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High-Tech
MARKETING

ord-of-mouth, Yellow Pages, radio,
newspapers, brochures, and news-

letters are all tried-and-true forms
of marketing, but some would say they
are “out of vogue.” More to the point, old
marketing strategies may not be delivering
like they used to because customers simply
rely more on elect
information. In fact, if you don’t have a Web
tter, or blog and if you don't take

> media for gathering

site, e-nev
advantage of new technology in other ways,
you probably are mi

old, new-fashioned marketing.
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PLANET ADVANTAGE

Highland Outdoor’s new client center features
plasma TVs that scroll award winning projects.

Web sites

“Why should I invest in a Web site that
can be opened by virtually anyone in any place
on this planet when my market covers only a
20-mile radius from my business,” you may
ask? The answer is that’s where potential
customers will look for your services. But
just having a presence on the Internet is not
enough. “Your Web site needs to be attractively
designed and easy to navigate,” says Charlie
Bowers, president of Garden Gate Landscap-
ing, Inc.. in Silver Spring, Maryland. “A Web

site gives a first impression of your business.

It will either be impressionable enough to
stimulate prospective customers to look you
over, or it will it will be a forgettable few
seconds of their time. In fact, Web site experts
say that you have less than 30 seconds to get an
individual’s attention on the Internet.”

To ensure that his Web site is doing all
it can to keep user attention, Bowers recently
spent over a year updating his. He surveyed
customers (who had used the current Web site
to “shop and call”) and asked them what they
liked and disliked about his company’s current
site. After collecting the information. he







