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Consumers to Pare High-Tech Purchases.

More than half of U.S. consumers plan to cut back on purchases of high-tech products this year, according to a survey that adds to
clouds hanging over two big trade shows this week.

The findings by Forrester Research, scheduled for release Monday, aren't surprising, given the litany of bad economic news since
September. But the online survey of more than 5,000 American adults, conducted in November, provides some of the first specifics
about spending choices that consumers are likely to make.

The findings are particularly gloomy for newer categories of devices. Some 66% of respondents, for example, said they were less
likely to purchase satellite radios this year because of the sour economy, while 62% said they are less likely to buy a portable Global
Positioning System navigation device. Even smart phones, a hot category lately, aren't immune: 63% of respondents said they are
less likely to buy one.

More established categories of products also fared poorly. Sixty-two percent of those surveyed said they are less likely to buy a new
videogame console, Forrester said.

As for personal computers, 45% of respondents said they have delayed plans to purchase new ones, though 40% said they hadn't
changed their purchasing plans. Eighteen percent of respondents said they now plan to spend less money on a new system.
Television sets fared a bit better, with 44% of respondents saying they haven't changed their plans to buy a new set.

"It's pretty grim," said Paul Jackson, a principal analyst with Forrester.

The findings from the Cambridge, Mass., firm are the latest in a series of ominous portents preceding Macworld and the Consumer
Electronics Show. The trade shows -- in San Francisco and Las Vegas, respectively -- are expected to draw hundreds of exhibitors
this week despite the tough economic environment.

While the downturn took hold too recently for companies to change plans for introducing products at the shows, many are sending
fewer employees while laying plans for new tactics over the course of the year.

Companies such as Forrester and consulting firm Accenture are offering a number of recommendations, including developing fewer,
more highly differentiated products and tailoring them to market segments and regions that are relatively recession-resistant.
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"There are still some geographies that are performing well," said Marty Cole, chief executive of Accenture's communications and
high-tech operating group. "You can't paint it with a broad brush.”

Indeed, surveys point to a few signs of strength in the tech sector, particularly in services that consumers feel they can't do without.
An Accenture survey found that only 3.7% of U.S. consumers are willing to stop using home Internet access, 8.7% are willing to give
up mobile-phone service and just 9.6% are willing to stop using cable or satellite TV services.

Those findings echoed those of the Forrester survey about consumers' commitment to mainstream technology services. But not
many people plan to add new services: 58% of respondents said they don't have a digital video recorder service and don't plan to
add one, while 69% said they wouldn't add a video rental service akin to that offered by Netflix Inc., Forrester said.

"Indications are when it comes time for renewals, people may reduce their service packages," Mr. Jackson said. "That is a long-term
danger that may be more keenly felt later."

Gadget makers and service providers can also take solace in signs that consumers will allocate more of their spending to home
entertainment. Forrester said 52% of respondents expect to spend less on entertainment outside the home and 56% said they will
spend less on eating out. About 58% said they will spend the same amount on entertainment in the home.

Learn more about Search Engine Optimization, the most effective form of online advertising.

Search Engine Marketing is the fastest growing advertising medium in the world, projected to become 10x more powerful and
influential than traditional media outlets such as: network television, cable television, local television, network radio, local radio,
satellite radio, national newspapers, local newspapers, magazines, billboards, direct mail, telemarketing and more.

Discover the most powerful and effective form of advertising, Search Engine Optimization.

An aside for consideration are the the distinct segments within the field of Search Engine Optimization. Clarification and separation
are required in terms of paid search marketing, sponsored search advertising, pay per click, email marketing (spam), and the
foundation of strategic internet marketing: Organic Search Engine Optimization (Organic SEO) are also referred to as Natural
Search Engine Optimization (Natural SEO).

Key Organic Search Engine Optimization Facts:

. Keyword search is the 2nd most popular online activity, rapidly approaching the popularity of email retrieval.

. 90% of all new website visitors are delivered by a major search engine and/or directory.

. 98% of all keyword search activity results are powered by the big 4 search engines: Google, Yahoo, MSN and AOL.

. Keyword search results on Google, Yahoo, MSN and AOL are determined by search engine spiders and/or robot crawlers.

. Recent internet marketing studies confirm that keyword searchers prefer the organic results at a 6 to 1 ratio vs. pay-per-click
sponsored search advertising listings.

Is your corporate website being found early and often on the keywords and keyword phrases that best describe your products,
services and industry? Harness the power that our proven organic search engine optimization technologies provide...

Contact Peak Positions

Learn more about our client roster, one of the strongest in the SEO industry, and more importantly discover why our client-focused
Organic Search Engine Optimization company maintains the highest client retention rate in the SEO industry.

"Our year over year revenues are climbing rapidly in atimid economy.
If you are looking for an excellent SEO Company, contact Peak Positions"
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