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ABOUT YOUR RIGHTS: This eBook is intended for your personal use only. It does not include any other 

rights. 

IMPORTANT LEGAL DISCLAIMER: This book is protected by international copyright law and may not be 

copied, reproduced, given away, or used to create derivative works without the publisher’s expressed 

permission. The publisher retains full copyrights to this book. 

The author has made every reasonable effort to be as accurate and complete as possible in the creation of 
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assumes no responsibility for errors, omissions, or contrary interpretation of the subject matter herein and 

does not warrant or represent at any time that the contents within are accurate due to the rapidly changing 

nature of the Internet. 

Any perceived slights of specific persons, peoples, or organizations are unintentional. 

The purpose of this book is to educate and there are no guarantees of income, sales or results implied. The 

publisher/author/reseller/distributor can therefore not be held accountable for any poor results you may attain 

when implementing the techniques or when following any guidelines set out for you in this book. 

Any product, website, and company names mentioned in this report are the trademarks or copyright properties 

of their respective owners. The author/publisher/reseller/distributor are not associated or affiliated with them 

in any way. Nor does the referred product, website, and company names sponsor, endorse, or approve this 

product. 

AFFILIATE/COMPENSATION DISCLAIMER: Unless otherwise expressly stated, you should assume that the 

links contained in this book may be affiliate links and either the author/publisher/reseller/distributor will earn 

commission if you click on them and buy the product/service mentioned in this book. However, the 

author/publisher/reseller/distributor disclaim any liability that may result from your involvement with any such 

websites/products. You should thoroughly research before buying mentioned products or services. 

This constitutes the entire license agreement. Any disputes or terms not discussed in this agreement are at 

the sole discretion of the publisher. 
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INTRODUCTION 

 

I retired after 40 years in the insurance and risk management business, having spent 15 

years with a large insurer followed by 25 years as an insurance buyer, insurance 

program manager and risk manager for a large system of credit unions having assets 

exceeding $120 billion.  I had responsibility for multi-million-dollar budgets, was 

president of a national specialty brokerage, chief operating officer of an association 

captive insurer, and responsible for 40 staff operating in offices 2,000 miles apart.  After 

retirement I operated my own consulting business with a focus on small business. 

 

In my first couple of years of trying to earn income as an affiliate marketer I went through 

many periods of frustration, and I am here today only because of determination and 

perseverance.  For example, when I installed Word Press on a site for the first time I 

read again and again about a 5-minute installation – and after repeated attempts I was 

unsuccessful.  I read documentation again and again, and after 30 or 40 attempts “the 

light came on” and I did one thing differently, and the complete installation was done 

within a couple of minutes.   

 

We must learn some unfamiliar terms.  We must do many of these initial tasks ourselves 

rather than contracting out the work to others, because we must know it works and how 

to fix things when something minor goes amiss – as it certainly will. 

 

This book is a collection of important pieces of the puzzle that you will have to put 

together for yourself, in your own way, if you intend to succeed.  Rather than spending 

years on your own to learn this through trial and error, use this book to short-cut the 

process.  You will be glad you did. 

 

I want to thank Steven Alvey for his significant involvement in the creation of this book.  

Also, John Thornhill for imparting his knowledge about marketing systems, and Trevor 

Carr for making it crystal clear to me why it is so important to become a product creator.   

 

Enjoy.  Be prosperous. 

 

David Barker       dave@davebarker.ca    dave@davebarker.co    dave@360review.net 

mailto:dave@davebarker.ca
mailto:dave@davebarker.co
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Chapter 1: 

What is 

Internet 

Marketing? 
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The term “internet marketing” has become associated with a 

broad range of topics in recent years. For many, it literally 

means only what it says: “marketing on the internet”, in which 

case it is seen as synonymous with “digital marketing” and 

“online marketing”. For others, however, it has come to be 

associated more specifically with the worlds of affiliate 

marketing, information products, and the “make money 

online” niche. For our purposes, we’ll lean more towards the 

former and will settle on the following definition: 

  

Internet marketing is the use of internet properties and traffic 

to generate leads, sales, or brand awareness. This is typically 

done via search engine visibility, social media marketing, 

email marketing, and various forms of paid advertising. 

  

One of the best ways to begin understanding internet 

marketing is to break down the various goals a business can 

seek to accomplish with it. The ultimate end goal of marketing 

is, of course, revenue. With that in mind, we can certainly 

classify sales as a primary goal of internet marketing and 
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many businesses do focus on sending traffic directly to paid 

offers, whether digital product sales pages or physical product 

pages in an eCommerce store. However, for many 

businesses, sales remain a distant, long term goal. A more 

common immediate or short-term goal of internet marketing, 

however, is lead generation. By using the internet to 

affordably collect leads rather than make individual sales, a 

business can then use their lead list to continue marketing for 

free (or close to free) to potential customers from that point 

forward with the expectation that multiple future sales will 

increase the average lifetime value of each lead and result in 

a greater long-term ROI from each dollar spent on marketing. 

  

Lead generation for an online business might consist simply 

of building an email list, perhaps with customer names 

associated as well. Lead generation for an eCommerce 

business or local “offline” business might also include physical 

mailing addresses and phone numbers so they can follow up 

in other ways such as telemarketing or mailing out catalogues 

and special offers. Other businesses might pursue even more 
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robust lead data such as business information like industry 

categories or number of employees in the case of B2B 

marketing, or income ranges and family size in the case of 

higher-ticket B2C models like insurance sales or real-estate. 

Since lead generation is often seen as the most common and 

multi-faceted immediate goal of internet marketing, the 

entirety of chapter three will be devoted to the various 

methods and forms of lead generation. 

  

Finally, another immediate goal of internet marketing is 

growing brand awareness and familiarity. For many 

businesses, this might consist of spending large amounts on 

banner advertisements or video ads primarily for the purpose 

of getting their brand name, logo, or unique selling proposition 

(USP) in front of as many eyes as possible as many times as 

possible. The idea here is to increase top-of-mind awareness 

so that the potential customer will think of the brand in future 

situations when they need that specific need fulfilled. For 

example, when a fast-food chain airs ads on television, it’s not 

because they expect people to immediately hop in the car and 
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go buy a burger because of it. It’s because they want you to 

think of their restaurant next time you clock-out for your lunch 

break and are deciding what to eat. The internet marketing 

equivalent of this might be an online tax service heavily 

investing in banner ads and video ads in December and 

January, not because they think people will suddenly start 

doing their taxes early, but because in April when 90% of 

Americans do their taxes at the last minute, their brand will be 

the first one they remember. Other forms of brand awareness 

might simply consist of frequent social media posting. 

Companies know that constantly seeing their brand image in 

their followers’ newsfeeds or Twitter feeds accomplishes that 

same top-of-mind awareness as well as other emotional 

associations with their brand such as loyalty, pride, good will, 

and humour (covered in more detail in Chapter two). 

  

  


