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 What do I need to know about 
the new age of marketing?
By Timothy E. Flatley

How do you get the message of your 
business out to potential clients? 
Many business owners continue 
to market and brand the way they 
always have—using print, radio, TV 
and direct mail. But today’s consum-
ers and their interests are evolving 
more rapidly than the marketing 
strategies of most businesses.

To dive more deeply into this topic, 
we turned to Lance Hollander, man-
aging partner of Delphic Digital, a 
digital and branding agency (www.
delphicdigital.com). Hollander has 
helped plan and manage complex 
online initiatives for some of the big-
gest brands today, including Martha 
Stewart Living Omnimedia, AT&T, 
Oakley, Callaway Golf Co., Mitsubishi 
Group and the nonprofits the Ameri-
can Lung Association and the New 
York Public Library.

According to Hollander, the tech-
nology has changed so much in the 
last few years that companies that 
need to target their message can do 
so with a new set of online tools and 
software. The real challenge is where 
to begin and how to make room in 
their current budgets without risking 
their current sales pipeline. Hollander 
says that the first thing businesses 
need is a website with enough traffic 
from potential customers to allow the 
owner to start a conversation. If you 
don’t have sufficient traffic, you can 

buy it via Google, social sites and 
display or email list rentals. 

Hollander adds that when you 
think about the shift of dollars from 
offline to online, you should keep in 
mind the time it takes to optimize and 
turn a positive ROI. Buying online 
is easy but doing it correctly is not, 
which can lead a business owner to 
abandon the strategy too soon. 

The good news about online mar-
keting is the constant stream of 
data it offers, telling you how you 
are doing. Hollander goes on to say 
that offline tactics are often measured 
by phone calls or a sale, while online 
has much more data to measure. 
For instance, not only can you see 
how many times your ad was shown, 
clicked and then converted, you can 
also dig into a second level of data. 

You can actually see how many 
times potential customers came to 
your site, how long they stayed and 
which messages made them convert. 
He says that when building an online 
campaign, it’s great to get the imme-
diate sale, but you should keep in 
mind that all you really need to do is 
“start a conversation.” 

With just a single visit to your site, 
then, you’ve broken through a bar-
rier. The customer now knows who 
you are, allowing for a targeted com-
munication. Certainly a sale is great, 
but getting an email address moves 

you to the next level of communica-
tion. Building an email database will 
ultimately provide you the best long-
term ROI by offering the opportunity 
for targeted communication with 
prospects, which can be done fre-
quently for mere pennies. 

Talking to prospective customers 
is more effective online than ever 
because as you learn more about them, 
you can segment and customize your 
messages via lead nurturing software. 
Software companies like HubSpot, 
Marketo and Pardot combine your 
communications from email, social 
media and even your landing pages. 
If used correctly, these messages can 
achieve your goal like a well-orches-
trated symphony, by tracking and by 
customizing what you want to say. 

In short, you should start a con-
versation with a click and keep the 
conversation going with a message 
that you test, optimize and re-test. 
Offline tactics are still good for some 
things, but don’t let old-school think-
ing keep you and your business in 
the dark. 

As investment advisors, we at 
Sterling try to keep ahead of the 
curve of the marketing paradigm. 
As branding and marketing evolves, 
there will be winners and losers, and 
our goal is to find investable com-
panies poised to take advantage of 
these trends. 
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