computer screen to a user when they are connected to the Internet or accessing e-mail. ‘Offline’ marketing is that which happens in the real world, i.e. anything that happens once an individual looks away from their computer monitor. I include television in the Offline marketing category and in particular would also include the new interactive television that we are seeing starting to make their presence felt on some subscription channels. I think that interactive television is going to be in for a tough time in order to compete with online marketing. 
Rule number 1 is the most important rule of all. 

Rule number 2

Get over your brand 
Branding is the least important aspect of online marketing. It may be VERY important in terms of offline marketing and the ability to transfer some of this awareness into the online environment has nothing whatsoever to do with online marketing. 
Amazon.com, arguably the most well known online brand didn’t start life as an online entity. It started with millions and millions of dollars in the OFFLINE world and with a great online marketing strategy managed to build itself into what it is today. Amazon today doesn’t spend money on offline brand building. It doesn’t have to. It’s online marketing does that for it. 

Amazon understand online marketing extremely well. The Amazon lesson is a massively important one and we’ll come back to Amazon further on in this book. 
For every one Amazon, with millions of dollars in its budgets, there are ten or more dot bombs with massive amounts of money sunk into online ventures that failed dismally. Can this purely be as the result of an online marketing failure? This leads neatly into Rule number 3.
Rule number 3

The Dot Com crash is over. 

OK? It’s gone. 
It happened for very sound reasons. People got hyped by the Internet, hype got hyped, analysts with perfect 20/20 hindsight will now all tell you that they predicted the crash ages before it happened and very few understand why the crash was so significant. 
The dot Com bubble arose out of a lack of understanding about how the Internet truly works for us as individuals. It arose because people thought that they understood how to make a success of the Internet, and in reality the problem was as simple as pie. The stores opened in their hundreds, and the customers came in their tens. Costs exceeded income, and the massive set up costs incurred in the frantic race to develop a bigger better faster more customizable online store served only to present these companies with a debt burden that they could never service in the time frame available. 
Advertising and online marketing was completely misunderstood and costs of banners were set at completely unrealistic figures – a result of the fact that marketing and advertising agencies simple didn’t know any better at the time. 
Only much later is the 10 000 to 1 ratio becoming clearer and it is still not well understood. We will delve into this in some detail and you will be in a position to understand what you have to do to get an online marketing strategy that at least has a chance of WORKING. 

But the Dot Com crash left us all with a massive fringe benefit. Experience! Hard earned but massive, massive resources of experience. 
Rule number 4

The Dot Com revolution is happening now.
And there is nothing you or anyone else can do to stop it. Viruses, spyware, security hacks, server meltdowns, thermonuclear war cannot prevent the Internet from fundamentally changing the way we do business, the way we run our lives and the way in which we choose to work. 
The Internet is already so entrenched that if it were to end, global economies would crash overnight. Imagine having no e-mail tomorrow. Imagine not being able to sell stocks in the panic that ensues. There will be massive fallout because the largest economies in the world (the UK and US) will stumble, if only just for a short while whilst we resilient humans come up with a solution. But a short while is all it takes. The great crash of 1920 only took place in than what was a very short time frame. Imagine if they had fax machines back then. Or speed dial…
The reason that the Internet cannot now be stopped is because of money. In Q1 of 2003 total sales on the Internet in the US was 1.5% of ALL sales. In Q1 of 2004 this figure rose to 1.9%. 
That’s significant market share in anybody’s language. It will not be ignored and it will grow dramatically from this point forward. 
Online stores, now reduced in numbers, are competing for more and more online customers. Hundreds of stores are competing for thousands and thousands of visitors and still more visitors join the ranks. 

Rule number 5
Individuals rule the roost
The Internet is the great leveler. Online, each and every surfer is completely unique. Online, they do not fit neatly defined offline marketing categories. Online, they do not belong to groups, they do not behave in similar fashions and they are not influenced by their peers. Online, each human being is a unique and different MARKET. Don’t question, just believe.
Rule number 6
Intellectual is the only capital that counts
There are no barriers to online marketing. There are no barriers to making your website more popular than your competition’s sites. Intellectual ‘know how’ is the only resource that you require. 
Rule number 7
Your nearest competition on the Internet doesn’t exist. 
Your competition is your ally. Or they should be. 
Rule number 8
10 000 to 1 
Rule number 4

Exact measures of Ad Spend 
Online marketing is characterized by being EXACT. I know exactly how much each of my online customers cost me, to the last cent. In the offline marketing world, I cannot hope to be able to measure this to an appreciable accuracy. And to attempt to measure, costs me dramatically and I cannot do it myself without massive expense. Yet these are figures I have to know for my business to grow and prosper in the future because if I do not know, online competitors will steal my market share by being cheaper than me and being able to forecast their expenses and profits EXACTLY, at a fraction of the cost for me to do the same in the offline marketing arena. 
Rule number 6
No barrier to entry
Money doesn’t count online. Offline it is an expensive way to drive online traffic. It will soon no longer be the case. Online marketing is going to get very expensive in the future and this process has already started. 
Rule number 6
The Internet market is infinite
There 

Rule number 7
Competition on the Internet is infinite
Rule number 8
Trust is pivotal
Rule number 9
Search engines are the new giants of industry – ALL industry
Rule number 10
More and more search engines will result 
Rule number 11
Customers for life?
