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FOREWORD

Dave McClure

Your lights are on, but you're not home
Your mind is not your own

Your heart sweats, your body shakes
Another kiss is what it takes
You can't sleep, you can’t eat

There’s no doubt, you're in deep

Your throat is tight, you can’t breathe

Another kiss is all you need

Whoa, you like to think that you’re immune to the stuff (oh yeah)
It’s closer to the truth to say you can’t get enough
You know you’re gonna have to face it
You're Addicted to Love

—~Robert Palmer, “Addicted to Love” (1985)

Hello...my name is Dave, and I'm a Facebook-aholic (“hi Dave, keep coming back!”). The rest
of you may not be addicted to social media the same way I am, but I guarantee you it’s only a
matter of time. Now that Oprah and CNN have become run-of-the-mill street-corner pushers
for social media crackpipes like Facebook and Twitter, you can bet the rest of the consumer
mainstream ain’t far behind. Mark my words, folks: we’re all being seduced by a dangerous
and sexy online mistress named Social. If you haven’t fallen for her yet, you will.



If you have ever read a blog, visited a MySpace page, watched a YouTube video, checked out
a photo on Flickr, or clicked on a link in Twitter, then five hours later, looked up to check the
clock and realized it was 4:00 AM, you know what I mean. Admit it, you’ve been there: heaven
help me, the baby is screaming and needs a diaper change, but gimme a sec, I just need to click
on one...more...link...aaah. Now doesn’t that feel better?

You might be a teenager on Hi5, profile-hopping all the hot girls in your freshman class at high
school, or a grandmother anxiously checking YouTube to see if your daughter has uploaded
the latest video of your three-year-old grandson. You might be a punk rocker adding a new
song to your band’s MySpace page or a Harvard grad surfing LinkedIn to see who you know
at Google who’s hiring. You might be the Real Shaq Daddy tweeting out nightly box scores
and a slam-dunk on Yao Ming, or Barack Obama rallying the faithful to get out to vote via
SMS on the eve of the most historic election in American history. From the largest to the
smallest, from the youngest to the oldest, the world has become engrossed, enthralled, and
addicted to social media.

Unless you’ve been in a coma for the last five years, your behaviors and interactions with social
media have changed dramatically. We now spend more time connected—both literally and
figuratively—than ever before. Our offline-online existence is fused together into an
electronically enhanced experience that would have seemed unbelievable just over a decade
ago, but now seems almost second nature. One wonders how people ever managed to make
plans to meet up for dinner or a night out on the town before everyone had email, eVite, Yelp,
or text messaging. Our fascination and fastened-nation with all things digital has been both a
blessing and a curse, allowing people to communicate whenever and wherever they please,
even if that means listening to the sales guy in the bathroom stall next to you talking to a
customer and wondering if you should wait "til he’s done before you flush.

The first 10 years of the Internet Revolution were all about getting computers connected to
the World Wide Web. But the next 10 years are going to be all about getting people connected
to one other. There are now over 1 billion people online across the globe, and over 3 billion
people with mobile phones who can send a text message. Imagine how much time we can all
waste poking one other on Facebook!

More seriously, this sea change in how people spend their lives and leisure hours has created
a challenge for those in traditional marketing roles. As with the explosion of cable television
channels in the 1990s and subsequent fragmentation of mass market media and advertising,
online behavior in the 215 century has been moving away from large portal mass-produced
websites like AOL and Yahoo!, and toward a world filled with search engines, social networks,
millions of tiny blogs and “long-tail” websites, user-generated content sites, news feeds, apps,
widgets, RSS, email, SMS, IM, chat, Twitter, bookmarks, etc, etc. Finding ways to effectively
reach customers in the world of Web 2.0 has become a Sisyphean task, requiring a wide variety
of online marketing skills and an endless number of communication channels.
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And yet there also exists the everyday miracle of one clever, creative individual who executes
a very cheap, viral, word-of-mouth campaign that reaches millions overnight. How can this
be? We are both powerless and powerful at the same time. We are fragmented and yet unified.
We are solitary shut-ins glued to our computers, but we are powerfully and instantly connected
to thousands of others all over the Earth. We are billions of people on the World Wide Web,
and we are a billion people blathering on in a billion and one tongues.

This is social media. And like the social beings who create it, social media is messy and confused.
It was in the middle of that mess that my personal journey began. Let me explain....

Back in late summer 2001, I had the good fortune of accepting a job offer at PayPal, while the
rest of the dot-com world was crashing all around me. Little did I know the towers of the World
Trade Center in Manhattan would also come crashing down my first day on the job. While still
in shock at a changed world offline, I began putting my toe in the waters of a brave new world
online as well.

I had always been a geek of some kind—music geek in grade school, math major in college,
computer programmer after graduating, and a small-time Internet entrepreneur in the
mid-1990s until my company got acquired in 1998. However, my new job at PayPal was in
(developer) marketing—pretty unfamiliar territory for a geek. I wasn’t even sure how I got the
job; a friend who was a PayPal angel investor had referred me, since he knew I'd been
organizing several Silicon Valley tech and entrepreneur user groups for many years. I guess
PayPal figured that was as close as it could get to someone who knew how to market to
developers, so it gave me a chance.

Now just to be clear, there is nothing more anathema to geeks and programmers than someone
who has a business card with a marketing title, except perhaps someone in sales, but at least
geeks understand salespeople are necessary to make money that pays their salaries. So
basically, as far as developers are concerned, marketing folks are the absolute bottom of the
food chain—they’re assumed to be both clueless and useless, and liars to boot. As a former
developer myself, I realized my job was going to be all about marketing our services to repressed
loner, smart-ass geeks who thought I was a dumb, incompetent liar. Great.

Given the humbling and humiliating task ahead of me, and given my dirty little secret of not
knowing one damn thing about traditional marketing, I realized I better come up with some
pretty creative tricks/hacks...and fast. Hack #1: change the official job title on my business card
from “Director of Marketing” to “Director of Geek Marketing” (disguise and subterfuge,
become part of the community). Hack #2: stop trying to sell developers on PayPal, and just
focus on helping them use the product and provide tech support, /isten to what they were
asking for, and see if I could get the product team to fix bugs and build something geeks would
use. Hack #3: since they probably knew more than me, appeal to developers to help answer
questions, and recruit geek advisors and promote them as experts to the rest of the community.
Hack #4: get all of our technical documentation and code samples out in the open on a no-
login-required site, without requiring anyone to create a PayPal account to learn. Hack #5:
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start a message board and blog (had to bend some rules and avoid corporate bureaucracy, but
I did it), and get an open channel of publishing and communication to the community.

I could go on, but I think you get the picture—let’s just say I did some very nontraditional
marketing in the first year or two. And I really had to change how I thought about marketing
in order to reach the people I was going after. In fact, much of my success was due to subverting,
bending, and even breaking the normal rules of corporate marketing to do what I needed to
get done. And finally, I had to become part of the community itself, and I had to create some
nontraditional publishing and communication models to engage the community to help me
do my job.

Along the way in becoming a mole in the machine, I also discovered a number of other
important new trends and techniques in online marketing: search marketing (both organic and
paid), email newsletters and distribution lists, blogging, mini-apps and widgets, message boards
and forums, RSS, screencasts, instructional video, social networks, and many, many other
geeky pursuits that consisted mostly of me goofing off online and somehow getting away with
saying I was doing real work. While it may have seemed like I was screwing around wasting
alot of time (cough, cough...nothing could be further from the truth!), it turns out I was getting
some world-class on-the-job training in social media marketing. Who knew?

As I spent more time diving deep into this Ocean of Social, I realized something important was
happening and changing how people were communicating. Starting somewhere between 2001
and 2005, a whole bunch of non-geeks were getting computers, getting digital cameras and
mobile phones, getting broadband connections, and getting online. The Internet and the
browser were just the beginning; by the time YouTube arrived in 2005, the Internet had already
been taken over by the masses. By 2008, your mom or grandmother were probably stalking
you on Facebook and trying to find out who you were hooking up with.

This was not your geeky old Internet—this was the glory of the World Wide Web, and people
were doing a whole lot more of the following:

e Browsing the World Wide Web (from iPhones as well as computers)

e Using search engines (aka “The Google”) to find all kinds of stuff

e Reading blogs, looking at pictures, listening to music, and watching videos

e Creating profiles and browsing and flirting and “poking” on social networks

¢ Sending messages and links via email, text/SMS, and Internet Messaging (IM) systems
As each of these activities in turn spawned entirely new ecosystems and communication
channels dedicated to legions of fans, online populations similarly dedicated themselves to the

creation and consumption of new media/social media in these online environments. Not only
had we become addicted to the Network, we had become the Network:
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We The People,

In Order to Form a More Perfect Platform,
Establish Internet Equality,

Ensure Domestic Social Connectedness,
Provide for the Creative Commons,
Promote the General Web-fare,

and Secure the Blessings of Liberty

to Our Blogs and Our Friends and Followers,
Do Ordain and Establish this Network

for the .COM, the .NET, the .ORG,

and the Entire World Wide Web!”

Well, maybe it didn’t happen quite like that...but I bet you in a hundred years, people will
look upon the creators of the Internet, search engines, social networks, and some of the more
famous websites akin to the way older generations think about our founding fathers. I mean,
didn’t Al Gore invent the Internet? I rest my case.

And as we begin to explore what social media is about in the Second Age of Aquarius, I can
think of no one more qualified to bring you kicking and screaming into the 215 century than
Tamar Weinberg. Tamar is a friend, guru, and colleague who has been swimming in the ocean
of search engines and social media for over 10 years, and her annual “Best Of” list of Internet
marketing articles is a must-read for all things search, social, and beyond.

With no further ado: I bring you Tamar Weinberg, and the Social Web.
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PREFACE

Social media marketing is more than just a buzzword. It’s a way of life and a means of survival
in today’s Internet lifestyle. Whereas the Internet of the past was more about “me, myself, and
I,” the past few years have brought about substantial change: our online interactions are now
more social. Our product purchases are often driven by user reviews. We enjoy reading
interesting stories shared with us by our friends and colleagues. We have seen the rise of online
communities where individuals with similar backgrounds or interests can connect to one
another.

Regardless of whether you’ve done traditional marketing online or absolutely none at all,
diving into this unfamiliar territory is not that much of a challenge. To understand the basics
of “social media marketing,” let’s break down the terminology. The idea behind social media
marketing is to leverage the “social” through its “media” (communication and tools) to
“market” to your constituents.

The big idea behind social media marketing that you are focusing on is communication.
Fortunately, communities exist that already have active participants—those passionate about
a specific subject—and better yet, there are numerous tools that can help facilitate this kind of
communication. If you’re a small-business owner or even a member of a corporate entity but
are unfamiliar with this territory, there are many ways to dive in and become part of the
conversation.
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Conversation is a two-way dialogue. Unlike traditional marketing, social media marketers are
required to start listening and talking to their constituents. This is possibly the biggest hurdle
facing a social media marketing initiative. However, have you searched for your product or
brand name today? What are people saying? Don’t you feel compelled to respond?

It’s about time that you began understanding the social media landscape. It’s about time that
you began leveraging the networks where people are already conversing about you to respond
favorably to their feedback or criticisms. It’s about time that you embarked on a social media
marketing initiative.

Organization of the Material

Chapter 1, An Introduction to Social Media Marketing, introduces the concept of social media
marketing and explains its role in today’s online marketing initiatives. This chapter also covers
some of the primary tools used for a social media marketing campaign.

Chapter 2, Goal Setting in a Social Environment, discusses the challenges and hurdles faced in
social media marketing and also explains the various ways to leverage social media marketing
to achieve specific goals.

Chapter 3, Achieving Social Media Mastery: Networking and Implementing Strategy, outlines
tools for monitoring online chatter and what you can do to appease your audience.

Chapter 4, Participation Is Marketing: Getting into the Game, explains how participation online
is critical to success in social media marketing and presents case studies highlighting small and
large businesses achieving success with this tactic. Chapter 4 also discusses another important
part of social media marketing: reputation management.

Chapter 5, Using Blogs to Communicate, Influence, and Learn from Your Constituents,
describes the growth of blogs and explains how to set up a blog from scratch and how to make
it friendly for social media communities.

Chapter 6, Microblogging Magic: How Twitter Can Transform Your Business, illustrates
microblogging service Twitter and explains how to use the service. It also features case studies
of businesses that have successtully navigated the Twitter landscape for marketing gain.

Chapter 7, Getting Social: Facebook, MySpace, LinkedIn, and Other Social Networks, discusses
the primary three social networking sites and explains how you can use them appropriately
for social media marketing gain.

Chapter 8, Informing Your Public: The Informational Social Networks, highlights knowledge
exchange websites such as Wikipedia and Yahoo! Answers and offers insights into how you
can use these networks to establish thought leadership and expertise.

Chapter 9, Leaving Your Mark: How to Rock the Social Bookmarking Space, presents the
concept of social bookmarking sites and explains how to use these services.
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Chapter 10, Social News Brings You Page Views, explains the benetits of content creation for
social news sites and outlines the steps you can take to write great content for, and to become
a successful contributor, to those sites.

Chapter 11, New Media Tactics: Photography, Video, and Podcasting, covers the services that
allow you to promote your photographs and videos and explains how you can become a
rockstar podcaster or videoblogger.

Chapter 12, Sealing the Deal: Putting It All Together, explains the best approach for a successful
social media marketing strategy, especially once you’re armed with the information presented
in the preceding chapters.

Questions and Comments

Please address comments and questions concerning this book to the publisher:

O’Reilly Media, Inc.

1005 Gravenstein Highway North

Sebastopol, CA 95472

800-998-9938 (in the United States or Canada)

707-829-0515 (international or local)

707-829-0104 (fax)
We have a web page for this book, where we list errata, examples, and any additional
information. You can access this page at:

http://www.oreilly.com/catalog/9780596156817
To comment or ask technical questions about this book, send email to:
bookquestions@oreilly.com

For more information about our books, conferences, Resource Centers, and the O’Reilly
Network, see our website at:

http://www.oreilly.com

Safari® Books Online

When you see a Satari® Books Online icon on the cover of your favorite
Sa!’éoﬁ! technology book, that means the book is available online through the O’Reilly
Network Safari Bookshelf.

Safari offers a solution that’s better than e-books. It’s a virtual library that lets you easily search
thousands of top tech books, cut and paste code samples, download chapters, and find quick
answers when you need the most accurate, current information. Try it for free at http://
my.sataribooksonline.com.
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CHAPTER ONE

An Introduction to Social Media Marketing

Social media, which relates to the sharing of information, experiences, and perspectives
throughout community-oriented websites, is becoming increasingly significant in our online
world. Thanks to social media, the geographic walls that divide individuals are crumbling, and
new online communities are emerging and growing. Some examples of social media include
blogs, forums, message boards, picture- and video-sharing sites, user-generated sites, wikis,
and podcasts. Each of these tools helps facilitate communication about ideas that users are
passionate about, and connects like-minded individuals throughout the world.

According to the Universal McCann’s Wave 3 report, released in mid-2008,! social media is
rising and does not seem to be stopping anytime soon. Among all Internet users between the
ages of 16 and 54 globally, the Wave 3 report suggests the following:

¢ 394 million users watch video clips online

e 346 million users read blogs

¢ 321 million users read personal blogs

e 307 million users visit friends’ social network profile pages

¢ 303 million users share video clips

e 202 million users manage profiles on social networks

e 248 million users upload photos

e 216 million users download video podcasts

¢ 215 million users download audio podcasts



184 million users start their own blogs
183 million users upload video clips

160 million users subscribe to RSS feeds

Social media penetration seems to be a continuing trend.

Social media marketing (sometimes referred to by its acronym, SMM) connects service

providers, companies, and corporations with a broad audience of influencers and consumers.

Using social media marketing, companies can gain traffic, followers, and brand awareness—

and that’s just the tip of the iceberg.

2

THE INTERNET EVOLUTION AND HOW IT RELATES TO SOCIAL
MEDIA MARKETING

Two decades have passed since Tim Berners-Lee invented the World Wide Web. Initially designed
for the physics community,2 Berners-Lee likely never imagined that his project would later become
known as the “information superhighway” and that the Internet would end up interconnecting
millions of computers worldwide, providing vast amounts of information to individuals. Berners-
Lee likely neverimagined thatthe Internet would be accessible to every household and that it would
facilitate communications throughout the world. In the last few years, the Internet has evolved into
a “social web,” connecting like-minded individuals with communities that allow them to express
themselves and engage in lengthy debates at any time of the day.

Ask.com, Lycos, Metacrawler, Altavista, Google, Microsoft Live, Yahoo!, and other search engines
were created with the intention to organize the world’s information. A new discipline known as
search engine optimization (also referred to by its acronym, SEO) became mainstream among
marketers who wanted to understand the nuances of how a search engine wound rank results for
various search phrases. The goal of a search engine optimizer was to have the pages of his client’s
website appear on the first page of search engine results. For example, if a client specialized in the
sale of “blue fish” and an individual was using a search engine to find a “blue fish,” a search engine
optimizer would want his client’s site to show up first in the results.

Individuals are forever searching for information, and search engine optimizers help organize
content on a web page so that their clients’ websites rank higher than the competition’s. Search
engine optimization typically involves the analysis of elements on a particular web page and
enhances them, using available search engine algorithmic knowledge (as seen by repeated success
and observation;search engines naturally keep their algorithms top secret) for heightened visibility
in the search engine results.

Search engine optimization is part of a larger picture, search engine marketing, which encompasses
a variety of other tactics for heightened awareness in the search engines. Before social media
marketing made its foray into the marketing arena, search engine marketing integrated these major
components:
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« Search engine optimization, which focused on on-page factors, including title tags, metatags,
keyword research, and other techniques.

« Linkbuilding,an offsite promotional tactic to build quality links from other websites toimprove
rankings.

« Pay-per-click,a model that allowed individuals to bid on clicks and to pay for high rankings. In
this model, search engine users saw “sponsored” listings alongside regular “organic” results.
It was typically much easier for businesses to achieve high rankings in this area: the more
money invested in the campaign, the more visibility to the casual surfer (contingent upon other
algorithmic factors).

DEFINITION

Most search engines contain listings that consist of paid advertisements (sponsored listings)
and unpaid listings, where the placement is based on a highly classified search engine
algorithm that often relates to relevancy, number of inbound links, and other data points.
Organic listings are these unpaid results that often show up on the left side of the search
engine results page.

Where We Are Now

Until recently, the Internet was largely an informational medium. However, in the last couple
of years, the Internet has become increasingly social. We are now looking at websites, habits,
and behaviors of our peers in order to make well-informed and educated decisions about our
next move, be it a buying decision or another endorsed article to read late at night. Websites
such as MySpace and Facebook have emerged to make communication between peers fast and
easy. That’s only the tip of the iceberg, though. Social websites have been built to unity
individuals with similar interests: social news sites that are governed by the “wisdom of
crowds,” social bookmarking sites that allow individuals to discover websites that a large
number of people have already discovered, and niche social networks that unify individuals
under a common interest. As such, a new discipline, social media optimization, also called
social media marketing, has evolved.

What Is Social Media Marketing?

Social media marketing is a process that empowers individuals to promote their websites,
products, or services through online social channels and to communicate with and tap into a
much larger community that may not have been available via traditional advertising channels.
Social media, most importantly, emphasizes the collective rather than the individual.
Communities exist in different shapes and sizes throughout the Internet, and people are talking
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among themselves. It’s the job of social media marketers to leverage these communities
properlyin order to effectively communicate with the community participants about relevant
product and service offerings. Social media marketing also involves listening to the
communities and establishing relationships with them as a representative of your company.
As we will discuss later in this book, this is not always the easiest feat.

DEFINITION

The term social media optimization, which many today equate with social media
marketing, was coined in 2006 by Rohit Bhargava.3 Bhargava explained the concept of social
media marketing as optimizing a site in such a way that written content garners links, which
essentially acts as a trust mechanism and endorsement. Social media optimization also helps
build brand awareness and raise visibility for the marketed product or service.

In essence, social media marketing is about listening to the community and responding in kind,
but for many social media marketers, it also refers to reviewing content or finding a particularly
useful piece of content and promoting it within the vast social sphere of the Internet.

Social media marketing is a newer component of search engine marketing, but it is really in a
class of its own. It does not relate only to searching; it relates to a broad class of word-of-mouth
marketing that has taken the Internet by its horns. Fortunately, the phenomenon is only
growing at this point.

In the end, social media marketing can achieve one or many of the goals listed in the following
sections.

Bringing Traffic to Your Website

Using available social media tools, users endorse approved content for their peers. As soon as
an active user of a social news site or influencer discovers a piece of content and spreads it,
word of mouth commences. The idea is a viral spread, which is heightened by online
communities and the cross-pollination of content on other social media sites. Figure 1-1
illustrates this phenomenon.

Driving Relevant Links to Your Website

Considering that link building is a big part of search engine marketing, social media marketing
eliminates the need to seek out a costly link-building expert and can help build organic links.
When a blogger or website owner discovers a relevant piece of content, the natural instinct is
often to share the content on the website or blog with a direct link to the piece of discovered
content. These links in turn help to communicate to search engines that the blogger or
webmaster has made a decision to endorse the web page, as its content is considered
trustworthy. As many search engine marketers can attest to, the more links to your site, the
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FIGURE 1-1. A ¢raphical representation of viral marketing

more opportunities you have to be discovered by both readers and visitors, as well as users
looking for related content through searches performed on search engines. Links enhance
discoverability. Social media sites are just a starting point, but with the right content, the gift
of compelling social media content has the potential to give back to the content creator twenty-
fold or more.

Making Consumers Brand-Aware

Obviously, a strong market presence is beneficial for getting business from customers who need
your product or service today. However, creating brand awareness today can also help you in
the future. Consumers who become aware of your brand now, even if they aren’t actively
seeking your product or service, are likely to remember you in the future and seek you out
when they actually do need your product or service. If you leave a positive first impression on
your diverse audience, you will likely reap benetfits from exposing it to your product early,
especially since one of the key ideas of social media marketing is recommendations: the idea
behind social media is that friends recommend links, websites, and products to their peers.
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Driving Conversions

Given a compelling marketing strategy and creative demonstration, social media marketing

can lead people to purchase the desired product or service. On the contrary, a poor marketing
demonstration will likely cause the consumer to distance himself from the advertised product.
Consider this logic: if you are selling a software product offering and decide to innovate with
a poor-quality video laden with mistakes and monotonous voiceover, how likely is that video
to contribute to increased sales? Presentation and layout are crucial in social media marketing.

Triggering Conversations

If you're getting links out of your social media strategy, it’s because people are talking about
you. It’s important to note that social media users are seeking out the voices of their peers—
they’re not listening to you as a corporate entity anymore.

What Makes “Social Media” Marketing Different?

Now that we’ve established some of the benefits of social media marketing, it should be clear
that traditional marketing tactics are not as effective as they once were, because consumer trust
in these media forms has declined. Today, information is more easily accessible online, and
more significantly, that information is a lot easier to find. Generations are becoming
increasingly digital-savvy. Text messaging and web activity are becoming second nature (and
are claiming addicts on a daily basis). If a consumer is seeking out information about a particular
product, she won't necessarily sit down with a cup of coffee and read her favorite magazine to
find information about the product; she is more likely to turn on her computer and look for
reviews and endorsements from other individuals just like her.

Social media marketing is a promising evolving technology with much potential, and there are
successful case studies to back up that sentiment, many of which we will explore in this book.
However, there are other reasons to engage in a solid social media strategy in addition to (or
instead of) traditional marketing strategies. These include:

Social media marketing facilitates natural discovery of new content
Content crafted properly can be exposed to hundreds of new website visitors, from the
casual surfer to the extreme enthusiast, in a very spontaneous fashion. Unlike paid
advertising, which is forced upon web surfers, social media lets visitors view content that
is not necessarily associated with commercial intent. If I like a website because the
marketing piece is hip, innovative, and genuine, I'll pass it on to my peers using social
media sites and they’ll pass it on to their peers because they also like it. Content can reach
thousands of new eyeballs quickly without interfering with traditional marketing, but
social media marketing does not interfere with other marketing strategies, either.
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Social media marketing boosts traffic numbers
Traffic comes to websites from sources other than search engines, and many of those
sources include social media sites. Once you have established yourself as a community
participant worth following, people will be interested in what you have to share and will
likely pass relevant your blog posts, videos, or articles onto their peers.

Social media marketing builds strong relationships
If you are genuinely paying attention to members of the communities that are part of your
marketing message (or not even associated at all), you can build strong relationships when
you take the time to respond to concerns or feedback. Even communities that are not
necessarily related to your company, brand, product, or service offering have members
who may individually be interested in knowing more about you and what you have to
offer. And since it is so easy to spread your message via word of mouth online, if you really
leave a good impression on those who you interact with on a regular basis, it’s almost
certain that they will recommend you to a peer who is seeking your service or product—
that is, if they believe in it (and you!)

Social Media Marketing Is a Cheap Alternative to Traditional Marketing—
with High Returns

You can certainly hire someone to provide strategy and tactics to bring you success, or you can
integrate social media marketing in-house for much less (though before you do, read this book
first!). Social media marketers still need to understand the rules of engagement, participate in
communities on a regular basis, and capitalize on emerging trends. Such activity will prove to
be highly cost-effective. Buying hundreds of links on untargeted sites, for example, may cost
you thousands of dollars, but if you practice the creative strategy of social media marketing,
the return on investment can be substantially higher. Plus, social media marketing has the
added benefit of heightened awareness about product offerings.

Where is my return on investment?

Maybe you've decided to take the plunge and utilize social media marketing in-house. Maybe
you’ve decided to hire a renowned social media marketing consultant to help implement and
then execute your social media strategy. How are you going to measure your return on
investment (ROI) to see if your investment was worth all the effort?

First, if you're trying to determine how much a social media marketing strategy should cost,
there’s no “one size fits all” approach. Social media marketing simply does not have a fixed
cost. Depending on the scope of the project, social media can vary from hundreds of dollars to
hundreds of thousands of dollars. When pricing out possible consulting engagements, never
put all your eggs in one basket. Look for a fair mix of social sites and communication
opportunities in the most ideal social media marketing campaign.
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NOTE

You never want to work with a consultant who will give you visibility on Digg but ignore
the other sites that exist for a similar purpose.

Now where is your ROI, and how can you tell if your social media marketing strategy is the
right one? Social Media Explorer Jason Falls explains the issue of determining ROTI for social
media marketing:*

The problem with trying to determine ROI for social media is you are trying to put numeric

quantities around human interactions and conversations, which are not quantifiable.

Measuring success

Further, social media marketing results cannot be measured immediately. Your strategy does
not work overnight, but rather works over the long term. Like any sort of marketing tactic,
social media marketing puts your product or service in front of a group of users who will be
interested in sharing the offering with their peers, though the process of sharing is only as rapid
as the individuals who want to pass on the content. In an effective campaign, the results should
speak for themselves.

In many instances, social media is also about listening and engagement. Over the long term,
if you see more positive sentiment being expressed about your company, that should be a win
in itself.

There is no “one size fits all” strategy that works with everyone. Each product and service is
different. Each online community is different. By communicating with the right group of
people online and then revising your strategy as needed based on feedback, you will likely see
some incredibly valuable results that will help you sell your product—or you'll go back to the
drawing board.

Later in this book, you will be introduced to tools that will help to measure success—all
depending on your goals—and you will be able to tweak your campaigns effectively based on
the response to your strategies.

Let’s face it: the online world is becoming saturated. There are a substantial number of
individuals now flocking to the Internet to find answers and get direction. It’s time you talk to
those people, especially since they may have questions about a product or service that you may
have the answers for.

With social media marketing, you’ll see that if your outreach efforts are received well, you'll
gain a percentage of supporters. As these supporters spread the word about your offering, you
will gain additional supporters. With the right targeting and proper message, gaining loyal
followers will allow you to build up a group of individuals who will be willing and able to act
when you launch a new desirable service offering. This is so much easier to do online because
the message is so much easier to spread.
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If you are looking for a sure-shot way to achieve fast results, this book is not for you. Like any
marketing discipline, social media marketing takes diligence, effort, and persistence. By reading
this book, you will understand how to:

e Establish goals for your social media marketing campaigns

e C(Create a strategy for executing your social marketing efforts

e Communicate effectively with the communities you intend to target

e Take charge of the conversation, even if it’s not on your website

e Gain exposure from participating among many social channels

e Utilize social media to handle a reputation management crisis

e Utilize blogs and bloggers to send messages to larger groups of individuals

¢ Leverage existing sites to market your products

e Craft content that is currently “hot” within many social media circles

A Brief Introduction to Social Media Portals

Fortunately, there are already a number of portals available online that can empower you, as
a marketer, to start spreading your message. Innovation, too, can bring success, though it’s not
the only way. There are already so many sites that have been built around the idea of the
collective mindset, and it is your responsibility—if not your duty—to understand the
communities that frequent these social sites and leverage them for your benefit while also
giving back to the community.

NOTE

The emphasis here is that people want to know you are providing something valuable to
them. Communities will not respond if your intentions are selfish in nature. Later in the
book, we will discuss how to work with communities to spread the message.

With social media portals, your current and potential customers can associate themselves with
you and your brand. They do this by bookmarking a page on a social bookmarking site,
becoming your fan on a Facebook product page, and voting up a story on a social news site,
among other tactics. In this section, you will learn some of the more popular social media
portals—not at all intended to be an exhaustive list (as there are new ones cropping up from
day to day). Later, you will learn how to leverage these networks to spread your message.

Social News Sites

Social news sites rely on the collective to vote on news stories that individuals think should be
exposed to a larger audience. In essence, when a story is submitted to a site, it has one vote.
The goal of social news sites is to get the story enough votes (which may vary per social news
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site) to hit the front page. Since thousands upon thousands of visitors often do not venture
farther than the front page of social news sites, getting your story there can bring hundreds of
thousands of visitors to your site in a short while, with the added benetfit of getting targeted
links from influencers. The reason for this is that popular social news sites are regularly visited
by bloggers, journalists, and other influencers who try to find their writing inspiration from
content that is on the front page of these sites. If the community already publicly endorsed this
content, it’s fair game for the writers to pass on to their readers. Some social news sites are
covered in this section.

Digg
By far, Digg is the most popular site at the moment for sharing information socially. Digg
was originally launched in late 2004 with an emphasis on technology news, but it changed
its game plan in early 2008 to target a much wider audience.?

reddit
Launched in 2005, reddit is known as the second most popular news site. reddit found big
success in January 2008 when it launched subreddits, which enable users to create their
own categories in which to submit stories.® As a reddit user, you can subscribe to specific
categories and get the content that you want without the clutter of other news.

Mixx
Mixx is an up-and-coming social news contender that was founded in late 2007. It is one
of the smaller social news sites, but has an incredibly passionate and active community.

Social Bookmarking Sites

Social bookmarking sites allow you to store your favorite sites, often with metadata (tags, for
example) to be retrieved at another time or in another place. While some people use social
bookmarking just so that they can access their bookmarks from several computers without
feeling tied down to any single location, social bookmarking also allows you to discover new
content saved by your peers. By default, social bookmarks are public, though there are options
to make the bookmarks private. The more popular social bookmarking sites are covered in this
section.

delicious
This social bookmarking giant isnow owned by Yahoo!. The site boasts more than 5 million
users and more than 150 million URLs. On July 31, 2008, delicious launched a newly
redesigned site that boasted impressive speeds, enhanced sorting, and a stronger emphasis
on networks.

StumbleUpon
StumbleUpon is a unique kind of social bookmarking site. It allows you to discover content
using a toolbar. When you click Stumble!, you are shown a site tailored to your interests
(per your specifications when you registered). You can then provide feedback to the
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service as to whether you like the content or not. Based on your feedback, StumbleUpon
provides additional (or fewer) pages on the specific topic.

Social Networks

Social networks are the websites that you use to let individuals know exactly who you are or
establish a profile to find others with similar interests. Often used to connect with old friends
or to find new ones, social networks are some of the most popular sites on the Internet. Three
of the key social networks are covered in this section.

Facebook
College student Mark Zuckerberg launched Facebook in 2004 to allow other college
students to keep in touch with their friends. Now Facebook is one of the most popular
websites in the U.S. has been growing virally throughout the world.

MySpace
MySpace is another popular social network. Founded in 2003, it has grown to over 100
million accounts and was acquired by News Corporation in 2006.

LinkedIn
Launched in mid-2003, LinkedIn is a network that connects professionals in all disciplines
all over the world. LinkedIn is intended for those who are business-oriented, and is best
described as a “virtual resume” and social network connecting professionals who have
interacted with one another in both the personal and professional realms.

Everything Else

Social news, social bookmarking, and social networks are the main social sites at present, but
they are not the only sites that allow you to share your content. Whether your passion is
knowledge, photography, or video, there is an ever-growing number of websites that let you
share and spread information with an audience who may already be willing to listen.

The Web As a Means of Giving Consumers a Voice

Prior to the advent of the social networking sphere, you had to have a substantial amount of
money to share your content on the Web. To establish a web presence, you needed to hire a
savvy web developer and a knowledgeable graphic designer. You also needed a domain name
(approximately $70/year), and most importantly, web hosting space. That’s why, until the turn
of the century, the only professional websites were ones owned by companies. Few individuals
really had their own personal web spaces.

In the past several years, however, numerous things have changed. First, social sites emerged
and gave us the ability to create our personal space on the Internet. Not only that, those social
sites let us connect with others who had common interests or backgrounds.
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Second, social web applications have become increasingly popular. In the previous section, I
described some of these applications that are hosted by various companies and give users the
ability to set up their own profiles and establish relationships. Additionally, open source
applications (such as MovableType,WordPress, Drupal, and Joomla) allow individuals to
become their own publishers. These applications have evolved substantially in the last few
years and can be set up by just about anyone with an Internet connection, as they do not
require extensive technical know-how. Savvy web developers and knowledgeable graphic
designers are still being sought out, but some applications exist that eliminate the need for
some web designers, and there are thousands of open source (and cheap) themes that eliminate
the need for a costly graphic designer.

Third, domain names have become more easily accessible and atfordable. The dot-com domain
names are likely all taken (unless you can think of something imaginative that nobody else
has considered), but new domain name extensions are being released on a fairly consistent
basis, with the recent launch of .me and .7v domains. The more popular domain name
extensions now cost between $7 and $10 per year.

Fourth, web hosting has also become a lot cheaper. If you want to create and manage your
own personal space, you can download the open source applications and install them quickly
on your web host. Whereas hosting may have cost a few hundred dollars before 2000 (and
data delivery was a lot slower), now even children have their own web spaces and the cost is
a fraction of what it was in 1999, with significantly faster speeds.

Before social media, you heard about new products through traditional forms of marketing:
newspapers, magazines, or perhaps television commercials. Those tried and true tactics are no
longer as powerful as they once appeared to be. Before social media, you would use the same
traditional media channels to read about a bad company or a great one from consumers who
had firsthand experience. Nowadays, the picture has changed.

With cheaper and faster technology, the Internet has evolved into a different kind of beast.
Moreover, the extent of communications now travels farther than imaginable. Performing a
search using your favorite search engine indicates just how far we have come. In 2001, a search
for Comcast on Google yielded the results shown in Figure 1-2.

Today, the same Google search doesn’t give you quite the same information, and that
information is no longer controlled by a single entity (see Figure 1-3).

As shown on the search results page for the 2008 search, the expected results for “Comcast”
appear—there are numerous links for the company’s website and its various divisions (and for
viewing the company’s financial information), as well as news stories related to Comcast.
Further down, however, you see social media finding its way to the top of the search results.
First, you can see Wikipedia, the user-generated encyclopedia of information about public
companies and notable individuals, among other informative topics. Perhaps more alarmingly,
a potentially troublesome YouTube clip has found its way to the first page of the search results.
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FIGURE 1-2. 2001 Google search results for “Comcast”

The Wikipedia and YouTube social sites have beat out over 34.7 million pages to appear on the
first page for a very simple and common web search.

Now that web technology is cheaper and content is produced more easily, the Web has become
ameans of giving consumers a voice, and as shown in the Comcast example in Figure 1-3, that
voice may not be in your company’s favor. In 2001, it was unheard of to start a blog and
complain that you were unhappy with the delivery of goods. Only recently have websites
emerged that are dedicated to letting consumers fight back or rant about poor service. Blogs
are now media for complaints about products and services (among other innocuous ramblings).
Reputation management, or responding to negative mentions of your company or product on
the Web, has blossomed as an industry within the social media marketing/search engine
marketing sphere.

There appears to be no shortage of negative press about products (there is positive press, too,
but as many of us know, the good stuff simply doesn’t spread as much as the bad stuff does),
and the Internet has allowed consumers to seek reparations for injustices and to ramble about
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their dislike of a particular product. Since negative publicity is often most talked about, this
also means that people are sharing these stories and likely linking to them as well. The more
links to a story, the higher the stories are (usually) ranked in the search results. That’s why
you see a video of a sleeping Comcast employee on the front page of the Google search results.
If you look at the whole picture and the entire search results for Comcast on that particular
results page, that video is probably the most interesting link.

This proves that the Web is giving everyone the opportunity to share whatever they deem
relevant to their audience. It’s easy to set up an account and start criticizing the editor of your
newspaper or to openly disapprove of the way your school board is handling discipline
problems within your district. Sometimes a single blog post, if ranked well (and discussed
enough), can adversely affect your business, especially since consumers are often seeking out
reviews of companies before taking the plunge. If that negative press is highly visible, it’s likely
that consumers looking to make a purchase decision may look to a competitor who isn’t facing
bad press.
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It's Time to Join the Conversation

What do you do when you discover that someone is speaking ill of your company on her
website or on another web channel that is accessible by the general public? The traditional
approach would be to sit back and wait for the wave of complaints to stop. Today, with the
ease of spreading information, that is not the ideal approach. Instead, joining in the
conversation may be the best route you can take.

In the past, consumers would simply soak up what they read in print media and what they
watched on commercials. Consumers had a limited floor upon which to give feedback to the
message providers. We called this a monologue. This old way of communicating has changed,
however. The Internet has facilitated two-way conversation. Conversations about your
product are happening online regardless of whether or not you are participating in them.

Marketers have the responsibility to be ahead of the curve and to pay attention to these
conversations. They should understand how individuals perceive companies and products
online, and they should engage in a fully transparent dialogue with openness and honesty.
The marketer who speaks to those who will listen and will actually engage in the two-way
dialogue on a consistent basis—on matters good and bad—is the marketer who will be able to
build trust and drive those sought-out conversions.

Take the lead and don’t languish in the echo chamber. Seize the opportunity and join the
conversation. Consumers in this digital era appreciate transparency and communicative
entities, and it’s never too late to communicate with your constituents. They’re waiting.

Content Is Not King (Not by Itself, at Least)

There’s a very common saying in the search engine marketing sphere: content is king.

In other words, you can write everything and your visitors will come. You can start a blog and
just keep writing. Eventually, people will find you and become loyal followers. You can write
an exhaustive article on a topic about which you are incredibly knowledgeable, and hope that
the right people eventually discover that article and share it with their friends. That is the
meaning of the “content is king” mantra.

This idea by itself, however, is not entirely true. How many times have you accidentally
stumbled on a great article online that nobody seems to be talking about? Chances are, it
happens more often than not.

Gary Vaynerchuk, host of the popular online TV show Wine Library, uses a more appropriate
slogan: content is king, but marketing is queen (and the queen rules the household).

The bottom line is that you can’t just write something and let it sit there. How will people find
your content if you don’t disperse it appropriately to the right communities, or if you don’t
share it with anyone at all? The key takeaway is that marketing is part of the mix, and if you
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are producing content in the online realm, it is crucial to leverage the social media community
to spread that message and share the information with the individuals who will absorb it and
pass it on.

I'll end this section with another important quote, from Michael Gray, a search engine
optimization expert:

Building quality content without [marketing] is like locking William Shakespeare in a room to

write for himself.

Are You Ready for Social Media Marketing?

You've read this far and are intrigued by the benetfits of social media marketing. Yet are you
ready to take the plunge into a vastly different communication tactic? Some companies are
not at all prepared, and some simply won’t ever achieve the success that they are hoping for.
The reason for this is that they are not willing to give up control of the conversation. They are
afraid that when they introduce the community into the discussion, they may not hear what
they want to hear, and their responses (or lack thereof) can distort the public’s perception even
further. Unfortunately for those who are unwilling to innovate and dedicate resources to these
peer-to-peer channels, social media is here to stay.

There are two main considerations when assessing your readiness to embrace social media
marketing.

You Must Be Willing to Give Up Control of the Message

Today, everyone can be a content creator. After all, there are hundreds of thousands of websites
on which individuals can be publishers, and it takes little to no effort. People are using these
sites to talk about you.

Companies need to acknowledge that they can no longer easily control their messages.
Marketers now have the ability to influence and cultivate the message through their own
communication channels and through regular community participation, but they are now
contending with hundreds of thousands of customers who have a soundboard to articulate
their own thoughts about the company and product offerings. Marketers should listen—not
ignore—these messages, as they can provide some deep insights into the presentation of the
product and the actual marketing message, and companies may find suggestions on how to
improve.

You Must Be Willing to Dedicate Time and Energy to Achieve These Goals

In the digital space, the truth of the matter is that not everybody gets it. Getting it doesn’t
happen overnight, either. It will be necessary to allocate the resources to achieve the goals.
This will often require manpower.
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It’s also important to note that the initial time commitment will probably be substantial. You'll
have to study communities, learn the proper rules of etiquette (some sites may demand
different rules than others), and figure out how to respond based on what is acceptable within
the community. Over time, as you gain knowledge, the time commitment will be less
significant, but you’ll still have to keep abreast of developments in the field in order to stay
ahead of the curve. Building and maintaining trust will require a consistent time commitment,
as you reinforce your involvement in the community and remind your constituents that you
are a participant in the community for the long haul.

So What's Next?

There are online conversations about your company, product, or service going on right now,
and they will happen regardless of your participation. It is your responsibility as a marketer to
find out exactly what people are saying and how they perceive you. By becoming involved,
you can facilitate that conversation, sway your audience, and engage community participants
in a dialogue that will be beneficial to both them and the entity that you represent. Such an
engagement can translate into tremendous successes for your marketing message, from
reputation management to increased brand awareness, and then some. What are you waiting
for?

Summary

Social media usage is on the rise with billions of frequent online interactions, and as such,
social media marketing is a great way to connect consumers with companies and brands.

Social media marketing is about listening to and sharing great content with the collective. This
helps drive links, raise brand awareness, increase conversions, and kick-start conversations.
This is a much more powerful tactic than the old practice of traditional advertising; the old
strategies are no longer as effective.

One of the biggest challenges of social media marketing is measuring your ROI. Much of social
media is not that easy to measure; you can’t put a numeric value on buzz and quality of
conversation.

Social media portals, where conversations are ongoing and marketing messages can be
conveyed (if done right), exist in all across the Internet. We reviewed social news sites, social
bookmarking sites, and social networks in this chapter, but many other portals exist as well.

Social media is making its way into search results, and you have the opportunity to join in on
the conversation. It’s not in the best interests of your company to sit back and let that
conversation continue without stepping in to influence it.
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You may have a great product or an excellent whitepaper that will help boost your brand, but
without marketing it via social media, nobody will discover it. After all, content is not king
(not by itself, at least).

To be sure you're ready for social media marketing, you will have to give up control of the
message and dedicate time for the task. In later chapters, we’ll look at which strategies are most
effective.
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CHAPTER TWO

Goal Setting in a Social Environment

Before you embark on a social media marketing campaign, you need to clearly articulate and
understand exactly what it is that you intend to achieve. What are you hoping to accomplish?
Are you looking for more eyeballs, conversions, or both? In this chapter, we'll review the
essential steps required to develop your social media marketing campaign and offer solutions
for a variety of scenarios that such a campaign can address.

It’s important to acknowledge that social media marketing, without goal setting, can turn out
badly. Social media marketing is about real, personal relationships. As such, you must listen
and respond appropriately. It takes research and careful planning to determine how you will
engage with community constituents. If you are jumping into the game without being aware
of your surroundings and your space, the consequences can be disastrous. For example, most
homeowners are not very appreciative of telemarketer intrusions during dinner. In the online
space, the sentiment is similar. People can choose who to listen to and who to weed out. If
your mission is to “sell, sell, sell,” and not to “give, give, give,” you will fail because people are
no longer receptive to forceful marketing tactics. Clearly outlining the goals of your campaign
and then carefully reviewing the steps that are required to achieve these goals will give you a
better grasp of your needs and how to attain them.

The Hurdle: Overcoming Fear About an Uncontrolled Message

In Chapter 1, we briefly discussed the biggest fear of companies and brands as it relates to social
media and social media marketing: giving up control of the message. In traditional media, the
conversation was one-way. You spoke, and an audience listened. Today, the communications
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climate has drastically altered: we’re facing a medium that is composed of millions of people
who can actually contribute to or detract from a marketing message. Thus, social media
marketing is inherently social. It is a two-way conversation. Brands, marketers, and companies
talk, but this time, the audience is part of the discussion. There is a balance of power between
you (the representative of the brand) and the people (those representing the market).

Consider a site like Amazon.com. Amazon offers millions of products from books to home
repair products, and its marketplace is very interactive. A popular product can easily have
thousands of reviews. Clearly, as Figure 2-1 shows, brands and products are heavily discussed
on a consumer-to-consumer level.

Customer Reviews
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FIGURE 2-1. Thousands of customers review web products

Yet there are hundreds of thousands of ongoing conversations elsewhere on the Internet.
Where are these conversations occurring? As this book suggests, websites that allow users to
create their own virtual spaces can foster and ignite these discussions. A customer who is
disgruntled about poor service and support (poor package handling by a shipping company,
disappointment over a contractor who did not deliver what was promised, or anger over a
restaurant that undercooked an expensive ribeye steak, for example) could easily launch a blog
where he will, if he wishes, discuss his dissatisfaction and possibly use the personal web space
as a grounds to tear apart the reputation of the company. On the other hand, satistied customers
have also launched web pages and uploaded videos that show enthusiasm for products they
have purchased or services they benefit from. The conversations can go both ways to express
both positive and negative emotions. Standalone and noninteractive pages can crop up and
contribute to the conversation. Blogs often showcase positive (and negative) experiences from
companies and products. With social media monitoring and engagement, access to this
sentiment and information is available to businesses for free.
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THE POSITIVE (BUT MOSTLY THE NEGATIVE):
WHERE TO READ (HORROR) STORIES

Numerous websites exist solely to highlight companies in a positive or negative light. The sole
purpose of these sites is often to share stories about interactions with particular companies and to
create a connection between the consumer and the brand. Some of these sites include:

Get Satisfaction
Get Satisfaction is a people-powered customer service portal. It offers to connect customers
with the employees of the companies they’re concerned about. Notable companies on Get
Satisfaction include O’Reilly, Adobe, Whole Foods, Timbuk?2, Apple, BBC, and Mozilla.

The Better Business Bureau Complaints Portal
Not so much a “social media” site as we know it, the BBB takes complaints about businesses
both online and offline, which are accessible by the general public via a site search.

Ripoff Report
ROR lets disgruntled consumers share their stories with other disgruntled consumers.

Yelp and Merchant Circle
Yelp and MerchantCircle both allow real people to write reviews about businesses thatthey’ve

had personal experience with.

Consumerist
Consumeristisaconsumer affairs blogthat highlights stories, both positive and negative, about
consumers’ experiences with companies and corporations.

Consumers now have a real voice on the Internet, and that voice is becoming louder. With most of
the aforementioned tools, unhappy customers already have forums to share their feelings with
communities of individuals in similar situations who can relate and offer advice. They can use any
of the these sites to kick things off, or they can use their own web spaces and other social channels
to alert the entire world to their sentiments.

There are numerous tools that you can use to monitor these conversations, and we will explore them

later in this book.

The new media mindset emphasizing two-way communication is critical: it’s important to have
a conversation with someone, rather than speaking o someone. In fact, it really can be a win-
win situation for anyone who opts to engage in social media marketing. However, those
looking to proceed with a social media marketing model must employ other tactics as well.
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Transparency Is Critical

Social media marketing is all about disclosure, or transparency. If you educate your audience
about your primary goals and core values, and let your constituents know exactly what you
are doing right and wrong in your company, you will have nothing to fear about social media.
Being upfront about your objectives is becoming increasingly important, as suggested by the
Times, which stated that “fake bloggers will be named and shamed.”! If you are not upfront
throughout the entire duration of your campaign, someone may eventually find out your true
objectives and you’ll have a lot of cleaning up to do to reestablish your online reputation.
Consider social media marketing your modern-day public relations.

LACK OF TRANSPARENCY: EDELMAN’S WAL-MART CAMPAIGN

In 2006, Wal-Mart launched a blog called “Wal-Marting Across America.” The premise behind this
blog was to chronicle the journey of two working-class Americans who were traveling the country
and spending the night in Wal-Mart parking lots.

The problem? The blog was not a product of Wal-Mart—not entirely, that is. It was, in actuality, a
fake blog orchestrated by Wal-Mart’s public relations firm, Edelman.

When the identities of the bloggers behind “Wal-Marting Across America” were discovered, there
was a public relations fiasco for the involved parties. Bloggers and news outlets everywhere
expressed their distrust in the participants and cited concerns regarding ethical word-of-mouth
marketing.2 The two bloggers who were hired for this Wal-Mart promotional tactic were initially
under attack and intense scrutiny for their involvement, but at the end of the day, those blamed for
the failed mission were Wal-Mart and Edelman.

Today, “Wal-Marting Across America” no longer exists.

Being upfront with your constituents is incredibly frightening if you are unprepared. However,
full disclosure has its benefits. If you make a business decision, it’s important to communicate
its upsides and downsides. If you make a mistake, it’s important to own up to it and to let your
customers know that you are putting them first. Keeping the floor open for comments and
feedback and responding in kind is what social media marketing is all about.
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OPENING UP ABOUT YOUR MISSTEPS: JETBLUE’S PROMISE TO ITS
CUSTOMERS

Valentine’s Day 2007 was a bad time for JetBlue. Weather conditions caused flights to be cancelled,
then rescheduled, and then cancelled again. For some flights that weren't canceled outright, the
airline instead left passengers stranded on planes for hours. This operational crisis resulted in
negative publicity and lost trust from its stakeholders.

JetBlue could have remained silent, but instead it acknowledged publicly that it had wronged its
customers. CEO David Neeleman said he was mortified.JetBlue published full-page online and print
advertisements saying, “We are sorry and embarrassed. But most of all, we are deeply sorry.”

The apology continued in a YouTube video in which Neeleman spoke directly to his stakeholders
with an apology that pundits have agreed was authentic.3

The lesson learned is that companies should not sit on their mistakes. Transparency means being
open from the get-go, butalso acknowledging if that you’ve committed a sin and sincerely promising
that you will never commit it again.

To date, JetBlue has made good on its promise.

Listening Is Required

A two-way conversation means that you, as a marketer, are spreading your own business
message, but you are also listening to what is being said about your products and messages.
Listening itself is not enough, since your presence may go unnoticed; by responding, you
reinforce the relationship with your audience and let it know that you value its insights. A
successful social media marketer maintains accounts on all social media platforms and responds
when appropriate. Yoono, a browser-powered social network, has preached the importance of
social media engagement across several networks. Regan Fletcher, Vice President of Business
Development at Yoono, said the following in an interview with me about the importance of
listening:

For a startup developing a consumer tool, the most important resource we can tap into is
feedback from users and potential users, even when that feedback is negative. Especially when
that feedback is negative! Generating feedback from different social media outlets has helped
Yoono to launch a consumer tool without the high cost of formal focus groups. We still plan to
organize a real focus group in the future, but that will come after we’ve implemented feedback
from users who follow us on our blog, Twitter, Facebook, or FriendFeed. And when we do
actually sit down to plan a true focus group, we’ll use social media to help organize and attract
participants instead of hiring someone to do it for us. We actually did contact a couple companies

that organize focus groups, and the first quote we received was $230,000! I've used the
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expression “my jaw dropped” many times before, but this time, it literally did. That kind of
money supports our entire company (salaries, office space in two countries, servers, travel) for

more than two months!

Once we saw some of the user feedback generated on Twitter and Facebook, we looked for ways
we could expand beyond our current users. We organized a series of Social Media Camps where
users could talk in BarCamp-style (that is, user-generated-conference-style) about how they
were marketing with social media. We learned a lot from these events, but the very first lesson
came a month before the first event and could not have happened in the pre-social media world.
We designed a logo for Social Media Camp, put it up on Flickr, and invited feedback. Right away,
people told us it was too corporate and strayed from the spirit of BarCamp. We made some
changes and came up with something that everyone liked, but more importantly, showed our

community that we were open to their feedback and willing to act upon it.

Regardless of whether or not you choose to embark on a social media marketing campaign,
you will be talked about. It’s better to engage in a two-way dialogue that will provide you with
insights into your constituency and feedback on ways to improve. And as Yoono showed, the
more active you are within the social media communities, the greater the chances you have
to develop genuine relationships with your target customers—and then some.

THE COST OF SILENCE: THE DELL CASE STUDY

As early as 2005, social media began to have an impact on customer relations. When his laptop
malfunctioned, influential blogger Jeff Jarvis used his blog to express his dissatisfaction with Dell’s
“appalling” customer service. After several blog posts, Dell remained unresponsive to his multiple
requests for help, and Jarvis was frustrated. Finally, he wrote an open letter to the company’s CEO
on his blog.* His blog post had over 10,000 views in a short period of time, and to date, has over 700
comments, many from individuals who also felt like they had received poor customer support from
the PC manufacturer. After the media picked up on Jarvis’s rant, Dell made an effort to contact him
and ultimately issued him a refund for his problematic machine.

Most significant, however, was Dell’s follow-up response and how it ultimately showed that the
company was nurturing bloggers and social media participants rather than ignoring them. After the
Jarvis incident, Dell decided to launch its Direct2Dell blog, which gave the company a human voice.
In February of 2007, Dell launched IdeaStorm.com to solicitadvice and feedback from Dell computer
owners. Dell leverages user input on the site to determine what customers are seeking from Dell
products.

And, of course, Dell is still following bloggers. In a follow-up article by BusinessWeek,’ Jarvis
acknowledged that negative blog posts about Dell have decreased from 49% to 22%.

24 CHAPTER TWO



Asking the Right Questions: Setting Goals for Your Campaign

Before you actually embark on your social media marketing campaign, you must clearly define
your goals by asking yourself what you are trying to achieve. Some social media marketing
campaigns arise from the need to push negative results out of the search engine results pages
(see the Comcast example in Chapter 1). In this case, you are aiming for two different goals:
reputation management and new links that will emphasize other relevant pages in the search
engine results.

Let’s discuss the various goals of a potential social media campaign and review scenarios where
these goals can be applied.

There are several possible widely known social media marketing objectives that a campaign
can allow you to achieve. Later in this chapter, we will get more granular in our goal-setting
methods.

Increased Traffic

One of the primary objectives for many social media marketing campaigns is to increase traffic,
either among a relevant audience, or in a general effort to gain more eyeballs with the hopes
that a fraction of them will be relevant. Social media campaigns of this type may focus on
generic social sites or pitch to bloggers who cover a wide variety of topics. Increased traffic can
thus be either highly relevant or not relevant at all. However, this may be the exact goal of the
social media marketing campaign.

What does increased traffic do for you?

Increased traffic typically translates to higher rankings on sites like Alexa or Quantcast, both
popular site-ranking tools. This can result in raised prices for advertising costs if marketers and
content creators aim to monetize their own content. A site that boasts 5 million monthly
unique page views can easily make the argument that its ads should cost $5,000 versus a site
that only achieves 50 unique visitors a month.

Because increased traffic often correlates with increased trust, other opportunities are available
as well. Increased traffic can aid in the success of other social media objectives, such as brand
awareness, reputation management, and improved search rankings.

There’s just one catch...

When the traffic boost to the website is not relevant, bounce rates are very high. In many
instances, visitors are not interacting with the website and will only be interested in the content
being shared directly through social channels. Sometimes, this can be attributed to the lack of
a call for action. Most importantly, the social media marketing campaign should aim to increase
traffic that is relevant. For example, at a recent conference I attended, a disability website
marketing director complained that her extremely social media—friendly content, which earned
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hundreds of thousands of visitors in a short period of time via social news site Digg, was not
converting into real long-term visitors who would stay on the site and engage with the actual
disability site subject matter. She was upset that she invested in a “great blogger” who provided
valuable content, but that the site’s visitors would consume the social-media friendly content
and then leave shortly thereafter. One sample piece of content was related to photographs of
funky urinals. The urinals had absolutely no relevancy to the mission or goal of the disability
website, and naturally, visitors did not venture beyond the Digg submission.

DEFINITION

A bounce rate is the percentage of visitors who enter and exit a website on the same page
without visiting any other pages on the site in between. A visitor who contributes to the
bounce rate goes to the linked-to web page and immediately exits without any site

engagement.

When crafting a social media marketing message, if your goals are to get targeted traffic and
maintain a percentage of your visitors and convert them into regular community participants
who frequently engage on the site, you must ensure that you maintain some relevancy. Tie in
your social media marketing message with the mission of the site. While social media crowds
love the zany and unique content, if the content itself is not at all related to your site’s core
values, your bounce rate will be substantially high.

Increased Brand Awareness

If executed properly, social media marketing can have a profound effect on brand awareness.
A study performed by Immediate Future® found that a brand’s engagement in the social media
sphere has a direct correlation with the reputation of the brand. Immediate Future found that
popular brands have very heavy involvement in social media spheres, though there is not one
social network or facilitator that enables this communication. Engagement across several social
networks has bolstered brand awareness.

When companies choose to embrace social media enthusiasts, another unique shift occurs.
Brands that embrace individuals who speak both positively and negatively of products and
services, and that indicate that they are actually /istening to their constituents, have seen
another paradigm: they have the power and ability to turn those individuals into brand
ambassadors, individuals who can positively advocate the brand.

A brand ambassador or brand evangelist is an incredibly powerful tool for social media
marketing efforts. In general, when individuals consider buying products or services, they will
perform initial research online before they choose to purchase or abandon the conversion
process. Consumers often are resistant to the marketing message put out by companies, but
they are not as resistant to recommendations and stories from their peers. They would much
rather hear from real people than from individuals who are clearly representing the company.
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The trust is simply not there. Empowering brand ambassadors can be extremely valuable to
your company.

Improved Search Engine Rankings

A successful social media marketing campaign can generate hundreds to thousands of links
because viewers will want to share the campaign’s web page with their friends, family, or—if
they’re web influencers—their audience. Essentially, social media marketing is a modern-day
link -building strategy that encourages creativity and keeps you from having to hunt for the
right webmaster to link to the content. While search engines’ algorithms are not
straightforward, one thing is certain: the more links that are pointing to your pages, the more
likely you are to raise your search engine rankings.

Reputation Management

Somewhat related to improved search engine rankings is the impact of social media on
reputation management. Social media can aid reputation management in many ways (and will
be explored in more detail in Chapter 4). It’s apparent in the Comcast example in Chapter 1
that social media sites are visible in the search engines, and these pages can be ranked quite
highly. Quite the same way, you should take a proactive stance toward social media to promote
your company and brand. Why? Social sites are given a measure of trust by search engines,
and by creating your own company profile on these sites, you can have a presence in search
engines that may help push down the negative results. Further, great content that a lot of
people link to (often utilizing social media methodologies) can also push negative search results
so that they are less visible.

Search engine rankings are only part of the equation, however. Companies can use reputation
management tactics to avert publicity disasters by turning negative experiences into very
positive ones. With social media monitoring and conversation tracking, companies can turn
negative past incidents into positive growth experiences for companies and their brands. In
fact, as we will see in several case studies later in this book, some companies have transformed
what could have been serious reputation issues into incredibly powerful marketing messages.

Increased Sales in Your Product or Service

Social media tactics, such as user-generated reviews and video tours, can increase sales in
products or services. Several studies have been conducted over the past few years to support
this claim. Among them, these studies from 2007 and 2008 show that social media does have
an impact on increased sales:

e A 2008 Nuance Communications study performed by the Society for New
Communications Research for” shows that a hefty number (nearly 75%) of study
participants purchased products and retailers based on peer recommendations. The
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influential social media sites referenced in the study included discussion forums, blogs,
and online rating systems.

¢ A SellPoint study conducted by Coremetrics® found that users were more likely to buy
products after viewing video tours, translating to a 35% increase in sales. The study tested
over 1 million shoppers’ behavior on the CompUSA website over a 60-day period.

When individuals are looking to purchase a particular product, they will likely turn to the
Internet and read the reviews from their peers before they take the plunge. Of course, improved
brand awareness can contribute to higher conversions as well.

Established Thought Leadership

If you possess knowledge that individuals are seeking out, social media marketing can work in
your favor. Social media engagement, especially though channels that encourage the sharing
of ideas and tools, can help you establish yourself as an expert. Many bloggers who have been
writing on a regular basis have found themselves in a higher status online due to the ubiquitous
reach of the Internet: they have become established subject-matter experts who are able to
educate not only their own customers, but also peers who seek out their advice. As such,
individuals who are able to establish themselves as thought leaders can forge new friendships
and build new business relationships both through new customers and other “experts” in the
field.

DEFINITION
A thought leaderis an individual whose knowledge and expertise has positioned him as an
expert among his peers.

Social Media Marketing Scenarios

Social media, then, can do many things: it can increase traffic to your site, increase brand
awareness, improve your search engine rankings, act as a reputation management tool,
increase sales in your product and service, and help you establish yourself as an authority.

Now let’s outline numerous scenarios that can benefit from social media marketing to some
extent. These examples are just a few possible implementations of social media marketing
campaigns.

Scenario: An online publication seeks additional page views and traffic

In the scenario where online publications, particularly those dependent upon CPM advertising,
look for traffic and page views, social media is an incredibly viable tactic. After all, by writing
the right piece of content on the variety of already existing social media channels, you can
easily get hundreds of thousands of page views. In a particular campaign run in August 2008,
a popular publication received a 353 % increase in visitors by utilizing social channels. The
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strategy entailed researching the social sites that would be receptive to the content, submitting
the content to them, and sharing the submission directly with individuals who were likely to
pass the articles on to their peers. This, in turn, became an exercise in viral marketing. The
most successful of the social submissions received tens of thousands of unique visitors to the
original article in a short period of time and consequently garnered hundreds of links and
bookmarks.

It’s important to note that not all content will work on social media channels. Finding the
appropriate content, packaging it correctly so that social media crowds will appreciate how it
is displayed, and then submitting it to the right social sites with a good title, description, and
tags is very important.

Scenario: You have a product and want to get the word out

There are many different social media marketing approaches that may work with new product
offerings. One example is blogger outreach. In 2005, Andrew Milligan from beanbag company
Sumo Lounge was in a marketing quandary. He had a great product—versatile beanbag chairs
—but didn’t have the marketing budget to pay for ads. Instead, he contacted numerous blogs
and asked if they would consider reviewing his products on their sites. Over a period of three
years, he sent beanbag chairs to numerous bloggers who then used their personal web spaces
to talk about the product. As a result, Milligan saw an initial increase of 500% in sales with a
positive ROI from year to year. Sumo Lounge, which was once insolvent, became a
multimillion-dollar company with success that can be attributed directly to reaching out to
bloggers and having them review the product. Milligan says, “Altogether it was a lot of work
but it was well worth it and paid off in the end.”

Other strategies, such as creating videos, can yield product awareness. In May 2008, a video
titled “Why Every Guy Should Buy Their Girlfriend a Wii Fit”® was uploaded to YouTube. The
video shows a twenty-something male secretly videotaping his girlfriend playing the hula-hoop
game with the Wii Fit. That video now has over 8.3 million views. On the same day it was
posted to YouTube, the video was submitted to social news site Digg, where it now has more
than 11,000 votes. What’s more, the original video then spawned over 35 spoof videos, which
together have amassed millions of views.

CASE STUDY: BLENDTEC

In 2006, George Wright, marketing director for Blendtec, a manufacturer for both personal-use and
commercialblenders, was givena $50 marketingbudgetto dosomethingoriginal with the company’s
powerful but not very well-known products. One day, as Wright was walking around Blendtec’s
conference room, where his colleagues often demonstrated how strong the appliances were, he
spotted a pile of sawdust on the floor. Later, he learned that a chunk of wood was “blended” to show

prospective buyers that Blendtec’s blenders were super-strong appliances.
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Using his very low marketing budget, Wright bought a domain name (willitblend.com), a lab coat, a
rake, and a bag of marbles. After successfully filming founder Tom Dickson blending these items,
and then posting the videos to YouTube and to its branded site, willitblend.com took off. To date,
approximately 75 videos have been launched illustrating the unique blending power of Blendtec
blenders.

Blendtec’s success did not end there. The videos have had over 185 million views across social
media sites and willitblend.com, and the Will it Blend? channel is YouTube’s 34th most popular
channel. Additionally, sales of Blendtec products increased by a resounding 700%. Blendtec’s brand
becameknownworldwide, withmediamentionsindozensofrenowned publications.George Wright
has been invited to speak about the company’s success at trade shows around the world.

About his company’s success, Wright offers solid words of wisdom: “Small companies can have a
big presence. The rules have changed.” He adds, “Instead of making ads, think of making content.”

Scenario: A search for your company name yields negative pages listed in the first four search
results

Social media allows individuals to broadcast their feelings, positive or negative, about their
experiences. Often, these stories can find themselves high up in the search engine rankings
and can have a profound impact on viewers’ decisions to engage in the product offerings.

In a business-to -business eye-tracking study performed by MarketingSherpa and Enquiro,1?
executives were asked to view real web pages. The heatmap shown in Figure 2-2 suggests that
items above the fold (near the top of the page) got more visibility than text and images below
the fold.

Similar studies have shown that items listed higher in search engines have more visibility and
more page views. How many times have you heard from your marketing department that you
want to be ranked #1 in Google for your desired keywords? Often, that’s a strong selling point
and can indicate much success.

If negative reviews about your company are extremely visible in the search engines, your sales
can be affected. Your customers, upon researching your product, may opt to go with a
competitor who does not have visibly damaging search engine results. Utilizing social media
avenues and taking a more proactive stance in social media—from engaging with the
individuals who may be posting those damaging stories to working to create solid social media
profiles and consistently working to develop them—are healthy ways to join in the
conversation. Better yet, in due time, those negative results may be pushed down in favor of
social media stories and profiles that indicate a positive engagement.

Reputation management is critical in social media because you can manage relationships, but
you can’t manage reputation. However, the two are related. Successful relationships can
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FIGURE 2-2. Items “above the fold” receive more visibility

strengthen your reputation. Reaching out to individuals who speak both positively and
negatively of your company can have incredibly powerful returns.

But why should you speak with someone who talks negatively about your company?
Individuals who post negatively about your product are those who are passionate enough
about it to share their dissatisfaction with their readers; they also are looking for people willing
and ready to listen. They felt strongly enough that they complained. By reaching out to them
and empowering them with special privileges, you motivate them to become more passionate
about your brand—this time, in a more positive light—and you may ultimately turn these
individuals into the most unlikely group: brand evangelists. Consider this logic: complainers
are talking about your brand anyway, so why not engage them to speak about your brand in
a more positive light? It’s amazing what talking with people can do.

Scenario: You're an expetrt on a particular subject and want to share your advice with the world

You're passionate about a particular topic:

¢ You went to law school and have the degree.
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e You're a science whiz.
e Your business knowledge by far surpasses that of your peers.
* You are a great cook.

e You're a brilliant photographer whose work has been sought out locally.

Let’s face it: if you fit any of these categories, you have knowledge that other individuals may
be aching to find. They're leveraging the Internet to seek out advice, and they're searching for
specific issues that you may be able to address directly (or perhaps that you've already
answered). This is why you should consider starting a blog. By using a blog to offer free legal
advice, science theorems, tips on business, free recipes, or photo techniques, you can establish
yourself as an expert on a specific topic and by far exceed your current local geographic reach,
as leveraging the Internet can have worldwide exposure. Further, you can gain additional
opportunities by consistently updating your blog: established bloggers are asked to speak at
trade shows and conferences, their work is featured in books, they are contacted by journalists
for media stories, and they are getting a lot of new business opportunities. For example, food
blogger Brown Eyed Baker used blogging to kick-start a real baking business. Blogger Chelle
says,

While my clients thus far have been local (and my blog following international), having my blog
has definitely established me as an “expert” in the baking area and people are able to see that

it’s just not a “fly by night” business venture, but rather an interest and competency that I have
been developing for quite some time now. I don’t think I would have ever ventured out into a

start-up business had I not been blogging for almost two years now.

Blogging can give a struggling company much-needed visibility. It can also put employees who
are authorities on a subject in a position to represent their company in a way previously
thought to be impossible.

Making Your Goals SMART

You've reviewed the scenarios earlier in this chapter and are considering a long-term cross-
network engagement. Now you're ready to formulate your strategy, but you also need to
clearly define some goals. How do you set goals that reflect what you want your brand to
become? How do you set objectives that guide you in your later strategy? In marketing, your
goals should be SMART: specific, measurable, attainable, realistic, and timely. The following
sections will lead you through the process of SMART goal setting.

Specific

Clearly define what you need to do. Your objectives should be specitic so that you will know
exactly how (and if) you’ve achieved your goal. The scenarios discussed earlier in this chapter
should give you an idea of specific goals that you can set for your social media marketing
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campaign. In social media marketing, your goal of “getting new subscribers” may not be specitic
enough; instead, you may want to settle on a desired number of subscribers. Your desire to get
1,000 Twitter followers is more specific, but at the same time, you may want to ensure that
those followers are relevant to your industry.

Measurable

You can’t manage something that you can’t measure, and you should establish concrete criteria
for measurement. You can establish a benchmark for your desired goal and aim to achieve it

over time. If your goal is to get increased page views, you may want to analyze your hosting

statistics on a regular basis. If you are looking for 200 more LinkedIn connections, you should
know exactly how many connections you have to start.

Attainable

Your goals may be lofty, but they should also be attainable. If you have only earned 500
subscribers to your e-zine over the course of 5 years, a goal of 500,000 subscribers in 5 months
is probably not attainable (nor is it realistic). As part of setting attainable goals, you need to
have a firm belief that you personally can achieve the goal.

Realistic

Can you establish these goals with the resources at your disposal? Not all attainable goals are
realistic. Realistic goals look at what'’s available to you today, whereas attainable goals look at
what may be possible. Your goals should be doable, but you should still set the bar high enough
so that you will feel victory when you achieve success.

Timely

Goal setting also requires you to set deadlines for yourself. If you say, “I'm aiming for 5,000
new subscribers to my blog over the next year,” you may not necessarily feel motivated to
complete the task. Once the year is up, lack of motivation may cause you to push the deadline
even further. Give yourself a specific milestone date. It is a lot more important for you to set
a deadline for “three months from today.” Now get started!

Researching Your Social Media Community

We've discussed some scenarios and looked at things you can do to market your products or
services using social media marketing. However, the reality is that not every social media tactic
will work with everyone. While “social” includes the collective, you won't necessarily see a
flurry of men visiting kirtsy.com, a social media news site for women, and thus, your railroad
and train videos and photos may not be an ideal fit for those users. Your target audience may
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not be on the sites you're aiming to connect with. That’s not to say you shouldn’t be listening
to those venues for ideas, insights, and feedback, but you should not spend the majority of
your efforts on sites that may not yield a substantial return.

When setting community-oriented goals for social media marketing, study the landscape and
try to get an idea of the kind of content potential customers will be receptive to. To do this, ask
the following questions.

Who Is Likely to Buy My Product or Participate in My Service Offering?

Are they women who knit? Men who like woodworking? Young adults who are heavily
involved in technology? Of course, you will need to know exactly what kind of audience the
service offering accommodates as part of your general marketing goals, and the answer to this
question will help you determine your target audience. Your target audience has wants and
needs outside the product offerings you provide, so it is in your best interest at this time to
study these and see exactly how you can target your social media marketing campaign for
maximum return. The next questions will help you assess exactly where to go from here.

What Websites Are They Visiting Online?

Among the websites your potential customers visit, are any of them social in nature? These
social channels are the ones you should be targeting. You may be surprised to know how many
people are blogging about subways, graphic design, automobiles, or birds, or how many forums
and social communities are available for just about any specific interest. Since forums have
preceded many social networks, study the behaviors of the forum members. A huge list of
forums is available at Attp://www.rankings.big-boards.com. Understanding the communities
where your target audience likes to congregate and understanding the rules of engagement in
those communities is half the battle. For more information on community involvement and
how to establish yourself as a valued member of any online community, see Chapter 4.

What Are People Saying About My Business and My Competitors?

Are people using blogs to talk about your business or your competitors? Are they using forums
or social media channels to rant and rave about the aspects of the business that they hate most
or the elements that they love? Wherever these community members congregate, these are
the conversations you should monitor and participate in. At a minimum, you should listen in
regularly on the conversation to understand the sentiment of the community. It’s always
important to listen before engaging. Listening will also help you formulate your strategy. You
should have an understanding of the emotional dynamic before you dive into the pool, so learn
to swim first. Eventually, you will be ready to respond.
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What Tools and Services Does My Target Audience Use on a Regular Basis?

You may want to develop tools that will empower your users, or you might choose to write
about the tools that they use regularly and how they tie in to your business. If, for example,
your target audience consists of graphic designers who could benetfit from applications that
embed directly into the Mozilla Firefox browser, would you like to compile a list of the best
tools for all graphic designers? Perhaps you may find that accountants could profit from a
freeware application that is relevant to a service your business provides; this is a great
opportunity for you to offer something for free, and if the tool is widely needed, you’ll definitely
get some attention in return!

What Kind of Content Does My Audience Prefer to Read?

The lawyer might be accustomed to reading the heavily detailed research paper. The young
adult may, on the other hand, prefer more image-heavy content with funny captions and
explanations. The mother-to-be may want a mixture of detailed information presented with
pictures of how her baby is developing in the womb. After exploring this question and studying
the social sites that feature content that was well received for particular topics, you can get a
feel of the style and type of content that you should craft for your target audience.

Once you understand the answers to these questions, you’ll start to get a feel for the goals you
should be setting—whether you should create a blog, a video series, a podcast, an in-depth
article, or a combination of any of these—and then you can find out exactly where you should
focus your efforts. Bear in mind that not all social media marketing strategies will necessitate
a heavy content creation strategy, though at times, compelling content is exactly what the
audience is looking for.

Formulating Your Strategy

Now that you have established your goals or have a good idea of how to set them, it’s time to
consider an implementation strategy that will help you move forward in actually executing
your social media marketing campaign. In this section, we’ll discuss some other questions that
you may want to consider before embarking on this journey.

Are You Ready to Handle Possible Negative Backlash?

In the beginning of this chapter, we discussed the reluctance of some companies to embark in
a social media campaign because of the fear of giving up the message and then facing negative
backlash. This is still something you will need to consider before jumping into the deep waters
of social media.

If you don’t engage, you may face negative backlash for not responding to a problem. Yet if
you do engage, you may face negative backlash for doing it wrong.
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Negative backlash is a tremendous obstacle for companies that still have not engaged in the
social media marketing playground. But at the same time, it’s important to acknowledge that
positive engagement can help influence and nurture the mindset of the community and that
negative backlash can turn into a positive learning experience for the company.

TIGER WOODS WALKS ON WATER: EA SPORTS GAME GLITCH?

In August of 2008, a glitch was discovered in the Electronic Arts game Tiger Woods PGA Tour 09.One
ofthe players recorded the apparent software bug that showed a special “Jesus shot” involving Tiger
Woods. In a video uploaded to YouTube,!! the player showed that in the game Tiger Woods could
walk on water and swing the ball on water as if it were on dry land.

This could have been perceived as a big loss for EA Sports, but instead of ignoring the message, the
company decided to play along with the community. It released an incredibly clever response to the

amateur video showing the real Tiger Woods walking on water.12

Instead of letting this glitch destroy its reputation, EA Sports decided to leverage the subculture of
YouTube and proactively responded in a positive way. EA Sports successfully navigated what could
have resulted in long-standing negative publicity and in turn translated it into a brilliantly executed

marketing move.

The video has garnered over 3 million views, and feedback has been overwhelmingly positive.

How Will My Employees Integrate Social Media Strategy into Their Day Jobs?

Regardless of how easy it may seem, social media is a time commitment, and a substantial one
at that. Do you have individuals in-house who can help you work on your marketing outreach
efforts? Will you have to hire additional bodies?

NOTE

Recently, there have been plenty of unpaid internship positions posted on websites like
Craigslist for social media outreach. Keep in mind, however, that whoever you hire should
inculcate herself with your company and its culture. This job-posting strategy, while cost-
effective, can be risky if the hired talent does not identify with your company culture.

Internally, you may want to designate a community manager who will take the reins on dealing
with the community participants in a social media marketing project. This in itself is often a
“full time” job. Additionally, you may want to consider working alongside agencies and
consultants with some knowledge of the social media landscape and communities. They can
help you brainstorm, facilitate outreach efforts, and craft a viral marketing strategy that will
ease the transition to a full-blown social media marketing etfort within your company.
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You may want to outsource social media marketing tactics entirely. Some may argue that this
is not ideal because of the fact that you are the most passionate advocate for your product.
Hiring outside help can ease the transition, but your company and individuals within it should
also seize the opportunity to work with the consultants and agencies to really convey an
accurate message to the community constituents. The most ideal mix is to have the company
work closely with any hired help.

Are You Willing to Take Risks and Experiment?

In any type of marketing campaign, you may have to experiment again and again before
meeting with success. Social media is no different. You are still working with individuals who
will react to your marketing campaign. If you fail at first, are you willing to try again? Will you
be willing to grow from your failures? Are you willing to make amendments and adapt?

You can’t always put a band-aid on a boo-boo. You should recognize that some elements of
your strategy might not yield high performance as expected. Social media marketing is still
experimental; your performance can only be assessed by the greater community. Flexibility is
important. You may need to make adjustments over the duration of the campaign. You should
be ready to pull out of a failed strategy if it is not faring well for your brand.

The answers to these questions will help you formulate your strategy for moving forward.

When Should | Pursue Social Media Marketing?

Social media marketing may come out of a desire to fill a specific need. For example, your
product launch may be around the corner and you want your audience to know about it. As
we’ve discussed in this chapter, a variety of scenarios may call for a social media marketing
campaign.

However, there’s more to social media marketing than just a campaign. It is best to be involved
in a consistent dialogue and not just participate in the social media marketing playing field
when damage control—or product awareness—is necessary. It is best to build up a loyal
following of supporters who can stand by you when you do need a helping hand.

You should monitor conversation on a regular basis. Engagement should be the norm. You
should frequently empower brand evangelists and highlight valuable initiatives for your
business. Once you get a handle on social media marketing and understand how best to
approach your constituents with the utmost transparency, you can participate in the
conversations and foster relationships that will make your business and its offerings a lot more
powerful in the eyes of your listeners.

Remember, in social media, the conversations will happen with or without you. It’s best that
they happen with you, regardless of whether you actually need to market your product.
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Summary

Once you are ready to help nurture the message and have overcome the fear of a message that
you will not be able to control, you need to swim in the waters of social media with complete
transparency, and you must listen to the conversation.

Social media marketing can achieve numerous objectives, including increased traffic, increased
brand awareness, improved search engine rankings, increased sales in your product or service,
and established thought leadership. There are numerous marketing scenarios that can benefit
from social media marketing. Blendtec, for example, wanted product visibility on a very low
marketing budget. Today, the company produces one of the most popular video series on
YouTube.

Your social media marketing goals should be SMART: specific, measurable, attainable, realistic,
and timely. Don’t set the bar too high, or you'll have difficulty achieving results. Before you
dive into the waters, it’s imperative that you carefully study the social communities and the
interests of the community members. Finally, when you do formulate your strategy, make sure
to account for the fact that there could be negative backlash (that can be handled gracefully),
that any engagement is a substantial time commitment, and that your strategy should
accommodate adjustments if necessary.

You may have goals for your social media marketing plans, but you should also consider being
actively engaged on a regular basis and not just when you want something from the
community. Conversations are ongoing, and it’s beneficial to your company and brand for you
to be part of them on a regular basis.
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CHAPTER THREE

Achieving Social Media Mastery:
Networking and Implementing Strategy

In the previous chapter, you learned about the questions you need to ask to devise your social
media strategy. It’s very important to note that all of these questions relate to /listening and
communicating. You need to listen and communicate consistently and regularly so that you
don’t lose sight of what individuals say about you.

When you actually implement your social media strategy, you will need to follow the
conversation and respond where appropriate. Using the goals you have established in the
previous chapter, you will need to determine which content is best for your target audience.
Establishing yourself as a respected community member among your audience is an important
next step. Your audience and those surrounding you will be of increasing importance when
you engage in a full-fledged social media campaign.

When Is It Appropriate Not to Respond at All?

I do some occasional consulting with the Israeli Consulate, a government entity that has
embraced Web 2.0 technology in many ways. The Israeli Consulate has established its presence
on YouTube, Facebook, and MySpace, and it also has two separate blogs:
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¢ One blog, IsraelPolitik, discusses issues of a political nature. The blog’s mission statement
is “to directly address audiences throughout the world and to serve as a vehicle to better
communicate the State of Israel’s message of hope and peace.”!

¢ In another completely separate blog, IsRealli, anything goes, as long as topics do not touch
upon the current military conflict (which is addressed and discussed on IsraelPolitik).
IsRealli highlights emerging Israeli technologies, Israeli entertainment, sports, humor, and
more. Naturally, if comments are directed to IsRealli that relate to the Israeli-Palestinian
conflict, they will not be acknowledged on this channel.

Sometimes you will see comments that may not relate to the subject matter or require that
you reveal proprietary information or disclose commentary that is not available to the public.
Other comments may simply be inappropriate to respond to at all. You should feel free to
comment on those topics that you feel comfortable discussing; any other topics can be ignored.
If you feel that you must say something, acknowledge the feedback and comments of the
individual contributing to the discussion and move on.

How Do You Monitor the Conversation?

We've established that conversations can happen just about anywhere, from sites dedicated to
showcasing customer frustrations to personal websites. With the ease of publishing on user-
generated websites, the sentiment expressed on these pages can negatively impact your
company, and, therefore, it’s important to see what people are saying about you. In reality,
the discussion can happen anywhere. But it’s not humanly possible to be everywhere. How
can you monitor the conversation without being overwhelmed?

Thankfully, there are hundreds of tools available at your fingertips for conversation
monitoring. Many are free but have a limited scope in the content they capture. Others cost
money and will monitor several media at once for a monthly price. In this section, we explore
some broad tools with which to monitor the conversation. The sites that follow are just a
sampling of where you can find an ongoing discussion. Indeed, there are millions of websites
where people may already be talking about your brand.

Free Tools

Google Alerts
Google Alerts provides you with the latest results discovered by Google within a variety
of channels: news stories, video comments, blogs, pages found in Google’s web search,
and even Google’s own forums/mailing lists, Google Groups. As shown in Figure 3-1, you
can create a Google Alert for your company name (use quotes where appropriate). You
receive the Alerts either in your inbox or your Google Reader feed.
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Create a Google Alert

Enter the topic you wish to monitor.

Search terms: Imy company name

Type: ICDmprehensive 'I
How often: I as-it-hagpens 'I

Deliver ta: IFeed j

Create Alert |

Google will notsell arshare wour email address.

FIGURE 3-1. Creating your Google alert

TIP

Google has a number of search operators that give you more power over its search results.
These work for Google Alerts as well. For example, you may want to subscribe to an alert
that shows when people are linking to your company website by creating an alert for
link:http://www.mycompanysite.com. People may be linking to this page without using your
company name in anchor text, and it is highly recommended that you use this method to
determine how people identify you.

Twitter
Twitter (Figure 3-2) is a social channel, but it is also can prove to be a goldmine of
information about your company. It’s the perfect place for you to listen to how people are
engaging with your brand and how they feel about you as a business entity. Use Twitter’s
official search engine (Ahttp://www.search.twitter.com) for real-time tracking of your
brand. You can subscribe to an RSS feed of the search results, or if you want to receive
responses as they arrive in your inbox, you may prefer to sign up for TweetBeep (http://
www.tweetbeep.com), which works very much like Google Alerts.

Technorati

Technorati (Figure 3-3) is a blog search engine that lets you find out what people are saying
about you within the blogosphere. The results are available in RSS format, so you can
subscribe to the various search results as well.

ACHIEVING SOCIAL MEDIA MASTERY: NETWORKING AND IMPLEMENTING STRATEGY 41


http://www.twitter.com
http://www.search.twitter.com
http://www.tweetbeep.com
http://www.tweetbeep.com
http://technorati.com

Ewitter

Search | advanced Search

Realtime results for AT&T 0.03 seconds

EamMoneyhow?: |s AT&T playing gatekeeper to the Wireless Web?: "We are
troubled that carriers like AT&T are playi.. hitpAbit w408 (expand)

less than 20 seconds ago from twitterdeed - Reply - Wiew Tweaet

ustinmanny: @aftonimanny AT&T Caves: iPhone 3G owners reportedly to get
$199/4259 3G 5 upgrades hitp:/a2a.me/d3B (via @justinmanny)

U half & minute ago from Twiterrific - Reply - Wiew Tweest

Starbucks wireless internet hotspots with iPhone 3.0. At Abit yZtp 1y expand) “MG

E funkeemunkeemel: RT @Starbucks: Video from AT&T about new automatic login 2
¢ A b & minute ago frarm TwiterFon - Reply - View Tweet

ﬂ lauraweiser Waiting to hear from AT&T so | can pick up my new pre-ordered |

phone 3G5. Then let the fiddling begin!

1 minute ago from web - Reply - Yiew Tweet
evtrees: Searchl | can finally search emails on my iPhone, Now it AT&T would have
FIGURE 3-2. Twitter’s official search engine

more bars where | need it most - at my house

Technorati

E) Feed for this query

o Twitter these results

Show tweets written in:

IAﬂy Language *

Trending topics:
- #inaperfectword
- #ranelection
- ATET
- IPhone
- Father's Day
PETA
Mousai
Chingy
MHL Awards
Sytyed

Nifty queries:

doin Signin Help

Hiogs + Pholos  Wideos  Faverfles v Populae +  Hlogges Contral = Support «

Search / 488 results for hudson plane crash

entre post=|| some suthorit = || English w|lhudsion plane crash 0

Lok v 8 Twdper® Wopdwn® @b

Your results

o The Frew Dictiorary

Vieur searth SpDests you My be interested N Chacking out the Travel Channe page

| Athana 1/ Kraken 0
b | > reuve com - B aunorty 37

a5 [ Fory Athena] Turms vt 10 ply i yesiendiny's denmatic veriz inthe  apeed fary
FESCUAT PALEENGH S frim T LIS Alrwiayt linr At Crastiisccsd nto e Hudeon fiver _ Ideon Fever
18 mendes g

Tha Hudsen River splash - how quickly the wab swings Inte actian
o vo o Emutnorty: 32
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Trackur (Figure 3-4) is a comprehensive product that costs between $18 and $197 per
month, depending on the level of access you request. Trackur provides you with
comprehensive social media monitoring on dozens of different social media channels in a
single package by giving you a list of all sources in an easy-to-read format. You can view
the article, add the source to your favorites, share the article with others, or view (and
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FIGURE 3-4. The Trackur social media monitoring tool

sort) the level of influence of the source, getting more information on how many links are
pointing to the particular blog or source and how much traffic the site generates. Armed
with this information, you can observe trends and subscribe to results via email and RSS.
For offline browsing, the results can then be exported to a CSV file.

Radian6
One of the most powerful corporate tools for social media monitoring is undoubtedly
Radiané6 (Figure 3-5), which provides monitoring on millions of different social media
marketing channels, from blogs to forums to social networking sites. Radian6 users can
get in-depth information on social mentions for their products or services across numerous
websites; you can also assess the impact of the message through powertul analytics, graphs,
and trend analyses. For example, if someone with no followers on Twitter expresses
disgust with a product, it won’t be as powerful a message as one posted by an individual
with 8,000 Twitter followers. When a person with 50,000 blog subscribers endorses a
product, it can be a lot more powerful than when a person with 3 subscribers makes the
same endorsement.
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FIGURE 3-5. Radian6 provides a fully customizable dashboard view of your most important social media metrics
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Radiané offers interesting trending data and analytics, and can even help compare the
buzz and frequency around different search terms on its fully customizable dashboard.

Radiané6 uses a number of different analysis widgets that display on individually
customized dashboards. Its River of News widget features a stream of blog posts and
comments, tweets, video and photo posts, and other posts across the social web that
include your desired search term. You can also access your Conversation Cloud, which is
a list of often affiliated with your search, visually weighted in terms of frequency of
mention. The Influence widget helps gauge the authority, reach, and social capital of a
particular source to help users determine which conversations are having the greatest
impact online. Finally, the Topic Trends and Topic Analysis widgets allow you to drill down
into keywords and topics, segmenting data by media type, language, or sentiment, and
displaying the number of relevant posts by metrics like comment count, inbound links,
number of views, or Twitter followers.

Radiané6 does not necessarily fit for the small business; pricing structures are scaled based
on volume of post results per month and the number of individual user accounts. The
service, however, is ideal for agencies, mid- to large-size corporations, and public relations
firms.
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Socialradar
A premium tool for social media awareness, Socialradar gives individuals monitoring their
brands in-depth details and statistics on the fly. Socialradar stores content from 1.5 billion
entries on the Web (five times more than Technorati). With Socialradar, you can find out
how frequently a specific topic is mentioned, then compare this with other competitive
brands in the Trends tool (Figure 3-6).

Another great feature of Socialradar is that it allows you to gauge sentiment about a
particular brand. Is the product awesome or does it suck? What kind of terminology is
used in conjunction with positive sentiment, and what kind of terminology is being used
with the negative sentiment? With the Sentiment tool (Figure 3-7), Socialradar can
distinguish between negative and positive posts.

You're also able to view the top sources of any particular product, service, or brand
mention and see how they link to one another (Figure 3-8). In this way, you can view
the ecosystem of a specific topic and understand exactly which blogs and sources are
talking about the topic and how they are related to each other.

Socialradar allows subscribers to click on a source or spike within a graph (for example,
any point on the line graph in Figure 3-8) to see relevant posts on the subject matter. You
can set up alerts, focus on key sites, build customizable reports, and more.

Among the aforementioned tools, Socialradar is one of the most expensive options, with
a cost of a few thousand dollars per month, but it is a great solution for those monitoring
big brands.

Other Channels

There are countless other social channels that you can use to monitor the conversation. You
may want to follow forum discussions or observe individuals’ tagging behavior. Here are some
other tools and sites that you should pay attention to:

Video sites

YouTube and Google Video let you view user-generated video content.
Photo-sharing sites

Flickr allows you to see photography and images that have been contributed by users

throughout the world.

Blog comments and conversations
Backtype and BlogPulse both enable you to find comments and follow the ongoing
conversation.

Forums and message boards
BoardTracker, BoardReader, and Omgili monitor ongoing forum discussions.
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FIGURE 3-6. Socialradar’s Trends tool shows the percentage of posts that mention a specific term and displays the output in a

line graph and bar graph

Wikipedia
With Wikipedia, you can “watch” individual pages and subscribe to the RSS feed of the
changes that are made to the page. (Wikipedia is discussed in Chapter 8.)

Tagging
Keotag searches tags on Technorati, Blinklist, delicious, Twitter, Google, IceRocket,
Blogdigger, TailRank, Live Search, Bluedot, Newsvine, BlogPulse, Bloglines, Digg, reddit,
Yahoo!, and YouTube.
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You’'re Listening—What Now?

You're following the conversation, but do those looking to get your attention know this? If
you are listening, it’s time to respond to show that you are. Whether that means starting your
own blog and writing a blog post, creating a video to respond to public sentiment, or having
representatives of your company respond to commentary in blog comments themselves,
silence is not golden and the public is aching for an official response (in fact, responding with
silence actually says a lot!). Let your audience know that you care by taking a proactive stance
toward addressing their concerns.

When you do make these attempts to reach out to bloggers and forum members about their
feedback, make sure your responses are meaningful and genuine.
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Make Sure You're Being Real!

Last fall, Motrin’s marketing team created a campaign that ended up inadvertently upsetting
young mothers. In the campaign, Motrin claimed its medicine was ideal for mothers who were
“wearing [their] babies” and if they “look tired and crazy, people will understand why.” The
“Motrin Moms” campaign backfired completely and hundreds of mothers expressed their
dissatisfaction about the brand through video and blog posts.2 After several days of silence,
Motrin apologized on its website, but that response drew heavy criticism for not being genuine.
As influential marketer Seth Godin writes, “This isn’t an honest note from a real person. It’s
the carefully crafted non-statement of a committee. What an opportunity to get personal and
connected and build bridges [wasted].” Later, Godin explained that Motrin should have used
this experience to be honest and to show that Motrin actually did feel the mothers’ pain.
Unfortunately, it didn’t do that.

In response to how Motrin executed and then stayed silent, microblogging expert Laura Fitton
explains the concept of listening* as it relates to brand engagement on Twitter:

Even if your brand or agency isn’t ready to engage formally and integrate the business

applications of Twitter throughout your campaigns, community building and other market
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engagement efforts, you need to get clued in—fast—to the reasons, times and ways that you can
listen. Maybe you're not even ready for full-time social media monitoring. That’s your call. But

not tuning in while you launch a new tactic borders on gross negligence, in this day and age.

This statement applies to any social media outreach attempt. Tune in to the conversations of
your consumers on Twitter or on any other social site. If you don’t, you're in for a huge
disappointment.

Planning Your Social Media Strategy

You're listening and perhaps you're engaging in minor to moderate communication at this
point. Now let’s consider how you will plan your strategy for execution.

Review the list of goals that you established in the previous chapter. You should have already
researched your prospective audience; the sites it visits; the sentiment it has toward your
business, brand, and competitors; the tools it frequently uses; and the content it wants to
consume online. These questions, which are part of goal setting, also relate to the research you
need to consider for your social media marketing plan. Make sure you have solid answers for
each and every one of these questions in order to proceed.

Determine Your Desired End Result

Once you understand your goals and you have performed the necessary research, you have to
ask yourself what your desired end result is. We’ve touched upon possible outcomes of a
successful social media strategy in Chapter 2. These include better search rankings, increased
brand awareness, and established thought leadership. Your strategy goals might be more
tangible (“I want the #1 ranking in Yahoo!” or “I want 3,500 links pointing to my article”) as
well. If your goals are this tangible, it’s important to acknowledge that broader goals may be
better: social media is a gamble and you don’t know how your audience will respond. I think
we’d all agree that Motrin did not expect the mothers to react so negatively to its marketing
campaign.

Determine Your Resource Needs

Any marketing strategy will also require blood and manpower. You will need to decide whether
to utilize internal resources for the task or to outsource your social media efforts. You may
choose to merge the two: you can hire someone in an advisory role over your internal outreach
efforts. You may also want to leverage unpaid labor, such as interns, to engage your company
in an effective social media strategy. While the younger generation is typically more social
media-savvy (and considers this work fun and appealing—especially for free or for college
credit), there may be some training required to align your hires with your company’s culture.
Any missteps may end up costing your company. Thus, in any social media outreach attempt,
training is important, both for your employees and for any external resources you choose.
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Brainstorm with Your Team

When considering your strategy, think about teamwork and idea generation. You can
strengthen any strategy by utilizing more than one individual for brainstorming. Seattle-based
Internet Marketing firm SEOmoz acknowledges that before launching any social media
marketing strategy, it has a one-hour brainstorming session with approximately six members
of its staff. In these sessions, any ideas related to marketing the product are discussed, no matter
how crazy they may sound. No silly ideas are thrown out, because after all, that content may
be just what the target audience is looking for.

Mind mapping

Mind mapping is a terrific approach for brainstorming. The idea behind it is to visualize your
ideas by placing a single thought in the center of a page and then branching out to related
themes through word association. An example mind map, taken from an individual’s Flickr
stream,® is shown in Figure 3-9.

!
1

FIGURE 3-9. A mind map

Navigate the red tape

Finally, you may have to cut through corporate red tape in order to plan your strategy. Perhaps
you’ll have to run your social media strategy attempt by your legal department. Is it aware of
the pros and cons of social media engagement? You may also need to get through multiple

levels of bureaucracy, and several key individuals may be required to sign off on any strategy.

50 CHAPTER THREE



The problem with corporate red tape is that the hoops you have to go through may hinder
progress and ultimately may not work in your favor. Whether or not your legal team gives you
the green light, your brand will be discussed. It is important to focus on training the individuals
within your company so that they represent your company’s missions and goals in a factual
light with honesty and transparency; the application of these training methods will be explored
throughout this book. Training your corporate team may also be a necessary part of this
equation.

Networking Within a Social Medium

Once you have planned your strategy, you will need to execute it. You must acknowledge that
you will be relating to individuals, and you will be able to measure success by determining
how other people react to your outreach attempt. Your strategy will almost always include
promoting your agenda alongside a community, and as such, you must consider networking.

Social media is not that different from real relationships. In both, you are dealing with real
people. If you get off on the wrong foot in your social media relationships, they may not last,
just as a personal real-life relationship can fail with the wrong first impression (or if you commit
a subsequent egregious mistake). Further, since many savvy Internet users do not easily trust
outside influence, one single online error can destroy your relationship, especially because it
is much harder to redeem yourself from a blunder when body language is absent and genuine
apologies may not necessarily be perceived as genuine. While we are sitting behind screens,
we may be losing sight of the fact that the recipient of our personal messages has emotions and
feelings. In a social media relationship, you need to be authentic just as if you were in a face-
to-face relationship. You never know how or if these relationships will end; if you get involved
enough in online communities, they may materialize into real-life relationships. Hundreds of
thousands of face-to-face meetings have arisen as a result of social media and the communities
that unite like-minded individuals within.

Networking both online and offline can be very rewarding. In fact, networking is probably the
most important part of the social media equation. The key to networking efficiently is to
understand the communities you market to and to give of yourself, at which point you can
establish yourself as a community manager who represents your brand or, on a smaller scale,
you can build a power account—that is, a strong respected account on a social network—that
can be used again and again.

Understanding and Listening to Your Audience

With social media marketing, knowing the types of people you are going to interact with is of
extreme significance. Understanding your community is critical to achieving your goals.
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The Newcometr's Parable

Imagine you're an immigrant in a foreign country and you want to fulfill the “dream.”
However, you don’t know anyone in this new land and you are afraid of taking the next step.
Fortunately for you, you have similar interests as the inhabitants and can share them with the
community when the time presents itself. As you begin your journey, you'll run into obstacles
and roadblocks, but as long as you are determined and opportunity knocks, you share among
your peers. You have skills that your neighbors appreciate and they, in turn, help you out as
well. Over time, you’ll grow as a member of the tribe and will no longer be viewed as the “new
kid on the block.” Perhaps, in due time, you’ll even become a shining star, a leader, or a notable
member of the community.

The previous paragraph is from a blog post I wrote articulating how social media is truly about
community.® There are millions of social media consumers who visit hundreds of thousands
of websites. These consumers are choosing sites to frequent based on the members of the
communities therein. In social media marketing, or in any developing relationship, it’s
important to understand your surroundings, especially if you're a newcomer. Acquaint
yourself with the community and really understand it. You need to:

e Know the demographic of the individuals you are pitching to

¢ Know the community’s likes

e Know the community’s dislikes

e Contribute on a consistent basis to the community constituents

e Establish yourself as an active participant of the community

If the users within the community, for example, abhor those who represent themselves as
“marketers,” you may want to interact with its constituents as if you are associated with your
company, but not in a marketing capacity. After all, if you do identify yourself as a marketer
or convey your intentions as, “I'm selling this product,” or, “I want you all to know that I have
a great tool coming out,” your overt selling tactics will fall on deaf ears and may even get you
ostracized. As this chapter illustrates, you should become a community participant and not a
salesperson. The culture has changed. The landscape is now that of goodwill without overt
commercial overtones. In fact, all communities begin without marketers. When marketers later
realize that they can capitalize on the “unsuspecting” individuals, the problem of trust develops
as communities blossom with newcomers looking to make a quick buck. If your strategy is to
infiltrate the community solely to spread your marketing message, you’ll make no friends and
cause the community constituents to distrust the practice of marketing even further, perhaps
dubbing it a “snake oil” practice, a view that is already rampant on the Internet.

Help Your Friends

Communities flourish because people are helping other people. If you want to be an accepted
new member of the community, you need to think about the wants and needs of each
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individual user and the community as a collective before pushing your personal agenda. Later,
your “ulterior motive” can be communicated (just as long as you continue giving back to the
community and its members look up to you as a respected contributor), but it’s more important
to establish yourself as a reputable member who wants to give back to the community first.
Once you do, you can begin to take, as long as the community is receptive and wants to know
more about you as a community participant, but you should always keep giving.

Yes, this practice takes time. However, as far as networking is concerned, this is time that you
should be willing to spend to better build your brand and to keep your reputation as an
individual looking to market a specific product on a clean slate. Leveraging these connections
can help you position yourself as an expert in the particular subject matter you intend to
promote as well. Continuing to interact with community members can also foster real-life
relationships.

As this book has touched upon in the previous chapters, social media also provides a way to
combat a reputation management fiasco. If you are part of the community and build
relationships when you don’t need to, you will have more credibility when you really need
support.

Social media communities are real relationships, real conversations, and as such, they should
be treated like they are real. It’s not about a “me, myself, and I” mentality. It’s about the
collective, the community, and the common good.

As my friend Anna once said, “These real conversations can lead to rea/business, so pay
attention.”

The Importance of Giving

Too many marketers approach social media as a goal-achieving tool. You have your goals from
Chapter 2 outlined, right? If so, you might look over your list and realize that you just want
to get your social media campaign over with and cut corners to achieve those objectives. If this
is the tactic you are taking, you may want to elect someone who will enjoy his/her engagement
in the social media space. This does not have to be a chore, nor should it be perceived as such.
Too many people consider social media marketing as only a way to get more eyeballs, links,
or awareness. In reality, social media is about those real relationships, and it should be tun.

In the previous section, you learned about the users who will be consuming your social media
content. In any community, participants will receive outreach attempts in either a positive or
negative manner. There are those who will embrace your message and others who will be
skeptical of any outreach attempts at all. In all of your attempts, though, your goals should be
about providing to someone else rather than benefiting yourself.

Ask yourself not about what you will get from social media marketing, but what you can
give of yourself and your expertise. Rob Key, CEO of social media marketing and
communications agency Converseon, says that you should “lead with altruism” and “come

ACHIEVING SOCIAL MEDIA MASTERY: NETWORKING AND IMPLEMENTING STRATEGY 53



bearing gifts.” How can you utilize these social media channels to give back to the community
participants? How can you help members of the community with problems they may face? If
you think about the community firsz, you will ultimately be able to achieve all of your original
objectives in a way that will allow you to earn trust and respect from those you are targeting
with your messages.

If you have not put your constituents on a pedestal, do so now. Being viewed in a positive light
on a regular basis will only happen if you consistently value your community, listen, and give
back. In social media, this is the kind of behavior that can put you miles ahead of your
competitors.

Community Managers

If you're going to be consistently pushing social media strategy within your company, you may
want to enlist someone in a new and emerging role that is becoming a lot more necessary
within the social sphere. The community manager, an individual who works alongside the
marketing team (or perhaps is a member of the marketing team), is often the public voice of
the company and also connects with customers and shareholders on a personal level. At the
same time, the community manager is responsible for conveying the feelings of the customers
to internal departments.

The community manager should be an enthusiastic team player who can develop a sense of
awareness about your particular brand within the industry and related social circles. The more
important part of this is that the community manager doesn’t perform like a regular marketer:
she is actually responsible for making outreach efforts that do not sound like they’re coming
from a marketing department. Instead, these efforts align with the community’s interests
without commercial overtones. The community manager takes a communications role that is
about fostering solid relationships. Her role is multifaceted; the ideal community manager
should be able to communicate both in person and online, and should be someone who loves
working with people, is personable, approachable, has a sense of humor, and can enjoy the
challenges presented to her. After all, the community manager has the key responsibility of
humanizing the company.

Community managers use social media very frequently for monitoring and maintaining
relationships, and thus ideally they should be regular bloggers/videographers on behalf of the
company. They should also maintain a presence on a variety of social media sites. The
community manager monitors the conversation and participates in it on a regular basis. Using
feedback given by constituents, she analyzes anomalies, patterns, and trends that may be of
concern and escalates them to the company’s executive team.

At the same time, community managers may want to identify the advocates of the product or
brand. Who talks about the company in the most positive light? Who doesn’t? What can we
do to “convert” those individuals over to brand evangelists? Those individuals can then be
offered more perks for working alongside the company.
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THE BRAND EVANGELIST

Brand evangelists, or brand ambassadors, take your product seriously. They are heavy users of your
product and care a great deal about it. They want your brand to succeed. That’s why they can be
spotted in the wild: they talk, and you notice. Because they are part of your target audience, they
probably know your target audience better than you do. As such, they are users that you’d be foolish
to ignore.

Tofind those brand evangelists, you first need to determine who they are. Perhaps they’re blogging
about your product or they’re very vocal in the conversation and show a passion for your product
by uploading videos of themselves using it to YouTube. Reach out to them. Once the individuals
have been selected, find out what they love about your brand and what is lacking in your product
development. Take their feedback seriously—even their criticisms—so that you can create better
products. Engage them by giving them special access and privileges, and empower them with
communication channels. You can also reward brand evangelists by featuring them as content
creators. Even small gestures are appreciated. One company, Startup Schwag, features photos of its
products on its main website as long as they are uploaded to Flickr and tagged as “startupschwag.”

How do you keep your brand ambassadors happy? Be accessible and reachable. By giving them the
ability to contact you easily, you can even discover other potential brand evangelists. Also, it’s great
to create communities for the ambassadors both online and offline.

Community managers are essentially social media marketers of the organization. They operate
best following as many communities as possible, maintaining social media profiles across a
variety of networks, maintaining a microblogging (Twitter) account that has real value, and
commenting on blogs. The model community manager subscribes to alerts about the brand
(for a variety of key phrases including competitors, industry-specific keywords, and the brand/
product names), reads relevant blogs and news outlets daily, follows related individuals in the
space (including prospective and current brand evangelists), and if applicable, follows related
podcasts and video channels.

While being a regular participant is crucial, the community manager does not outright identify
herself as such. Instead, she takes a vested interest in the topic at hand and offers value in any
volunteered commentary. Blogging consistently on behalf of the company and product comes
next. For more on blogging, see Chapter 5.

The community manager is required to be a proactive voice on behalf of the company at all
times. An ideal community manager should respond to substantial concerns immediately
(within 24 hours). In social networks, momentum dies down when visibility dies down, so
responding to user concerns immediately, as in the Motrin Moms scenario, is important. In a
week’s time, the attention likely has shifted elsewhere.
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Over time, the community manager should effectively articulate the mission of the company.
She should raise awareness through consistent blogging. It is also in her best interest to
highlight appropriate user comments and concerns and follow up in a blog post. The
responsibility of community management does not necessarily need to lie in the hands of a
single individual. All individuals in the company can have a role in communication. At the
minimum, one individual should have a greater role in monitoring, participating, and
analyzing, but several companies have embraced the notion of the “employee evangelist,”
which translates to many happy employees and customers.

Power Accounts

Community managers have a huge role in communicating with community constituents and
internally within the organization. Yet there are very few community managers who can
consider themselves “social media power users” in the sense that they are extremely avid users
of social media sites. Many community managers only participate in these communities by
responding to company-specific concerns at the maximum, but there exists a group of hardcore
social media users who have gained nearly complete trust on a variety of social media sites by
being extremely active. These individuals are users who maintain power accounts. Power
account holders are mostly dominant on social news sites where contributions are highlighted
on the front page, or through profile pages that show that they are “top users” based on the
number of successful submissions they have achieved over a period of time. In fact, on popular
social news site Digg.com, the top 100 most influential users control between 43% and 56 %
of the home page content.” Establishing yourself as a top user can mean tremendous
opportunities for success.

Building a power account is optional and does not necessarily need to be the responsibility of
the community manager. In fact, individuals who hold this kind of power often get solicited
for additional consulting and promotional work, so it may be helptul to outsource this role
entirely or to deal internally with the possibility that “with great power comes great
responsibility.” If company policy prohibits it, you should ensure that the individual being held
responsible to maintain the power account should not also use that account for personal gain
on the side.

Power users are often considered “hardcore.” Essentially, they are similar to brand evangelists
of the social sites upon which they have already achieved greatness. A community manager
in such a role clearly should understand the issues she is facing by being an evangelist of
another community.

How do you build a power account? The simplest answer is through very regular and very
consistent activity. There’s a lot more to this, however. The most influential power account
holders have established themselves as very active contributors of social news sites. They do
this through networking, making quality submissions to the website, and consistent
engagement.
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There are two major considerations when building up a power account.

¢ Who should maintain the account? Should it be owned by a company or by an individual?
Ask yourself whether the company should own this social media profile or if you should
let the current individual working on behalf of the company maintain this account. It may
be extremely valuable in the long haul for the company to own the account, but it may
only be influential when manned by the particular individual who has already fostered
its success.

¢ Should the account be associated with the company or brand? No, you should not identify
this power account with a particular company and a brand. Those types of accounts appear
to be created only for the purpose of marketing your product. They will not be easily
trusted if they are associated with a particular marketing message.

Ten Commandments of Power Account Submitters

Power account holders live by a set of rules that help them build credibility, establish identity,
and make them memorable among the community. Anyone, however, can follow these rules
on social news sites to become a respected and valued participant of the service.

#1: Thou shalt distinguish thyself with an avatar

Submitters on a social news site should immediately upload an avatar if they want to be
considered legitimate by the established authority (thatis, other power users). Avatars do more
than just make you stand out in the crowd: they help to establish your identity, which is vital
if you want to be a memorable contributor of a social news site. Don’t just blend into the
background; power users assert authority implicitly by establishing identities that help others
remember them. Focus on louder colors that do not necessarily blend in with the background
of the site or appear similar to the site’s default avatar.

DEFINITION
An avataris a small image that is typically displayed next to a username to distinguish users
on social media sites and forums.

#2: Thou shalt be genuine

Power users need to be perceived as altruistic submitters. You should not consistently promote
your own content. If you want others to trust you, you must consider the content the
community will like. Be a real resource and not a self-serving one. If you consistently push
content in a particular subject matter (for example, you're passionate about politics and you
end up sharing interesting content among the thousands of users on a particular social site),
you will become an established authority on the subject matter and people will follow you.
However, you might feel more comfortable if you diversity your submissions and use multiple
high-quality sources.
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#3: Thou shalt network

Of critical importance in establishing a power account is networking. Many people would argue
today that social news sites are only “social” sites, and not “news” sites; it’s all about the
relationships you have forged over the course of your involvement on the site. You may submit
a great news story to a social news site, but if nobody else sees that story (and nobody else is
alerted to its existence), there is no chance that the story will hit the front page. If nobody
knows you, then your submission, no matter how powerful it is, will fall into oblivion.

The ideal solution would be to network with those who have already established themselves
as the power players. If a username is frequently visible on the front page of a social news site,
chances are he or she is a dedicated user. If you are truly interested in becoming a dedicated
user, you should take the initiative to introduce yourself and get to know that individual. It’s
important, though, not to immediately let it be known that you are here to solicit votes from
users who have already built trust and credibility. As a power user on numerous social sites
myself, I've been contacted more than once with “hi, I see you're active on Digg! Can you
please Digg my story?” That’s not the right way to network, under any circumstance.

If you're looking to build up a credible power account, the users you're aiming to connect with
are going to be your friends for the long haul. Networking is clearly not an overnight process,
and you should be diligent in how you approach the power users who everyone wants to
become friends with.

#4: Thou shalt submit high-quality stories to the social sites

As you know, “high quality” is subjective. What if the story I spent 30 hours writing is not
deemed appropriate by the community? The important thing is to study the community first
and understand what it likes. High quality often has some criteria, however: submitting well-
written content is critical. Don’t submit irrelevant spam or short blurbs. If you can find the
original source (the source that broke the story and that other sources subsequently reference),
by all means, submit that instead (if it wasn’t submitted already).

#5: Thou shalt be fast

Real power users have a good idea when stories are published on the original sites. Some
popular news outlets have an editorial schedule: features get published at 12 noon or 12
midnight. The most avid of social news users will know as soon as a story is published, and
will submit it to the social news site immediately. There’s no time to wait because there’s huge
competition to get the story submitted first.

When news breaks (for example, a terror attack in a blossoming city, the passing of a great
actor, the winner of the World Series, or the announcement of a new Apple product), be the
first one to submit the story as long as it’s from a credible source. The news story may still be
developing on the original source, but that means that there will be good content on the news
submission in due time.
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Of course, you can’t always tell when some of those news stories will break, since breaking
news is typically unexpected. Fortunately, Apple often releases products during Tuesday
keynotes. Popular technology sites like Engadget and Gizmodo cover the product releases in
real time.

#6: Thou shalt study the sources that have achieved greatness on social sites to understand
what the community likes

How do you determine what is “high quality” on social news sites? You study what the
community prefers to submit. Check the popular domains. This may require your own
research. However, an independently run website (Aaztp://www.di66.net) shows Diggs’ top
domains, top titles, and top descriptions according to front-page success.8

#7: Thou shalt dedicate time to the task

The key to being a power user is to spend a considerable amount of time on the social sites.
This allows you to validate your intentions to the community at large. A typical power user
initially spends approximately three to four hours a day building credibility. Once you gain
trustworthiness, you will still need to maintain a time commitment, but not as substantially.
Some power users who have established themselves as such check their accounts only once in
the morning and once in the evening.

#8: Thou shalt help thine friends

Regardless of whether the rules dictate that you shouldn’t always vote on your friends’ stories,
backscratching is very prevalent on social sites. It’s all about building those relationships. If you
consistently push your friends” content, they’ll be a lot more likely to help you out, too. Again,
these sites are social in nature.

Pay attention to individuals who are voting up your stories long before they ever hit the front
page, because those are individuals who trust you but likely also want to be noticed. Establish
solid relationships with these users.

As a precautionary note, however, be careful about too much reciprocation; sometimes,
complete mutual support can lessen the impact of success.

#9: Thou shalt use consistent account names over all social networks

Once you’ve achieved greatness on one social network, users will follow you on other social
networks. This increases the opportunities you will have for networking in the future and will
possibly give you a boost in these other social networks as an established user. Of course, you
will still need to study the community mentality and make sure you're following the norms,
but this becomes a lot easier if you are recognized across several social networks.
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#10: Thou shalt use other social networks for inspiration

Cross-pollination—that is, submitting stories across several social networks—is a great way to
achieve success on social sites. While not every reddit front-page story will be successful on
Digg (since the interests of the communities differ), there is a good chance that those stories
will be noticed. Plus, if you can spot a great story that is growing in momentum on one social
site, it could still be well received on the other social site. Finally, looking on other social sites
for great submission ideas is often easier than competing against the 30 or so users who are all
anxiously trying to be the first one to submit that Lifehacker noon feature.

Should | Become a Power User?

It’s easy to say that power users have really achieved success over time given their involvement
on social news sites. They have the audience; individuals follow their submissions closely. They
have a good sense of the stories that succeed on social sites. They are trusted contributors.

But now that you have reviewed those 10 commandments, it should be apparent that it’s a lot
of work! In fact, it’s so time-consuming that power accounts do not exist as much as they did
in past years, and much of this relates to algorithmic changes that diminish the impact of these
account holders.

At a recent conference I attended, successful blogger Brian Clark wrote that “you can either
become a power account user or know someone who already is one.” Clearly, some of the
most influential marketers have networked with the power users and have achieved awareness
and greatness. They did not become power users themselves. With the number of influencers
who have contributed thousands of hours to the task, it’s evident that there are already users
who you can turn to. This approach is certainly a lot easier than building up your power
account from square one.

Of course, if you don’t have loyalties to a specific company, or if you just want to establish
yourself among several social communities, a power account is still a viable choice. More often
than not, however, community managers are a more realistic choice for longer-term growth
and success, especially as they are prevalent on multiple social channels and do not necessarily
have to focus their energies on social news sites exclusively.

Summary

When executing a successful social media strategy, listen to your constituents across as many
social networks as possible. Build relationships with individuals on social sites and establish a
brand identity in those parts. Above all, listen to the community and act upon its feedback to
create better products that users are actively seeking.
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Since people can be talking about you nearly everywhere, it is hard to keep track of what they
are saying and where they are saying it. There are numerous tools that you can use to monitor
the conversation.

A community manager may wish to establish communications between the company and the
customers. She loves working with people, loves a challenge, and is an effective communicator.
The community manager may also wish to become an influential power player on social news
sites by actively engaging on them. Once she gains the trust of the community, she can slowly
push the agenda of the company by submitting relevant stories that will be well received by
the community.

Power account holders are most visible on social news sites since their immense dedication has
brought them the respect of other community members. To become a power account holder,
there are a few guidelines you can follow, though the time and energy commitment is
substantial. Even if maintaining a power account is not a strategy you are interested in,
understanding the 10 commandments of power account submitters can help you succeed on
these social sites.
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CHAPTER FOUR

Participation Is Marketing:
Getting into the Game

Participation is essential for success within social media marketing campaigns. As you’'ve
learned in the previous chapters, constant engagement is necessary, but real conversations are
even more important. The most effective form of social media marketing requires relationship
building in a completely authentic way. In this chapter, we review several case studies and
show how companies can empower themselves by engaging in social media marketing. We
also look at how you can avert or more successfully address reputation management issues via
social media marketing channels.

The Cluetrain Manifesto: Markets Are Conversations

In April 1999, several marketing masterminds released a precursor to the social media
marketing of today in The Cluetrain Manifesto (Basic Books), a manuscript of 95 marketing
theses. The message of The Cluetrain Manifesto is simple but very powerful: markets converse
with one another and the Internet has facilitated this communication. Because the Internet
has a profound impact on both consumers and organizations, with improved communication
across Internet channels comes the responsibility for organizations to adapt to an evolving
environment.

TIP

The 95 theses of The Cluetrain Manifesto are available for free online at
www.cluetrain.com. Additionally, a print copy of the book is available at bookstores.
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Given that social media marketing as a practice is still an emerging technology, 7he Cluetrain
Manifesto was years ahead of its time. We’re now beyond the 10-year anniversary of its
publication and its message is as important as ever. While the authors of 7he Cluetrain
Manifesto were able to accurately predict a marketing revolution, only a small fraction of
individuals have actually jumped on the bandwagon. Social media marketing and Internet-
facilitated conversations are still not fully mainstream and the importance of Cluetrain’s 1999
message is not necessarily being emphasized. There’s still time, and with 10 years having passed
since the document was published, all markets should really understand that this is the prime
time to create real, valuable conversations.

If you're the first person in your industry to engage in social media, by all means, don’t let it
hold you back. You can lead by example.

The “Participation Is Marketing” Phenomenon

Back in 2007, new media marketer Chris Heuer coined the phrase “participation is marketing.”
Heuer asserts that the best marketing minds are those who participate in the communities they
service and don’t just aim to sell products directly to the people. After all, companies and
organizations exist to help people with a specific problem; the original purpose of these
organizations was to participate in order to address a particular need. Moreover, pitching
products and services is an outdated tactic that will not be well received among individuals
who have either grown tired of the same old marketing message strategies or who have gotten
accustomed to the newer tactics of social media engagement.

I'm going to take the phenomenon a step further and argue that the phenomenon of
“participation is marketing” also works the other way. While marketing folk may be
participating in communities—and that translates to “participation is marketing” (especially as
the involvement humanizes the company and is not as self-serving if done appropriately)—I'd
argue that community members who are using social media to participate directly with these
marketing people are also supporting the claim of “participation is marketing” because they
are showing an interest in being part of the greater marketing message. Participation, again,
goes both ways. If marketers engage in a community that is not frequented by consumers, they
are not serving the greater community and the consumers are not participating in the
marketing message. Of course, to realize the idea of “participation is marketing,” the consumer
must actually engage in the marketing message, whether by commenting, by vote
endorsements, or by referrals, but two-way communication is crucial. In this regard, loyalty is
built by fostering genuine relationships with the members of the community. Chris Heuer says:

If you are trying to sell something to the community, and that is your reason for being there, it
will be obvious to those people and you will never be as successful as you can be. If you are
participating because you really want to contribute to the community, because you really want
to share what you know, because you really want to be of service to the community and its

members, you will sell to the right people BECAUSE of your sincerity and honesty.
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Today, trust is not easily bought with advertising dollars. Not anymore. Establishing
relationshipsis a critical element to the notion that “participation is marketing.” In the previous
chapters, we looked at the importance of monitoring the conversation and responding to
feedback. The key here is to actually follow communities where your brand, product, and
service are mentioned, and to engage altruistically with real interpersonal human interactions.
It’s not enough to maintain a blog or to respond by using the Press section of your website to
“participate” (this was part of the tremendous misstep in the Motrin Moms campaign that was
discussed in Chapter 3). Participation requires ongoing and real dialogue on a consistent basis.
If you're ready to engage (and hopefully by reading this far, you’ve made the decision to
participate), you should consider a comprehensive strategy that accommodates users in
communities where your products are discussed. You also should be completely genuine at all
times. Further, if you immediately spot a perception issue about your brand, don’t immediately
push your message onto the community constituents. Walk a mile in their shoes first to
understand their mindset and mentality. Later in this chapter, we’ll explore case studies
illustrating the “participation is marketing” phenomenon.

Participation Is Marketing for Public Relations Professionals

The area of public relations is also seeing a tremendous evolution and paradigm shift.
Communicating on behalf of a client to a group of constituents via snail mail, phone, or email
is obsolete. In keeping with the “participation is marketing” theme, public relations
professionals should actually have relationships with the public, which goes beyond the
standard press release. Further, online communities are becoming more influential than
traditional media outlets. A successful social media campaign can immediately raise product
awareness for hundreds of thousands of individuals who are specifically seeking out these
communities for relevant news. On the other hand, these same social media consumers are
not looking for the traditional pitch. They are looking for newsworthy content that the
community as a whole believes is relevant to a wider audience. They rely on the valuable and
selfless contributions made by reputable members of these sites and communities.

Public relations professionals will need to up the ante in terms of how they communicate on
behalf of their clients. The ideal PR professional is a community participant and not just
someone who is solicited to send out an often irrelevant pitch to a publication.
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Graco Baby Case Study: “Participation Is Marketing” Translates
to Brand Awareness and Exposure

In 2007, social media agency Converseon had the challenge of creating a social media strategy
for 66-year-old brand Graco Children’s Products. The challenge: to determine how an old
brand could interact with young parents who use the Internet. How could Graco find
individuals to target? Most significantly, how could it tap into these communities without
appearing overtly commercial?

The first thing that Graco realized was that it needed to research the social media space. In
time, Graco discovered that there are numerous parents using message boards and forums,
that there are a multitude of Mommy Bloggers, and that these parents are also engaged on
other social networks, such as Twitter and YouTube.

To gain awareness, Graco determined that it should establish long-term relationships with
active parents engaged in these online communities. Naturally, the goal was for Graco to make
its way into these communities authentically. After discovering the online parenting
communities, Graco listened to the ongoing conversations within these networks. Doing this
helped it devise a strategy that made it an accepted participant in the ongoing conversation
and humanized the entire Graco brand. After all, many of Graco’s employees are also parents
looking out for the best interests of their children.

By listening (or “conversation mining”), Graco discovered that the parenting communities
were resistant to commercial endeavors. Thus, it learned that altruism was important; instead
of forcing its brand name into the communities, the company and Converseon ended up using
Graco’s name in tandem with real-life events and get-togethers for parents. This specific
environment was more accepting of the Graco brand name, and it became a great way to
capture the minds of influencers in the parenting space. It was also an appropriate avenue for
Graco to engage with the community. After these in-person meetings, a parent-centric blog
was launched. Multiple Graco employees currently contribute to the blogging effort.

Graco didn’t stop there. It also engages in Flickr (www.flickr.com/photos/gracobaby,; shown
in Figure 4-1), Twitter (http.//twitter.com/gracobaby, shown in Figure 4-2), and YouTube.
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FIGURE 4-2. Graco offers advice for and responds to parents on Twitter
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To date, Graco has seen a lot of successes with its social media strategies. After monitoring the
conversation, Graco observed that the brand was discussed in a more positive light (up to 83%
in 2008 from 68% in 2007). All posts regarding its outreach efforts (100%) have been positive.
Graco observed a substantial increase positive reviews and recommendations for online
products. Graco’s social media success has landed it an appearance on the Today Show and in
several online publications.

Within six months of the Graco Baby blog launch, it was ranked the 59th best parenting blog
in the ParentPower Index.! In May 2009, the blog was ranked #34. Graco’s blog drove traffic
and visitors and, of course, yielded increased conversions. Graco’s blog enabled it to get a better
ranking for competitive search phrases in the search engine results, and the blog is now
considered a leading authority according to blog ranking service Technorati.2

Today, Graco is truly embracing social media. Lindsay Lebresco, Public Relations and Social
Media Manager of Graco, says, “We see social media as a new way to create a stronger, deeper
and long-term relationship with our consumers. Social media gives our brand access to our
consumers and their needs in a unique environment and allows our messages to be delivered
in a personal, transparent and immediate way.”3

TysonFoodsCaseStudy: WeHaveaBlogandWe’llUse ItforGood

If you associate your brand with something positive, it can result in good feelings toward your
company. Tyson Foods took this idea to the next level when it launched its Tyson Foods Hunger
Relief blog in late 2007 (http.//hungerreliet.tyson.com). Ed Nicholson, Director of Community
and Public Relations at Tyson Foods, explains that the company, which has been involved in
hunger relief since 2000, recognized that there was a passionate community of people and
organizations who work selflessly on hunger initiatives on a national and local level, but that
there was no social media space that catered to these individuals. Further, awareness of the
widespread nature of hunger is not very high. Nicholson says, “We know people who have
cancer and heart disease. We can personally and emotionally engage and relate to illness. With
hunger, it’s not so easy. Once people become more aware and engaged in hunger issues, they
have more of an emotional attachment to the subject.” The blog was thus launched to raise
awareness of hunger among the American population (Figure 4-3).

From the start of the social media initiative, Tyson realized that it needed to be authentically
engaged. Its efforts are completely transparent and genuine. In fact, beyond highlighting
shocking hunger statistics and sharing tips on hunger strategy, the Tyson Foods Hunger Relief
blogs also shares stories of positive hunger outreach attempts throughout the country in a
category dedicated to bringing to light the contributions of numerous “Hunger All-Stars” (http:
//hungerrelief.tyson.com/AllStars). For example, the All-Stars page recently discussed the
efforts of 13-year old Jonathan Crider, who raised $20,000 for his local Oklahoma City food
bank, and told the story of Ethel Shepherd, now 80, who started a food pantry 25 years ago
out of the basement of her church and is continuing her mission today.
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FIGURE 4-3. Tyson Foods’ hunger relief blog

The hunger awareness efforts have not ended with the mere launch of a blog. In a blog post
published in August 2008, Tyson Foods invited the community to participate in a food donation
of epic proportions. For every comment left on the blog post, the company promised to donate
100 pounds of food to a food bank in Austin, Texas. Within six hours, an entire truck had been
filled. There are more than 650 comments on the blog post to date.

In December, Tyson launched a more powerful hunger giveaway to the Greater Boston Food
Bank. Once announced, it took less than two hours for the first truck to be filled to the brim
with food. A second truck was also filled by the end of the day. There are over 900 comments
on the blog post.

Beyond the blog, Tyson is also actively involved in social media. It uses Twitter to communicate
its philanthropic efforts (Attp.//twitter.com/tysonfoods, shown in Figure 4-4). It also shares its
outreach attempts via Flickr (g). Nicholson maintains LinkedIn and Facebook accounts that he
acknowledges are integrated with his activity at Tyson Foods. All of these specific social media
accounts have contributed to awareness of the Tyson Foods brand.
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FIGURE 4-4. Tyson Foods uses Twitter to promote food donations

Tyson continues to update its blog with posts about its charitable contributions. But Tyson also
finds that its positive engagement has amounted to success for the Tyson brand itself. The
company has seen increased engagement among the community and improved relationships.

Tyson’s outreach efforts are still new, yet Nicholson notes that Tyson will continue to grow the
communities to become a leader in this area. Nicholson adds, “We don’t give the most money
but we have this product we can give.” Tyson Foods will continue to leverage the communities
it has, to be a part of the community, and to become an important player in the social media
space.

The Home Depot Case Study: Tapping into the Mindshare of
Valued Customers

Due to its initial fear of the uncontrolled message, The Home Depot took a logical approach
toward social media with several slowly evolving initiatives. Based on the success of these
programs, the company delved deeper into the social media space. In the end, these initiatives,
beginning with product reviews and expanding to social media channels, including YouTube
and Twitter, have resulted in a lot of success for the retailer.

Nick Ayres, an Interactive Marketing Manager at The Home Depot, has been at the company
for over three years and has been instrumental in helping it seek out several different social
media outreach campaigns, which have all shown varying levels of success.
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The first step toward social media involvement and awareness for The Home Depot was
encouraging the community to write reviews on products marketed and sold by the company.
Using this tactic, The Home Depot initially saw how customers involve themselves in the social
space. As Ayres notes, The Home Depot was initially fearful of the unknown, especially the
negative, so offering product reviews was a preliminary baby step into the world of social
media. He says, “If we opened the floodgates of letting customers tell us about the Home Depot
brand, we were afraid to see a lot more negative than positive. It’s a lot less of a concern when
you start with product reviews as that’s a logical extension of what we’ve been doing.” With
product reviews, users have the ability to evaluate their purchases in the same way others do
on a big front-facing site like Amazon.com.

Response to product reviews has been overwhelmingly positive, he says. “This is one of the
few areas where we can tactically say that there’s a good financial upswing for us that you can
really see in the general marketplace. Generally speaking, products that have higher ratings
and reviews do better from a sales perspective.”

The Home Depot’s next social media venture was in leveraging video sites to teach users how
to do things in the house. The Home Depot has an official YouTube channel that showcases
video demonstrations of do-it-yourself home projects (www. youtube.com/user/HomeDepot;
shown in Figure 4-5). The video library is relatively robust, with over 80 videos and hundreds
of subscribers. Video topics range from home improvement to energy efficiency. As for why
YouTube and other video sites were preferred channels for The Home Depot, Ayres notes that
the content has always been at customers’ disposal, but, “We wanted to engage with a different
audience in a much more real-time and personal way.”

Additionally, The Home Depot uses Twitter (/ttp.://twitter.com/thehomedepot) to broadcast
company updates and communicate with users, particularly for customer service issues. In the
summer of 2008, Twitter was abuzz with news on Hurricane Gustav. The Home Depot
capitalized on the opportunity to communicate accurate store information as it related to
hurricane preparation. For instance, the company’s Twitter account was used to communicate
store closings and offer information on the availability of essential supplies in local stores. The
Twitter stream was not directly used to sell products, but rather to articulate information and
availability to those needing timely updates. Plus, for the retailer, the information was already
readily available, as The Home Depot had a well-defined hurricane process at its hurricane
headquarters. The hurricane information was available to in-store customers and online on
The Home Depot’s website, but was later disseminated in bite-size chunks and passed along to
the general public using Twitter.
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FIGURE 4-5. The Home Depot’s YouTube channel page

Ayres finds that The Home Depot is successful because it’s using already available information
to arm the public with knowledge: “Our biggest wins to date have been not trying to reinvent
the wheel, but by taking what we knew worked and trying to find the places where that
information and products made the most sense in the social media/Web 2.0 world. We've seen
pretty positive reactions because of the way we went about our social media initiatives

strategically from the start. We are always taking feedback and our successes to invest in the
future.”

In the future, The Home Depot is going to extend its “digital orange apron” (its signature in-
store “uniform” is the orange apron) to provide consistent customer experience across all media
channels and to serve this information up to a whole generation of customers. Armed with
“digital orange aprons,” the company will be able to take the resident knowledge of employees
and associates and present it in a way that will be more accessible to customers engaging in
the social media space.

Ayres himself is involved in social media; he mentions that he maintains his own Twitter
account, but that The Home Depot has an official channel that is managed by its Corporate
Communications team. He acknowledges that before The Home Depot made its debut on
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Twitter, the retailer asked the community how the microblogging service should be used,
because it was not sure whether to use the Twitter account to offer sales messages or for
customer service. The community responded that it would prefer the account to be focused on
addressing customer concerns, and The Home Depot listened. Therefore, Ayres may use his
own personal Twitter account to circulate The Home Depot messages from time to time.
However, he notes that while he will sometimes reach out to customers to assist them with
issues, he will always do so in a transparent way. It is important for The Home Depot and other
companies to have representatives who are able to speak on the company’s behalf, while also
making it clear that they may be offering their own personal opinions.

Caminito Argentinean Steakhouse Case Study: The Steakhouse
That Engages Online Everywhere

In the aforementioned three case studies, large companies took the initiative in social media
efforts. But social media is still a viable advertising method for small businesses. Indeed,
“participation is marketing” can work for the smallest to largest companies. Here’s how a brick-
and-mortar business with one single presence—a restaurant location in Northampton,
Massachusetts—was able to succeed in social media.

One of the partners at Caminito is an Internet Marketing professional by day, with a thorough
understanding of the social media space. Justin Levy has used social media effectively in lieu
of more traditional forms of advertising, such as newspaper advertisements, travel guide
listings, and a prominent feature in the local Yellow Pages.

Levy has used his knowledge to bring Caminito fully into a social media space. The official
steakhouse web page (www.caminitosteakhouse.com) is updated regularly, but beyond that,
it has launched the Prime Cuts Blog (Attp.//primecutsblog.com), on which Caminito shares
cooking tips on with recipes, gadget reviews, and videos (Figure 4-6). Caminito also has an
exclusive YouTube channel (www. youtube.com/user/primecutstv), known as “Prime Cuts
TV,” on which it offers additional “see it yourself” instructional videos. For example, it recently
uploaded videos entitled “How to Sharpen Your Knife Using a Wet Stone” and “How to
Fabricate a Whole Ribeye.” Further, using video-sharing service Viddler (www.viddler.com/
explore/primecutstv), these videos are published in higher quality on the Prime Cuts Blog.

Caminito has also realized the importance of social media in a long-term “how do people find
us?” search engine optimization strategy. Being omnipresent means that people can discover
Caminito using a variety of online search phrases. To achieve these results, the restaurant
actively encourages patrons on its web page to review the restaurant on business review site
Yelp (www.yelp.com/biz/caminito-argentinean-steakhouse-northampton; shown in

Figure 4-7). It also has tapped into the local youth crowd by creating a MySpace profile page
(www.myspace.com/lasbrasasnoho), where it posts events and points visitors to the official
Prime Cuts Blog.
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FIGURE 4-6. The Caminito Argentinean steakhouse Prime Cuts Blog

Justin Levy remains affiliated with Caminito through his personal social media accounts as
well (as listed on the Prime Cuts Blog sidebar). He’s active on social geo-aware network
Brightkite, shares his social media— and food-related bookmarks on delicious, lets people
monitor his blog comments through comment-monitoring tool Disqus, highlights his social
media accomplishments and personal achievements on his Flickr photostream, aggregates his
social media stream on FriendFeed, networks with professionals via LinkedIn, bookmarks
websites via social-discovery tool StumbleUpon, regularly interacts with users via Twitter, and
broadcasts his upcoming schedule of events at Upcoming.org. Clearly, Justin has shown that
there is no shortage of options for the types of interactions he can have with community
members.

Of course, Caminito also actively monitors the conversation using Google Alerts. Caminito uses
this information to learn more about what people are saying about it and also for competitive
analysis to understand what other Argentinean steakhouses are doing in other locations. Using
this data, Levy is able to keep abreast of menu changes, new ideas, good and bad reviews, and
other tactics Caminito can then use for its long-term growth.
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FIGURE 4-7. Caminito Argentinean Steakhouse’s Yelp profile

To measure success, Caminito monitors web analytics regularly. Based on the data provided,
it enhances its social media engagement across several networks or makes necessary
adjustments.

In the end, Caminito is seeing much success with its social media marketing initiatives. Its
search engine rankings are phenomenally high, which is incredibly important in its market.
Its web page often shows up multiple times for a specific search, which ends up bolstering the
brand itself and reinforces Caminito Argentinean Steakhouse as the ideal restaurant for the
particular query performed. In an interview with Social Media Explorer,4 Justin says, “We have
seen an approximate 30% boost in sales (year to date) in a time where a lot of restaurants are
down 10-20%. Not all of that can be attributed to our online presence but I'm sure a good
portion of it can.”

He's probably quite right.

Reputation Management

You may have spent decades building the empire that now houses your brands and hundreds
of thousands of employees. But reputations are precarious; within a matter of moments, your
hard work can come tumbling down when a customer (or even a competitor) uses the Internet
to tarnish the good name that you have been trying so hard to maintain. Given the proliferation
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of content on the Internet, one bad story can easily spread like wildfire. Companies that do
not react to the firestorm can suffer considerable loss of trust and may even lose brand share.

Social media is a cost-effective and beneficial way to combat these kinds of reputation
management fiascos. There are several ways to address reputation management using social
media. In Chapter 2, you learned how Electronic Arts transtormed what could have been a
demerit among its fans into a superb marketing piece that in itself was incredibly viral. As you
may recall, a user discovered a software glitch illustrating a humanly impossible feat, and
uploaded a video showing this phenomenon to YouTube. EA Sports opted not to ignore this
video and responded by making a genuinely realistic illustration of how the software bug was
not actually a software glitch after all. With over 2 million views and overwhelmingly positive
reactions to the video, EA Sports clearly emerged victorious from what could have been a public
relations nightmare.

In the Caminito Argentinean Steakhouse case study, I alluded to a second opportunity for social
media to assist in online reputation management. In that instance, you learned that the
presence of multiple profiles has made Caminito (and Justin Levy) more findable. Caminito
maintains several social media profiles across a multitude of social networks, and a search for
Caminito using a typical search engine often pulls up more than just the restaurant home page:
the results show Caminito’s social media profiles, too. Justin Levy’s personal social media
profiles are also widespread across the Internet. If you searched for “Justin Levy” today, you'd
likely see his social media profiles scattered throughout the first page of the search results.
There are probably hundreds of individuals named Justin Levy out there, but it becomes pretty
evident relatively quickly that the Justin Levy on the first page of the search results is the man
responsible for the success of Caminito Argentinean Steakhouse.

This example illustrates the power of social media marketing for reputation management. A
business that may be hurting in the search engine results can easily set up a number of social
media profiles across hundreds of social networks. With regular engagement, social media
profiles may help influence the search engine results. This strategy works well because most
social networks are trusted by nature of their heavy use (and because they are often linked to
by other websites and news outlets). Subsequently, internal pages are often trusted because
they are associated with the particular social site’s domain.

The screenshot of the 2008 Comcast search results (in Chapter 1) shows that user-generated
content ranks well in search results. Further, ever since Google introduced “universal search”
results, it is evident that social media can even make its way into the more visible links on the
search engine results page. A search for “sledgehammer” shows one dedicated YouTube result
at the top of the page (and in the center of the page, product listings for the item). A search
for “Barack Obama” shows regular results scattered with news results, book results, and most
significantly, blog posts.
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DEFINITION

What is universal search? In 2007, Google decided that the search results were lacking with
just 10 plain blue links. Google decided to integrate video, images, blog posts, business data
and maps, products, and news results into the search engine results pages. Universal search
increases visibility of other possible properties that Google is currently highlighting in its
results.

Clearly, social media results are noticeable in nearly every online search. For reputation
management, then, social media works very well to combat negative search. Since the majority
of social networks allow you to choose your own username, you can claim ownership of the
available usernames for your brand or company. Once these social media profiles are ranked
within the search results, they can help bolster your online reputation. Use a site like Atzp://
knowem.com to see which websites you should register your brand name with so that you can
then start to claim your reputation on the Internet. You don’t have to claim every single social
media profile, but you should be visible. Once these social media profiles are registered, be sure
to use these social media accounts on a somewhat regular basis (at the minimum) to help create
value within your communities. This in turn helps you get higher rankings and prevents others
from ruining your good reputation. You will not achieve a high ranking just by virtue of
creating the social media profiles; engagement is still necessary. Your social media profile page
should show that account activity is being recorded. This is helpful because search engines will
crawl (or “spider”) more often on pages that are updated more frequently. Thus, the more
content you can add to the social media profiles, the more likely it is search engines will notice
you. As an added benefit, if you're recognized as a good contributor by members of the
communities that you participate in, your social media profile page may naturally be linked
by actively engaged social media participants who may also be bloggers or journalists (my
Twitter profile page currently outranks my personal blog for numerous search queries).

DEFINITION

What is a spidez? A spider or web crawler is a scripted program that automatically traverses
through the Web and gathers data about websites and web pages. Have you ever wondered
how Google, Yahoo!, or your favorite search engine actually knows what text is on a website?
Each search engine uses a spider to record all text on a web page. On a traditional website,
spidering may not happen as rapidly, because search engines do not know about spiders’
existence, but since blog content contacts search engine ping services directly, spiders often
come a Jot more quickly.
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Network Solutions Case Study: Reputation Management by
Listening

Several months ago, technology company and domain name registrar Network Solutions was
under fire for apparently violating ethical considerations by registering domain names that
individuals would seek out for availability. In plain English, users performing simple research
on domain name purchases via Network Solutions would not be able to register that domain
using another registrar because Network Solutions would immediately claim ownership.

With this questionable practice (which one blogger called “extortion”?), Network Solutions
had a reputation issue that it needed to address quickly to fall back into the good graces of its
customers and prospects. Trust was lost and morale was very low.

After hiring public relations firm Livingston Communications, Network Solutions worked with
Chief Community and Social Media Evangelist Shashi Bellamkonda on a viable strategy that
would help the company to win back the favor of the Internet-savvy audience. Its strategy
required three important steps:

1. Listening, first to monitor online chatter and then to respond on the official Network
Solutions blog, Solutions Are Power (Attp.://blog.networksolutions.com).

2. Adding value to the community (Network Solutions used its blog to convey thoughts and
offer industry-related correspondence).

3. Community participation (communicating in social channels around the Internet on
behalf of Network Solutions, leaving the Network Solutions name visible in exchanges).

One of the key contributions to the Network Solutions strategy was the launch of the Solution
Stars Video Conference (Attp.://solutionsstarsvideo.com), a website featuring a series of videos
that discuss how small businesses can benefit from new media tools. Network Solutions
interviewed many experts who had extensive involvement in social media on numerous topics,
such as how to build a web presence, whether you should start a blog, how to achieve visibility
through search, and how social media provides an opportunity to bypass traditional media
channels to directly reach stakeholders. This was a perfect opportunity for Network Solutions,
because the video conferences provided great value to the community at large (especially a
highly vocal community who wanted to share related content), and many experts who were
featured talked about it on their blogs.

Over time, the interactions and the video conferences paid off. Over a six-month period,
negative comments about Network Solutions decreased and positive sentiment increased
(Figure 4-8).

As far as the issue that contributed to the negative emotions about Network Solutions in the
first place, Shashi Bellamkonda says that the practice is no longer being employed.
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FIGURE 4-8. The change in sentiment of Network Solutions over a six-month period

Today, Bellamkonda contends that social media is a viable two-way strategy that can help all
sorts of businesses from the one-man firm to the large corporation. Regardless of company size,
social media can facilitate and cultivate strong interpersonal connections. Bellamkonda adds

that behind a company’s social media identity, one must be genuine and not just regurgitate

the same old corporate communication you would see on a traditional media channel.

It’simportant for Network Solutions to actively monitor the social media space for conversation
about the company, but also to respond very quickly, as expectations in the social media space
have changed, especially with the rise of tools such as Twitter, where customer service is almost
immediate (see Chapter 6 for more information on Twitter). With this type of engagement,
Bellamkonda acknowledges that, “people are wowed at the fact that they are getting an
immediate response.” Bellamkonda says that because Network Solutions is reaching out to
customers on blogs, social channels, and Twitter, people are responding more positively toward
the Network Solutions brand and are looking at the company in a much better light.

Reputation Management Monitoring: 12 Reputations You
Should Monitor Online

It’s obvious that you must monitor your reputation online, but what exactly should you be
looking for? What other reputations should you watch out for? According to online reputation
management expert Andy Beal,® your company needs to track the 12 reputations that follow.

Naturally, the course of action for any reputation management missteps will vary based on the
circumstances, but by actively observing these reputations, you may be able to prevent issues
that could be very damaging. In other instances, the information you discover via monitoring
can be very rewarding.
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Your name
It doesn’t matter if you're a big player in the space or a small one; you should always be
aware of what people are saying about you in the media. Plus, you can always link to the
positive media mentions on your website to let your visitors observe your
accomplishments.

Your company name
Of course, you know this is a given if you're even considering reputation management at
all. Listening to what people are saying about you and your company is crucial. Also,
consider legacy company names or well-known abbreviations of your company name.

Your brand names
If you're part of a huge company that maintains hundreds of brand names, this may be
quite difficult to monitor, but you should follow the more important brands for your
business survival.

Your company’s executives
Always be aware of what people are saying about your company leadership.

Your company’s media spokespeople
Anyone who speaks publicly on behalf of the company should also be monitored.

Your slogan or marketing message
What are people saying about your slogan? Is it being well received? On the other hand,
is it being infringed upon?

The competition
What are people saying about your competition? Can you use that information to better
your company? Remember, Justin Levy at Caminito Argentinean Steakhouse monitors
his local competition to get ideas for his menu and to hear what other people say about
other restaurants in the area. Reputation management can still assist with competitive
research and analysis.

Your industry
Most specifically, you should observe industry trends and use this information for your
own benefit. Perhaps executives are upset that the highly anticipated desk they just bought
has a design flaw and a wobbly drawer. Perhaps the mobile PDA many businesspeople
received last week has issues with reading external memory modules. Can you learn from
this feedback and correct these mistakes to make a better product? Can you use these
learning experiences to your advantage? You can also monitor your industry to see new
innovations as they’re announced. Getting this information early is a great way to stay
ahead of the curve.
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Your weaknesses
Face it—your product isn’t perfect and there’s always room for improvement. If you've
read the first three chapters, you know that people are talking about you and they’ll point
out flaws with your brand or products. You can use this feedback to grow.

Your business partners

Do you actively work with a company that is in the news? Perhaps it’s for a good thing;
perhaps not so much. Would Ponzi scheme scammer Bernard Madoff’s investors have
been better off if they actively monitored his reputation? Perhaps not, but if you have
business partners doing better or worse in the business, you probably want to find out
about it. If Google’s Q2 earnings do not meet expectations and you are engaging in one
of Google’s paid advertising programs, you’d probably want to know that it is having a
rough fiscal quarter.

Your clients
Hear something great about your clients in the news? Andy Beal postulates that if you
directly approach them and wish them congratulations and much success, your retention
rate will go up.

Your intellectual property
Any trademarks or copyrights should be actively monitored for infringement abuse or
mistaken identity.

Considering a Reputation Management Strategy

You may have been the victim of a reputation management disaster. Now, everyone’s eyes are
on you. It will be your responsibility to pull yourself out of it, perhaps by communicating
directly with the public at large or by addressing the issue silently via social media content
promotion.

Bear in mind that you should always take the high ground and handle reputation crises
professionally. Remember, you're already being perceived in a negative light and you can
worsen public opinion by intensifying the situation with haphazard emotion and poor logic.

When you do approach the community, be honest about the apparent crime you have already
committed, then take the next step to explain how you intend to rectity the issue (or inform
the populace that you have already taken steps to fix the problem). You should also be available
to handle specific complaints personally or you may wish to offer communication channels
(that you will have a senior staff member answer quickly) to ease the concerns of your
constituents. If the community believes that the discussion will not end simply with a public
apology, be sure to give it a place where it can continue the conversation offline.
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HOW DO YOU PLAN TO FIX THAT PROBLEM?

Every company has its growing pains. Some companies may be proactive in preventing reputation
management fiascos, but sometimes the conflict is unavoidable. Still, stakeholders and community
constituents expect a company to own up to its mistakes. When a credit card company has a data
breach, cardholders want reassurances that their data is safe. This is exactly what was expected of
Twitter when it experienced a data breach in early 2009.

Numerous famous people, such as Barack Obama, Britney Spears, and prominent newscasters,
maintain accounts on the Twitter social network. These accounts have thousands of followers. In
January of 2009, the accounts of many well-known figureheads were hacked. Instead of reading
messages that were relevant to the lives of these individuals, the Twitter followers instead were
surprised toread downrightinappropriate and unprofessional information about these individuals
and guessed that something was horribly wrong. Readers assumed that these Twitter accounts had
been compromised, but how?

The blogosphere started buzzing that Twitter was not safe anymore. People were worried that their
accounts would be broken into next. But within a few hours, the Twitter team itself acknowledged
the problem. In a blog post, the Twitter staff very openly admitted how the accounts were
compromised. Twitter used this experience to improve its security, and it did so swiftly.

This level of transparency sets a good precedent of how other companies should react. Days after
Twitter responded and addressed the situation, the worries of Twitter users were alleviated.
Responding in a timely and proactive manner helped restore faith in the company, and the user
base now feels comfortable knowing that Twitter has its back.

Internally, though, you can avert the reputation management mess (for the future) by learning
from these experiences. If you have not yet encountered a publicity disaster, it may be a good
time to communicate to your staff about the importance of public perception and reiterate that
it should tread carefully and offer the best service because consumers nowadays have easy
ways of exposing their dissatisfaction with your support or service offerings. Of course, you
can always read about the reputation management disasters of your company and use those
experiences to learn what not to do in your industry as well.

Summary

The Cluetrain Manifesto alluded to the phenomenon that is social media marketing today.
Businesses are talking to one another. Markets are conversations and social media empowers
consumers to speak directly to its favorite brands.

Participation is marketing. As marketers, we should take an active role in social media channels
and engage in dialogue in a very genuine way. Graco Baby, Tyson Foods, The Home Depot,
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and Caminito Argentinean Steakhouse are four businesses that have been able to illustrate the
“participation is marketing” trend with very positive returns for their business.

Social media marketing can also aid in reputation management tactics. There are two ways
this can be done. When a company is involved in the conversation, the company itself can help
nurture and shape impressions of the public, usually for the better. Network Solutions showed
that listening turned negative sentiment into a positive one.

The second way social media can help facilitate reputation management is via social media
profile building. Companies can create user accounts named after the brands they need to
monitor via social media channels and then use these profiles to boost search engine results.
Continuous and meaningful engagement is necessary so that search engine spiders can discover
the profile pages, see that there is frequent activity, and ultimately, often by trust, rank these
profile pages higher in the search results.

There are 12 reputations that you should monitor consistently so that you can keep abreast of
developments and perceptions about your company, your industry, and your competitors.
When you're armed with this information, you should be able to easily address most, if not
all, reputation management issues.
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CHAPTER FIVE

Using Blogs to Communicate, Influence,
and Learn from Your Constituents

In the last 10 years, blogs have grown to be more than just personal diaries; today, they are
vehicles of change within organizations and show that many new companies are embracing
the two-way communications culture. Blogs are excellent communication tools—you can start
your own to convey your company’s feelings to the wider public, or you can reach other
bloggers who might blog about your product. Today, some very powerful blogs have been able
to successfully connect consumers directly with service providers.

A Short History of Blogging

A blog, which is short for weblog, is a website that is usually maintained by individuals or
groups, and more recently, businesses, that offers commentary and ideas for a larger audience.
A typical blog features an entry, often sprinkled with graphics and video, followed by
comments by readers. The entire layout of the blog is displayed in reverse chronological order
with the newest entries posted first.

Blogs are different from static websites because they incorporate social elements. Most, if not
all, blogging software includes RSS (real simple syndication), which is a format that allows
content to be accessed within many publications. Blogs often invite users to comment, and an
ensuing dialogue can occur, which can generate hundreds to thousands of responses.
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DEFINITION

RSS is a popular web format for publishing frequently updated content, such as blog posts
and comments, news articles, and podcasts. RSS feeds are documents that contain summaries
of relevant content from websites. Programs that understand the RSS protocol allow people
to keep abreast of the latest happenings on their favorite websites.

The History of Blogs, 1998—2009: Who Is Writing and Who Is
Reading?

Blogs are now over 10 years old.! Technorati, one of the premier blog search engines, tracks
over 133 million blogs. Former chairman of Technorati, Dave Sifry, released a “State of the
Blogosphere” report in September of 20082 that culled numerous website statistical data,
indicating that blogs have between 77.7 and 94.1 million unique visitors in the United States
alone, which amounts to approximately 50% of all Internet users in the country.

In an earlier report,? Sifry provided more eye-opening information about the nature of blogs:
120,000 blogs arise daily. Each second, 1.4 blogs are created from scratch. This amounts to 1.5
million posts per day, or 17 posts per second. BusinessWeek contends* that there are 13 million
regularly updated blogs and argues that the blog is “simply the most explosive outbreak in the
information world since the Internet itself.”

With these statistics, it should be apparent that there’s a huge market of individuals that you
can tap into by blogging. But who are the readers, and is it even worth the hassle? In the 2008
Technorati blogosphere report, it is evident that brands are very heavily talked about:>

Whether or not a brand has launched a social media strategy, more likely than not, it’s already
present in the Blogosphere. Four in five bloggers post brand or product reviews, with 37 %
posting them frequently. 90% of bloggers say they post about the brands, music, movies and
books that they love (or hate).

Even earlier statistics support the notion of the power of blogging. As early as 2004, Pew
Internet reported® that 32 million Americans, or 25%, consume newsworthy content via blogs.
Another Pew Internet report” released that year found that nearly half of Internet users have
contributed their thoughts and feelings to the online world. The findings suggest that content
creation via blogging and social media community engagement is preferred by more than 53
million Americans.

Two years later, in 2006, a third Pew Internet report® discovered that bloggers are the new
influencers and authors of the online world. At that point, 54% of writers were found to be
using only the blog, with no other form of media, to share their thoughts with the rest of the
world. The study showed that 57 million Americans were actively reading blogs via direct
methods or through RSS.
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If you're unfamiliar with the blog, you may assume that it’s just an online journal. Today, it’s
estimated that only 5% of blogs that exist are dedicated solely to a business purpose. At the
same time, this means that it is a great opportunity for others in business to use the blog to
market their products and businesses and to establish themselves as authorities in their niches.

But is that all? Other statistics? show that 58% of individuals have been turning to the Internet
to address problems and issues. As Figure 5-1 shows,10 a large percentage (53 %) of individuals
prefer to consult with professional advisors, many of whom may already have established an
Internet presence.

What sources of information do people consult when they need
to address problems?
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FIGURE 5-1. Who and what do people consult with to address problems?

These statistics are eye-opening. Your blog and your voice can begin to lure customers into
your brand and get them talking about your business. Blogs give you power and exposure that
you may never have dreamed possible before. With blogs, you can learn what people are saying
about your company; actively encourage a dialogue that can improve your business and its
products and services; and create a sense of satisfaction by empowering your customers,
allowing them to offer feedback, and encouraging them to respond to concerns on your
website. In essence, blogs provide new trustworthy relationships with your customers.

Blogs As Online Influencers

Today, bloggers are perceived as a lot more than just writers. In a world where so many people
turn to the blog for advice, feedback, input, and commentary, bloggers are finding that not
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only are they writing for themselves, but many are also assuming the role of the journalist. In
the past several years, a new style of news reporting has emerged: blogs are breaking news
faster than traditional media outlets, and this is often because bloggers do not necessarily need
to jump through the same editorial hoops as regular print publications. Today, due to the
swiftness of news breaking via blogs, traditional media outlets are using blogs to supplement
and support their own research.!! Indeed, the Internet has already taken over newspapers as
the optimal news source,!2 and traditional media journalists are finding that in order to thrive
in this increasingly digital world, they must turn to the blogosphere for the latest news.

User-generated content is also here to stay. Figure 5-1 shows that 58% of polled participants
consult the Internet for advice. Whether that means they refer to blogs to read about products
or to engage in the discussion, Internet users everywhere want to have a voice in the process.
Many people today are active participants on already established blogs. An early 2008 study
indicates that bloggers are considered credible sources of information about companies, but
Figure 5-2 also shows that blog readers consider CEOs, regular employees, nonprofit
representatives, healthcare specialists, academic resources, financial industry analysts, and
people like themselves as powerful, credible sources of company information. Would you find
it shocking if those individuals also maintained blogs?

Credible Sources of Information about a Company
according to US Opinion-Elite Consumers*®,
October-November 2007 (% of respondents)
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FIGURE 5-2. Credible sources of information about a company

As shown in Figure 5-2, eMarketer has found!? that 60% of shoppers are influenced by their
peers. This large percentage speaks volumes about how powerfully a discussion on your
website can influence your brand and products. Like-minded individuals will often flock to
common ground (such as a blog or user-generated website that addresses their wants and
needs) to engage and to discuss the products, often with the goal of offering feedback for
improvement. Beginning a dialogue on your website increases user trust and belief in your
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product. It indicates that you, as a producer or service provider, are interested in knowing what
others have to say about your product and are open to feedback. As a tool for direct
communication, blogs help reinforce faith in your brand. The perception of listening and
responding is an incredibly powerful trust-instillation mechanism that you shouldn’t ignore.

If you're not yet a blogger in your industry, someone else will seize the opportunity. If you
don’t blog about your product, someone else will talk about it. According to Technorati’s 2008
report on the impact of brands on blogging,!4 day-to-day experiences with customer service
are fodder for blog content. By starting your own blog, you bring the conversation to territory
where you open the floor for your consumers and address other concerns posted throughout
the Internet.

Another benetfit of blogging is that the more prolific bloggers who provide valuable and
consistent content are often considered experts in their subject matter. Not only does this help
the blog itself become more of a known brand, but it also gives the blogger an opportunity to
“coach” traditional media journalists. Today’s news articles feature more quotes and feedback
from bloggers than ever before. This is a growing phenomenon; if a journalist wants expert
advice, she does not need to go farther than her search engine to get the name of a credible
source on a particular topic.

THE POWER OF THE BLOG: TALES OF A STOCK MARKET PLUNGE

As more and more journalists use blogs as sources for verified news, consumers are tuning in to
those same sources as credible news providers. But when news breaks that is not accurate, the
results can be disastrous. In 2007, popular gadget blog Engadget reported!® that Apple planned on
delaying its Leopard OS as well as the highly anticipated iPhone. The unsubstantiated rumors cost
Apple an astounding $4 billion dollars!® when its stock plummeted after the news broke. If anything,
this story goes to show that the word of the blog is powerful and can make or break a business. It
also illustrates another important point: Engadget was the only news source to post on this Apple
finding, and it single-handedly caused a significant drop in Apple stock. This demonstrates that
blogs are becoming equated with trustworthy news sources and that people are relying on accurate
reporting of information that can influence critical business decisions.

A blog can be a tremendous asset in building a brand empire. With the right content and right
approach toward your audience, you can develop strong links that will help you build a solid
reputation online. As you continually churn out more content, you will grow a base of readers
who will check your site frequently (or subscribe) and build search traffic, and as a result, you’ll
establish thought leadership through the gain of significant links from other writers and
bloggers.
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How Blog¢s Are Consumed

There are a variety of tools available that can provide you with the latest blogging updates.

Direct Hits

A blog is nothing more than a website, and thus many people will get their news from blogs
simply by navigating directly to its home page and reading the content. While blogs can be
consumed via other methods, the ongoing relevant conversations will often be held on the
actual website.

RSS

Another valuable way to consume blogs is via RSS. A number of blog software applications
incorporate RSS functionality. Additionally, porting Google’s Feedburner
(www.feedburner.com) options on top of your RSS feed may be ideal, as it is a powerful suite
of tools related to RSS that affords bloggers the opportunity to integrate advertising in their
feeds, see detailed statistical information about readers and subscribers, and optimize the feed
itself.

With RSS functionality intact, readers can enjoy regularly updated content via sites such as
Google Reader (Attp://reader.google.com) or Bloglines (www.bloglines.com). These online
RSSreaders often have a panel that displays the online publications that the user has subscribed
to, and another panel that displays the content. Figure 5-3 shows just how much opportunity
there is to read and review a lot of content very easily.

Alternatively, users can view RSS content on personalized web pages, such as My Yahoo! or
iGoogle, or via services such as Pageflakes and Netvibes. These options are preferable for those
who like to see content that is custom-tailored to their needs, with their email information in
one pane and weather information in another. News stories are often displayed on these pages
as well. These new stories, believe it or not, are being pulled via RSS.

Blogs via Email

Users can also consume blogs through email alerts, which can be set up via Google Alerts, as
discussed in Chapter 2. They also can be delivered in the form of a newsletter, which can be

activated with Feedburner or a dedicated service like Feedblitz. In other words, subscribers do
not necessarily have to visit any particular web page to read a blog; content from blogs may be
delivered directly to the recipient’s inbox.
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A Beginner's Guide to Blog Platforms

There are a number of blogging platforms available, and some provide features that are not
offered by others. Keep in mind that you should choose your blogging platform carefully. You
may choose initially to go with a free solution, but in the future, your blog and brand will grow
and you might be required to migrate to a different type of platform and host. While there are
tools that make this transition relatively easy, you should avoid doing so, if possible. If you're
really enthusiastic about blogging, the ideal solution is to flesh out the details now, because
the costs may be aplenty later (such as the time investment involved in extensive website
development and migrating from the previous website provider).

Features and Functionality

Blogs are probably the most common publishing platform for content producers, because it is
just so easy for website publishers to create content quickly and professionally. With most
blogging platforms, it is extremely simple to add links and images, and the content creator does
not need to possess considerable knowledge of HTML. Numerous blogging platforms boast
comprehensive WYSIWYG (what you see is what you get) editors.
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DEFINITION

WYSIWYG s a feature that shows the end result of a processing task as it is being produced.
In blogging-speak, a WYSIWYG editor lets you see specific formatting (bold, italics, links,
images, etc.) without the actual HTML code. For those who are not familiar with HTML,
WYSIWYG editors are extremely helpful.

Most blogging platforms also integrate RSS without requiring you to set up syndication
channels yourself. One of the biggest benefits of blogging software is the capability to contact
a variety of servers (specified by you and/or provided by the blog software) so that search
engines can find content updates quickly. This action, called pinging, occurs when publishers
push out a new update. The benefit of pinging mechanisms is that content is spidered extremely
quickly; I've witnessed content being spidered from even the smallest of blogs within an hour
of publication, thereby helping you get high search result rankings much earlier than other
“static” content. Pinging also updates RSS aggregators and shows your readers the most recent
content. Thus, blogging is a powerful and instantaneous publishing tool that does not require
you to refresh that web page frequently for updates.

In stark contrast, static websites do not come with RSS features or pinging services. If you
update content, you may still have to wait until a search engine spider comes along to your
website and then crawls your content. This process is not very fast. With blogging software,
the content crawl time is expedited tremendously.

Blogging Platforms

There are numerous blog platforms available. Some are free but require you to maintain them.
Others are also free but are hosted on a centralized server and give you very little administrative
control over the backend. Others are full-fledged paid solutions that boast security updates,
and are not as vulnerable to exploits because they are not very dominant players in the blogging
market. Here are some commonly used blogging platforms:

WordPress
WordPress (Figure 5-4) is by far one of the most popular blogging platforms available. It's
fully customizable and has hundreds of thousands of developers behind its plug-in!?

and theme!8development. The unhosted WordPress version is a download that you install
and maintain on your web host, and once you install it, it is completely modifiable. In fact,
numerous websites are hosted using WordPress software and yet they do not even look
like blogs.
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FIGURE 5-4. A very detailed WordPress dashboard combines all blog features into one place

WordPress

Another version of WordPress, not to be confused with the previously discussed version,

is a centralized and hosted solution on WordPress’s official site for those who may not

have their own domain and hosting solutions. Interested parties can sign up and have a
blog running within seconds. Because this solution is hosted on WordPress’s servers, you
have a lot less flexibility in customization, plug-ins, and theme support.

MovableType

MovableType (Figure 5-5) touts itself as a professional platform and is used by some of

the most powerful bloggers. It requires a local download and must be uploaded to your
web host. With MovableType, users can maintain multiple weblogs, which is especially
useful for those who manage several blogs, from a single administrative interface. It also
offers customizable templates, in-depth user management, and more.
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TypePad

TypePad is maintained by the same company that runs MovableType (Six Apart Ltd.), and
is the hosted version of the software (it runs on a centralized server). The bells and whistles
are very similar to the MovableType feature set, but TypePad is not free. The cost for

TypePad!? ranges from $4.95 per month for the basic version to $89.95 per month for the
business-class version. In the basic version, a single blogger can maintain one blog with a
maximum of 100 MB storage space. It does not allow you to map your URL (which would
probably be similar to yoursite.typepad.com) to your own domain name; that branding and

personalization feature is offered at the next pricing level.

Blogger.com

Google maintains its own blogging software with Blogger.com. This is a hosted solution
that is available on a subdomain on blogspot.com. Blogger.com is a very simple solution,

but is not very modifiable.

ExpressionEngine

ExpressionEngine is a comprehensive publishing platform with full customization and
control, first-class support, a powerful template engine, an integrated mailing list, plug-
ins, built-in utilities, and more. ExpressionEngine is a hosted solution, and you must have
a compatible web server for the software to work. A basic version of the software is free,
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but the more powerful and recommended versions are $99.95 for the personal version
and $249.95 for the professional version.

What Software Should You Use?

Do you know where you want to host your blog? Before you make this decision, whip out a
pen and paper and write down the answers to a few questions:

Determine your goals:

¢ Is this something I see myself doing for the long haul?

e Will this blog be used for myself or for my company?
Determine your budget:

e Do I have the budget for hosting and domain name registration?

¢ Do I have the development budget for a customized design?
Assess your technological skill set:

e If a high-priority security update is released, can I fix it immediately or do I need to get
the IT department to patch the vulnerability?

¢ If the blog stops working properly, can I fix it?

Based on the answers to these questions, you can get an idea of the kind of software you should
choose.

Depending on your needs and requirements, you may want to go with blog software that is
simple to manage and does not require much IT overhead. If that’s the case, a hosted solution
may be preferable. On the other hand, you may want to have full control over the software
and should opt for one of the other tools. You may also want to monetize your blog via
advertisements on the sidebar. A hosted solution may not accept advertisements, so your
desired blogging software may be one that you will manage, maintain, and customize yourself.

There are some other considerations regarding blogging platforms:

¢ If you or those composing blog posts on your blog are not HTML-savvy, you may want to
consider a solution that boasts a powerful WYSYWIG editor.

¢ The most powerful fully managed solution is the unhosted version of WordPress, because
it has thousands of plug-ins and themes. This would likely be the preterred blogging
platform for monetization.

e The more popular and free downloadable platforms (WordPress and MovableType) release
updates on a pretty regular basis (monthly or bimonthly) because they are so widespread
that they are vulnerable to attack and can be easily exploited. Likewise, the plug-ins on
WordPress are also vulnerable to attack, but in more recent versions, plug-ins can be
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updated automatically from the administrative backend (the dashboard) without the need
to use FTP.

e If you expect a surge of traffic, perhaps because you intend to use the blog as a platform
for viral marketing campaigns that may bring hundreds of thousands of visitors in a short
period of time, you need a very powerful web host to accommodate the traffic. WordPress
creates dynamic web pages via PHP and MySQL code, but if you have a lot of unexpected
visitors very quickly, you may experience a system crash on your own server. If you host
with WordPress, this is not a consideration, since system resources are maintained by
Automattic, the company that owns and operates WordPress.

Writing for Blog Audiences

If you're ready to begin writing your blog, you need to consider crafting a voice that is
believable, genuine, and transparent. The most successful blogs offer a level of transparency
between the reader and the writer. Instead of merely providing a corporate manuscript, blogs
help readers view individuals in corporate positions as humans. Blogs have a different overall
feel, and convey your thoughts about your business in a more informal and humanizing way,
thus ensuring that posts are well received. The right corporate blogging types have voices that
are heads above the crowd.

In reality, every big company has a website. Among these, however, how many big companies
engage in blogging or social media to communicate with their potential and current
shareholders? Not very many.20 Blogging, then, is a great way to influence hundreds of
thousands of web surfers who may be interested in your product offerings. Above all, blogs are
very powerful because they allow you to be more direct with readers and build real
relationships with them.

Most bloggers are looking to open the doors to conversation, and participants on comment-
enabled blogs feel more welcome and appreciated, especially when the company is perceived
to be listening (and senior executive officials are engaging in the ongoing conversations). Those
who participate in the conversation may feel as if they’re contributing to the overall business
strategy. Blog comments empower users and make them feel good about their investments in
the product or service offering. Giving readers a sense of entitlement by allowing them to
participate has often given community members a strengthened belief in the business model.
Not everything has to feel “corporate,” after all.

Crafting the Blog’s Voice

When considering the voice of the blog, don’t think too long and hard about a detailed strategy.
In many ways, the blog voice doesn’t need to come from much farther than the heart. Beyond
thinking about your sales goals, think about how you can relate to your community; your

“audience” may not necessarily be buying your products (yet), but with the proper tone, you
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can convert these people into readers, subscribers, or buyers. When speaking to your readers
through the blog, ignore the corporate jargon and put them first. Speak to them on a human
level. Use the blog as a vehicle to convey ideas to your readers, but remember that it’s very
important to appeal to them emotionally as well.

NUTS ABOUT SOUTHWEST CASE STUDY:
A CORPORATE BLOG DONE RIGHT

One of the most highly acclaimed blogs for achieving this balance between appealing to readers
emotionally and conveying company goals is Southwest Airlines’s corporate blog, Nuts About
Southwest (http://www.blogsouthwest.com/blogsw). In honor of Asian/Pacific American Heritage
Month, one employee talks about her youth as a Vietnamese American. In another post, a father
reflects on his policeman son’s duties to safety while recounting the recent murder of a fellow
policeman. In another, the Southwest Airlines team shares its experience after attending the Grand
Ole Opry Verry Merry Christmas Parade. And in a post from Valentine’s Day, the airline integrates a
story of love with how itoperates the business. Itis evidentthat Southwest Airlines is notjustthinking
aboutitsown goals,butalsoaboutits readers. Asaresult,the readers feel more partof the “Southwest
Airlines family.” The blog has been anincredible success for the company and iteven won an award
as the best blog from 2007.21

If nothing else, the Southwest Airlines blog should exemplify how blogs can be and are successful
within the corporate world. This particular blog is a success because it is personable and the writers
are directly interfacing with customers (and valuing them by allowing for conversation) while
incorporating human elements, particularly emotions. In the case of the father reflecting on his son’s
work as a police officer, the story itself is emotionally touching and gripping. The blog acts as a
powerful conduitto bringin additional readers who may wantto read about personal heartwarming
stories and to learn about the business—because, after all, that is still one of the key goals of this
blog. The Nuts AboutSouthwestblogmaybeacorporateblog, butitreflects the attitudes of employees
so naturally that it does not feel corporate.

Techniques and Tactics

When you compose a blog post, appearance is everything. Blogging is still very much part of
the social media umbrella, so to ensure that blog posts are well received among social media
influencers and other readers, you should employ the following techniques and tactics.

Use visual elements to capture attention

Text alone doesn’t work anymore; that’s a strategy that worked in the traditional media days,
but todayi, it is far more important to aesthetically dress up blog posts with video, images, icons,
graphs, charts, and other visual enhancements.

USING BLOGS TO COMMUNICATE, INFLUENCE, AND LEARN FROM YOUR CONSTITUENTS 97


http://www.blogsouthwest.com/blogsw

Keep it clean and to the point

The writing style is important. Break up posts into concise and readable paragraphs. Don’t
ramble and don’t deviate from the main idea. Blog posts are not formal essays, so there is no
need to overwhelm readers with irrelevant information. As such, it may be helpful to break
blog posts into an introduction, a body, and a clear conclusion. Today, due to information
overload, your readers are probably skimming your articles22 and not reading them in their
entirety. Therefore, consider using bold or italics to stress key points. When you finish writing
your post, don’t publish it immediately. Take a breather and then proofread it before it goes
live. You’ll be happy that you did.

Link to appropriate sources

As blog Problogger.net suggests, “Don’t be an insular blogger.”23 Link generously and
appropriately to outside sources. This, in turn, generates trackbacks in the blog software that
can build up a powerful network and can get you noticed as a blogger.

DEFINITION

What is a frackback? A trackback or a pingback is a notification that alerts web publishers
when someone links to their articles. Typically, this does nothing but generate a link back to
the original post for the reader to learn more. However, it is a powerful way to learn exactly
who is linking to you and to let blog readers know that the article in question is being
discussed elsewhere on the Web. Many blog applications support trackback functionality by

default with no extra intervention from the designer or blogger.

Write powerful headlines

Powerful headlines can make or break attention spans and can act as hooks to draw your
readers in or to push them away. Brian Clark of Copyblogger.com remixed many headlines in
a series that he published on his blog. In one instance, he transtormed former title “The Web
Next Revolution” into “Why the Next Web Will Be Smarter Than You,” arguing that the new
headline presents a challenge to readers and raises the curiosity factor. Your headlines should
provoke, confront, and speak directly to your readers.

Provide reader-friendly lists

Readers today are skimming online content more than ever, so creating blog posts of lists, if
done in moderation, can keep a reader entertained. The reason lists are useful is because they
are more easily digestible than the standard paragraph format. Another reason is that most lists
are valuable and are often bookmarked, thereby accomplishing an important goal of social
media marketing.

98 CHAPTER FIVE



Write informative how-to articles

Blogs are usually informative in and of themselves. However, most people will find you because
they are searching for information on how to achieve something. Copyblogger author Brian
Clark argues that, “If you think you're giving away too much information, you're on the right
track.”24 Never be afraid to provide as much information as possible, because this compels your
readers to read and learn more (and even then, you're still the expert since you often speak
from direct experience, and people will still use the services you are offering to sell). In turn,
you establish yourself as an expert, and without a doubt, you will gain more customers due to
your in-depth knowledge.

Use storytelling to your advantage

Lure in readers by telling a story about yourself. Recall that this is how the Southwest Airlines
blog grew. Appeal to your readers on an emotional level and use your blog to present yourself
as human and approachable. The more open you are about yourself, the more likely it is that
your readers will be receptive to you and open up to you as well. In a kind of “pay it forward”
way, blogs are creating a means for people to be a lot more open about who they really are.

There are obviously limits to this, and each blogger will need to create these boundaries and

adhere to them. Some bloggers may talk about politics, but never blog about their family lives.
Others will talk about their families, but never talk about their professional relationships. Each
blogger has her own style and will make it work based on her comfort level and user feedback.

Use interviews to encourage engagement credibility

Interview posts can work very successfully in many ways. You can run a series of interviews

with a variety of experts on a topic, or you can engage your readers by asking questions and

letting them contribute, regardless of their level of expertise. Most interview posts will generate
alot of traffic and links, and many individuals are quick to share information about themselves
in this digital era. At the end of the day, blogging is about you, me, and everyone else involved,
and the communal effort is typically a great way to create awareness.

Write reviews of relevant products or services

Talk about products that pertain to your readership, especially if they make your audience’s
lives easier. If you have had a particularly empowering experience with something that you
think can benefit your readers, share it with them. Additionally, if the service you are
advertising requires payment, you may be able to monetize off the links by using affiliate
programs. A good example of this can be seen on Jeremy Schoemaker’s blog, shoemoney.com,
where he occasionally uses his very popular blog to promote relevant books for his readers. In
his posts, he links directly to an Amazon.com affiliate page and gets commission from every
sale sourced to his website.
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TIP

To make money from affiliate links, you will need to join affiliate programs. Amazon.com’s
Affiliate Program is located at https://www.affiliate-program.amazon.com/. There are dozens
of other affiliate programs that you can explore and investigate, and sometimes, your favorite
product or service will also have an affiliate program that entitles you to high commissions

from successful sales.

Use regular features to build a following

A regular feature that covers a specific topical area can increase traffic. You may have a section
called “Ask Mr. X,” where one of the executive personnel takes readers’ questions and provides
real, genuine answers. Perhaps you want to entertain the possibility of airing a videocast on
your website twice a month that summarizes the biggest developments in your industry. You
may want to publish a book review every Wednesday. Regular features drive user expectations
for specific types of content. Foster a sense of expectation in your readers by providing certain
content on a certain day; more successful features will likely bring a boost in readership and
more readers over time.

Listen to your readers

Once you start constructing readers’ expectations through your first few posts, you can use
their comments to gain insight into what they think of your blog. Use their feedback as advice
on how you should proceed. There really is no wrong way to blog, but avoid making the blog
sound like you are providing carefully crafted marketing messages that appear to have been
run through numerous internal departments for approval. The blog should always be real. The
Southwest Airlines blog shows exactly how far and powerful a real blog can go to achieve
victory.

Don’t abandon your readers

If you cannot update posts for a prolonged period due to holidays or personal leave, be sure to
inform your readers of your unavailability. Your readers will not stick around if you are
perceived as being inexplicably unavailable to them. Instead, invite readers to guest blog for
you for a post or two, or ask experts to share their thoughts. Let readers have a voice and
empower your community. Fortunately, most bloggers who partake in the spotlight will not
expect compensation; they just want to be heard as part of the community.

Content Strategies for Bloggers: How to Find Inspirational Content

You're ready to dive in and write for your blog, but you feel that your ocean of ideas will soon
dry up into an oasis. Without a constant influx of blog posts, you can lose your audience. How
do you get inspired with ideas for fresh content?
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There are hundreds of places online where you can get ideas for current and future blog posts.
Blog directories and topical websites, news articles, and even regular social media are great
ways to find good content for your site.

Google Alerts

Google Alerts is beneficial for conversation monitoring and reputation management, but it is
also wondertul for inspiring you with new content, as it is posted and thus discovered by
Google’s spiders on the Internet. If you subscribe to alerts for a specific topic, you will likely
get a significant amount of email messages and thus will have no shortage of ideas to write
about.

Other blogs

With millions of blogs already in existence, you can bet that there are already other blogs
elsewhere on the Internet on the same subject matter as yours. Use those for inspiration. One
note of caution: many blogs exist simply to regurgitate blogs for search traffic; to stand out
from the crowd, add opinion and insight into your blog posts. Write detailed commentary and
cite your sources. Wherever possible, link to associated blog posts.

TIP

For additional inspiration, check out Alltop. Known as the “online magazine rack” of popular
topics, Alltop features thousands of blogs on hundreds of topics and is a great place to find
related blogs for insights (Figure 5-6).

Blog search

Technorati covers popular trends within the blogosphere and is a useful search engine to find
out what’s popular right now. Alternatively, Google Blog Search (shown in Figure 5-7) lets
you search for blogs and can be narrowed down to most recent posts, which is helptul to
pinpoint blogs that were published with breaking news and information.

Social bookmarking

One of the hidden gems within social discovery bookmarking site StumbleUpon is the ability
to search based on specific tags. You can discover sites based on a search phrase (on the
StumbleUpon Toolbar, click All-Search) or on tags (by accessing http.//
www.stumbleupon.com/tag/searchphrase). Similarly, delicious.com lets you search for tags
using http://delicious.com/tag/searchphrase or http://delicious.com/popular/searchphrase.
(Social bookmarking is discussed in detail in Chapter 9.)
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FIGURE 5-6. Alltop lists thousands of blogs in a specific subject area

News stories

Another way to keep the content fresh and frequent on your blog is by including breaking and
spreading news. Search for relevant news in the topic you specialize in on any news site.
Additionally, some sites aggregate the most newsworthy content. If you blog about technology,
for example, you may find Techmeme (www.techmeme.com) valuable (Figure 5-8); political
aficionados may prefer Memeorandum. Ballbug is for those interested in baseball, and
WeSmirch features celebrity gossip. These sites aggregate news sources and social reactions
through blogs, and algorithmically determine which information to post (with some human
intervention).

Google Trends and Insights

Google Trends and Google Insights show you what people are searching for and emphasize
exactly what is popular throughout the world. If you perform a search (with commas), you
can compare two or three search phrases at once. Detailed data (including the most popular
time for a particular search), the countries that search for the term most frequently, and related
search phrases are then provided, as shown in Figure 5-9.
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Blog Enhancements That Work

If your blog will encourage commenting and community engagement, it’s time to emphasize
your blog as a social platform. You can add interactive widgets to your blog’s sidebar, for
example, to let people network with you and see your readers. You can evoke emotion through
compelling visuals that are either stationary or moving (photography or video). You can also
turn your blog into a social platform by integrating strong community-oriented commenting
tools. Whatever the case may be, you're writing for your audience and not just for yourself,
so keep your readers happy by involving them in the discussion and being open to their
questions and feedback.

Widgets

One way to enhance your blog is to incorporate widgets into it. Two of the most popular widgets
among bloggers for community engagement are MyBlogLog and CloudShout. Both of these
are interactive widgets that inform the blogger of recent visitors and even provide detailed
analytics packages. MyBlogLog has community pages that allow users to communicate offsite
and associate themselves with their favorite blogs. CloudShout (Figure 5-10), which was
launched much later, takes the MyBlogLog functionality to the next level by allowing users to
join blogging communities, install third-party applications to extend the blog’s functionality,
and view mashups from Twitter, Flickr, YouTube, and other popular social media sites.

USING BLOGS TO COMMUNICATE, INFLUENCE, AND LEARN FROM YOUR CONSTITUENTS 103



i{iiiimeme

==y
Tach Wb, fage Al

TOPITEMS: &

B Waler 5, Mossbory | Parsonal Tachiskay

New IPhone Is Better Model — Or Just Get OS 3.0 | |
#hone has been 8 smashing success, edelning the smart-phone
Il‘."lll an fing @ new handheld computing platform that has allracied mar

6000 fhird ATy 3PS, o SAWAIR pGEAMS, n 1955 Than 3 yaae
DisCUsahon EiVess,

Sl Lhe Ve,
Daggle, MachN. chh’
RELATE

3 ostu Topolsky | Enmednel:

iPhone 3G § review — i aind broke, donl fa & — nght? We
know countless revews of the iPhone 33 S may begin wah that chché, but
tiere's bitle chames you'd find 8 Betles way o descnss the sirstagy that Sppls
hars just gt into play with its lstest xrr.ﬂph?\r

Oescurssions: fac By tynhiCegt, Macwol aobdcbide, DailyTuch
U, I:a ily. Mobnp enrcl"‘c iLaungs, E’;aunol fakiln. A3 Trohnica, Asdalnaidar.

logwn, B i3 Hepod, daitvwirsie PC Wword, PC Magazine, Sofipedis News, AseScout,
e \;3 ablel and dgg.com

3 Dinid Progeae | Hew Yotk Times:
Apple Fills In Some Gaps With Latest [Phong — Assessng
Ihe 2007 and 208 iPhome models was an excrucialing expenence. You
wiben tom in half — batween your hasn and your hesd — Your omations
ware Swepl wav b;‘ evarything Apple dogs 50 welk beauty, poksh,

hill ufulludlllun

cag s, Wall Sireet Joumnsd, Boguw's Posts, Bits, Appheingidar, Edible
'.v"\ Tnua, and Man\’r d, Thanks: mnnaldesai

Aggle, PO

A i Faton | Fast Compam:
[Phone 3G 5 Is Slick, Here's the First Hands-on Vid to Prove It
Mscussion: Pochetlint.com and Gizmeso

B Clove Nuttles | 110§ Mac:
Enable tethering shortcut found - iPhone 3.0 is Live! — Phone 200 vl

Aboul | Prelennces
I Search

ot Dowidel | jdadobe: 10 sminusus g
Adobe on “HTMLS" The current WhatWG propesals
called ... Eind

Tom Steneet-heelbonkd | Betmonn M Lings: 43 minuhes 530
“Ouality Searar’ Fer Wab Content: Hew Numbars Will
Create ... Eiml

Staphsen Shankland | CHET News: 70 minuses ap0
Web standards group scutinizing Apple patent  Find

Declan McCullagh | CNET News: 78 rinutos a0
Iraniars find ways to bypass Met cansors Flnd

Now Yolk Tames: 198 ours g0
E.Mall Survelllance Renews Concerns In Congress.

Adobe A9 Taian Dlog:

Adobe AIR now Installed
over 200 million times — Dvmri -
During the Flash Camp Kuynote in

San Franisca 2 couple of weeks aga, Adabe CTO Kevin
Lynich mentioned that AIR reached mvar 200 milion matalls.

MUK Omline:

Join us at Web Design
World 2009 in Seattls —
Tine of b cool aspoets of boing on
the MO Onlme fesen is that we gel to
paricipate and spoak o several confurencos. Members of
our baam have mars appearances

0 W are GOING t0 repnst GUT TRIRANNG Lu1nal wih S0mA be enprovemANts. 7o now don hav 1o do
any denngrading of lomenting. Seems you £an just iun 8 il command in termninal (Make sure pou are
on O5 30 on a 3G iPhone and Tune: )

Discissione YonharBeat TUAW Macheoasite. Gin

ot Blogs:
Analyze Data Using The

New Quarterly 8 Weskhy
FIRHARS T TARA FIaRArS

2’018

mndn, blngs chion com. GRET Mews

FIGURE 5-8. Techmeme aggregates frequently discussed news from the technology industry

Visuals

Do not forget the importance of involving visual elements in your blog copy. Lure your readers
in with appropriate eye candy. An amusing image or detailed chart may cause your readers to
stop and take a second glance. The right pictures can truly make a solid first impression on a
new reader and keep him entertained. Two great places to find images that are acceptable to
use (without copyright concerns) are Creative Commons licensed images on Flickr and free
stock photos through a site like EveryStockPhoto.

NOTE

Images that are licensed with Creative Commons give publishers the opportunity to share
content, such as images, with less restrictive copyright enforcement. If you locate a Creative
Commons-licensed image that you want to use, the original artist will likely request an
appropriate credit. Be sure to link to the original photograph somewhere in your blog post.
For more information about Creative Commons licensing, see Attp://creativecommons.org.

When you do use images, use an image editor to resize the image. Don’t just let your blog
software force height and width constraints on an existing photograph, as the image will not
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look as nice and will take longer to load. If absolutely necessary, use a small image on the blog
post and then link your readers to a full image elsewhere.

If your hosting plan does not allow you to upload images, use a photo service like Flickr,
ImageShack, or Photobucket to host these images. Flickr is a favorite among many bloggers
and photographers for its social media benefits and active community; it will be discussed in
Chapter 11.
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Videos

Since video also elicits an emotional response from viewers, its helpful to incorporate it into
blog posts where appropriate. If you create a video, be sure to provide a transcribed version
for search engine optimization purposes. Many sites do not take advantage of this, even though
all could benefit from the search traffic. There are a myriad of video-sharing sites out there,
from YouTube to Blip.tv to Vimeo to Jumpcut to iFilm (now Spike) to Viddler. It never hurts
to upload your video everywhere for maximum exposure. Once you upload to one of these
websites, you will be provided with an embed code that you can place within your blog.

Video comments make it easy to add human elements into your website . A site called
Seesmic is empowering bloggers to converse with video. Seesmic has released a plug-in for
WordPress to make it easy to embed video comments.
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Comments

If you want to engage readers across multiple websites, instead of allowing them to write
comments on your blog using its built-in commenting software, you may want to consider
integrating Disqus. Disqus (Figure 5-11) is growing in popularity with tens of thousands of
blogs currently engaging in the technology. Disqus typically replaces the blog comments of
your standard blog installation, but allows for threaded comments, conversation tracking, and
more.

Involve Your Audience

When you're a blogger, your audience is your biggest asset, so it’s important to encourage the
audience to participate and also to enlist your readers” assistance. There is simply no shortage
of creative opportunity in terms of keeping the readers entertained. These are just different
starting points, but as you find your way and understand the users’ responses, you will see
which strategies perform better for your audience.

Ask your readers

Are you running out of ideas? You can always run a column in which you ask the readers a
question and invite them to share their answers with you (and consequently, the rest of your
audience) through the comments. Depending on the answers provided, this may be a perfect
opportunity for you to expound upon some of the ideas your readers have shared and turn
that into a separate blog post (or series of posts, if there are many brilliant comments). On the
same note, you may want to turn this strategy around and prompt the readers to ask you a
question. It may be the perfect opportunity to share the benefits of a product launch, to clarify
some company policy, or to go on the humanizing level and talk about yourself.

Utilize contact forms

When you launch your blog, make sure it comes equipped with a working contact form so that
your readers are able to reach you in some way. Many plug-ins are available that will allow
you to set up a contact form swiftly and painlessly. Contact forms are great for users to ask
questions or for service providers to send you materials and story tips that may be relevant to
your readers. Note that if your blog gains momentum, you may get a lot of irrelevant pitches
(which is indicative of how many public relations firms are totally not social media—savvy).
Further, contact forms should always have some sort of spam protection, such as a CAPTCHA
(Figure 5-12) or math question, so that you are not bombarded by bots.
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24 Comments

-
pat phelan 020820091218 FM

Exact same here Louis

| have noticed it especially over the last year.

Priar to the second half of 2008 | could do it with the best of thern on 3hrs now if its an important
eatly mesting it rmust be an early night

| have to put it down to age and way too many late nights writting.

reply

g Yuvi Panda 02/08/200912:19 PM

| don't get it (maybe it's ‘coz it is 2 AM and | am up), but are you trying to say that you are going
to try getting to sleep earlier and waking up earlier? Might own to marning whatever?

reply

Nopel | am sa i Louis Gray (ouismg)

eatlier does.

e EETETE B B @ c of e

Mew Blog Post: BackType Adds FriendFeed Conversation Support to Comments
Aaah fine| Tracker httpiftinyurl. comibacktypefl - 6 hours ago

yoursyst follow comments
And obvio i Anthony, | did think "solacetech” in my head when | posted that... and was
reply going to include you, honestly. But lwas trying to keep the blips on one line
We'll get you some time. =)
20 hours ago - lovisgray.com: 12 Mews Analysis Blips That Don'tWarrant a Full
i Ehawnlbar Fost - lovisgray.com

| can tatally relate. A
used ta. I'm starting
few years staying up

My perfect schedule would be to go to bed at 1 and get up at 8, but that
would mean getting in to work well after 9 and drawing too many raised
eyebrows. | can easily function on 4-6 hours of sleep, and that's the norm, but
reply I simply can't get up all that early any mare, like | used to be able to.

2 days ago - louisaray.corm: | Fear | Can Only Burn the Candle Frorm One End

Maowy - louisgray.com
\= ChangeFor

Mopel | am saying that staying up later is a lot easier and has less impact
than getting up eatlier does

| have always been
and not nearly as al

2 days ago - louisgray.corm: | Fear | Gan Only Burn the Candle Fram One End
Mow - [ouisgray.com

Like you are finding

am beginning to thi View Profile »

Fowered by DISQUS - Learn more
My perfect night tho

nr? than mat nn at - A nAv

FIGURE 5-11. Involve people in a deep discussion using the interactive Disqus commenting tool
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Submil & Thread | Forum Search  Awands About i Seals Advertise  Contact

SEARCH ENGINE ROUNDTABLE Search Term | Soorch
! Home Authors || o
OUHR Forums THE Forums
Archives More Info

content, praducts or services to the Saarth Engine Roundtable, plaace read aur

Flrst Name
Last Name
Company
¥our C-Mall
Type
Please Salect =l

Subject

Comment fQuestion:

Wearkd Wida 35

Please review my new vite

Enter the code as it is shaven belove:

FIGURE 5-12. Keep your contact form basic, but include a CAPTCHA that requires a real person to answer

DEFINITION

A botis a piece of software that traditionally simulates human activity by performing a
mundane task automatically or on command. When hundreds of spam comments are posted
on your blog in rapid succession, you know that they originated from bots. A CAPTCHA is a
distorted image of letters and numbers often used to thwart bots from excessively spamming

contact forms and websites.

Keep the comments open

From a social media perspective, the most empowering part of a blog is the ability of community
members to be active participants and to share ideas among themselves (and of course, with
you). With comments, sharing information is simple, and feedback is almost instantaneous.
Whenever you're able, engage in the discussion and continue monitoring it. Also, a word of
advice: don’t make it difficult for your readers to post comments. Most readers will get turned
off if they have to register for an account just to share their two cents. Spam comments can be
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easily addressed with the installation of a CAPTCHA (or with a variety of known plug-ins, such
as Akismet). If you are concerned about offensive comments, you may want to moderate all
comments so that you can approve them before they are displayed. Make it easy, not difficult,
for the community to take part in the conversation.

Hold regular contests

A great way to build an audience is to hold a contest. Ideally, you should host the contest when
you have already built some momentum and have a loyal following. Don’t run the contest
when there are too few users interacting with the blog, since you might be disappointed by
the low amount of interest. Offer prizes, such as a free year of service or a product; in the case
of an informational blog, you may be able to solicit prizes from sponsors. People love freebies,
and contests are a great way to keep them hooked.

Run polls and surveys

Engage your readers beyond traditional Q&A and comments by holding polls related to your
topic. A number of tools are available that allow you to host polls and surveys, such as
PollDaddy and Survey Monkey. In one post, you can ask readers for their input

(Figure 5-13); in a follow-up post, you can report on the findings of the poll or survey.

How Blogs Are Discovered

With the number of blogs in the hundreds of millions, how does someone find your newly
launched blog? One of the most important ways to make sure readers find you is to become
visible on related sites within your niche. Read other blog posts and participate in a discussion
by leaving a valuable comment. Provide a link back to your blog where necessary. Naturally,
don't use this as grounds to self-promote; just be genuine and contribute to the discussion.
Over time, if you show a genuine and continued interest in the blogs you participate in, you
will likely be able to establish a relationship with the blogger and may be highlighted for
inclusion in the site’s blogroll or even in a guest post.

DEFINITION

What is a blogroll? A blogroll refers to a list of related sites that appears on the sidebar or
footer of a blog. Blogrolls are explicit endorsements by the blog owner of content that is
approved for reading.

Before you promote your blog heavily, there is one catch: make sure you have adequate
content on your blog before you start engaging in this type of networking strategy. Again, you
need to show that you're a serious blogger and plan to provide consistent updates. It is best to
wait two or three months before engaging in heavy blog promotion; having a significant
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Who Will Win Twiistup 57

December 17, 2008 - 9:35 pm PDT - by Tamar Weinberg | Edit

Twiistup 5, an event for startups to be held in L& in February,
today announced its 10 *Showoffs” - these are the top 10
startups, picked from over 100 submissions, that get to present
at the event. They are: Causecast, Cogi, eHow, FixYa,
GoGreenSolar.com, Meebo, RobolDynarmics, TheScene, Viewdle and ¥ammer.

Each startup is eligible to win the Fan Favorite vote and/or Judge’s Choice awards at the event.
But we're not waiting until February to find out who leads the pack: we want to know now!
wiote for your favorite below, and let us know why you selected it in the comments,

MashablePoll

Who Will Win Twiistup 57

o Causecast

c Cogi

eHow

Fixa
GoGreenSolarcom
Meebo
RohoDynamics
TheScene

o Yiewdle

o famrmer

Wiy Results

Polidadsdy.com

FIGURE 5-13. Involve your audience with a poll

number of blog posts indicates that you are ready and serious about your commitment to

blogging and establishing networking connections.
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Blog Directories

You can promote your blog by actively adding your site to relevant blog directories. Some of
these services may be free; others are paid. Here is a brief list of blog directories:

Best of the Web
The Best of the Web directory (Figure 5-14) is a paid service ($49.95 one-time review fee),
but it is recognized as one of the best paid directories on the Internet, because each
submission is reviewed by paid staff.

DMOZ
DMOZ, also known as the Open Directory Project, is one of the premier free directories
and is weighted heavily by Google and other high-profile partner websites. Volunteer
editors review the content.

Technorati
A blog search engine in its own right, Technorati is also a directory for just about every
blog that exists on the Internet. Chances are if you already launched your blog, Technorati
knows about it. Just make sure you claim ownership of it for more detailed statistics and
interactive community engagement.

MyBlogLog
MyBlogLog (Figure 5-15) is a community-oriented website owned by Yahoo! and is a
community-oriented website that lets you create a widget to add to your website. With
installation of the widget or related code, you can view detailed statistics about your site
and its visitors.

BlogCatalog
BlogCatalog is similar to MyBlogLog: it is a community-oriented website and blog
directory. BlogCatalog also features numerous widgets. Two popular BlogCatalog widgets
include the “recent visitors” widget and the “social stream” widget, which integrates your
recent social media activity onto a sidebar on your website.
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@Bestt&‘cheb
Blogs |

Arts Business Computers
Literature Movies .. Finarce Marketing .. Hardvware Internet ...
Games Health Home

Gambling Yideo Games ... Conditions Fitness .. Farmily Gardenir ...
Regional Recreation Reference

United States Mewspapers ... Food Hurnor ... Education Libraries ...
Science Society Sports

Astronomy Earth Science ... Fuolitics Personal ... Foothall Baseball ...

Submit Blog | Free Online Advertising

5347 Become an Editor!

©2005-2009 Bestoftheeh All Rights Resered

FIGURE 5-14. The Best of the Web blog directory lists blogs in numerous categories, from computers to science to health
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HEEEKxX., FAE! Come..  summEm Im=a., PluglM - Interrist Markeling 0 amaryliss blag Andy Beard - Niche
Marketing AVC blog d'emery Blog Mar a searblog Business Opportunities Weblog Caraline Widdiebrook
ChauffeurdeBuzz 0 £oss srands | My Jourmey - HEW Court’s Internet Marketing / ... Digital Inspiration Technology Guid... Easy WWardpres
Egotastic! Entrepreneur's Journey Guill Weblog hittp:iiwww.christabelle.idy.tw/ John Chow dot Com
¢ John Cow dot Com ¢ Just Jared ¢ Lan 2.0 6n liv Les Influenceurs © LiewCF Tech Blog ¢ MakeUseOf.com ¢ Mashable France
MyBloglLog " 0, PHP NEW MMDays o o F s & Fapilles @ Pupllles ¢ PlayPC & Quick Online Tips
ReadWriteWeb Sushi's Diary @ Pixnet TechCrunc| TechCrunch France The MyBlogLog Blog
Th g B The'Yahoo Us Librsr com Yahoo! per Network gatect [chrisbrogan.com]

 Tamar Weinberq! (Sign out, My Account] Heip? [N

FIGURE 5-15. Adding your community to MyBlogLog is as simple as registering your account on the site and then listing your blog

under My Sites and Services
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These are only a few of many blog directories. There are multiple opportunities for blog

promotion via these directories, and engagement on these sites is often a good way to get

noticed.

Blog Carnivals

Another way to promote your content is to participate in blog carnivals (Figure 5-16). Blog

carnivals are community-oriented blog posts that revolve around particular themes. In a blog

carnival, one blogger collects multiple links to blog posts about a specific topic. While probably

not ideal for corporate blogs, blog carnivals provide a terrific way to gain exposure and build

a network. Inclusion in a blog carnival is simple: check out http://www.blogcarnival.com and

submit your blog post to the relevant carnival. In many cases, you may be able to submit your

blog posts to multiple carnivals.

— 3

/. Biog Search

Pimp Your Finances

Carnival of Financial Goals - Music Edition!
Thes Brwit

Posted b category B Koot [l hertig carmbvals, [l Ik carrst

Wwieleama o the Camnival of Financial Goals, | chase music for oo G
the thime Bocase 1% & grsat source of mativation for me. 1t g
helos me focus when there are distractions, and it drives me s

whith | neod a little mare "umeph™ i accomplish a haed task.  Rate: |7 |

There were more than 100 submissions this month, but

unifornatety, they couldn’t all make ft. 1twas hard, but | nasowed it down to & mare
rivadabilo number.

withour further ado, here s the Carnival of Financial Goals - Mosic Edition. | hape you
enjay these entries as much as | did,

Editor's Picks

wickal pragants Financial Gosl for J00K: Ravlawing Our Progratt podted st

David presents Start The Kew Year Off Right wWith S

s posted at My

MoneyHing prosents How to Brighton o
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FIRE Gatters presents A Simpls Budge rks? posted at FIRE Finance,
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(V) CompleteTax’
]
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0 rons k5s D) Comments B55

Subrieritin v Email Addreis:
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Elnd Landing
Find The Widest Yanety Of
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Your Ad Heiw

[ —

EEIEEY | Moneyhisle |

myFICO

N
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Popmilsr Tags

FIGURE 5-16. Blog carnivals aggregate posts that are submitted by multiple users who blog on the same subject matter
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Memes

You can also raise awareness through memes. Memes (Figure 5-17) are typically a chain of
posts that have an original source. The idea behind a blog meme is to start off sharing
information about yourself, then tag a number of bloggers and ask them how they would
answer the same question. In hundreds of follow-up posts, people start spreading ideas and
original links. If you participate in a meme, contact the blogger you tagged to let him know
that he’s “it,” and he’ll pay it forward by tagging his friends (and linking back to you).

@SEO benefits features tour freetrial blog login

The Blog Tag Tree
Last Updated 12-25-06 at 12:40 PM

Blog tag is just like the game of tag but you share 5 things about yourself, and then tag 5 other bloggers (a type
of meme). Jeff Pulver started it, and you can see his line down lower on this page. But because | am interested
in SEQ, [thought it wiould be fun to track the SEOQ blog tag tree, which has an interesting beginning

A new "line" seemed to have started on its own, by David Gale. | cannot find anyone who tagged him, and if
you read his postit seems like he did in fact just start playing it without being tagged. (We'll forgive you though
Dave, thanks for getting the SEO blogosphere started ) If you have posted your blog tag post and | hawven't
updated it yet, just comment on my blog post about the blag tag tree and | will put itin.

A few unofficial stats: Best percentage tagged that tagged others, Dazzlin' Donna Fontenot and Lisa Barone
(55, 100%). Most repeatedly tagged, Danny Sullivan. Most unanswered tag, hMatt Cutts.

1. David Gale
1. James Enck
2. lanHay
3. Henk Kleynhans
4. Mike Stopforth
5. Avinash Kaushik
1. Aaron Shear
1. Adam Lasnik
1. Erica Joy Baker
2. Graham VWaldan
3. Bountiful Eee
4. Ryan Schultz
5. Doctar Awviesome
2. Joseph Morin
3. Jessica Bowman
4. Joe Duck
5. Scott Boyd
1. Dean Bloomsfield
1. David Gagne
1. Kelly
2. Jash
1. Abhilash {go)
2. Andrewr
3 Jon
4. Joel
5. Gretchen

FIGURE 5-17. A manually tracked blog meme

Popular memes in the past have included “5 Things You May Not Know About Me,” “My
Favorite Charity,” and “What Magazines Do You Read?”
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TIP

If you engage in blog memes, it is best to tag individuals who occasionally blog about
themselves. Some bloggers will not create personal posts on principle, but others are very
liberal with the kinds of posts they choose to publish. Many bigger bloggers have to satisfy a
tremendous loyal audience and may not necessarily respond to the blog meme because of
editorial concerns and fear that they are ostracizing users (since their emphasis is on news
items and not personal tidbits). As a common courtesy, if you get tagged in a blog post and
cannot participate, let the person who tagged you know so that he can tag someone else.

Social Media

Social media is another way to build awareness. Having your site submitted to a variety of
social news sites or social bookmarking sites—and seeing that the content is well received—is
a great way to boost exposure. We will discuss more about social media promotion in the latter
half of this book.

Writing Projects

Writing projects are yet another way to build awareness. You can leverage your community
and get good exposure by asking your readers to offer a bit of advice on their own blogs about
a specific topic and then provide you with the published blog post. After the project period
expires, link back to all the post submissions. A successful example of this is the Daily Blog Tips
Blog Writing Project,25 where editor Daniel Scocco solicited blog entries related to blog tips and
received 122 distinct pointers in a period of 8 days. He then listed all participants’ blog posts
in a final article on his site and categorized them into sections for easy readability. This
community blogging project brought targeted traffic back to his blog, awareness of the project
on each individual participant’s blog, and a link back to each participant’s blog from the writing
project hub as a gesture of “thanks” for participation. The relationship is, therefore, beneficial
to both the community project hosts and to those who take part in the project.

What to Do If Your Corporate Policy Disallows Blogging

In some corporate environments, legal red tape will prohibit you from engaging in a blog
conversation on behalf of your company, or even from starting your own corporate blog. In
fact, while blogs are great communication and customer loyalty tools, not every company will
benefit from having one. In these instances, alternative methods are available to raise
awareness through others” blogs and through the online community.
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Get Other Bloggers to Talk About You

A proven tactic time and time again is not to start your own blog, but to get other bloggers
who may have a loyal community of readers and listeners to talk about you. Finding these
bloggers is not a difficult task. Use Google Alerts to subscribe to alerts for blogs that may talk
about your topic area, or use Technorati to search deep in the archives of blogs that may have
covered the topic matter in depth. Additionally, once you find these blogs, check each
individual site’s blogroll, if available. This is another way to find even more relevant blogs. You
can then target them with a related press release, product announcement, or even a sample
item for the blogger to review.

Blogger outreach doesn’t come without a catch, however. As a prolific blogger myself, I've
received hundreds of thousands of pitches across the several blogs I am actively involved in
that serve to inform me of new product releases and services. I ignore almost 99.9% of these
pitches. Today, the best blogger pitch is personalized, brief, and to the point. The traditional
press release is too lengthy for most bloggers to read and consume (and is often not well
targeted for the particular website). An ideal approach is to introduce the product or service
with a short (two- or three-sentence) to capture the blogger’s attention and attach related
documentation, such as a press release. If a blogger chooses to consider your proposal, he or
she will then want to peruse the related material.

Be advised that there are bloggers who will not be open to any communication at all, especially
if you attempt to contact them by obtaining their private and personal email addresses (versus
contacting them via the public contact forms on their websites), are not targeting the message
appropriately, or use excessive spam methods to get them to listen to you. In mid-2008, several
eminent bloggers launched a wiki that included the names of PR spammers they had opted to
blacklist from future mailings (Aaztp://www.prspammers.pbwiki.com/FrontPage). Press release
firms should acknowledge that any misstep could cost valuable business relationships. Bloggers
do not abide by the same types of communication rules as traditional media, and a violation
of their freedoms can turn into a public relations firestorm,2¢ where the actions of the
erroneous public relations professional can be highlighted for all to see. As such, research and
due diligence is requested on behalf of bloggers, and polite communication is encouraged.

BLOGGER OUTREACH CASE STUDY: OH! NUTS

Oh! Nuts is a small company based in Brooklyn, NY that specializes in orders for bulk candy and
nuts. Faced with a competitive market, Oh! Nuts decided to engage in blogger outreach to alert
consumers to its product offerings. By employing numerous blogger outreach tactics, the company
successfully gained new customers who previously knew nothing of it, and with a flow of regular
blog posts, Oh! Nuts has also seen heightened brand awareness.

Sam Feferkorn of Oh! Nuts explains that he was alerted to the potential of social media and began
using blogs as an outreach tool in December 2007 for the Hanukkah holiday. As part of a trial run,
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the company targeted Jewish blogs. It located Jewish blog directories and reached out to every
blogger, offering them a 10% discount and $25 gift. Oh! Nuts received significant interest from these
initial outreach efforts, which raised awareness of the company through new blog posts. The
mentions of the company and its products in these particular blog posts alsoimproved search engine
optimization of Oh! Nuts.

Thefirstsuccessesinspiredthe smallbusinesstodomore.Oh!Nutsthenreached outtofoodbloggers
and offered them free samples of dried fruits and nuts, with a request that these ingredients be used
in a future recipe that the blogger would publish on his/her blog. When making the request, the
companyneverdemandedalink,butduetoits goodfaithand genuine outreach efforts,mostbloggers
ended up linking back to it and some even linked directly to the product page, thereby increasing
opportunities for search engine optimization. Feferkorn notes that big bloggers aren’t as receptive
to this kind of outreach, but the smaller bloggers (“college bloggers,” as he calls them) are very
appreciative of the gesture.

Feferkorn says that once a blogger publishes a post, his job is not over. Oh! Nuts tries to follow up
with everyone it can contact. By looking at who comments on each post, it is able to offer more
products to more readers and bloggers. The community, in essence, benefits from being engaged.

The company also finds potential blogs by using Google Alerts for certain keywords and by
monitoring the conversation on Twitter.

Feferkorn is satisfied with the work Oh! Nuts put into social media and blogger outreach. He says,
“Anytime we see our work resulting in huge sales increases, we can’t be happier. We feel that the
human element of blogger outreach will play a big partin the way users decide on online shopping.”

Develop a Corporate Social Media Strategy

When it’s not possible to host a two-way conversation on a blog, it is still possible to engage

in the social media community at large. The important thing, however, is to be genuine and

transparent about your relationships. Companies that do not blog regularly often consider

other alternatives for engagement, and a corporate social media strategy is a good direction to

take so that all company employees understand the policies and procedures regarding what is

appropriate and not appropriate in social media channels from the company perspective.

Further, a corporate social media strategy is especially important when nobody in the company

is directly involved in social media efforts. In essence, the existence of a corporate media

strategy encourages employees to involve themselves in social media matters without fear of

company crackdowns that may silence ardent company supporters who love to talk about

where they work.

In a corporate social media strategy, it is important to lay down the law on what employees

can and cannot do according to the internal corporate policies and objectives. If the legal
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department has restrictions on how company representatives communicate with the public,
this should be accounted for in the social media strategy.

An ideal social media strategy considers multiple “dos and don’ts” for how an employee should
conduct himself on a variety of social media channels. For example, in alignment with the
mission of this book, it may be necessary to write a strategy that discourages the direct hard
sell of any particular product or spam submissions on social news sites. Perhaps it is best to
begin with an introduction to social networks and to simply encourage staff members to join
these sites, be social within them, and to consider communicating wisely with other
community members. If social media involvement is encouraged among staff members, it may
be ideal for them to join the sites without actually identifying themselves at all with any
particular company or brand; at first, they should simply learn how to use the websites, how
to network, and how to benefit from the sites in a way that will encourage long-term
enjoyment. In some corporate policy guides, promotion on behalf of the business is strictly
discouraged until employees get a handle for the social site; only after a designated number of
weeks or months is the employee able to identify with the company (and to promote on behalf
of the company in some instances).

Of course, the company policy must account for something far more important in the long run:
what you say can hurt you. Professionalism is vital. Emotions should never interfere with logic.
Company employees should never say something without absolute certainty of its truth.
Writing a blog comment that is “off the record” does not fly with a corporate social media
strategy, because search engines are always watching, or the people you converse with may
make your commentary public. Therefore, it is imperative that you be extra careful when
engaging on social sites and with individuals you may or may not know. When in doubt, ensure
that a qualified company spokesperson speaks on the company’s behalf. Because just about
everything can be picked up by search engines, you must tread extra carefully, especially if the
communication or communicator is related to a particular corporate entity.

In any social network, it should be clearly stated somewhere in the user’s profile that opinions
are those of employees and not of the company. This disclosure prevents the perception that
the employee is working on behalf of the company to communicate its goals at all times.
Moreover, to further distance themselves from the company, employees should not use
corporate imagery or proprietary information on their own social media accounts.

Corporate Social Media Strategy for Blogging

The corporate social media strategy should also address employees who prefer to maintain their
own personal blogs. Outside the workspace, employees should be allowed to keep blogs that
are absolutely not associated with the company, especially if the company does not wish to
participate in blogging or maintain its own blog.

Several considerations should be made for those who blog and are also associated with a
company. A good example of a well-known blogger in the search engine industry who
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maintains his personal blog is Matt Cutts of Google. He uses the blog to talk about his personal
affairs and adventures in technology, but he makes a clear distinction that he is not
communicating on behalf of his employer in his blog’s disclaimer:27

I'm one of several Googlers who answer questions online and sometimes for the press. I usually
handle questions about webmasters or SEO, so in those areas I'm more likely to make sense and
less likely to say something stupid. If I post something here that you find helpful as you build
or manage your web presence, that’s wonderful. But when push comes to shove: This is my

personal blog. The views expressed on these pages are mine alone and not those of my employer.

In most corporate social media strategies for bloggers, employees are allowed to mention who
they work for and share generic information about how much they may love their jobs. That’s
the extent of their affiliation with the company. Naturally, common sense is expected, and
discussing proprietary technology, private company policies, and super-stealth projects is
completely off limits.

A social media strategy should specify that company employees state in their blogs that they
are speaking on their own behalf, and not the company’s, as demonstrated in the example of
Googler Matt Cutts. For example, the footer of the blog (and/or the “About” page) should say
something like, “The views expressed within this blog are my own and do not necessarily
represent the positions or opinions of [my company].”

In some more stringent company policies, bloggers may be held liable for their comments.
Therefore, the social media strategy documentation may need to include a note for bloggers to
maintain caution when they write anything that may be perceived to be libelous, defamatory,
obscene, or proprietary. It’s always important for companies to reinforce the fact that bloggers
can be held accountable for any missteps, and that consequences of their actions could reflect
poorly on the employer.

In some instances, the media may contact individuals associated with a company for official
comment on its behalf. There should be a clearly defined company media contact for any and
all such inquiries, and bloggers should be discouraged from speaking directly to the press.

Other best practice guidelines include honoring copyright law when images and text are
referenced, showing respect toward peers, ensuring that there is context for all arguments, and
encouraging private feedback (and not making these communications public in the interest of
professionalism).

Summary

Blogging is one of the oldest and most successful approaches to social media, as there are
hundreds of thousands of content creators and consumers. By themselves, blogs can be very
influential, but sometimes this influence can be dangerous, as evidenced by the loss of $4 billion
in Apple stock, which resulted from inaccurate blog reporting. This example, however, also
illustrates the sheer power of blogs and how they are penetrating the online space. Today,
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bloggers are newsmakers, but the blog also empowers individuals to share information about
their personal experiences. For business purposes, blogs are a great way to connect with an
audience and to attract customers and individuals already loyal to your brand.

Blogs can be consumed in a variety of ways, from visiting the home page directly to subscribing
to email alerts. Feed readers are popular among tech-savvy individuals, while others opt for
personalized home pages such as My Yahoo! and iGoogle. With blogs” RSS capabilities, it is
easy to consume blog content from just about anywhere.

Blogging platforms are a lot more powerful than static web pages for a variety of reasons. They
often come equipped with a WYSIWYG editor, which means that bloggers do not need to
possess extensive HTML skills in order to create a professional-looking blog post. Moreover,
blog software includes built-in RSS functionality so that readers can consume blogs on their
chosen platforms, be they mobile phones or customized start pages. Finally, blogs can ping
search engines and blog engines, and this usually results in rapid indexing of blog content in
search results.

In this chapter, we reviewed five popular blogging platforms, including the very popular
WordPress application suite, which boasts millions of users. MovableType and TypePad are also
widely used blogging platforms. Google’s Blogspot (Blogger.com) is extremely popular because
itis easy to set up. ExpressionEngine is the least popular of the bunch, but it has some powerful
features not offered by any of the aforementioned platforms. All of these tools have different
pros and cons, and you will need to choose your platform based on whether you want to pay
for hosting or design the blog yourself, and whether you have the technical know-how to
address problems, among other considerations.

Once your blogging platform is set up, you should ensure that the tone of the blog is genuine
and that you are not merely regurgitating corporate lingo. The Southwest Airlines blog has
been extremely successful because its bloggers share real-life experiences that humanize the
company. Other blogging factors pertain to the style of the blog and not just the voice. Adding
visual elements and eye candy is a social media strategy that has fared well, but you should
consider good clean text and a reasonable strategy of linking to related bloggers and articles.

In blogging, the standard three-paragraph release isn’t necessarily the best approach. Powerful
headlines that draw attention are crucial, but in terms of the body of the article, you can
consider strategies such as compiling lists, writing in-depth how-to articles, telling stories,
interviewing experts, reviewing products or related services, and offering regular features that
readers have come to expect from your online publication.

Inspiration for blogging topics can be found in email alerts, related blogs, social bookmarking
sites, news, and via popular trends. When in doubt, do a search and you'll likely come up with
a lot of ideas that are relevant to your readers.

Enhancing your blog is easier than ever with widgets such as CloudShout. You can also dress
up posts with charts and video. There are some extensive commenting solutions available, such

USING BLOGS TO COMMUNICATE, INFLUENCE, AND LEARN FROM YOUR CONSTITUENTS 121



as Disqus, a community that supports nested comments, while Seesmic lets you actually submit
recorded video comments. All of these solutions give blogs a more interactive feel.

If you have blogworthy content and you're attempting to build an audience, it is time to start
involving your readers in the conversation. Of course, by default, you’ll likely allow them to
comment on the blog, but you can also invite questions via a contact form, which you will
need to set up yourself. Fortunately, many blog applications have plug-ins to make adding a
comment form to a blog template a relatively simple task. It is also possible to invite your
readers to share commentary via “ask the readers” columns, contests, and polls and surveys.

Discovery of blogs can be difficult at first, but one way to get noticed is to make your existence
known. Participation on blogs in your industry and niche is one of the most useful ways to get
your name out there. The right networking skills can translate into long-term relationships
and perhaps even translate into blogroll inclusion, which is essentially an endorsement from
another blogger who admires your content. Other promotional strategies include participating
on blog carnivals, submitting your blog to directories, hosting or participating in a meme,
engaging in social media promotion via social news sites or social bookmarking sites, and by
running a group writing project.

While all these strategies may sound great on paper, some companies just will not allow their
employees to blog on their behalf. Some companies also won't give you the green light to start
your own company-oriented blog. However, community participation can still yield brand
awareness. Blogger outreach is a strategy that also works; instead of creating your own blog,
contact bloggers who will talk about your product. If your offer is compelling, the blogger will
likely be interested.

Having a corporate social media strategy is also a smart option for companies. This strategy
should accommodate best practices for community engagement and blogging, and ensure that
anyone involved in these social channels is doing so on his/her own and not on behalf of the
company.
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CHAPTER SIX

Microblogging Magic: How Twitter Can
Transform Your Business

Twitter is a free microblogging service that allows users to communicate with one another
using short text-based messages that can be a maximum of 140 characters in length. Twitter
provides robust tools for sending and receiving updates on a variety of devices and through a
plethora of tools. Launched in 2006, today Twitter has over 14 million accounts—with much
of the growth attributed to celebrity adoption in the first quarter of 2009—and serves both
professional and personal needs. Companies are using Twitter to tap into business prospects,
influencers, and customers. As such, although it relates to topics discussed elsewhere in this
book, Twitter deserves a chapter in itself.

A History of Twitter

The original goal of Twitter was to have users answer, “What are you doing?” in 140 characters
or less. When the service launched in 2006, that is exactly what people were sharing. Users of
the service provided updates about the food that they ate for dinner, the places they went, and
the people they met. Initially perceived by most individuals as a tool that served no purpose
and was a waste of time, Twitter’s original influencers realized that there was more to the
service than just users talking about nonsensical happenings in their everyday lives. Twitter’s
capability of connecting individuals seamlessly through so many devices created a sense of
intimacy and closeness and forged incredible bonds. Individuals not only decided to answer
the question, “What are you doing?” but also used Twitter to share their thoughts and feelings,
and to let the world know exactly what was most important to them.
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In mid-2007, Twitter exploded at the SXSW (South by Southwest) conference, as it enabled
conference participants to keep up with the multitude of sessions and also to schedule in-
person meetings. After Twitter made its debut on the big screen at the conference, with
conference organizers encouraging participants to sign up for updates, more and more people
started using Twitter and a community blossomed. Twitter became the tool of choice over more
invasive tools such as Instant Messenger, because people could tune into it at will, it had social
elements, it appeared to be scalable, and through its coding AP], it boasted a variety of plug-
ins and add-ons (we will discuss some of these plug-ins and add-ons later on in this chapter).

The SXSW conference showed that a multitude of individuals with similar interests could
congregate on a single site to connect and communicate with new and old contacts. Once the
conference wrapped up, users and businesses started tapping into Twitter and taking advantage
of its offerings. Thought leaders began to share their insights with their peers and began
participating in ongoing valuable discussions by publicizing related news articles and blog posts.
Marketers began to see the value of connecting with individuals in their industries to share
and to discuss their views. Businesses realized the value in getting immediate feedback about
their products and brands; they noted that Twitter was a remarkable tool for reaching
prospective customers and offering quick and painless customer service. At the same time,
those businesses realized that they could also promote new services and products to a targeted
audience. Twitter has become increasingly valuable for connecting consumers with companies
for rapid assistance.

Twitter for Business Is Born

Once people discovered that Twitter had a real purpose in the business world, the service
became saturated with businesspeople and marketers alike. These groups have taken
advantage of the ability to tap into the targeted audience for relationship-building, networking
opportunities both online and offline, achieving business objectives, and personal gain. Since
Twitter is a distributed communications system, messages can be sent from nearly any device
that has Internet connectivity. Further, since Twitter is a broadcasting medium, if you have a
sufficient number of friends on Twitter (followers are people who subscribe to your updates),
you can share a single 140-character message with hundreds or thousands of people. And
finally, since people love to share high-quality rweets (messages that are sent via Twitter) with
their followers, if you provide valuable content, people will likely retweet it (share it with their
followers), thereby letting your content travel even farther than previously imagined.

But how does this factor into Twitter for business? Simply stated, Twitter revolves around
personal relationships, and the most successful Twitter users are those who engage in
facilitating and building friendships. Some of the most successful business entities are those
that actively monitor the conversation, show concern for the well-being of their customers,
and provide in-depth and quick customer service. Of course, while this may seem like a
business attempt at addressing reputation management issues, the fact that quick customer
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service is only a tweet away has driven many individuals to use Twitter, because it bypasses
slower and more traditional means of contacting support representatives.

In reality, Twitter has proven itself to be a reputation management tool, but it is also a tool
that brings people all over the world closer together for business and personal goals. Businesses
realize that consumers are talking about them, and they are taking advantage of the
opportunity to respond quickly. You don’t need to hire market research companies anymore.

TWITTER FOR CRISIS COMMUNICATIONS

Asabroadcastmedium, Twitteris morethanjustabusinesstool.lthas served asasourceforbreaking
news. One event in recent history that captures the essence of Twitter as a crisis communications
tool is the Mumbai terrorist attack of November 2008. Firsthand reports of the terrorist attacks
occurred not on traditional news outlets, but on Twitter. Approximately 80 tweets were sent every
5 seconds with eyewitness accounts of the attacks. Some of these tweets were reported from inside
the hotels that had been taken under terrorist control. Others came from volunteers who tried to
ordanize blood donations and provide other public services.

What did Twitter’s involvement in Mumbai prove? It showed that news can break first from
nonjournalists. Furthermore, cell phones are incredibly powerful for communication, especially
whentappingintoabroadcastmediumsuchas Twitterformaximumexposure.Indeed, itwasthrough
individuals armed with mobile devices that the attacks on Mumbai were made so widely known;
without these tools, the Mumbai attacks would have been a nonevent in the technology community.

Using Twitter

Twitter is easy to use, and even easier to sign up for. Once you're set with your account,
customize your profile. Add an avatar, personalize your background with a unique picture,
and write a brief biography about yourself. Then start following people. Typically, you will not
know who to follow, but hopefully you’ll know a person or two who is already using the
service.

If you don’t know who to follow, you can search for existing users via the Find People link at
the top of the page. Use this to locate existing individuals on Twitter, invite users from other
predefined email networks, or invite users via alternative email addresses. Until you start
following individuals, your timeline will be empty. Figure 6-1 shows a relatively active Twitter
profile: my own.
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FIGURE 6-1. A sample Twitter home page

If you want to find other followers, take advantage of Twitter’s amazing search tool, available
at http://search.twitter.com. To find followers using this method, search for terms that you
have an interest in and follow users based on their involvement. Chances are, you'll find a lot
of users with similar hobbies and business affiliations. Take advantage of any and all
connections, especially if you're starting out.

Of course, you're only following users at this point, but how are they going to follow you? The
best way to do this is to get involved. Look at what other people are tweeting and then share
your thoughts. You can write a simple response to a comment using the @ designation, so for
example, if you are responding to me on Twitter, you would preface any response with @tamar
and then proceed with your message. Believe me, people will take note. This activity shows
up on the Twitter replies page (@yourname on the Twitter sidebar, as shown in Figure 6-1).
Further, via Twitter Search, you can always subscribe to feeds with specific search strings so
that you can keep abreast of what people are saying about you.
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How to Achieve Business Goals Through Twitter

Twitter is a relevant tool for businesses to tap into a vast audience of users. After all, every
member of Twitter is a consumer and most, if not all, of your users on Twitter are already using
the tool to talk about you. For businesses, Twitter is exceptional at connecting users with the
companies they are already interested in. Twitter, therefore, can generate sales, act as a
customer service tool, promote brand awareness, and even capture new prospects as clients.
In the following examples, you will see how companies already using Twitter have found
success.

Using Twitter to Generate Sales: The Big Guns

Can you make money through Twitter? If you're PC manufacturing company Dell, you
certainly can. Over a period of approximately 24 months, Dell used Twitter to alert its users to
exclusive deals and made over $3 million in revenue that can be sourced directly to the
microblogging website.

While $3 million isn’t much for a company like Dell, it does show that companies can make
this kind of revenue using Twitter, and it’s not hard to achieve. Dell has a significant presence
on Twitter. News, community sites, offers and promotions, and international blogs associated
with the Dell brand name are all active on Twitter. Further, numerous representatives from
Dell’s different departments, such as its corporate communications team and sales team, are
also actively present on Twitter (Attp.//www.dell.com/twitter).

Since you can easily subscribe to updates from a variety of vendors through Twitter and access
the site as you please, it’s relatively easy for users to tune into updates and act upon them.
That’s exactly what Dell did, and that’s exactly how it made seven figures in 18 months.

If you're looking to Twitter as a source of income, consider a strategy that allows you to
broadcast sales that you can offer your Twitter followers exclusively. Perhaps you want to offer
a deal that is not available anywhere else; use Twitter to share a coupon code that will be
associated only with the Twitter account that you are posting from. Alternatively, create a
custom URL for a Twitter-specific deal and promote that deal only on Twitter and not through
other advertising channels. At least once a week, post a great deal that people will want to talk
about. This is how you leverage word-of-mouth marketing via retweeting. To ensure that your
customers know about your presence on Twitter, create a page for your website advertising
your Twitter account or send an update to your customers via your standard newsletter.

Just remember that this strategy worked for Dell’s Home Outlet Store.
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Using Twitter to Generate Sales: The Smaller Companies

You may feel that Twitter really works best for the larger companies. After all, more people
know about Dell products than your small business. However, small businesses have also
successfully navigated the Twitter landscape and leveraged the community to see success.

Namecheap is a domain name registrar that capitalized on Twitter’s community in two contests
held in late 2008 and early 2009. As an active user on the service, Michelle Greer, the
company’s marketing specialist, noticed that Twitter can be a successful driver of traffic and
sales without a significant financial investment. As such, the company ran a trivia promotion
in which it asked questions every hour over the course of several weeks. The first three people
to answer correctly were given a $9.69 credit in their Namecheap accounts, the price of one
domain name, and the individuals who had the most answers correct at the very end of the
contest received iPods.

The contests were extremely successful and saw thousands of individuals scrambling to
participate and win prizes. However, while the community gained from this, Namecheap really
emerged as the winner of the contest. During the December 2008 contest, the company saw
an over 2000% increase of Twitter followers, a 20% increase in new domain name
registrations, and 139 backlinks pointing to the specific contest page on the namecheap.com
domain in addition to countless others pointing to the home page.

At the end of the day, this strategy was a significant time investment, and Greer acknowledges
that a Twitter campaign of this sort takes a bit of work. After all, more than 600 questions were
written for the purpose of this trivia contest, and $17,000 in domain names were offered as
prizes. Greer says that four people participated in maintaining the account during the contest’s
run: she wrote all of the questions and monitored the answers herself; the CEO of Namecheap,
Richard Kirkendall, also occasionally monitored the account to ensure the smooth running of
the contest; the CTO of Namecheap, Mohan Vettaikaran, wrote a script compatible with
Twitter’s API that fed the questions to Twitter in a systematic fashion; and a fourth employee
of the company fed the questions into the tool that was written by the company’s CTO.

Despite the manpower and commitment to the contest, Greer says Twitter is an extremely
affordable alternative to other available solutions: “Honestly, it helps Namecheap become a
better company because we can get feedback directly from our customers at a much lower
expense than using surveys or consultants. We offer value to our customers with free domains,
and they help us improve our company. It is a win/win for everyone.”

Using Twitter for Customer Service

In social media, regardless of whether you are going to engage or not, conversations about you
will be ongoing. That's clearly the case with Twitter. If you are part of an established business,
a Twitter search on your company will likely produce hundreds and perhaps thousands of

results. You'll get almost immediate feedback from customers and find out exactly what they
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think about your service or product offerings. Naturally, you’ll likely want to respond on behalf
of your company to some of the not-so-positive commentary. As such, Twitter has become a
grounds overflowing with customer service inquiries, and representatives of companies have
taken the steering wheel on the situation to alleviate customer concerns.

The Comcast story

Comcast is one example of Twitter customer service being taken to the next level

(Figure 6-2). Frank Eliason, Director of Digital Care at Comcast, has successfully managed to
set a customer service example for Twitter. According to Eliason, Comcast has been monitoring
the conversation for years. However, over a year ago, Twitter was referred to the company as
another potential communications channel. Initially, Comcast was hesitant to get involved on
such foreign ground, but after interactions with bloggers and customers who were engaged in
the technology space, the company realized that there was much benefit to be had by reaching
out to these customers and having conversations with them. Eventually, Comcast’s
involvement earned it mentions in blog articles and mainstream media, and because of this
newfound fame, other companies are striving to emulate its example.
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FIGURE 6-2. ComcastCares on Twitter

After several months, Comcast employees also saw the value of the community on Twitter.
After all, the community considers them not only representatives of a company, but
participants of the community. On Twitter, your affiliation with your brand perhaps reinforces
real relationships with people.
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In terms of monitoring, the company does not use any extravagant tools to search for mentions
of its name. For Comcast, Twitter Search is the tool of choice. There are four Comcast
employees manning Twitter at any given time.

Comcast customers like Rebecca Kelley are pleased with Comcast’s active involvement on the
social network.! Kelley writes of her engagement with ComcastBill on Twitter, “He remained
prompt, pleasant, helpful, and understanding, which all equated to a positive customer
experience for me.” Further, after her experience with Comcast ended, she “was extremely
impressed with how Comcast leveraged Twitter to reach out to its customers and efficiently
manage their reputation.”

Eliason is happy with how Comcast is engaging with the community via Twitter as well. He
says, “I think it has been a tremendous way to communicate with our Customers and obtain
Customer feedback quickly and easily. As we strive to improve Customer Service, this is a great
way to obtain the Customer story in their own words. It is a great way to help improve the
overall experience.”

The JetBlue story

JetBlue is another company that has been using Twitter successfully (Figure 6-3). Consumer
issues blog Consumerist.com highlights? an event that illustrates just how effective JetBlue
support via Twitter has been. In the example, a Twitter user merely said, “JetBlue, I need a
wheelchair!” on her Twitter stream. Shortly thereafter, she attempted to call JetBlue customer
service to achieve this goal. But before she even spoke with an agent, JetBlue on Twitter came
to her aid and connected her with someone who was able to offer her immediate assistance.

Morgan Johnston, a manager for Corporate Communications at JetBlue, explains that he uses
new media tools to improve the company communications. Before JetBlue actually engaged
heavily on Twitter, he observed the community and listened to see how individuals reacted
and how other users responded. Initially, the company merely scanned Twitter for mentions
of its name. Later, after noting some misconceptions about the company, JetBlue realized the
benetfits of becoming actively involved. This has given JetBlue the edge of being more than just
a “faceless company.”

Johnston prefers TweetDeck, an Adobe AIR-powered application, to monitor mentions of
JetBlue on Twitter. He says that this helps him run several search queries while monitoring
direct messages in a single graphical interface (TweetDeck is discussed later in this chapter).

NOTE

Adobe AIR is a new cross-platform technology that brings lightweight desktop applications
to any Windows, Macintosh, or Linux computer.

With name monitoring comes more than just customer service, according to JetBlue. Johnston
says, “I liken our current Twitter account style to that of an information booth—but it’s so
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FIGURE 6-3. JetBlue Airways on Twitter

much more.” Indeed, JetBlue has worked to communicate new developments in the company,
such as its interactive “Where We Jet” map, and also to reach out to customers, often privately.
Johnston admits that JetBlue’s public Twitter stream features less than 25% of the company’s
total communications on Twitter and most customer service issues are handled via direct
messaging.

The public perception of JetBlue, especially given its engagement on Twitter, has been positive,
but Johnston acknowledges that there are some detractors. “There have been a few people
who’ve felt that our @JetBlue account isn’t capable of providing the level of customer service
they’d like to see. However, for the constraints of the tool, I think we’re doing a respectable
job of keeping a level of dialogue going, and as always we continue to adapt our strategy
according to what our customers would like to see from us on Twitter,” he notes. Indeed, given
the limitations of Twitter, you’d think customer service wasn’t possible, but JetBlue shows that
it definitely is. And it’s doing a lot more than other companies have even considered.

Using Twitter for Brand Awareness

When you provide value to your followers, you will find that more people will become aware
of you. When you are involved heavily in a community, and you bring more and more people
along for the ride, your awareness goes up even further. Finally, if you have fun above all else,
those around you will feel good and enjoy your company.
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The Zappos story

Online shoe retailer Zappos has a unique approach on Twitter. The company is heavily involved
on the microblogging site, with over 400 employees using the service.? The idea of Zappos’
involvement on the site stems from its desire to convey a positive company culture, which
CEO Tony Hsieh says translates into great customer service and increased growth of the brand.
With Twitter, Zappos is able to successfully form personal connections with customers and
prospects just as they’d be doing on the phone.

Hsieh had been using Twitter since SXSW in 2007. When he saw the benetfits of the service,
he decided to introduce it to the company. In the spring of 2008, Zappos made Twitter a
company priority. Today, new employees are introduced to Twitter during staff orientation,
and Twitter classes are offered to all employees. Employees are encouraged but not forced to
use the service, but as Hsieh says, “When there are so many Zappos employees using it, many
employees just gravitate naturally to it.”

To monitor the conversation, Zappos developed a tool that scans the site for mentions of the
company. This URL is publicly accessible at Attp://twitter.zappos.com (Figure 6-4).
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FIGURE 6-4. Zappos’ Twitter page

Today, the company culture is obvious on Twitter. Zappos clearly shows it can have a good
time, but is also happily engaging the community on Twitter. In a Zappos blog post, Hsieh
acknowledges that while reputation management crises are abundant online, the “reverse is
true as well. A great experience with a company can be read by millions of people almost
instantaneously as well.”* And that’s exactly what is happening with Zappos. Twitter users feel
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overwhelmingly positive toward the Zappos brand with the company’s involvement both
online and offline (through networking events, such as a party that corresponded to the
PubCon search engine marketing conference in November 2008 in Las Vegas).

Internally, Twitter has connected the company in unforeseen ways as well. Hsieh recounts a
story in which an employee tweeted that she wanted a cheeseburger, though she wasn’t
expecting one. It just so happened that another Zappos employee was on her way to buy one
when she saw that tweet. Within 10 minutes, Hsieh says, the employee longing for the food
had the cheeseburger on her desk. These kinds of incidents help build the company culture
internally.

Hsieh is very pleased with the company’s Twitter involvement. He says

I think [Twitter has] helped our culture in that employees have more of an opportunity to learn
about each other personally. Twitter also allows us to expose our company culture to the world.
I've been able to form personal connections with many of our employees and customers through
Twitter, and it helps everyone feel like they are dealing with real people, not a faceless

corporation or CEO.

Indeed, with Zappos’ involvement on Twitter, its brand is growing stronger and customers are
enthusiastic about their engagement with the company.

Using Twitter for Client Acquisition

Twitter has already been illustrated as a tool to generate sales, to assist customers with
problems, and to increase a company’s brand awareness. Is it possible that Twitter can also
help you locate prospects and clients?

The Verizon story

Julio Ojeda-Zapata writes on the Touchbase Blog® about an interesting client acquisition
scenario in which one customer was wooed by two competing companies. In this particular
instance, a doctor was disappointed with an arrogant Verizon technical service representative
and expressed his dissatisfaction on Twitter. Immediately, a representative from Verizon came
to his aid.

But Verizon wasn’t the only company who noticed Dr. Gary Kerkvliet’s disappointment. Frank
Eliason of Comcast also observed that Kerkvliet was disappointed with his recent interaction
with Verizon customer service. Initially, Eliason merely wanted to help the doctor smooth out
his cable problems by offering technical advice, but after it became evident that the Kerkvliets
were not interested in continuing their cable service with Verizon, Eliason was on the sidelines
helping the family transition to Comcast—on a weekend, no less.

Meanwhile, due to Verizon’s involvement on Twitter, Dr. Kerkvliet became a champion of
both companies. He has nothing negative to say about Verizon anymore. In fact, he says that
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if you are troubled by customer service, all you need to do is send out a tweet to get the
companies to listen.®

How can you acquire customers on Twitter? It’s as simple as monitoring for your competitors
or industry terms and then participating in the conversation when it seems right. You may not
want to make the first overt sell, as this may turn off the potential candidate. Be genuine and
offer to help first, just as Eliason did before it became obvious that Dr. Kerkvliet was actually
interested in pursuing service with the competitor. Eventually, you may find new and
unforeseen opportunities to capitalize on the investment and later, to monetize—and the only
thing you need to do is listen.

Using Twitter As an Official Communications Channel

You can broadcast events on your website, but if nobody knows about your website, your
message will have limited reach. After attacks in Israel’s Gaza region, the Israeli Consulate of
New York decided to use Twitter to hold a “citizen’s press conference,” which it used to
articulate the government’s stance on the recent response by Israel. For two hours, the
consulate took questions that were tagged with “#AskIsrael” and gave honest and genuine
answers about how the country perceives and is addressing the terrorist threat.

The press conference was an incredible success. While over 750 questions were asked of the
Israeli Consulate in a short period of time, the consulate was able to successtully field 55 of
them. Later, the Israeli Consulate’s official blog was used to answer other pressing questions
that could not be addressed within the allocated period.

The Israeli Consulate used Twitter because of its vast reach and exposure and because
traditional media is not necessarily the tool of choice among those heavily involved in the
technology arena. Within 24 hours of the launch of the Israeli Consulate’s Twitter account,
the account had over 2,000 followers, and many of these individuals were engaged in dialogue
surrounding the press conference and the incidents in Israel (Figure 6-5).

The press conference was never intended to sway opinion, but rather to express Israel’s honest
views on the recent attacks. As shown in Figure 6-6, the consulate provided detailed and
thorough answers to the best of its ability given the 140-character limit. The feedback on the
Israeli Consulate’s involvement on Twitter, especially because of its government status and its
openness and involvement on this social media channel, was overwhelmingly positive and has
likely set a precedent for other government entities to do the same in the future.

Other Business Uses of Twitter

Because Twitter is always in use and feedback is always immediate, it is a perfect tool for more
than just the aforementioned business objectives. You can use Twitter to establish thought
leadership, get instantaneous feedback about pressing matters, build a valuable network (that
may likely spread to other social networks) to connect with business partners, and more.
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FIGURE 6-5. The Israeli Consulate on Twitter

Build a Personal Brand and Establish Thought Leadership

As an active social platform, Twitter is a great tool to build your personal brand. For example,
some social media enthusiasts will share relevant thoughts and articles that they’ve found and
written to their audience, and in turn become well known as social media content producers.
The more consistent and relevant your tweets are, the more likely you are to gain support as
a leader in your industry. Small business expert Anita Campbell has successfully used Twitter,
in addition to her blog, to put herself in the forefront as an individual knowledgeable about
topics relating to small business. She says:

Anyone who isn’t using Twitter is missing out on the most powerful back-channel on the Web
today. When I first signed up for Twitter I “didn’t get it.” I was baffled as to why smart business
people would waste time writing short messages about being delayed at the airport or what they
happened to be reading. But I soon realized that Twitter was where energetic conversations were
happening, including with my market of small business owners. There’s a crackle of energy on
Twitter. If you want to be perceived as a thought leader, today you have to be participating on
Twitter and helping create that energy. Otherwise you could miss out on making connections

and expanding your network and with it, the opportunity to expand your influence.
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FIGURE 6-6. The Israeli Consulate hard at work addressing the community during the “Citizen’s Press Conference” in December
of 2008; Consul David Saranga of the Media and Public Affairs Division dictates while four employees research and provide 140-

character answers

Get Feedback Instantly

Once you achieve an active and loyal following on Twitter, one of the biggest benefits of using
the service is the ability to get people to answer questions quickly. To illustrate this
phenomenon, I used Twitter in December 2008 to ask my peers how they defined success for
a blog post.” Within moments, I had 24 solid, thoughtful, and thorough answers. Putting it
simply, people share their thoughts immediately about what is important to them, or they can
give you important feedback on pressing matters. Is that color scheme good? What do you
think of our new product? This information can give you valuable insights about your company
and can provide you with actionable information and inspiration for future internal or external
projects.

Network with Like-Minded Individuals

Earlier in this chapter, we examined how you can use Twitter’s search tool to find followers.
This is also a way to network with people who have similar industry interests as you. Search
for keywords related to your interests (for example, consumer affairs, search engine

optimization, small business, information technology, Linux, or any combination of the above)
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and start following the individuals who are tweeting with content that you find interesting. Of
course, you don’t necessarily have to aggressively search for users; they may also be looking
for you. Be sure to keep your Twitter stream of consciousness relevant and interesting so that
users know exactly who they are connecting with.

Job-Hunt, Organize Events, and More!

Once you build your personal brand and network successfully on Twitter, it can also connect
you with new career opportunities. You can also use Twitter for organizing events and meet-
ups. Additionally, Twitter can assist with creating to-do lists or goal setting using a tool like
Remember the Milk. With Twitter’s widespread adoption, it is becoming more of a productivity
tool. The aforementioned capabilities of the service only scratch the surface.

YAMMER: A PRIVATE TWITTER FOR THE BIZ

With Twitter’s triumphs in the technology sector, several clones have emerged, some of which have
been successes and others of which have been flops. Yammer is one of the more victorious Twitter
clones. Intended for businesses, Yammer requires you to maintain a company email address in
order to join. With that address, you can converse with your colleagues in a private room that is
available only to those in your company. Since Twitter is public, Yammer is the preferred tool for
companies. Yammer confines company updates to a privately controlled channel and, as such, helps
avoid unnecessary email overflow. Ithas performed very well sinceits launch in mid-2008 and many
companies use it faithfully.

Yammer offers free accounts, but administrative functionality is available for $1 per member per
montbh after a three-month trial. This functionality allows you to remove messages and members,
set passwords, restrict Yammer access to IP or VPN, brand your page with your company logo, and
give other people administrative access.

Further, Yammer is web-based, but also features an application built on the Adobe AIR platform,
thereby making it suitable for individual use on Mac OS X or Windows without the need to have a
browser open.

Tools of the Twitter Trade

In due time, you'll be a Twitter addict like most users on the service. Eventually, then, you'll
likely want to take advantage of Twitter tools to make your life easier. There are hundreds of
available tools, and some are more popular than others. In this section, we review some of the
more widely known Twitter tools that are in use by the Twitter community. This list is by no
means exhaustive; there are hundreds of applications that serve the Twitter community.

MICROBLOGGING MAGIC: HOW TWITTER CAN TRANSFORM YOUR BUSINESS 139


http://www.rememberthemilk.com

Twitter Clients

On your computer, Twitter can be accessed via several different avenues, from the web
interface (at http://twitter.com) to applications that you can install on your desktop to access
Twitter without having the web page open at all times. These applications also boast special
features, such as searches and support for additional microblogging applications.

Seesmic Desktop
Seesmic Desktop runs on Adobe AIR and connects users to Twitter so that they don’t have
to use the web interface. Seesmic Desktop informs you in the bottom-righthand corner of
new updates, new direct messages, and new replies. The application itself supports
multiple customizable panels that let you easily read updates from different groups of users
(for example, perhaps you want to categorize customers in one panel and put your family
members’ updates in another) and search terms (such as mentions of your name or
product). Seesmic Desktop also lets you manage multiple Twitter accounts in one single
application, so if you maintain a company-centric account in addition to your personal
account, you can easily read and respond to comments in a single interface.

TweetDeck
TweetDeck is an Adobe AIR application that takes Twitter feeds and breaks them down
into several customizable “decks,” or panels. Like Seesmic Desktop, TweetDeck lets you
monitor a search for a term in one panel, your direct messages in another panel, and your
entire Twitter stream in a third.

TwitterFox
TwitterFox is a way to access Twitter via Firefox, but not necessarily by navigating to
Twitter’s home page. That’s because it is integrated with your Firefox browser. TwitterFox
adds an icon on the status bar of Firefox that informs you of new updates, in addition to
a text input field that lets you type in a new tweet.

URL Shorteners

Given that you're limited to 140 characters on Twitter and you may come across a URL that is
longer than that as you traverse the Web, you’ll run into a problem if you try to share the
lengthy URL on Twitter. Therefore, numerous URL shortening services have been launched.

cli.gs
cli.gs is a short URL service with analytics. Simply register for an account on cli.gs (so that
you can access detailed analytics and statistics later) and create a Clig. Your lengthy URL
will likely be converted into something like hztp://cli.gs/248Af (or a URL of your choosing
with the alias feature), which is a lot shorter than the original URL. Once those links are
out in the wild, log back on to the administrative console to see detailed statistics
(Figure 6-7), including a chart of your total hits, a map of where the traffic is coming from,
your referrer statistics, search engine crawler activity, and social media mentions.
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TinyURL
One of the more popular URL shorteners is TinyURL. TinyURL lets you instantaneously
create a short URL with an alias if you desire (no login is required).

bit.ly
bit.ly is another URL shortener that resembles cli.gs. Every link shared on bit.ly has its
own informational page that is tied to your account (should you choose to sign up) that
lets you view detailed statistics, such as the number of clicks, where they originated from,
and related conversation. Moreover, bit.ly lets you see which other users on the service
have shortened the same URL.

Twitter Trends

On Twitter, a lot of the same topics are discussed frequently. Finding the trends on Twitter is

easy with the following myriad tools, which allow you to spot the popular stories of a given
time period.

twitt(url)y
Twitturly tracks URLs in real time as they are being discussed on Twitter. Navigate to the
page and you'll see exactly how many active tweets refer to a specific story. Twitturly lists
the accounts and usernames of the active tweeters and also lets you share the story with
your followers. Twitturly is a good tool for finding users with similar interests as you—
especially as determined by them linking to a story you wrote or talked about.

Twist
What do people talk about on Twitter? Twist (Figure 6-8) shows a graphical chart of what
people are talking about and when. You can also view most recent tweets about the specific
topic of your search.

Twitscoop
Twitscoop shows what’s hot on Twitter right now. Unlike the previously mentioned tools,
Twitscoop merely takes a single phrase and highlights it. You can mouse over the phrase
to see what people are saying, or if you click on the phrase, you will see a graph of user
activity and view the most recent user tweets related to that phrase. The Twitscoop website
is updated in real time, so as soon as you visit, you will likely see phrases shrinking in size,

growing in size, reappearing, or disappearing, all depending on the current activity on
Twitter.
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FIGURE 6-7. Detailed Cligs statistics

Twitter Personal Statistics

Are you interested in learning about your popularity on Twitter? Perhaps you want to learn
more about someone else and his influence on the site. What about finding out how active or

142 CHAPTER SIX



Embed this chart in your site
obama

Now Dgc Dec Dec Dec Dec Dec Dec Dec Dec Dec Dec Dec Dec Dec Dée Dec Dec Dec Dec Dec Dec Dec Des Dec Dec Dec Dec Dec Dec Dec
2 3 4 5 6 T & 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30

[Last 7 days | Last 30 days]

FIGURE 6-8. This Twist chart shows the percentage of Twitter discussions specific to President Obama

addicted you are to the service? There are a handful of really fun tools that will let you learn
more about yourself and others on Twitter.

TweetStats

TweetStats gives you username-specific statistics about your account. How many tweets
do you post daily? How many replies do you make? What is your preferred Twitter
interface (twhirl, web, SMS, etc.)? What time are you most active on the site? TweetStats
reviews your entire account history and tells you all about yourself. It also creates a “Tweet
Cloud” of the terms you talk about the most on Twitter.

TwitterCounter

TwitterCounter graphs how many followers you have. By default, you will see your last
seven days of followers. You can also view a 30- or 90-day graph. TwitterCounter also
predicts how many followers you will have at the end of the day, based on your current
rate of acquiring new followers.

Twitter Grader

Twitter Grader measures your Twitter authority and reach. The grade is calculated from
the number of followers you have, the number of people you are following, the frequency
of your updates, and the completeness of your profile, among other factors. In some
instances, Twitter Grader suggests usernames of individuals you should follow.

twinfluence

twinfluence shows the influence of a Twitter user based on the reach of his followers. If,
for example, you had 300 followers who each had 0 followers, you are likely less powerful
than someone else who has 3 followers who have 500 followers each.

Twitterholic

Twitterholic aggregates statistics over a long period of time to tell you exactly when a user
joined the service and how many followers he has accumulated over time. Twitterholic
also lists the top users by number of followers and suggests additional users to follow.
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TweetPsych
TweetPsych is an interesting Twitter application that builds a psychological profile based
on the linguistic analysis of your last 1000 tweets.

TweetDeck
TweetDeck, discussed earlier in this chapter, released an iPhone and iPod Touch
application in June 2009. Its mobile counterpart offers very similar functionality to the
desktop application, but also synchronizes data from your desktop to your mobile. It also
offers multiple columns that can be accessed with the swipe of a finger.

Tweetie
The $2.99 Tweetie application offers a simple interface that combines all Twitter messaging
(direct messages, favorites, custom searches, etc.). Tweetie also lets you look up users and
add your geolocation to tweets.

Searching for People to Follow

Do you want to locate specitic businesses or celebrities who use Twitter so that you can broaden
your network? A number of excellent utilities work alongside Twitter to help you find these
people and also figure out who else to follow.

Twellow
Twellow is a “yellow pages” for Twitter professionals. Twellow lets you find professionals
in just about any company. Categories include textiles, electronics, publishing, financial
services, technology, and more. It is a critical tool if you are aiming to use Twitter to
network with business professionals in your niche.

Twibs
Twibs allows you to locate businesses that are active on Twitter. The service was launched
in early 2009 and monitors thousands of businesses in every single sector. You can see
how many followers a specific business entity has and follow them as well.

CelebrityTweet
Twitter is popular among celebrities, too. Find your favorite celebrity on Twitter using this
service.

Muck Rack
With widespread adoption comes journalists looking for stories on the microblogging site.
Muck Rack aggregates a list of journalists using Twitter from high-profile news sources,
such as USA Today, the Los Angeles Times, FOX News, and the BBC.

Twubble
Twubble focuses on networking: the tool looks at your friends and suggests other people
for you to add based on who they follow.
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MrTweet
Mr. Tweet is known as one of the most accurate tools to help you find relevant people to
follow on the service. All you need to do is follow MrTweet on Twitter. It will aggregate
your broadcast stream and compare it with other users and then provide you with
recommendations.

WeFollow
WeFollow is a user-powered Twitter directory. Are you an expert in Buddhism and
personal training? Simply tweet “Just added myself to the Attp://wefollow.com directory
under: #buddhism #personaltrainer.” WeFollow dynamically creates categories and shows
you who has associated himself with each. You can also seek out experts in any specific
area and find more people to follow in these categories.

twivite
So far, you have learned how to connect online with people who have expertise or fame.
How about connecting with regular Twitter users face to face? Before Twitter’s widespread
adoption, Twitter members yearned to meet with one another in person and began
creating “Tweetups” (Twitter meetups). This is now easier with the aid of twtvite, which
lists meetups in hundreds of cities and lets users RSVP from the interface.

Maintaining (or Scrapping) Friendships

Do you want to find out if people you follow are also following you? Perhaps they were
following you one day but aren’t anymore. Was it something you said? You can find out who
is following you (or not) with a number of powerful tools, and you can also see exactly what
you may have done or tweeted that prompted people to add you or to scrap you as a friend.

Friend or Follow
Friend or Follow lets you see if a person you're following is following you back. Based on
this data, you can choose whether to continue or discontinue any one-way relationships.
You may just want to be patient, though, too.

SocialToo
SocialToo is an excellent service that sends you a daily digest of new followers you have
gained and followers you have lost (and the tweets that have contributed to the gain and
loss of followers). It is one of the most accurate follower trackers for Twitter. SocialToo
also lets you monitor activity on other microblogging services, lets you automatically
follow people who follow you (if you so desire), and offers a very cool survey tool called
SocialSurvey that lets you tweet questions and get answers from your followers. SocialToo
offers many of the smaller features free of charge, but the daily digest of follower emails
can be had for a one-time fee of $20.

NutshellMail
NutshellMail sends you email digests of the latest tweets from you or your friends during
a specified period. Most importantly, you can find out exactly when someone added you
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on Twitter or quit following you. Beyond Twitter, NutshellMail also lets you view updates
from your friends on Facebook, MySpace, and LinkedIn, and consolidates multiple email
accounts into one single digest. Surprisingly, however, Twitter’s features are pretty useful,
especially if you want updates for reference in the future without having to resort to
Twitter Search.

Twitter Search

Finding mentions of specific text instances is easy with some enhanced Twitter search

functionality. Beyond the actual http.//search.twitter.com page, which is Twitter’s official

channel, you can discover trends via hashtags and easily locate that tweet you may have sent

months ago.

Hashtags

Twitter is laden with messages prefaced by an @ symbol or a # symbol. As discussed
previously in this chapter, the @ symbol refers to a user on Twitter. If you click on an @
link, you will be taken to that user’s page. On the other hand, the # is a hashtag that refers
to a trend on Twitter. If, for example, you were active on Twitter during the time of the
Mumbai terrorist attacks, you may have seen several thousand tweets containing
#mumbai. On the other hand, if you were active on Twitter during the Iran elections, you
probably stumbled upon hundreds of mentions of #IranElection. Terms are aggregated
into hashtag trends that are visible on sites like Hashtags.org. Clicking on a hashtag on one
of these sites shows related tweets and a graph of the particular trend. Hashtags are heavily
used at conferences and meet-ups or to refer to newsworthy events.

TweetScan

TweetScan is a search tool like Twitter Search that monitors users, activity, hashtags,
keywords and phrases, and more. Twitter Search and TweetScan should be used in
conjunction for the most comprehensive search, as each one alone may not cover all bases.

twazzup

146

A powertful search tool that adds real-time updates, twazzup also allows you to follow
users with the click of a mouse. Hover your mouse over a Twitter user’s name to view
statistics about that user (bio, number of followers, and location). twazzup also shows a
panel of “Featured Tweets,” top trendmakers (those speaking in-depth about a particular
search term), related photos, and popular links that individuals are sharing on Twitter.
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Mobile Applications

When you’ve become addicted to Twitter, you'll certainly want to take it with you. Fortunately,
there are applications that make Twitter portable, be it on a BlackBerry or iPhone.

TwitterBerry
BlackBerry users can enjoy Twitter on their devices with this custom solution for all
BlackBerry mobile devices.

Twinkle
Twinkle is a full-fledged social application for the iPod Touch or iPhone that lets you
communicate with friends, upload photos, and even find other Twitter users with
Twinkle’s geolocation features.

Twitterfon
Twitterfon is a simple Twitter application for the iPod Touch or iPhone. It features a search
tool and lets you reply, retweet, and see conversations in a separate view, among other
basic functions.

Summary

Twitter’s large community and its succinctness make it a viable choice for user interaction and
engagement. On top of that, Twitter has helped facilitate successful business relationships and
then some. Because Twitter is fast and lets you share your thoughts quickly, it has become one
of the premier tools for crisis communications. For business purposes, Twitter can help raise
revenue, as evidenced by Dell’s success using Twitter as a medium for selling refurbished
computers, and by Namecheap’s success with a contest that brought an increased number of
domain name registrations. Twitter is also a powerful customer service tool; both Comcast and
JetBlue have successfully leveraged the system to produce happy customers, with turnaround
times that are faster than the typical support phone call.

Twitter has also helped strengthen brands. Popular shoe retailer Zappos is almost ubiquitous
on Twitter and has seen a positive return on its investment in the service. In fact, it’s incredibly
reassuring to have its CEO, Tony Hsieh, immediately accessible via the service.

Finally, Twitter can act as a powerful broadcast medium, especially for government entities.
The Israeli Consulate was the first of which to hold a “citizen’s press conference” using Twitter
and found it a great way to convey country sentiment to so many people so quickly. The Israeli
Consulate was able to receive questions immediately and provide feedback almost instantly.
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Twitter has other business uses as well, such as facilitating the creation of a personal brand,
getting direct feedback, and networking with individuals. Additionally, there are a plethora of
tools that help you attain these business goals. Further, additional tools are available for Twitter

that can help you achieve even more business objectives. This book touches upon some of
these tools. Additional tools for Twitter and business are listed at hztp.//www.briansolis.com/
2008/10/twitter-tools-for-community-and. html.
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CHAPTER SEVEN

Getting Social: Facebook, MySpace,
LinkedIn, and Other Social Networks

Social networks such as Facebook, MySpace, and LinkedIn are powerful for message
broadcasting and for brand awareness. Because these sites inherently connect people with
similar backgrounds and interests, hub pages dedicated to products and services are often
invoked either by fans or by marketers/businesses out a desire to create strong associations
between individuals and products. On Facebook, the two predominant marketing tools are the
application or Facebook Page; on MySpace, it is the customized profile. In this chapter, we will
look at how to use these sites and how they benefit marketers aiming to expand the reach of
their products.

Introduction to Social Networking Sites

In this book, you'll see several different types of social media marketing channels, from social
networks to social bookmarking sites and social news sites. “Social networks” and “social
networking sites” are generic terms for sites that are used to connect users with similar
backgrounds and interests. Social networks are profile-based sites that encourage users with
relatively comparable backgrounds to meet and initiate relationships with one another.

Social networks are some of the most popular sites on the Internet. For example, Facebook
and MySpace are in the top 10, according to website statistic service Alexa. For some users,
these social sites are an addiction. Employees have been criticized for spending too much time
on the more popular social sites.! This goes to show that while social networks may have
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initially appealed mainly to our youth, they are now becoming a key part of the livelihood of
individuals in all demographics.

As well as connecting users who have shared interests, family backgrounds, or political views,
social networking sites also foster relationships based on sexual orientation, religious beliefs,

or racial identities. People also connect by virtue of having similar hobbies (common favorite
TV shows, musicians, and more).

The three networks we will focus on in this chapter are Facebook, MySpace, and LinkedIn. All
three services are free to join, but some additional features (such as Facebook gifts and
extended LinkedIn features) are available for a nominal (or sometimes not so nominal) cost.
In all, the idea is to share information about yourself and connect with old friends and
colleagues. In many instances, new friendships crop up as well.

The premise behind social networks is to create a profile displaying your identity that you can
then share with your friends. These profiles are typically interactive and users can often
comment on or share them with other friends. The profiles are fully customizable, and as the
owner of your profile, you have complete control over what is displayed on the profile page.
In some social networks, you can also create network pages. If you are the manager or
administrator of these pages, you can make changes or amendments to them and you have
full control over what is displayed.

When you join a social network, you begin by creating and customizing your profile. This need
not be more than just your name and location, but depending on the site, it can include your
birthday, marital status, work information, sexual orientation, religious affiliation, lifestyle
habits, and favorite entertainment media. Further personalization is possible by uploading
photographs and videos.

Once your profile is set up, you can connect to friends and colleagues by searching for them
by name. You can also perform searches based on interests, location, schools, or affiliations.
When you find an individual whose profile matches your search, you may wish to immediately
initiate a friendship with her (often, you can add a friend to your network by choosing the
“Add Friend” or similar option), or you can email her directly.

For those in Generation X and earlier, social networks may be perceived as a big violation of
privacy. However, volunteering personal information is extremely prevalent among the youth
of today. As such, social networks are often goldmines of information, but user profiles are also
very detailed and exhaustive. In general, if you are concerned about the information being
conveyed via your profile, there are numerous privacy settings available. Facebook, for
example, has both site-wide and individual privacy settings that can be granularly targeted to
groups of people or to specific users on the site. In other words, you can prohibit groups of
friends from viewing specific raunchy photos, for instance, and at the same time you can show
your employment information only to your closest family members.
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Facebook: The Digital You

In 2008, Facebook surpassed MySpace as the most popular social network of its time. Today,
the fastest-growing demographic on Facebook is the over-35 crowd, and over 200 million users
are active on the service.2 Facebook is a simply laid-out website that allows users to share
information about themselves, from their names to their birthdays to their favorite television
shows, and then some. Facebook also has a very heavily used photo tool that encourages
“tagging.” Tagging is an image-sharing tool that allows you to identify other Facebook users in
your photos. Once you tag an individual, she is alerted to the existence of the photo and the
photograph shows up in her personal profile. An additional feature of Facebook is its virtual
gifts feature, which allows individuals to give gifts to their friends, and most gifts are valued at
$1, which can be paid by credit card. Further, Facebook supports third-party applications and
boasts thousands of applications with millions of users. For marketing and identity association,
individuals on Facebook can also align themselves with many different companies and brands
by interacting with existing Facebook fan pages or by creating one from scratch.

Due to the variety of features available, Facebook seems poised to grow in the future. Forever
innovating with multiple destination pages (gifts and photos are popular choices), Facebook is
a common term in the American household and in countries abroad.

There are different ways to use Facebook as an advertising medium. It’s important to know,
however, that the initial community of Facebook users came to the site with the intention of
building upon existing personal connections. Only later did marketers engage with the
Facebook community, when they realized that there is a whole lot of advertising potential on
the site. Therefore, it’s important to tread carefully. If you are initiating contact with your
business connections for matters that are strictly business, it may be received better than if you
initiate a friendship with an old high school friend and immediately try selling your real estate
service to him. Social media etiquette using Facebook is more important than ever. (See
Appendix A for some guidelines for social media etiquette.)

Profile Customization and Blog Posts

Your can personalize your Facebook profile with your group affiliations, hobbies, and
applications you choose to install. You can also port your own blog posts to Facebook via its
internal syndication tools. To do this, click Links on the left side of your home screen, then
post a link and add a comment. The link and comment will be displayed on your profile page
and in the “What’s On Your Mind?” area (see Figure 7-1).

When your friends log in, they will see your posted items in the News Feed section on their
home screens. The Facebook news feed captures friends’ recent activity and status updates,
such as, “John Smith is headed to bed,” or, “Amy Clark will be participating in the NYC
Marathon,” with a link for more information. These are interactive updates that Facebook
friends can “Like” (essentially indicating that they like the update) or comment upon. The
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FIGURE 7-1. Facebook’s posted items

news feed effectively broadcasts your updates to your friends” home pages. Therefore, if you
update your profile frequently, you’ll always be on your friends’ radars.

When you log in, you will also see Facebook Highlights on the right-hand sidebar. Highlights
show events that your friends are attending, photos that your friends have uploaded (that may
have been Liked by other friends), and product pages that your friends may have become fans
of. Facebook Highlights effectively show you how users are interacting with other Facebook
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tools and features, and give you insights into what your friends are doing on Facebook beyond
their status updates.

Other Facebook features on the righthand sidebar include friend suggestions (Facebook
determines who you may know based on who your friends may know), fan suggestions (have
six of your friends just become fans of Dave Matthews Band? Maybe you like that band also),
and upcoming birthdays and events.

Additionally, since Facebook supports third-party tools, many companies have jumped at the
opportunity to use the site as a one-stop shop for sharing content. Twitter, for example, has a
popular Facebook account with nearly 100,000 regular users (http://www.apps.tacebook.com/
twitter). The NetworkedBlogs application (Attp://www.tacebook.com/apps/application.php
?id=9953271133) automatically ports your blog posts to your profile and allows bloggers to
network one another. Enabling these tools on your Facebook account is as simple as locating
them and selecting Allow. You must authorize the access requested in order to get full benefits
of the features (Figure 7-2).

< Allow Access?

Allawing Metwaorked Blogs access will let it pull your profile information, phatas, your friends'
info, and other content that it requires to work,

m o cance'

By procesding, wou are allowing Metwaorked Blogs to access wour inforrnation and wou are agreeing to the
Facebook Platform User Tetmns of Service in your use of Metworked Blags,

FIGURE 7-2. Allowing access to third-party applications on Facebook

The Facebook “Product” Page: Aligning with Your Favorite Brands

By far, the most popular free tool for marketers on Facebook is the Facebook Page. Facebook
Pages are profiles for business, products, services, your pets, and even public figures. They allow
entities to have a real presence on the social network and are designed just like personal
profiles. There are 62 different categories for Facebook Pages, from convention centers/sports
complexes to local grocery stores to rental cars and websites on the brand/product level to
models and actors on the public figure level. If you have something to market, chances are that
Facebook has already thought of a relevant category and will allow you to create a page in
order to publicize it on Facebook.

Personalizing your Facebook Page

Once you've selected a category for your Facebook Page, it’s time to add content. You can
customize this page with a protfile picture and information that is relevant to your visitors (for
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example, birth date or date the company was founded, plus a biography or a company
overview). Facebook Pages are also equipped with Facebook’s basic applications, which require
no extra third-party access or authorization. These applications include Discussion Boards,
Information, Notes, Photos, Posted Items, Events, and the Facebook Wall, which lets people
display and view public messages on your page (which you can later delete if necessary). If
you want, you can add third-party applications to a Facebook Page, including Facebook’s
recommended RSS Connect and YouTube Video Box applications for business, among
thousands of other applications that can add more personality and value to your page.

Sharing your Facebook Page with your company

After creating your Facebook Page, it’s time to publish it and make it public. This is a quick and
painless process and is the last step you’ll take before you actively start telling people it. Ideally,
you’ll want to market it internally first and get your company on board. You can add
administrators to the profile; these individuals can then market under the Facebook Page
profile name. For example, if you are creating a page for a company named ACMEWeb, any
administrator who interacts on the profile page will be doing so as “ACMEWeb” and not as
“George Burnett” or “Melinda Foster.” This way, you are clearly representing your company
on the profile page and there’s no confusion (though internally, you may want to delegate
who handles these communications, as it may be unclear where the messages originated from
when there are multiple administrators). Anyone with administrative access can see detailed
statistics and add and remove applications.

Sharing your Facebook Page with the community

After your internal employees have joined, you should broadcast your Facebook Page’s
existence to the world. You should leverage existing channels for this request: your company
newsletter, your Facebook contacts (but only those you know would be interested), email
messages to business colleagues, or a blog post on your site. You can also offer incentives for
users to join, as Sears does by giving a $10 coupon to anyone who becomes an official fan of
the Sears Facebook Page and clicks the coupon link (Figure 7-3).

If you click on the “Become a Fan Today! Click Here to Get Your Free $10 Sears Coupon Now”
image shown in Figure 7-3, you get redirected to sears.com, where you confirm your Facebook
information to be eligible for your coupons (Figure 7-4). With this implementation, the
company can verify if you are truly a Facebook Fan and reward you accordingly.

It’s also interesting to note that Sears has customized its Facebook page pretty heavily with
personalized applications; Facebook Pages can have a lot more than the basic boring profile
that your friends have used.

The best-performing Facebook Pages are those that provide compelling and engaging content.
For companies, it is a good idea to provide utility for your users; engaging them with relevant
content is ideal. Sears did this by linking to a coupon and also by promoting some other
company-specific charity marketing initiatives. In general, you can consider linking to your
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FIGURE 7-3. Sears offers incentives for Facebook fans

company blog, serving articles or whitepapers relevant to your audience, or by showing related
sales and promotions.
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FIGURE 7-4. Sears Facebook promotion for $10 in coupons

Just as profile pages can be updated at any time, Facebook Pages can also be updated with new
photos, new wall posts, new updates, and new applications whenever necessary. The downside
of Facebook Pages is that users will not be notified if there are new postings on the page, such
as new events or moderator announcements via the discussion boards. In fact, even official
updates to the Facebook Page are not sent to the user’s inbox. Official updates can only be
viewed by clicking on the “View Updates” link on the top-righthand corner of the page. At this
time, the only Facebook Page communication allowable on the service is an email that you
can send to your contacts suggesting that they become a fan of your Facebook Page.

However, Facebook Pages can offer detailed statistics—all free of charge—about who is
interacting with your profile. This tool, called Facebook Insights (Figure 7-5), shows the
number of page visits per day, demographic information, and popular pieces of content.

Armed with this information, you may want to go the paid route and target your readers with
ads. These ads are useful because Facebook users typically provide very detailed and up-to-
date demographic information, so Facebook can provide a powerful platform for advertising.
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FIGURE 7-5. Facebook Insights

Further, the Facebook Lexicon (www.facebook.com/lexicon) highlights trends that are
obvious across Facebook Walls, equipping advertisers with even more data that can assist with
an advertising campaign.

Paid Advertising on Facebook

Although there are plenty of free marketing options available on Facebook, paid advertising is
a viable marketing tool, so we will touch on it briefly here.

The Facebook advertising page outlines the process for ad creation (Figure 7-6). Choose the
URL that you want to advertise, create the ad and add a photo if you wish (nonphotographic
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ads may perform better, though, as they are less intrusive), choose your audience based on the
site’s demographic information, price your ad (cost-per-click), and then review your ad before
it is pushed to the site’s users.

Facebook Ads are the most popular types of ads on the service and are visible on the sidebar
of most profiles and Facebook Groups. More comprehensive Social Ads are available and are
best for larger brands to promote their products. With both advertising opportunities, you can
target specific geographic locations (country and even city, all of which is determined by IP
address and not by network association on the site), gender, age, education status, political
views, and relationship status. Facebook Ads can also be targeted to specific keywords that are
visible on profile pages and even the workplace, which can be particularly helpful if you're
offering a service that is beneficial for people working for a certain employer.

Ad pricing is variable and depends on your budget constraints. Facebook’s ad pricing is flexible,
with costs starting at $0.01 per click (with a minimum budget requirement of approximately
$5 per day). It is recommended that you begin your advertising with a budget of $250 at first,
but depending on performance, you may want to make adjustments to this amount.

To assess the performance of your ad, you can use Facebook Insights, which can provide you
with detailed metrics, such as the number of impressions delivered, the total number of clicks,
the click-through rate (CTR), the average cost per click (CPC), and more.

You can find detailed information regarding the variety of Facebook Ads and the metrics at
http://www.subliminalpixels.com/2008/12/06/how-to-set-up-and-track-facebook-ads.

Facebook Groups, User Profiles, or Fan Pages?

Facebook Groups provide yet another way for individuals to align with a cause, product,
business, or brand, though there are some limitations to group engagement. Very similar in
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presentation to Facebook Pages, Groups are much easier to set up and customize. The major
limitation of Facebook Groups is that they are not as customizable as Facebook Pages. For
example, there is no support for third-party applications in Facebook Groups. With Facebook
Groups, interactions are only possible on the Wall, via discussion boards, photos, posted items,
and videos. Facebook Groups uses an older technology; the Facebook Pages feature was
introduced several years later and consequently supports more features.

The bottom line is that Facebook Groups are limited in scope. You cannot add applications to
a Group. You cannot view detailed statistics and metrics about the users who interact with a
Group.

Some companies are not aware of the existence of Facebook Pages and instead create personal
accounts under the company name. This strategy violates Facebook’s rules, though many
individuals and companies have been able to successfully create these types of accounts, since
the Facebook staff does not police these infractions very rigorously. Still, it’s frowned upon by
users (after all, who wants to be friends with a guy whose full name is supposedly “ACMEWeb
Inc?”). This strategy is not effective for a variety of reasons: if you are looking for increased
branding, Facebook Pages provide the most ideal solution because they are user-searchable
and publicly accessible by search engines. On the other hand, user profile pages are private by
default. Additionally, Facebook personal profiles are limited to 5,000 friends, so if your brand
grows (or if your celebrity status blossoms), you will be unable to confirm additional incoming
friendships and they will be unable to add you as a friend. Fortunately, with a Facebook Page,
you do not need to consistently approve fan requests the way you have to approve friend
requests on a personal profile; people can join your Facebook Page without your manual
approval. Facebook Pages appear to be the smart way to advertise products and services on
Facebook. While it has some shortcomings (inability to email users directly), the Facebook
Pages feature has more robust functionality and is much more engaging for Facebook’s user
base than Facebook Groups or protile pages.

Facebook Applications for Marketing

Another way to market your brand or business is by engaging the community through the
creation of Facebook Applications. These are third-party applications that any developer can
port to Facebook with a basic understanding of the Facebook coding language (Facebook
Markup Language, or FBML). These applications are visible in the “Boxes” portion of a
Facebook Profile and can add a little more personality to a user profile or Facebook Page.

BURGER KING’S ATTEMPT AT BRANDING THROUGH FACEBOOK

In the beginning of 2009, Burder King released a clever Facebook application called the “Whopper
Sacrifice,” through which Facebook members were told that they could get a free Whopper at their
local Burger King when they removed 10 friends from their Facebook accounts.
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The application gained momentum and nearly 234,000 friends were sacrificed in thousands of
attempts to score a free meal. After all, who could resist the opportunity to capitalize on a poor
economy?

Within 10 days, however, Facebook requested that Burger King pull the application because
Whopper Sacrifice violated Facebook’s protocol. The idea behind Facebook is to keep and maintain
your friends, not to sacrifice them.

However, in the end, the Whopper Sacrifice was a great success for Burder King. Over 13,000 blogs
referenced the campaign. There are over 142,000 results about Burger King’s branding attempt on
Google’s search.

Initially, Facebook Applications were very well received. Today, they are not as heavily used
due to the sheer number of available applications that fundamentally perform the same tasks
(take a lesson from Burger King’s Whopper Sacrifice application and do something different!)
Further, Facebook encourages users to share applications with other users who have not yet
installed them, but many people are hesitant to respond to the numerous requests they receive
to install new and unknown applications.

When executed properly, Facebook Applications may benefit companies looking to spread a
marketing message. It’s advisable to create an application that is useful and addresses a specific
need. For example, the NetworkedBlogs and Twitter applications mentioned earlier in this
chapter have allowed users to connect other services with their Facebook profiles. If you are
selling multiple products and have a storefront, building an application that allows users to
create custom wish lists may be a viable solution; on the other hand, if you are hosting a sports
site, you can capitalize on sporting events (for example, March Madness) to encourage users
to choose their winning teams by offering the highest-scoring individual a prize.

Success with Facebook Applications comes with doing something different, but also from
providing added value to the user. Freebies and incentives never hurt, either.

MySpace: Personalized Connections

MySpace is a popular alternative to Facebook. Considered one of the first public social
networks, the site gained traction in 2004 and was used heavily to encourage musicians to
broadcast their works to new users. MySpace’s profile pages (Figure 7-7) are far more
customizable than Facebook’s: users can choose their own background designs. Further,
MySpace makes it easy to share music with the public; you can upload videos to the My Music
portion of your profile, and when other users access your profile, the music plays automatically.
MySpace, in essence, allows you to add personality to your profile page.
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When users sign up on the site, they volunteer the same kinds of personal information that
they would on Facebook. Users can write brief biographies and share their favorite TV shows,
books, and movies. MySpace asks users to share other personal details, such as their social
habits (smokers or drinkers), whether they want or have children, their occupations (in general
categories), and household incomes. On MySpace, users can also add the schools they have
attended, as well as former and current locations and employment roles. MySpace users can
also affiliate themselves with specific networking categories (for example, Music Marketing or
Dance Production).

For the most part, MySpace works very well as a social network that lets you meet new users.
It does not support third-party applications nor does it have company-specific pages. Instead,
the most effective forms of marketing are via profile personalization with custom backgrounds
and effective coding.

Without applications and other destination pages, MySpace marketing mostly takes the form
of protile promotion. A user can customize his profile as much as he wishes; there are thousands
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of MySpace profiles and themes available, but an able web developer with knowledge of CSS
can create a profile that will be unique, fun, and engaging.

Creating Your MySpace Profile

The MySpace profile is where you make your brand shine. Use a memorable picture as your
profile photo. Add character to your protile by choosing a background image that makes sense
for your brand; avoid busy imagery that will detract from your mission. Add a song or music
soundtrack only if it is highly relevant to your brand; otherwise, skip it. You can also limit the
types of comments users can write on your profile by disabling HTML and other coding. This
will come into play as you get more and more active friends on the site.

Adding a Blog to Your Profile

MySpace also allows users to create their own blog entries. The blog entry is simple and it
comes equipped with a familiar WYSIWYG editor. One of the most interesting features of the
blog entry feature is that it lets you add links to podcasts. This lets musicians and podcasters
broadcast the fact that they have added a new blog post and also gives users the opportunity
to listen to the podcast.

Networking and Broadcasting Your Profile to the World

Once you have created your MySpace profile, you will want users to know about it. You can
do this by networking with the right people; extensive searches may be useful and necessary.
Some tools (not endorsed by MySpace) allow any MySpace user to find and add hundreds of
users at a time; this, in turn, raises awareness about his profile as more and more people confirm
the friendship. Many marketers will encourage the use of these applications, but use them
sparingly to avoid being banned by the service.

You can also expand your network by hand. MySpace’s search feature allows you to search by
gender, age, relationship status, location, ethnicity, body type, height, and lifestyle (religion,
social habits, sexual orientation, and education background, among others). While this
information can be helpful, many MySpace users do not provide accurate profile information
(for example, young children on the site may choose to represent themselves as much older
out of safety concerns).

Don’t Be Forgotten!

Once you get friends on MySpace, make sure you're remembered. Send out bulletins to your
network of friends once in a while (don’t be excessive) and be sure that these bulletin messages
are relevant to your friends’ interests but also related to your mission on the site. You can cross-
post bulletins to your blog, which will help newcomers discover your involvement and perhaps
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prompt them to initiate a friendship with you. Sending out bulletins is also a good way to
accumulate page views on your profile page.

Video marketing is also benetficial on MySpace, so be sure to occasionally share videos that are
related to your niche and provide utility to your connections. You can only post one video on
your profile page at a time, so make sure you update your network (via blog post or bulletin)
when you swap out an old video for a new one. It may be ideal at this point to upload your
videos to another site, such as YouTube or MySpace Video, for additional marketing exposure.
We'll discuss video marketing in more depth in Chapter 11.

To keep your friends intrigued, be communicative, even if the conversation is not relevant to
your business. As with any other social network, being genuine and open, even if it doesn’t
fulfill your marketing objectives, is key.

Is MySpace Marketing Worth It?

Of the social networks, MySpace is probably the least capable of marketing fulfillment. Profiles
can be created anew, but the site has not been evolving as heavily as Facebook has in the past
few years. Facebook’s Pages and Applications are relatively new and popular additions to the
service, whereas MySpace lacks any new attractive functionality beyond the profile page. This
is also why Facebook has gained the edge in the online world; new features and heavy user
engagement have made Facebook a more viable long-term choice as a social network with
potential personal and marketing benefits.

Despite the shortcomings of MySpace for general marketing, it is probably one of the best tools
for music marketing, especially for bands looking to branch out and be recognized. Event
promoters often use MySpace to find local talent to perform at nearby venues, so musicians
and bands are encouraged to use the site to advertise their gifts to a broader audience.

Getting Professional with LinkedIn

As a professional niche social networking site, LinkedIn is best used to connect with
professional colleagues (former and current) and with individuals in the same or related
industries to establish relationships and to find recommended services. LinkedIn boasts over
40 million experienced professionals around the world in over 150 countries.>

LinkedIn is best for finding potential clients, service providers, subject experts, and colleagues.
The service can connect professionals for business opportunities and jobs as well, and many
recruiters and other job seekers use the site to find new careers.

LinkedIn works similarly to Facebook and MySpace in terms of registration. New users sign
up and complete their profiles like a resume. LinkedIn encourages profile completeness: it
urges users to complete their profiles to 100% by filling out educational background and past
jobs, and by getting recommendations from colleagues who are in the same user’s network.
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Once your LinkedIn profile is somewhat complete, you should start connecting with
individuals to build your network connections. Feel free to add family, colleagues, coworkers,
and old school friends. On LinkedIn, you may need to have your colleagues” email addresses
to establish them as contacts, especially if they are not in your immediate network. If this
information is not readily available, you can usually find another means of connecting with
them, whether by groups and associations (to be discussed later in this chapter) or by past
businesses (though you will need to specify a job description where the relationship occurred).
As a precaution, you should add only people you know; if too many people click “I don’t know
Frank Paulson” too many times, you can be penalized on the service.*

The most successful business users of LinkedIn focus on providing professional services. While
LinkedIn is a viable business tool, it is not the most ideal instrument for mass marketing.
However, there are a variety of methods that can help bring LinkedIn closer to the consumer,
as long as that consumer is a registered professional on the service.

LinkedIn Answers: Showing Off Your Expertise

One of the most effective channels within LinkedIn is the Questions and Answers section,
which connects professionals and provides them with marketing strategies and tactics for
improving their outreach efforts (Figure 7-8). Benefits of utilizing LinkedIn Q&A include
relationship building, idea generation, brainstorming, and establishing thought leadership. To
make the most of LinkedIn Answers, the first step is to build your network. The more
connections you add, the stronger your network will become. Your overall LinkedIn network
is three degrees deep, so you will be exposed to questions from direct connections, second-
level connections (friends of your direct contacts), and third-level connections (friends of your
second-level contacts). Therefore, your LinkedIn network can grow exponentially, depending
on how many connections you build and how many connections they have.

Your LinkedIn Answers network is also three degrees deep. Depending on your engagement
on the site, you may be able to utilize these connections for future outreach, growth, and
development.

Asking questions is simple. You type your question, add details, and categorize it. You can also
ask questions of selected contacts in your network. Questions can be geotargeted to country
and postal code. Finally, you can specify whether your question is related to recruiting,
promoting your business/service, or job seeking.

If you're asking questions of your network, it’s also helpful to start answering them in your
network. The more questions you answer, the more opportunity you have to establish yourself
as a LinkedIn expert. Hundreds of users are actively engaged on LinkedIn and use LinkedIn
Answers heavily. The most popular expert in my network has answered 177 questions.
Additionally, individuals who ask questions are able to elect the best answer for any particular
inquiry, so individuals can establish credibility by giving the most engaging and valuable
answer.
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Fortunately, LinkedIn’s Answers database is very robust and has a lot of great questions already

archived for your perusal. You can get ideas and inspiration from existing (and answered)

questions by searching for specific terms. Additionally, you are encouraged to participate in

the discussions that relate to your business and industry.

For customer acquisition, it is possible to leverage your professional retail contacts by asking

the right questions. You can get some interesting insights when your contacts and their

networked connections engage in an ongoing dialogue. Plus, it’s a great way to raise brand
awareness, especially if you identify yourself as a representative of your company. The question

and answer shown in Figure 7-9 shows this phenomenon and how brand awareness is actually

possible via LinkedIn Answers.
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(1) Tony Ellison
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see all my guestions
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see all my answers

How Do You Choose Your Office Supplier? Is It Price?
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What makes one office supplier 2 better choice than others?

Can you please reply with you vate. |3 it 2 cormbination of the items below or one
itern stands out above all.

a. Price

b. Brand Marne

c. Selection

d. Service

e. Free Shipping

f Ease of Use

g. Tirne saving features such as e-procurement, reorder, appraved lists, budget
management onling.

h. Others: [Please specify]

Which office supplier do you use? What will farce you to reconsider using another
supplier? Do you use mare than one supplier?

Thank you for your feedback

Tany Ellison
Shoplet.com
Everything for the office

posted October 31, 2007 in Facilties Management, Small Business | Closed | Flag guestion a5 ..

Share This

Answers (19)

Staples/Office Depot - | asked why ... no real reason except that they deliver and their
'name’. Absolutely MO other reason. | will certainly spread the word about Shoplet.com
for sure

Thanks
Arnie

posted October 31, 2007 | Flag answer &3..

FIGURE 7-9. Asking targeted business questions on LinkedIn

Recommend Experts

LinkedIn also encourages professionals to recommend service providers for a variety of
business-related tasks. The LinkedIn Service Provider Recommendations Engine allows you to

find experts in a variety of disciplines (Figure 7-10). The higher the number of

recommendations, the more visibility the service provider receives on LinkedIn. Note,

however, that LinkedIn emphasizes recommendations of individuals and not retail outlets or
business entities. Therefore, this is a great tool for the one-man business or artist, but it may
not work for George Burnett as a representative of ACMEWeb, especially if George Burnett

moves on to another position at another company.

166

CHAPTER SEVEN


http://www.linkedin.com/svpRecommendations

Linkﬂdﬁ People - Jobs - Answers - Companles - Aecourt & Setinge | e | Sign ou Langusge =

Expiore People Search Harvard - Vice Freskdent af Googie - Accourtrg Saarch Paople ] BN o
£ Home Service Providers
@ company Groups Sarvices Homa § Make a Recommandation Ruquest a Recommandatlon
h o g .

e Service Provider Recommendations Worldwide  chunge locatin ®

-~ Catagories

@ rrimendations from all Linkedin users
- An, C

Writer/Edite

am— L
» Consulting
B contacts

= i (11}

Employment Services
Recent recommendations Cantor Caach
Recruiter

srerve 1 Stephen Higginbottom Jr, - -
S Applications : o Limousing Sarvice (71
) 1 Steve is wondurful

Micolas Butron - £

Finaneial & Lagal Sarvices

s, hand-wtking gent Accountant

Tamar s, Recriter (MiarmiFor Laude i
Weinbarg 1 Fallowsng Micolas meriting me inta my cumant pasition, |

FIGURE 7-10. LinkedIn’s Service Provider Recommendations Engine helps you locate recommended experts

LinkedIn Service Provider Recommendations is a great but not heavily trafficked tool that can
help you locate providers who can assist you with your business needs.

LinkedIn User Groups: Connecting Users Based on Interests and Associations

One of the biggest and most popular features for LinkedIn community building is the LinkedIn
Groups feature, which connects numerous individuals with similar interests. Popular groups
on LinkedIn are centralized around communities or organizations (for example, Friends of
UNICEF) and events (for example, Boston Marathon Finisher), though there are very few
LinkedIn groups associated with brands that exist to connect consumers with the businesses
they are associated with or passionate about. For example, the visible Amazon and IBM brand
groups are dedicated to former and current employees (it is possible for nonemployees to join,
but moderators may not necessarily approve the membership request).

While the current existing groups on LinkedIn are not heavily used for brand awareness, a
number of sites (mostly in the social web sphere) have engaged their users via LinkedIn and
exist simply to connect users with an interest in those products. For example, the Digg LinkedIn
group boasts over 300 members; the Mashable.com social news website has over 1,800
members. It may be the case that many businesses do not yet realize the potential of using
LinkedIn Groups for brand awareness.

Considerations when creating a LinkedIn group

Groups are easy to set up and require nothing but a group name, a small and large logo, a
group summary and detailed description, a group type designation (alumni group, corporate
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group, conference group, networking group, nonprofit group, professional group, or other type
of group), and a website. An owner willing to handle management of the group should provide
his email address. Group visibility can also be determined on this page (e.g., whether the page
is publicly accessible in LinkedIn’s group directory and/or whether to allow group members to
display the group logo prominently on their LinkedIn profile pages). Groups, like answers, can
be geotargeted to a single location, and they can also be targeted to a specific language. If your
group is sure to grow quickly and if you do not wish to manually approve members, it may be
beneficial to be lax on the Group Access permissions and allow users to join without approval
from a group owner. Even for small groups, this may be ideal, as users who are impatient to
join your group may start sending requests directly to your inbox. Management of these
requests can be cumbersome.

Communication within LinkedIn groups

Once your group is set up, you can wait for users to start joining or you can start telling your
colleagues and friends about it. On LinkedIn Groups, there are discussion boards and user-
contributed news articles. Group owners can also import RSS feeds from relevant sources
directly to the group’s home page. Email messages are sent to group subscribers (by default,
until they opt out), so more conversations and discussions contributed to LinkedIn groups
translate to more potential for targeted email messages, and consequently, brand awareness
and engagement.

As a group owner, you can target group members by viewing their email addresses and
exporting them to a file. This is another way to tap into your social media audience. Note that
this facility should not be abused; if you are targeting your ACMEWeb brand profile on
LinkedIn and choose to email your contacts offsite, be sure to identify yourself as the group
owner of the ACMEWeb LinkedIn group. Unless the relationship is explicit, recipients of the
email may feel that their freedoms have been violated.

Group owners can also connect directly with members in the same group and see their interests
and profiles, as long as they are within the first three degrees of connectivity in your LinkedIn
Network.

LinkedIn Company Groups

Internal communication is possible with LinkedIn Company Groups, an extension of the
LinkedIn Groups functionality for users, with the added benefit of connecting company
employees. LinkedIn Company Groups are not used for marketing, but they are explained here
to prevent confusion between Company Groups and User Groups.

LinkedIn Company Groups will only permit current employees of a particular company to be
members of the group. LinkedIn is very explicit about this, and allows you to easily remove

anyone who is not a current employee from the group (and to report the user to LinkedIn in
the event of abuse). Like User Groups, LinkedIn Company Groups support News Articles, but
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instead of a discussion board, LinkedIn Company Groups have a Q&A tab to encourage
employees to discuss internal affairs among themselves. Collaboration and communication are
encouraged as well.

Linkedin Applications

In late 2008, LinkedIn announced the debut of LinkedIn Applications to allow professionals
to share information about themselves and to collaborate with others. Compared to Facebook,
only a small subset of applications is available to the public, including Amazon reading lists,
WordPress blogs, polls, Box.net (for file sharing), Huddle workspaces, blog links, company buzz
mentions, a travel itinerary, and two presentation platforms (Google and SlideShare). While
companies cannot create third-party applications to start a widespread marketing campaign
(as on Facebook), these applications can assist individuals looking to market themselves via
their profiles. These applications can be easily embedded onto a user profile, and those
interacting with the profile can get more information about the individual. In this way,
LinkedIn Applications can also add personality to a user profile.

LinkedIn DirectAds

The LinkedIn DirectAds feature provides another marketing opportunity (Aaztps.//www
inkedin.com/directads) in the form of paid advertising. Advertisements are contextual and
can be targeted to certain types of professionals (as determined by company size, job function,
industry, seniority, gender, age, and geography). DirectAds come at a fixed cost of $10 cost per
mille (CPM, $10 per 1,000 impressions).

Like Facebook Ads, DirectAds are not very intrusive. Users can specify a short headline
followed by a two-line description. LinkedIn allows the display URL to differ from the actual
URL, which is particularly useful if you want to link users to a lengthy URL, but only want the
user to see a short, memorable one.

After you craft your ad (otherwise known as the “creative”) and start running your ads, you
can view statistics about your ad performance on the Ads Dashboard and Ad Details pages.

The Big Social Networks Abroad

Facebook, MySpace, and LinkedIn are the popular social networks in the United States, but
there are hundreds of popular networks in countries abroad. In this book, the most popular of
these networks will be introduced, but not expounded upon.
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The following sites are the primary players in the social networking sphere:

Friendster
Friendster was the first major social network in the United States. Founded in 2002, before
MySpace and Facebook were even visions in the minds of their creators, Friendster initially
gained much momentum. However, with Friendster languishing in development updates,
MySpace became the popular social network and surpassed the company in 2004.
Friendster gained popularity in Asia, particularly in the Philippines, and currently boasts
over 90 million members.

Orkut
Orkut is a social network owned by Google and is popular in Brazil (and to a lesser extent
in India). Today, Orkut boasts over 40 million members, the majority of whom are
between the ages of 18 and 25.

Bebo
Bebo is a social networking site that is popular in the United Kingdom, Australia, and New
Zealand. Bebo has many extensions, including Bebo Music, which allows artists to share
their works digitally, and Bebo Authors, which allows writers to upload their own literary
works. It also features groups and instant messaging.

hi5
hi5 is a popular social network in Latin America, Europe, Asia, and Africa with over 80
million users. hi5 has been released in 26 different languages and is one of the 20 most
popular websites, according to Alexa.

Summary

Facebook, MySpace, and LinkedIn are the biggest players in the United States’ social
networking market. All three sites boast millions of users and allow you to create a user profile
and then network with others who have similar hobbies or business/educational backgrounds.
Facebook has seen much innovation in the past several years with the launch of Facebook
Pages and Facebook Applications, both of which are useful for marketing purposes. MySpace
is still a popular social network, but the profound effect of marketing is not as widespread as
it may have been in past years. MySpace is great for music marketing, but does not provide
many benefits for other marketing niches. LinkedIn is a superior tool for the professional who
wants to market himself, while also allowing users to associate themselves with groups and
allowing group owners to target members with special messaging and discussions.

There are a number of social networks abroad, including Friendster (which initially gained
popularity in the United States but now is more prevalent in Asia), the Brazilian-affiliated
Orkut, Bebo, and hi5. If you need to target the overseas community, it is important to join
these sites to gain an understanding of their demographics before you proceed with a social
media marketing campaign.
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CHAPTER EIGHT

Informing Your Public: The Informational
Social Networks

There is more to social networking than just connecting users who have the same taste in food,
music, and authors. Most of our online interactions are likely communal. We often search for
a product on a website and read user reviews. We may try to define a word or find out more
about a type of cuisine, and the first result that comes up on the search engine is likely a social
site such as a user-generated answer site or even a user-contributed encyclopedia. Indeed, the
Web is becoming increasingly social, and we're seeing these interactions in our everyday lives
even if we’re not cognizant of the fact.

Social media has penetrated all different sorts of online tasks. Collaborative community sites
are at the forefront. Community members enjoy helping other community members, and
valuable and repeated contributions are rewarded. Therefore, we reach another category of
social media that relates to informational social networking sites. Users flock to these sites to
share and contribute their knowledge, and in turn, they feel as if they’re contributing to the
greater good. Of course, there’s always some benetfit to users who get involved, as those who
are active and consistently engaged often receive accolades and are recognized in their
communities as valuable contributors. In the end, community members win by getting updated
information, and contributors win by being recognized as the people who have provided the
community with the answers.

The biggest collaborative informational websites make it easier for users to find answers on the
Internet. Whether they are question and answer sites or user-generated encyclopedias, they
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are popular because they are highly respected and often provide very accurate and detailed
historical information not available on other websites.

Human-Edited Social Search

If you perform a search on a country or event, in all likelihood, the search engine will provide
you with a result pointing to one of two social sites: Wikipedia or Mahalo. Both of these sites
are highly respected—though Wikipeida is a much higher authority—and as such, search
engine algorithms place heavy emphasis on them.

Both Wikipedia and Mahalo are human-edited, which means that any user or site contributor
can make changes and updates to them. There are thousands of articles on both sites, and new
articles are being added daily. Both sites typically strive for accuracy, and those heavily invested
on the sites often track any changes made to pages of topics they feel passionately about. Doing
so helps ensure factual results.

Wikipedia: The Living Encyclopedia

Launched in 2001, Wikipedia is one of the largest online references on the Internet, with over
12 million articles in more than 260 languages. It is also the top educational and reference
website, according to Pew Research.! The name “Wikipedia” comes from “wiki,” which refers
to technology that encourages collaboration (such as initial creation and modification) and
“pedia,” which refers to encyclopedia. True to its name, Wikipedia has millions of contributors
all over the world and hundreds of administrators who actively patrol the site to ensure that
there are no abuses and that references are truthful.

Wikipedia is a very open platform. Anyone can contribute, regardless of whether they have
an account, but account registration entitles users to have their own profile pages (called the
User page) and to establish themselves as credible experts in the community. If you do not
have a user account and make modifications to a page, the page history shows your IP address.
In the revision history (Figure 8-1), those with usernames are members of the site; the IP
addresses listed are associated with users who simply edited the page without logging in.

While Wikipedia is open, it does not come without usage restrictions. One of the most
important rules on Wikipedia is that the site will only include articles that cover people, places,
and objects of notable importance; notability typically requires “significant coverage in reliable
sources that are independent of the subject.”2 Therefore, there are limitations on what people
can add to the site, and not every single person or company deserves inclusion in Wikipedia
according to its rules and regulations (which are strictly enforced by the site administrators).

Another restriction is that Wikipedia aims to present facts, and nothing but the facts. Entries
are supposed to be completely neutral and not opinionated. Any biased commentary is sought
out and reedited by Wikipedia administrators and users who strive to publish only
unprejudiced entries on the site.
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FIGURE 8-1. Wikipedia revision history

Structure of a Wikipedia entry

Every Wikipedia page entry has a public-facing page, but there are numerous other subpages
(see Figure 8-2) that include ongoing discussion related to the subject matter and revision
history. Wikipedia users can also make use of editorial controls to edit a page, move a page,
and watch a page to track updates and changes.

article discuzsion edit this page h'iét"or\,f | watch |

\

N\
WIKIPEDIA ~”
navigation -

FIGURE 8-2. Wikipedia top navigation shows the various subpages

Article text. When you search Wikipedia, you are presented with the relevant article page

(Figure 8-3). The article may be broken down into several different parts; for example, there
may be a Contents section that breaks down lengthier articles into subsections, and there may
also be a sidebar on the righthand side of the page outlining details about the particular subject
matter. For example, if you are viewing an article about a company, the sidebar displays when
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article | | discussion edit this page | | history

American Idol

From Wikipedia, the free encyclopedia

2 Log in/ create account

American Idol (American Idol: The Search for a Superstar in season 1) is an Far current information on this togic,
The Free Encyclopedia American singing competition airing on FOX. It debuted on June 11, 2002, and has since B e [a—
navigation become one of the most popular shows on American television. Part of the Jdo/ franchise,
& Mein page it is a spinoff from the reality prograrn Pop idal, which was created by British American Ido!
= Conterts entertainment executive Sirmaon Fuller and first aired in 2001 in the United Kingdarn,
= Featured contert The program seeks to discover the best singer in the country through a series of
= Current everts: nationwide auditions. The American public decides the outcomes of the later stages
= Random aricle

through phone vating. The judges give critiqgues of the contestants’ performances:

— Grammy award-winning record producer and music manager Randy Jacksan;
T Grammy award-winning pop singer and Emmy award-winning choreographer Paula
iI Search Abdul; music executive and music manager Simon Cowell; and Grammy award-

norminated singar-songwriter and record producer Kara DioGuardi. The farmat
interaction ariginally featured three judges, with Kara DicGuardi added in the eighth season

American doflogo

= About Wikipedia The show ig hosted by televigion personality Ryan Seacrest. Comedian Brian

= Communty pertal Dunkleman co-hosted with Seacrest during the first seasan. The American /doihand | Format ealy
= Fecent changss is led by Rickey Minor Created by Simen Fuller
= Contact Wikipedia
= Donate to Wikipedia The show usually airs on Tuesday and YWednesday nights in the United States and Directed by John Fritchedt (live shows,
= Help Canada, Wednesday and Thursday nights in Australia & Asia, Thursday and Friday 2008)
nights in the United Kingdom and Friday and Saturday nights in Israel BEies Eoe (e,
toolbox 2002-2008, 2003)
= Vet links here Migel Lythgoe (audtion
= Related changes Contents [rice] shows, 2002-2008)
= Upload file 1 Selection process Ken Warwick, Gregg Gelfland
= Special pages 1.1 Initial auditions ¢audtion shows)
= Frintable version 1.2 Hollywood Presentedby  RyanSeacrest
= Permanent link 1.3 Semifinals Brian Dunkleman (2002)

FIGURE 8-3. The main article for a subject on Wikipedia

it was founded and its key executives, or if you are viewing an article about a television show,
the sidebar may list the main characters, all of whom likely have their own presence on
Wikipedia. Wikipedia articles often include footnotes (called Notes) and External Links on the
bottom of the page. The Notes refer to citations relating to the article, and the External Links
section features links to sites that are not part of the Wikipedia.org domain but still feature
highly relevant content (for example, an actor’s official bio page, unofficial but highly
referenced pages of movies, and unbiased interviews with founders of companies).

Discussion. The Discussion link is a link to the Discussion or Talk page (Figure 8-4). This page
is very important for businesses, as it lets business entities address factual discrepancies
themselves, without fear of being banned from the service. The Talk page simply lets users
discuss how to improve an existing article. Talk pages can be very simple, with small notes
contributed from a variety of users, or they can be extremely exhaustive, with article
milestones, biased notes (especially if the subject matter is controversial), and other
observations as noted by users of the site.

Both Talk pages and article pages have an “Edit this page” link that allows users to add and
remove content. The Wikipedia formatting may be cumbersome, as it is not straightforward
HTML, but there are a number of help documents on Wikipedia that give you the stylistic
guidelines and formatting conventions necessary for page edits. Wikipedia contains a
WYSIWYG editor that features basic functionality; you can take advantage of additional
formatting if you have a solid understanding of the Wikipedia formatting guidelines (most of
which can be seen at http://www.en.wikipedia.org/wiki/How _to_edit). When in doubt on
how to format something (especially if you're creating a new page from scratch), you can
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Talk:Search engine optimization

From Wikipedia, the free encyclopedia

] g This article is within the scope of the following WikiProjects: [hide]
The Free Encyclopedia
ETIEIR WikiProject Computing  (Rated FA-Class) [show]
= Main page
= Corterts WikiProject Internet  (Rated FA-Class) [show]
= Featured content
= Current events L . "
WikiProject Business (Rated FA-Class) [show]

= Random article

search
Search engine optimization is a featured article; it (or a previous version of it) has been
identified as one of the best articles produced by the Wikipadia community. Even so, if
_Go | _Search | you can update or improve it, please do so

interaction ke ) This article appeared on Wikipedia's Wain Page as Today's featured article an July 2, 2007.

= Ahout Wikipedia

= Community portsl Article milestones [shiw]

= Recert changes

= Contact Wikinedia Conterts [ricls) The spokeir word versiou of tix

revision (diff) of this article is part of

= Donate to Wikipedia 1 Motakle SEOs not acceptable WikiProject Spoken Wikipedia,

" her 2 Spamdex/ "Black hat' - 1snt Spamdex a subset of Black hat? R GHETSH T O o e T
{ Wikipedia articles heing read sioud.

to0lhox 8 REEEEES If you would Ike to particiate, vist

= VWhat ks here: 4 Commentary on SEQ the praiect page, where you can

- Releted changes 5 Template M:Zj;”’em and find out how to

= Lpload file f%Web 3.0 Search Engine Optimization

= Special pages 7 Better choise of Wards =

= Printable version & Candidate(s) for addition o list of intemal links

= Permanert lirk

9 Passible link to orphaned article Autharity site

10 Major search engines

11 Cancerns aboutthe quality of this article Archive 1 Archive 2 Archive 3
Archive 4 Archive §

Archives

12 images
13 Link love Aot archives
14 Correction on History

15 Trivia needs to be pruned

1B5E0 2.0

Notable SEOs not acceptable [edit]

‘What is the justification for this language? Notable SEOs, such as Rand Fishkin, Bamy Schwartz, Aaron Wall and Jilf Whalen, have
caniad out controliad experiments to gauge the effects of different approaches to search engine optimization, and have published
rasults thraugh their online forums and blags.

These peaple may be notable but they don't camy out "controlled experiments” and their opinions are hardly worth more mention than
those of any of dozens of other SEOs in the field Michael Martinez 18:18, 30 May 2007 (UTC)

FIGURE 8-4. A Wikipedia discussion page shows contributions by members and lengthy discussions

always go to an existing Wikipedia page, click “Edit this page,” and copy/paste the relevant
code snippets so that you will have a basic template for your own new Wikipedia entry. You
can then preview your updates before publishing the page. Typically, when you make changes,
it’s advisable to notate the changes you’ve made by clicking Edit Summary and using the
available checkbox to indicate whether it was a minor edit (such as a grammatical or spelling
change) or a more major edit, in which case, details of the edit(s) are helptful.

History. If you want to review changes made to any particular Wikipedia article, you can
navigate to the History tab to see its revision history. The Revision History page is divided into
several columns. The (cur) link refers to the current version of the Wikipedia page, and the
(prev) link will let you see what the Wikipedia page looked like before the most recent edit.
Typically, you can see exactly what was changed by clicking the (prev) link; Wikipedia is able
to pinpoint exactly where the update was made within the context of the entire article and
only shows you the pertinent page snippets.
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The next column shows you exactly when an update was made, followed by the username or
IP address of the person who performed the edit. If the username is blue, that person has a
User:Talk page, but if the username is red, there is no existing Talk page for the user. If you
click the red link, you will be presented with the standard Wikipedia template to create that
User:Talk page (yes, you can edit someone else’s Talk page!).

NOTE

The User:Talk page is very similar to the Article talk pages discussed earlier in this chapter.
This page corresponds to a user’s profile and lets Wikipedia community members converse
among themselves and customize their own presence on the site.

An “m” in the next column indicates a “minor edit.” The number of bytes of the new Wikipedia
entry typically follows, and the Edit Summary link is the last item.

Other Wikipedia features. The final links on the top navigation bar relate to moving pages
(the Move tab) and watching updates to pages (the Watch tab). The Move tab allows you to
rename an article page; for example, if your company, ACMEWeb, has been renamed to
ACMETech, you can use the Move link to specify a new page title. When you do so, you’ll be
asked for a reason.

The Watch tab is useful if you are using Wikipedia to monitor your business pages or other
pages that you find interesting. To utilize this feature, you must have a Wikipedia account.
Your watchlist page will notify you when there are edits to articles that you are monitoring.

Wikipedia social media optimization

As established earlier in this chapter, Wikipedia is a website with high authority and is ranked
near the top of search results for nearly every search term. This also means that Wikipedia
pages get a lot of search traffic, thus explaining most of its popularity. Wikipedia presents a
terrific opportunity for you to improve your brand and address reputation management issues.
It is also a great way to get a lot of targeted traffic, as popular sites claim that they have seen
hundreds of thousands of referral visits from Wikipedia.

Now that you understand the basics of Wikipedia, it’s time to discuss how you can contribute
to the site in line with both its guidelines and most corporate policies. While Wikipedia does
not, at the offset, appear to be a heavily policed website, it certainly has plenty of administrators
who ensure that rules are not broken; abuse of the rules results in penalties.

Per Wikipedia policy, individuals who personally have a hand in creating their own Wikipedia
pages or employees who use Wikipedia to edit their own company pages can get punished.
Wikipedia policy does not allow for conflicts of interest. If Wikipedia does not have an existing
page on an individual or company and you believe you can show proof of notability, the best
thing to do is to get someone who does not have any contflicts of interest to create the Wikipedia
page. Because of the notability rule, you will need to clearly link to multiple sources for the
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subject to be deemed notable, and you should not be surprised if Wikipedia’s administrators
feel that the article should be deleted. Once you have created a page, watch it to follow any
changes or edits that are made. You can use the Watch link at the top of each page to monitor
changes, or you can subscribe to an RSS feed of the page’s revision history.

If you are interacting with a Wikipedia page that is a conflict of interest, you are not allowed
to make direct changes to the article yourself. Instead, you are encouraged to use the article
Talk pages to discuss any factual discrepancies among Wikipedia editors and users, who will
then edit the article themselves. Wikipedia also has a Conflict of Interest Noticeboard that you
can use to propose changes, especially when the Talk page does not seem to be faring to your
advantage or is ignored.

Many company policies won’t allow you to edit your company’s Wikipedia page at all. Instead,
they encourage you to get your feet wet in Wikipedia’s social media community by editing
pages on topics that you are familiar with and that are unrelated to your organization. When
information on a Wikipedia entry is clearly not factual, use the resources available to you (the
article Talk page or the Conflict of Interest Noticeboard) to have someone who is in the proper
position in your company to communicate on the company’s behalf. Many Wikipedia
administrators use a tool called WikiScanner, which can search a database of millions of
Wikipedia edits to determine where edits originated, and can even catch company employees
making changes under the radar.

Some Wikipedia optimizers argue that even if you are actually in a position to make changes
to your Wikipedia page, you should still create and make changes to Wikipedia pages using a
persona and IP address not traceable to your business or company so that the source of the
changes will go undetected by the greater Wikipedia community. This has worked well for
some contributors on the site. However, Wikipedia administrators are very wary of any
subversive tactics to undermine the site’s strict guidelines, and they argue that your anonymity
on these sites is an illusion that is bound to be exposed. In fact, if you do plan on being promoted
to an administrative role on Wikipedia so that you can use the site for your own gain, you will
likely be found out and removed from the service; activity of administrators, too, is closely
monitored.

Use caution when editing Wikipedia

To avoid being banned from the service, there are other important factors to keep in mind
when using it. The following items should be carefully considered when you embark on a social
media marketing campaign with Wikipedia.

Wikipedia is not an appropriate place to build links. Wikipedia is not a resource that you can
use solely to build links. As stated in Chapter 4, your motives should be altruistic on social
media sites. If you are using the site for the sole purpose of adding links at the end of related
articles, you will ultimately be found out and likely banned. Instead, build credibility first;
contribute to articles by removing factual discrepancies and fixing grammatical/formatting
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errors. If you do find that you can add a valuable link as a reference to an article, it’s in your
best interest to have a list of other altruistic edits to the site before volunteering this
information, as adding links too early and often can be perceived as being too self-promotional.

Avoid spamming on Wikipedia: You will get caught. Spam on Wikipedia is frowned upon. If
you excessively spam on Wikipedia, you can risk being added to the site’s spam blacklist, which
serves to highlight users and IP addresses that repeatedly abuse Wikipedia and disregard its
rules and policies. Users on the blacklist are prevented from using the site. Search engines and
other highly respected websites reference the Wikipedia blacklist, so this is never a good list to
have your name or IP address added to.

The contents of Wikipedia belong to the public. Once published to Wikipedia, your company
page and even your individual biography do not belong to you. Once that page becomes public,
the community owns the content; editors and contributors can add factual content that may
be negative and not in the best interest of your company objectives. If your company has been
publicly ridiculed and there are references to support the incident, it is fair game for Wikipedia
inclusion. You simply won’t be able to remove this content. What you can do is aim to find
other positive content that is just as factual to balance out the negativity.

Build relationships. If you want to be a regular, respected member within the Wikipedia
community and eventually become an administrator, it’s important to network with current
administrators and establish yourself as a valuable community participant. This entails
maintaining activity of your profile and making altruistic rather than self-serving edits. Of
course, if you do plan on editing pages that relate directly to your company (or other entries
that may be perceived as a conflict of interest), keep in mind that these occasional self-serving
edits should be balanced with other altruistic edits.

Mahalo: The Best of the Web

In mid-2007, an eligible Wikipedia contender was launched. Called Mahalo, the site is a
human-edited search engine. The service employs quality reviewers and volunteers to make
changes to content on its site and to add high-quality and pertinent reference pages. The goal
of Mahalo is to have real people sort out the absolute best of the Web and to provide unbiased
results that have an advantage over computer-based algorithms. Computer algorithms may
not necessarily be correct in deducing whether the results are relevant; with human
intervention, however, the absolute “cream of the crop” can be discovered. People can then
review and endorse the content. While it is not as popular as Wikipedia, Mahalo results are
occasionally ranked at the top of search engine results pages, and therefore, it is an important
site to watch and understand.

The structure of Mahalo

Mahalo has several components: Mahalo.com, Mahalo Greenhouse, Mahalo Social, and
Mahalo Answers. Each of these components serves a distinct purpose.

180 CHAPTER EIGHT



Mahalo.com is similar to Wikipedia. When you go to Mahalo.com (Figure 8-5), you can scroll
down to the Categories section to find information on thousands of topics. Unlike Wikipedia,
Mabhalo also provides detailed information on entertainment, such as video game
walkthroughs and movie reviews. It also addresses many how-to questions with detailed
articles and videos. The structure of a Mahalo page is a bit different from Wikipedia, however;
on each Mahalo page, you are presented with the “Mahalo Top 7,” which refers to links that
Mahalo employees believe provide you with the best user experience and the most relevant
information for that specific search query. Depending on the type of page, other content
relevant to the topic is presented, and media, such as video, may also be included.

Mallalolj\‘- We're Here to Hel
[ i

Mahalo.com  Mahalo Angwere  Mahzlo Daily  Mahalo Greenhouse | Livehlog

H hahalo j‘E

Social Media

Social Media is a term used to describe

The Mahalo Top 7
Wikipedia: Social Media

news media formats such as message | 2. SE0 2.0 Top 10 Social Media Sites Lists

boards, social networks, blogs and 3. Directory: Social Media Websites

vintual worlds. These senices 4. Community: Social Media Club

encourage participation frnm.lhe public and allow users 5. American Universily: Center for Social Media

:!unlfe’rme world to ereate direct sonnections with one 6. Business¥eek: How Do People Participate in Social Media? wune 04, zoo7)
7. Social Metworking Blog: Mashahle!

Fast Facts

Social media creates online communities of people
with similar interests

[

MWessage boards are used for discussions about
warious topics
. Social networks are used to connect with friends,
contacts and acguaintances
. Bloge, or weblogs, are like online journals where
users can wiite about thoughts, ideas, news, etc 1
“irtual worlds, such as Second Life, are online
universes where users interact
. Popular zocial media services include WordPress,
YouTube, MySpace and Flickr

w

=

o
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Related Pages on Mahalo

Chris Brogan | Web 2 01 | Social Metwarking | Blogging |
MySpace | How to Custormize Your MySpace Profile |
Facebook | YouTube | Flickr | Blogger | WardPress |
Twitter | delicio.us | Second Life | Wikipedia | Mixx |
LiveJoumal

Categories
Technology | Internet | Web 2.0 | Social Networking |
Social Media

Edit Guide Note | View Note History
Email | About | Discuss

Social Media Questions

What is your favorite social media report tool? [2 answers]

I'm thinking of taking UCLA's extension class Social Media Marketing. Do you think it's worth it?
answer)

What is a social media consultant? (7 answers)

What does sacial media mean ta you? (2 answers)
Wiew Al Social Media Questions | Technology Questions

Didn't find what you were looking for?
Ask a guestion about Social Media

140 characters sft.

Social Media Blogs and Commentary

Google Blog Search: Social Media

Chris Brogan

Digital Fodcast: Social Media Tagged Posts

Pro Elogger: Using Social Media to Grow Your Blog's Readership iMarch 15, 2002)

The Buzz Bin: Do You Have a Social Media Intern? (uareh 12, z008)

Search Engine Land: Search (llustrated: How To Use Social Media Sites (Febman 26, 2002
Techipedia: Iz Social Media the Final Frontier of Marketing? (Febmar 22, 2008)

Pandemic Blog: The Paradox of SelfPromation with Social Media (February 19, 2008)

Kyle Healey: A Week In Social Media: 12 Articles You Shouldn't Hawe Missed tFebruan 12, 2008

Plick s Sarial Madia- Made for 2 Bereasinn et

FIGURE 8-5. Mahalo’s main page

Links in the Mahalo Top 7 may be accompanied by a warning tag, a hand signal indicating
Guide’s Choice, or a What Is? designation (Figure 8-6). The warning tag indicates that the link
points to a page that is heavy on advertisements such as intrusive banners and pop ups, or that
requires users to sign up for a free account. The Guide’s Choice image denotes that the link
has high-quality and well-designed content; if you mouse over the image, you will see the
criteria that Mahalo editors used to determine this designation. The “What Is” image, which
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looks like a speech bubble with a question mark in it, gives information about a page’s
credibility, especially when the source of origin is unclear.

The Mahalo Top 7

Cfficial Site: Technorati

Technoratl: Tags | What are tags? @Y &
Technorati: Where's the Fire? Sy
Technorati: About Us Sy

Technarati: Official Blog g

YWikipedia: Technorati

Twitter: Technarati

e e

FIGURE 8-6. Mahalo Top 7 links

Contributing to Mahalo

If you want to become an established community participant on Mahalo, you need to have an
account on the site. You can then apply as a Mahalo Guide, which will give you the ability to
create Mahalo search pages (also known as search results pages or SeRPs). Mahalo has
hundreds of guides working in both full- and part-time capacities. To apply as a guide, you will
need to fill out an application at Aztp://www.mahalo.com/How._to_be_a_Mahalo_Guide.
Qualified guides are paid per accepted SeRP, which gives them incentives to contribute high-
quality and well-researched content. Mahalo traditionally seeks applicants with excellent
writing, research, and analytical skills.

Mahalo Greenhouse: Curating a search page

Before content is pushed out to the public Mahalo.com website, the SeRPs are built in the
Mahalo Greenhouse (Figure 8-7). Part-time guides can contribute their skills at this time, and
when a page is complete, full-time guides will review and approve the page. At that point, the
page is moved from the Greenhouse, where it was once a work in progress, to Mahalo.com,
where it is now available for public consumption. Content created in the Mahalo Greenhouse
is not searchable by search engines or users, but content moved to Mahalo.com is.

Of course, like Wikipedia, Mahalo has strict spam guidelines. Only highly relevant websites
are appropriate for inclusion in the Mahalo.com pages, and naturally, spam content is frowned
upon and will be rejected. Mahalo is also very stringent in the way it handles copyrighted
content; sites that are known to violate copyright law are banned from Mahalo and will not
be accepted on the site at any time.

If you are not a Mahalo guide, you can still contribute to the site on a lesser scale. You will be
unable to create pages from scratch, but if you have an account on Mahalo.com, you can make
edits to individual pages. Unlike Wikipedia pages, these pages will be confirmed by Mahalo’s
full-time staff for accuracy.
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FIGURE 8-7. A Mahalo Greenhouse page is a work in progress until it is moved to Mahalo’s main site

Further, Mahalo does let you edit pages about yourself or your company.? Mahalo’s full-time

staff members will still check all edits for accuracy and approve or reject the changes, but
contrary to Wikipedia rules, writing about yourself is not frowned upon. However, some

corporate social media policies will still prohibit employees from making edits on behalf of the
company and will instead elect a social media spokesperson to handle these communications.

On every page on Mahalo.com, a Discuss link (typically found at the bottom of the entry)

points users to a message board where they can converse with one another and with Mahalo
Guides about specific content of the page (Figure 8-8). The message board allows site members
to discuss the search result page, the links contained therein, and the overall topic.
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FIGURE 8-8. Mahalo discussion boards let site members discuss content of the current entry

Mahalo Social: The community of contributors

There is a lot more to Mahalo than its basic search engine. Mahalo Social (Figure 8-9) is the
social networking arm of Mahalo and allows Mahalo members to connect with one another.
For the most part, Mahalo Social simply aggregates social media profiles, such as your MySpace
profile, your delicious.com account, and your Twitter profile, among any other social media
profiles you maintain. More importantly, Mahalo Social enables users to recommend links to
the site and to one another. These links can then be used to further enhance the search results
on Mahalo.com.

The links that you recommend on Mahalo still must go through editorial review and can be
rejected or banned.* Mahalo will typically only allow the addition of links that are from highly
respected or heavily trafficked websites. This policy stems from Mahalo’s desire to give users
the most relevant content. If the content is laden with spam or if the site is not well developed
(and there is simply not enough content to justify its addition to any page), editors may ignore
the recommended link. Mahalo allows you to track the submissions of your recommended
links to determine whether they have been accepted or ignored. The service also incentivizes
by ranking your profile based on the number of successful links added to the site.

The Mahalo Social service also allows you to network with other users who maintain Mahalo
accounts. You can network with friends to see their recommended links and other account
activity on Mahalo. While there is no easy way to directly and privately communicate with
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FIGURE 8-9. A Mahalo Social profile page shows activity across the site, including links and Mahalo Answers activity

these users on Mahalo.com, if an account holder has shared her other social media profiles on
Mahalo Social, you can communicate with her on those other social media channels.

Mabhalo Social has a toolbar called Mahalo Follow (Figure 8-10), which allows you to quickly
recommend links to Mahalo.com, to share your favorite links with others via other social media
channels, to discover your friends’ favorite content as shared on Mahalo, and to easily search
within existing Mahalo pages. The toolbar also incorporates Mahalo results into your typical
search results so that you can easily find related Mahalo material from a regular search. You
can download the Mahalo Follow toolbar at http.//www.greenhouse.mahalo.com/Special:
FollowDownload.

Mahalo s Q| i+ Random v - Directory v Recommend this page? & Yes @ No = Maybe . Mylinks v My Friends' Links ~

FIGURE 8-10. The Mahalo Follow toolbar gives you special access
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Mahalo Answers: Ask and ye shall find

One of the latest additions to Mahalo is Mahalo Answers (Figure 8-11), which is a knowledge

exchange that allows users of the community to ask questions and provide answers to the

questions submitted by other users. The entire site is community-driven: any member of the

site can participate by asking any question she wants. Other community members can then

provide answers. Answers can be ranked by any user on the service as “helpful” or “not

helpful,” but the asker chooses the best answer.
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Perhaps most important to Mahalo Answers is the ability to “tip” the best answerer with real

monetary currency. When you ask a question of the Mahalo Answers community, you
typically put a Mahalo Dollars monetary value on each individual question. This can help
ensure that your question gets prompt attention. If you find an answer that is very helpful,

you can then “tip” the answerer with the amount at which you valued your question. Each
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Mahalo Dollar can be cashed out at $0.75 per $1 once a user’s account balance exceeds $40
(Mahalo monetizes its service by taking $0.25 per every $1).

If you choose not to tip any answerer, you can ask for a refund of that money and rescind the
tip, but be advised that this action is reflected in your user profile. To build trust in the Mahalo
Answers community, you should deliver on your monetary promise, especially if the answer
provided by another community member is valuable and helpful.

Mahalo Answers may be syndicated to actual Mahalo.com search engine articles. This also
gives you additional exposure as a contributor to the site.

Choosing the Best Answers: Using Yahoo! Answers for Social
Media Marketing

The Internet is social by nature, and as such, question-and-answer knowledge exchanges are
here to stay. People enjoy soliciting the advice of their peers on just about every subject to get
the benefit of others’ firsthand experience. Answers are especially helpful because unlike
search results, they are biased; humans can specifically recommend products to solve particular
problems, or they can recount experiences that will empower other community members in
similar situations. The most important social networks for this purpose boast millions of
monthly visitors and are also highly ranked in search results pages. Therefore, they are great
tools for social media marketing and can be used very effectively when you understand the
dynamics of the sites and how to leverage them appropriately.

The most popular Q& A site is Yahoo! Answers, shown in Figure 8-12. In a 2008 Hitwise survey,
> it was found that nearly 75 % of all visits to question-and-answer websites were being directed
to Yahoo! Answers, making it the most authoritative reference site for questions. Yahoo!
Answers has hundreds of millions of regular users, and there are hundreds of millions of
questions and possibly billions of answers provided on the network. If you've ever typed a
question in a search engine, you’ve likely been presented with a link to a Yahoo! Answers page
that directly addressed your inquiry. Yahoo! Answers can, therefore, be a very powerful social
media marketing tool, as it can drive traffic and awareness. With an understanding of Yahoo!
Answers, you will be able to use this service to your advantage.

Yahoo! Answers works much like Mahalo Answers. Participants ask questions, and other
community members provide answers. Instead of a monetary incentive, Yahoo! Answers uses
a point-based system. Community members accumulate points for answers they provide;
answers that are voted “best answer” receive more points. (Yahoo! will deduct points from
users who ask questions.) If you are able to answer question and achieve a high point ranking,
you can establish a good reputation on the site. The higher ranks also give you privileges not
offered to users in lower rankings, such as the ability to ask more questions in a specified time
period and to vote on answers more frequently.
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Yahoo! Answers Blog moood

Ask Mike: An action figure by any other
name...

Az a kid [ =pent an inordinate amount of time playing with
action figures. G| Joe, Star Wars, He-Man—if it was a
plastic guy based on & TV show of rnovie, | was all over
it. One guestion that always struck me—why are they
called "action figures," when, really, they're just dolls?

Read the Answers Blog >

“«auom»
Iy Metwork's QfA Hide [+
No new Q&A's from your Contacts this week.

Irwite Friends B
Answer Questions Recent Popular

How Is my diet and exercise regimen?
7 In Diet & Fitness - Asked by Kandvkane - 1 second ago

T4
0

a

Under the American system as seem by the Founders,
where do rights come from?
2 In Law & Ethics - Asked by migurl- 1 second ago

Can you help me make a cormplete outfit?
¥ InEashion & Atcessories - Asked by Lalokis - 1 second ago

Adter hasic training, how long do you go horme? or do you go straight to
MOS?
o In Military - Asked by tomatoesd54 - 1 second ago

There’s an abundance of activity on the Yahoo! Answers site. At any given time, questions are
being asked and answers are being provided. This means that if you plan on using Yahoo!
Answers to provide your own solutions to the community, you have an almost unlimited
chance to do so, as there are hundreds of related questions that you likely can contribute your
answer to.

Yahoo! Answers is one of the busiest web properties, with community engagement during all
hours of the day. There are millions of archived questions and hundreds of thousands of
questions that you can contribute to as a community member.
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Promote Your Business on Yahoo! Answers

Your business likely provides a service or product. Maybe you have a web page that directly
answers a question that has been asked on Yahoo! Answers. Wouldn't you like to capitalize
on the opportunity to give a valuable answer to someone who may be seeking out your
expertise?

Fortunately, you can. However, you need to make sure you follow the appropriate rules of
engagement. Like Wikipedia, Yahoo! Answers relies heavily on community moderation. If you
are perceived to be submitting spam, users can click the Report Abuse button and write an
explanation of why a particular question or answer may not be appropriate for the Yahoo!
Answers community; the user account, question, or answer may subsequently be deleted.

Give Back to the Community

Like other social networks, your motives should still be somewhat altruistic in nature, though
later in this section, you will learn that fulfilling business objectives is not a punishable tactic.
Since Yahoo! Answers has so many questions, there should be no shortage of questions you
can answer, and further, you may notice that some of the answers provided by regular
community participants are not necessarily the best and most comprehensive. This is where
you have the opportunity to shine and really add value to the community. By writing well-
researched and helpful answers, you can establish yourself as a highly ranked member on the
service. The more “Best Answers” you accumulate on your account, the more opportunity you
have to build this credibility.

Once you find a question you feel you can provide a great answer to, click the Answer this
Question button. You will be presented with a screen that lets you compose your answer
(Figure 8-13).

Of particular note is the field below the Your Answer box. Use this field to specify your source.
That source may be Wikipedia, a news article, or even a web page you wrote yourself on your
own company’s website! This is a great opportunity to provide basic information that answers
the question and refers readers to more detailed information.

Find Questions to Answer

If you want to take advantage of the Yahoo! Answers facility on a semiconsistent or regular
basis for marketing, you can refer to the Advanced Answer Search to find searches for a
particular phrase. Ensure that you indicate that you are only looking to search for Open
Questions; this way, you will be able to participate in any relevant Q& A thread that has not
been closed due to expired time. Naturally, if you proceed along this route, you may wish to
balance these marketing-type contributions with your own altruistic edits; chances are you
will be able to answer an 8th grader’s homework question, or perhaps even pregnancy

INFORMING YOUR PUBLIC: THE INFORMATIONAL SOCIAL NETWORKS 189



) What's your answer?

How do you make avatars?

how do you make avatars to put on a website like iconator or something? |
there & program you need, and if so what is it? thank you

Your Answer:

Tip: Be as specific and

detailed as you can. Use

any personal experience or
.g knowledge you might have

fou can use research to
help support your answer,

What's your source?

Share the sites you referenced in your research and give credit Do a little research:

This is a greatway to add suppart to your
answer.

& "wp Yahoo! © 73 Wikipedia

W Search The Web

FIGURE 8-13. Providing an answer

questions. Yahoo! Answers has a plethora of questions pertaining to homework and
pregnancy; these are two of the most popular and active categories on the site.

Associate Yourself with Your Business

If you do not have any specific business objectives but perhaps have expertise in a particular
subject matter, you may want to leverage Yahoo! Answers in a different way. You can add
links to your Yahoo! Answers profile in the “About Me” section, so this is a good place to
showcase your company website or blog. You can also sign your answers with an associated
URL, especially if you feel that it supports your answer and your credibility. It is never a bad
thing to identify yourself as a bartender when asked about liquor, and it’s certainly not harmful
to identify yourself as a veterinarian if you are answering a question about the health of
someone’s cat. Of course, signing your answer with your name, affiliation, and business home
page may be a good way to get more eyeballs on the business you provide.

You’re Encouraged to Self-Promote!

The best part about Yahoo! Answers is that none of this self-promoting activity is frowned upon
by Yahoo!. In fact, this behavior is encouraged. According to the site’s own guidelines, you
should associate yourself as a knowledgeable professional or business owner when
appropriate:®
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There are many professionals and business owners providing valuable knowledge and
experiences on Answers. By identifying yourself as such and providing great answers, you are

building credibility and positive brand image.

By all means, then, use Yahoo! Answers as often as possible for your business marketing
objectives. As you contribute more and more to the site and your answers are voted “Best
Answer” on a regular basis, you’ll have more of an opportunity to really stand out from the
crowd. Perhaps that activity can get you voted as “Top Contributor” on the site, which is a
designation provided by Yahoo! Answers to active participants in particular categories.

Keep Abreast of the Latest Questions, and Answer Away

So how do you monitor Yahoo! Answers on a regular basis? You can visit the site frequently
and navigate to a specific category, or you can perform a search. Better yet, you can subscribe
to RSS results of a particular search on Yahoo! Answers, so those earlier Advanced Search
results can be ported directly into your RSS reader of choice. Similarly, you can also subscribe
to RSS feeds of any general category, as featured on the left-hand sidebar of the Yahoo!
Answers site. Once you get these questions through your feed reader or via the search, you
can begin answering more and more relevant questions and building your account persona to
establish trustworthiness on the site.

Other Q&A Websites to Be Considered in a Social Media
Marketing Strategy

While Yahoo! Answers has the largest share of visits among all knowledge exchange websites,
there are numerous other websites that are very similar in approach and can also work to your
marketing advantage. Be advised that when you engage on such sites, you should avoid any
excessive self-promotion; some sites will not approve of marketing at all.

WikiAnswers
WikiAnswers is the second most popular Q& A website, according to Hitwise, with
approximately 19% of total visits. The service is a hybrid of the most interesting features
of Yahoo! Answers and Wikipedia. Like Yahoo! Answers, users ask questions, and
members of the community answer the questions. And, like Wikipedia, you can enhance
existing answers and watch updates. Therefore, only one answer is provided and can be
edited at any given time by WikiAnswers account holders for accuracy.

Ask Metafilter
Ask Metafilter is a very close-knit community of individuals interested in helping one
another. Answers are typically higher quality than many other knowledge exchange
websites, and community members are extremely engaged and typically passionate about
the subject of discussion. As such, Ask Metafilter strives only to accept users who are
serious contributors; each new signup costs $5. On a site like Ask Metafilter, it is critical
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to avoid being overtly self-promotional, as that can result in a lifetime ban from the service
(and the $5 you initially donated is nonrefundable). The best contributors are those who
are selfless and really want to enhance the community by providing helpful answers. The
community is cognizant that there are numerous users of the service using it for marketing
gain. Therefore, you should avoid contributing in a self-centered way.

Answerbag

Answerbag is very similar to Yahoo! Answers, as it gives users the ability to ask questions
and answer them. Users can rate questions and answers, and perhaps most significantly,
users can comment on answers. If you’ve seen some of the answers provided on Yahoo!
Answers, you know that having the ability to comment on answers is a useful resource,
especially when the proposed answer is completely off-base (and yet is still somehow
endorsed by the community as the most relevant answer!).

Askville

Askville, owned by Amazon.com, is a resource-intensive knowledge exchange. Some of
the more popular answers on the site are extremely well researched and detailed. Askville
encourages you to add citations and references to your answer and also allows you to
accompany your answer with a map, a product that can be purchased via Amazon.com,
or video (which is pulled by Google Video, YouTube, and other services).

Twitter Answers

Twitter Answers provides a unique way to use Twitter for answering questions. You must
have an account on Twitter and also on Mosio.com, a mobile-powered search provider.
With Twitter questions, you follow Twitter user “QNA” to ask a question. You can receive
up to four answers to your question, which will be posted to the website or directly to
your mobile phone. This service is mostly informational and is not necessarily the best
option for social media marketing, as answers are provided to one individual (the person
who asked the question).

@answerme

@answerme is another Twitter-powered tool for asking and answering questions. Simply
start your question with @answerme. Start an answer with @answerme @username and
proceed to offer an answer. Again, this may not be the ideal tool for social media
marketing, but it may be useful for discovering information and also for targeting your
answer to someone specifically seeking out input. Then again, using Twitter as a
standalone Q&A tool may be the easiest way to get answers quickly.

LinkedIn Answers

192

You can use LinkedIn Answers to solicit information from experts in a particular subject.
It also provides a great way to connect with individuals within your LinkedIn network
and to possibly even gain new customers. For more information on LinkedIn Answers and
how to use the service for your marketing goals, see Chapter 7.

CHAPTER EIGHT


http://www.answerbag.com
http://askville.amazon.com
http://www.mosio.com/twitter
http://www.twitter.com/answerme
http://www.linkedin.com/answers

Aardvark
Aardvark was launched in March 2009 and allows you to get answers to questions from
users in your extended social network. Aardvark is primarily powered over IM
applications. When you ask a question on the Aardvark service via IM, the service tries to
farm your contacts and your second-degree contacts (your friends’ contacts) to find the
best answer to your question. It’s not the best tool for marketing, but it shows the power
of leveraging your social communities for knowledge gain.

Knowledge Is Power

If you possess knowledge, by all means, don’t be afraid to share it. Numerous individuals,
bloggers particularly, worry about giving out so much free information on their websites and
wonder if it will be detrimental to business. Chances are that you’ll be hired regardless of the
content you provide on your website or in social profiles, because you’ll perceived as someone
who can execute and who possesses even more knowledge than you share.

The biggest benefit to sharing knowledge is that you're arming individuals with information
that enhances their opinion of your credibility. Would the CEO of a company rather be known
as someone who has a great deal of knowledge and appears to be extremely approachable, or
would he want to be perceived as someone who has kept all the “secrets” to himself? In today’s
modern social media marketing mindset, knowledge truly is power and both parties can benefit
from it.

What does this ultimately do for you? By contributing knowledge for free to the greater
community, you can garner links that point to your social media profiles, your valuable
contribution, or to your website. After all, if you provide helptul insights, people will notice,
and those who maintain their own social profiles may recommend a link—your link—to their
networks. They may reference your incredibly helpful article. They may recommend your
company for related business tasks. This is the foundation upon which social media works: you
share, and the community shares as well. It starts on knowledge exchange websites and
informational sites such as Wikipedia, but the benefits can be much farther-reaching than
previously imagined.

The more links you get, the more of an authority you become. This works both for human
readers and search engines. If I am finding “endorsements” to your content within a news
article and then later read another endorsement on another highly respected social media
marketing channel, I am more likely to trust you. Similarly, when search engines see different
links from diverse sources pointing to your page, they, too, begin to trust you as a contributor.
This is how sites like Wikipedia, Mahalo, and Yahoo! Answers have come to be such highly
regarded websites: the knowledge contained therein has been consistently valuable to
thousands of users and content creators on the Web.
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With links comes traffic. Wikipedia, Mahalo, and Yahoo! Answers are extremely popular

websites because they are highly ranked in search engine results pages. Further, good content
that is shared among individuals translates to more traffic as well. By taking advantage of these
opportunities, you can drive relevant traffic to your website whenever you deem appropriate.

As a result of links and traffic, you can brand yourself and establish your identity as a true
thought leader in your industry. If you consistently engage in these communities and provide
useful information that the community appreciates, you can become well known within your
industry, which ultimately can improve your brand and establish your authority in a specific
niche.

Create Your Own Wiki

While you can contribute your expertise to existing websites, you can also create your own
wiki by utilizing online services or from freely available open source applications. Wikipedia,
for example, is powered by an open source platform known as MediaWiki.

A wikiis simply a collection of web pages that can be modified by anyone with access to the
web application. It is a living document that allows for collaboration and regular updates.

If you have your own web hosting provider, MediaWiki offers you the familiar Wikipedia look
and feel, though newcomers may find that building a wiki from scratch is overwhelming and
will still need to understand the syntax for updating and editing wiki pages. If you do not have
your own hosting provider or want to host your wiki page elsewhere, consider using pbwiki,
a widely used collaborative wiki for businesses, college course work, and other user-generated
content. Figure 8-14 shows an example pbwiki page for a college course on social networking.
pbwiki is available in a free version, but paid options are also available with more storage and
support options.

A second hosted option for your wiki is Wetpaint, which also offers free and paid options. One
of the premier social media marketing wikis, the Altimeter Wiki, is powered by Wetpaint.

A wiki is a great tool to keep the public informed of the latest additions and updates about a
particular subject without having to ask a specific forum administrator or blogger to make an
update. Further, wikis are extremely informative.

Wikis are best used when targeting a very specific audience that is already active and engaged.
Additionally, it is best to have a moderator who can oversee changes on a regular basis.

TIP

While wikis are powerful applications for collaborative work, they can also be excellent low-
cost options to convey internal company information for small businesses. Executives can
communicate business updates to the company’s employees via a wiki without much
overhead and technical know-how.
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FIGURE 8-14. A pbwiki page serves as a collaborative effort for a college course

Summary

Our interactions on the Internet are likely more social than we ever previously believed
possible. Today, we perform searches on the Internet, and social informational sites are likely
to be ranked high in search results. Sites like Wikipedia, Mahalo, and Yahoo! Answers are
endorsed by users via links and word-of-mouth marketing, and search engines, therefore,
know to provide emphasis on these pages in the results. Because community members can
contribute to these pages, they provide a great way to build relevant traffic for your brand or
company web page. . Furthermore, they help you establish yourself as a knowledgeable expert
while building strong relationships in another social media capacity.

Wikipedia is by far the largest social informational network and has indexed millions of articles.
When you're contributing to Wikipedia, the most important rules to remember are that
spamming is prohibited and that you should only add content that is deemed “notable” by the
community. You will need to establish notability for any new page created. Further, Wikipedia
does not allow you to edit pages where there could be a perceived conflict of interest, so
companies and individuals are not allowed to edit pages about themselves. Instead, employees
of a company can use the article Talk pages to voice concerns with page editors, or they can
use the Noticeboard to bring the issue to the attention of Wikipedia administrators.

Mabhalo is a new human-edited search engine with several components. Mahalo.com content
is typically curated in the Mahalo Greenhouse. Guides create SeRPs here and then push them
out to the public. Anyone can apply to be a guide on Mahalo. The site also has a social element
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called Mahalo Social, where you can recommend links to be included on Mahalo.com. Finally,
Mabhalo has a questions-and-answers section, and the service entices users to contribute
valuable answers by offering monetary compensation.

Beyond these informational sites, Q&A websites are also becoming prevalent. By far, the
biggest Q& A website is Yahoo! Answers, with millions of members and billions of answers. The
best part about Yahoo! Answers is that there are no rules restricting businesses from
participating in a self-promotional way. Yahoo! acknowledges that if you do have the business
knowledge, you are more qualified to answer some questions than the average layman.

A number of other question-and-answer sites are noteworthy, but not all bring great traffic.
Of particular significance is WikiAnswers, which lets people edit answers (as on any other
wiki), and Amazon’s Askville, which lets users add detailed answers and encourages them to
provide relevant widgets, such as maps, product pages, and video.

Being a contributor to these websites can result in links that may work to your benefit by
bringing you more traffic, more credibility, and better branding. Ultimately, you can become
an established thought leader and perhaps someone others trust or rely on for accurate and
helpful contributions or answers.

Anyone can create a wiki on any subject. Wikis allow users to collaborate on particular issues
and can be extremely useful for compiling data about a particular topic, especially when new
information is always coming in. Some very popular collaborative social sites operate upon

wikis, and wikis can also serve as wonderful tools for internal small-business communications.
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CHAPTER NINE

Leaving Your Mark: How to Rock the Social
Bookmarking Space

You find a website that you like and decide to save it to your Favorites. The next time you're
online, you can open your browser, navigate to your Favorites menu, and start accessing the
pages you need easily. That’s the bookmarking most of us are familiar with. Social bookmarking
takes that a step further by allowing users to save their bookmarks online to share with friends.
As a plus, your bookmarks are accessible wherever you go and from any computer.

With social bookmarking, Internet users can store and organize their bookmarks publicly.
Many applications take this functionality and extend it by allowing users to recommend
bookmarks to friends and to label these bookmarks with certain identifiers, called zags. This
mostly publicly available information can then be used for content discovery and
understanding how others categorize content produced by web developers and companies.

A Timeline: The Past, Present, and Future

Bookmarking has gone through a pronounced evolution since its usefulness was first
discovered. Whereas bookmarking was once a task for private use, it has since become
increasingly social, and the future will likely see even greater integration of bookmarking in
our everyday habits and web searches.
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The Past: Bookmarking Without the Help of Social Sites

Once upon a time, you discovered a web page you knew you’d want to reference again and
again. Chances are that if you wanted to keep tabs on that page without having to memorize
the URL, you’d navigate to the Bookmarks or Favorites menu on your web browser and save
the website address in a process known as bookmarking. Much like the traditional ways of
saving your place in a book or manuscript, an Internet bookmark is a pointer to a stored web
page location so that you can easily access this information again in the future.

When bookmarking URLs the “old-fashioned” way, you’d likely also categorize your
bookmarks into a folder or give them easy-to-remember titles. That way, you could find the
page as needed despite the amount of bookmarks you may have accumulated over a lengthy
period of time.

But bookmarking has its problems, which have become obvious over time.

Eventually, you’d probably collect many different bookmarks and your browser would be slow
to run. After all, if you had gathered hundreds of different bookmarks, your browser would
be feeling bloated with all the new personalized data it needed to load before it actually pulled
up your home page. Ever wonder why your browser is slow? Chances are, there is simply a
lot of personalized data contributing bogging it down!

What about organization of the bookmarks? If you merely saved a bunch of pages in bulk to
a folder, how could you possibly find that article you bookmarked six months ago among the
clutter in your Favorites menu? If you're a bookmarking packrat, you may have had problems
finding a page you stored long ago, and the length of time it took to pull up your Favorites
menu probably did not add to the fun of searching through your bookmarks for the single one
you were looking for.

These are obstacles that present-day social bookmarking has attempted to solve.

The Present: Socially Shared

With the rise of content production and the cheap cost of establishing a presence on a website,
it is now easier for users to sign up for free accounts on websites to store data they really need
to reference without having that information confined to a single computer’s bloated browser.
When one of my supervisors had to have her computer formatted due to a virus, she was
worried about leaving her important bookmarks behind. Before the computer was completely
wiped out and the operating system reinstalled, we signed her up with an online social
bookmarking service where she stored her needed URLs. From that point on, she could simply
go to her personalized page to get her favorite bookmarks whenever she needed. The best part
for her is the ability to access this data from her home computer and from her work computer,
so she isn’t restricted to any specific location when she wants to pull up the web pages she
needs.

198 CHAPTER NINE



Little did my supervisor know when she signed up on the social bookmarking site that it is
jam-packed with features beyond just storing your must-have URLs in a centralized online
location. There is a lot more to social bookmarking than remote access from a single location.
These services don’t just store your bookmarks for your own consumption; everyone can
benetit from seeing your bookmarks and favorite URLs. Of course, there’s always the concern
that your private data could also be discovered via these public channels, but most
bookmarking services give you the option to either share these pages publicly to the entire
social network or to keep specific URLs private.

When you think about it, how many bookmarks do you have that are completely private—
that you would not want to share with anyone? What about public and interesting content?
Chances are, you have a few URLs to your bank accounts and perhaps other sensitive
information stored somewhere on your computer. On the other hand, you probably have sent
your friends, colleagues, and family members hundreds of URLSs to other websites because the
content on them was interesting. Or you may have stumbled upon an article that is relevant
to your interests that you may want to reference later—just like a bookmark. These URLs don’t
need to be privately saved. In fact, while social bookmarking services can save URLs that you
designate as public or private (and yes, you can make all your URLSs private if you wish), you'll
find that there’s a lot to gain by sharing, from building your network to discovering new and
attention-grabbing content.

This is another reason that socially shared bookmark applications have taken off in popularity.
With hundreds of millions of bookmarks stored on a variety of services, some popular and
others still gaining public adoption, it is clear that individuals really like to tell people about
their favorite destinations on the Internet. Further, social bookmarking serves the purpose of
assisting in research. By tagging your bookmarks, you give semantic value to your bookmarks
so that you can easily find them again. But if you tag them andshare them, individuals in your
network or elsewhere can discover brand-new content that can further enhance their work
needs or interests. Finally, you can look at the way other people are bookmarking your site to
get a feel for public opinion about your organization.

DEFINITION

Tags are metadata typically assigned to a unit of information (in this case, a bookmark) as
descriptors. For example, an article about television series House may be tagged as “drama,”
“BPOX,” “television,” “tv,” “medicine,” “health,” or “hughlaurie” (yes, normally without
spaces, as will be described later in this chapter), among other potential tags.

Let’s look into social bookmarking in more detail. While social bookmarking services exist to
help you centralize a list of your favorite websites in a single location, the goal really is for
social sharing, and that’s exactly what today’s social bookmarking accomplishes. The home
pages of many widely used social bookmarking sites specifically display the most popular
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bookmarks of the hour, and this data is constantly being refreshed with brand-new, remarkable
and timely content.

How do you actually start saving bookmarks? Depending on the service, there are multiple
ways to work with social bookmarking tools. Some services have bookmarklets, which refer
to snippets of code that are embedded in the browser and act as shortcuts to perform certain
tasks. Some have actual add-ons, such as toolbars, for browsers. Some will even allow you to
navigate directly to a website and input the bookmark that way. With these tools, you will
usually have the opportunity to add tags and categories where applicable.

Once you've actually stored your bookmarks, you can always navigate back to your customized
home page from any computer, though you will only be able to access private bookmarks if
you're logged in. Typically, social bookmarking sites will also allow you to navigate directly to
a tag page to see all bookmarks with a specific tag. This lets you access all of your topical
information in one fell swoop.

If you want to access the bookmarks of friends, you can add them to your network seamlessly.
Some services will let you add your friends immediately and access all of their information;
others will only provide access once a friendship connection has been confirmed.

If you like the bookmarks of friends, you can subscribe to their favorites via RSS. This lets you
keep abreast of their newest discoveries as they add new bookmarks to the services. You can
also share your favorite links with your friends on these social bookmarking sites, through the
process to do so varies on each individual site.

Later in this chapter, we'll discuss the best features of the most popular social bookmarking
services to see how you can maximize them for bookmarking and inspiration.

The Future: A Likely Integration into Search Results

Tagging is not just a social bookmarking phenomenon. It facilitates people keeping track of
content online and locating those pages later. Gone are the days of purely algorithmically based
tasks; today, social elements permeate all of our online activities. Even search engines, which
traditionally have relied so heavily on algorithms to provide results, are taking more social cues
and integrating human behavior into their search algorithms. Google has been the frontrunner
in social integration, as described in an article by search guru Danny Sullivan on search industry
premier blog Search Engine Land.! In the article, Sullivan suggests that Google will be getting
more personal. With the 2007 launch of Google Personalized Search,? which provides more
personalized results to the web searcher, it’s clear that Google is looking to make searching a
lot more customized for searchers.

With Google’s launch of SearchWiki in November 2008,3 it certainly appears as if it is pivoting
toward the social. With SearchWiki, personalization also plays a tremendous role: users can

rerank or completely remove search results. It also allows users to add notes to search results
(which seems awfully similar to the tagging we see today among social bookmarking services,
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and also appears to emulate how one can add descriptions to new bookmarks on social
bookmarking sites). While the social role that SearchWiki will play in the future is uncertain,
it is possible, according to Google, that user interaction will influence how Google reranks
results. 4

Perhaps we will see the evolution of social bookmarking really make its way into search. Only
time will tell.

Using Social Bookmarking Sites

There are two main contenders in the social bookmarking sphere, delicious.com and
StumbleUpon. While StumbleUpon is arguably not a bookmarking service at its core—instead,
it’s a content discovery engine—it contains many of the same elements seen in social
bookmarking services, and since it can be and often is used as a bookmarking tool, we will
explore it further in this chapter. Yahoo!-owned delicious.com, on the other hand, is by far
the leading social bookmarking service on the Internet. We will look at how to use these
services for storing bookmarks, retrieving bookmarks, finding new content, and networking.

A third site, Diigo, is becoming increasingly popular for social bookmarking. Like delicious.com,
it is a social bookmarking tool but with a lot more feature enhancements that are not available
in the widespread delicious.com application.

StumbleUpon: A Content Discovery Engine with Bookmarking Features

One of the most unique social media offerings is StumbleUpon, a social content discovery
engine with bookmarking features. StumbleUpon is different from many other social sites in
that it works via a toolbar installation on your browser. Once it gathers personalized
information from you (hobbies and interests), you can start surfing with StumbleUpon to find
brand new sites that are related to your interests as suggested by other users on the service.
The more active you are on StumbleUpon, the more opportunity there is for you to grow your
network and expose your own content to more and more StumbleUpon users.

Signing up with StumbleUpon

If you're ready to take the plunge into StumbleUpon, you must have a supported web browser.
StumbleUpon supports both Internet Explorer and Mozilla Firefox. The first step is to choose
a username, which will ultimately point to your personalized space on the site, such as http://
yourname . stumbleupon.com. You will then be asked to download the software. After downloading
and installing the software, provide information about your StumbleUpon community goals
(are you here for business? friendship? web surfing? dating?). You can also volunteer other
information, such as your interests, favorite TV shows and movies, and more. Next it’s time to
manage your interests (Figure 9-1). In this section, mark the checkbox of the categories you
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Manage your interests
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FIGURE 9-1. Manage your interests on StumbleUpon

are interested in, such as arts/history, health, outdoors, and religion. You can check as many
categories as you want.

Now you're ready to start stumbling.

Using StumbleUpon: Toolbar basics

StumbleUpon is easy to use but may be more difficult to “master” if you are looking for
community and trying to achieve social media marketing goals. Let’s take a look at the toolbar
and the various features available (Figure 9-2).

TR T

FIGURE 9-2. The StumbleUpon toolbar

The StumbleUpon toolbar includes a number of different icons, and even some of the heaviest
users don’t actually know what they all do. Here are some of the most useful and most
commonly used icons.

Stumble!
When you click the Stumble! button (1), the toolbar will spit out a brand-new web page
that is relevant to your interests based on the information you have already provided to
the service. In an effort to help you use the network for social interaction, StumbleUpon
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places in the toolbar the username of any individual on the service (often someone in your
network) who has also stumbled upon that story in the past (Figure 9-3).

You can click on this name and be directed to that user’s StumbleUpon home page or blog,
which will feature that user’s latest discoveries and reviews.

Qosumbier | fy1kenr W o | @ Fsendtor () | haneek: (P R G D 8- Av | g mwiton . Faveeites [ Friends (£ Tookse

i

FIGURE 9-3. StumbleUpon friend referral

Thumbs up/thumbs down
Do you like the page you were just presented with? If you do, thumb it up (2)! If you
don't, feel free to vote against it with the thumbs-down button (2).

Tag

Here’s your social bookmarking at work. When you click the Tag icon (3), you'll open a
window that allows you to categorize your page with up to five unique tags (Figure 9-4).
While StumbleUpon allows spaces in tags (delicious.com does not), you may prefer to be
consistent with the rest of the users in your network and use spaces, dashes, or no spacing
at all. If you are simply using StumbleUpon for your own personal bookmarking, there is
no need to follow any consistent tagging pattern unless you do want to locate those sites
again for your own purposes.

While tags do not seem to do much at this point, they are very interactive and can aid in
content discovery.

stumblelipon Tag ) x|

Enter up ko 5 tags, separated by commas;

Irna-: a5 ¥, mac, compukers, tips, mac—os|

Spaces are allowed inatag.

[l 4 I Cancel I

FIGURE 9-4. StumbleUpon tagging window

Send To
The Send To menu (4) contains a list of users in your network. At first, it will be empty.
You can begin building your network of users by subscribing to their favorites and adding
them as friends. If they reciprocate, you can start sending your favorite pages to them.
When you receive new incoming content via users in your network, a number will appear
on your toolbar next to the Stumble! button (Figure 9-5). The best part is that when a
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FIGURE 9-5. Your StumbleUpon friends have sent you two new stumbles

user first “stumbles,” he will be forced to see your page and any other pages waiting in the
queue for his exploration. He must see your pages before seeing other pages contributed
by other StumbleUpon users. When you receive an incoming page, you will see a message
at the top of the page with a short description sent to you by your friend. You can respond
to or dismiss this message. While the Send To menu feature is quite useful, you shouldn’t
abuse the tool and send many pages frequently—don’t overwhelm your friends with
multiple Stumble requests. Additionally, try not to send too much content from the same
URL to the same friends.

NOTE

Until recently, the only way you were able to share content with your friends was via the
Send To button, and with that tool, you’d have to manually send content to each individual
friend. StumbleUpon recently released a new Share feature that lets you send the same page

to multiple contacts at once, thereby saving you time and energy.

Reviews of this page
The speech-bubble icon (5) points to StumbleUpon reviews of any specific page. When
you click on this icon, you will find out if the page has already been discovered on
StumbleUpon. You can either be the first one to discover it with your review, or if it has
already been discovered, you can add your own personalized review. Normally, though,
you should always “thumbs up” or “thumbs down” a page before (or after) adding a review
to give it your endorsement (or disapproval), so that the StumbleUpon algorithm takes
your opinion into account. A thumbs up helps ensure that more people see that content,
whereas a thumbs down may stop a submission from spreading (if enough other people
also give it a thumbs down).

TIP

One of the biggest mistakes committed on StumbleUpon is that users give glowing reviews
to pages without actually thumbing up the content. The “thumbs up” is believed by the
community to be the most important part of the StumbleUpon algorithm, so don’t forget to

include both a review and a thumbs up.

Channel buttons
The next few buttons refer to the types of content you receive on StumbleUpon. These
are the different StumbleUpon Channels. Perhaps you want to see news articles or video
exclusively. Or maybe you want to get a mix of content, such as photographs, news, and
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content relevant to a specific topic. The next few icons correspond to the various channels
that you can tune into in order to see related content.

Stumble all
The icon that looks like a globe (6) lets you stumble all kinds of StumbleUpon content.
This is the default navigational setting. When you click this icon, you’ll be presented
with video, pictures, news, and any other content that fits in with your interests.

Stumble favorites from your people subscriptions
The icon that displays two users (7) lets you start exploring pages that have been
submitted or thumbed up by your friends. If you click this icon without first building
up a network, StumbleUpon will suggest pages to you that were recommended by
any member of the service. Once you start adding these users to your network (by
subscribing to their favorites or by adding them to your friends list), this feature will
provide you with links of pages they have discovered or endorsed on the service.

Stumble images
If images and photographs are your thing (and you don’t want to read much),
stumbling images (8) would be the ideal option for you.

Stumble videos
StumbleUpon also has a variety of video submissions that you can watch. Click the
Video icon (9) to access StumbleUpon videos.

StumbleThru a website
Use this icon (10) to “stumble through” specific websites that have thousands of
submitted pages. These websites are: BBC News, Blogspot, Break.com (a video-
sharing site), CNN, Flickr, Funny or Die (a video-sharing site), HowStuffWorks (an
informational site), Huffington Post (a political blog), MetaCafe (a video-sharing site),
MySpace, PBS, PhysOrg (a news site), Rolling Stone, Scientific American, The Onion,
university websites, U.S. government websites, Wikipedia, Wired, WordPress, and
YouTube. There’s no real benetit to stumbling within these pages, but you may prefer
to discover specific types of content, and as such, StumbleUpon has made it easier for
you to find user-recommended pages from a variety of popular sources.

Stumble news items
If you are interested in news, click the Newspaper icon (11) to be presented with only
news stories. These are typically recent stories but not necessarily breaking news.

All (“Select a channel”)
The All drop-down menu (12) gives you options to select any of these preceding
channels (such as video, images, and friends’ recommendations) and contains other
features, including a Search tool. You can also only stumble content relevant to your
interests (which you would have specified in the form shown in Figure 9-1). The
menu is prepopulated with content that corresponds to your interests.

The next part of the toolbar contains account-specific features.
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Favorites
The Favorites icon (13) takes you to your home page on StumbleUpon.

Friends
The Friends icon (14) shows you who your mutual friends are (“Your Friends”), as well
as individuals whose pages you have subscribed to but who are not subscribed to you
(“Your subscriptions”). On the sidebar on the right side of the Friends page, you will also
see who is subscribed to your pages and find other users on the StumbleUpon service who

are like you (Figure 9-6).

DEFINITION

On a social network, a murual friendrefers to someone who you have added as a friend who

also has added you as a friend.
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FIGURE 9-6. Your StumbleUpon friends, subscribers, and similar stumblers
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Inbox
Click the Inbox icon (15) to access your StumbleUpon inbox. As you become more and
more active on the service and broaden your network, you will surely begin receiving fan
mail or requests to add other individuals to your network. You will also receive incoming
messages when other users of the service review your profile page (and in most cases,
they’re doing so because they like you: you are providing very valuable stumbles!).

Tools
Click the Tools icon (16) to customize your toolbar, modify your account preferences, find
more friends, log in or out of the service, and get more information about StumbleUpon.

Sharing your content with all your friends in one fell swoop

In the previous section, you learned that you can use the Send To menu to send a web page
to a single friend. If you wanted to use the Send To menu to send the page to more than one
person, however, you’d have to repeat this process again and again.

Fortunately, StumbleUpon addresses this problem with its Share feature, which lets you send
a single page to multiple friends (all of them or a select few; see Figure 9-7) at once.

ml' StumbleUpon Share this

Discover yaur web

I Your Home News Photos Videos Arts Business Computers Health Fun Life |[g
‘Your Favorites What's Newr Friends Inbox Groups Preferences ]
I
Your Favorites :
Reviews Favorites Photos videos Discoveries =
post new: @ Site <1 Blag & video ® picture Y
-]
7, o
T —
A P
T
Enter to Win an Efika  Living off the land in  Leningrad, War & Sell More by Seeing rom puntrun
Leather Wallet.., Detrait | MNN... Time: Phota- Your Store Through. . 0 Recipients

2 reviews & reviews 8 reviews 1 review

1 thought that this page was
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and review!

LA
fouTube - GOOD WILL A Visual Guide to Run a 5K in 8 Weeks - Strangest Sights in
HUNTING: THE Inflation | Mint.... Training Program... Goagle Strest Views...

1 review 19 reviews 7 reviews 30 reviews

FIGURE 9-7. StumbleUpon’s Share feature lets you send a page to multiple users with a personalized message

You can access this somewhat-hidden Share feature by going to your home page and hovering
your mouse over a page you have already stumbled. Click the Share link in the bottom
righthand corner. A list of all your mutual friends will be displayed. Select the individuals that
you want to send the page to, and add a personalized message.

The benetfit is that all your friends will definitely see your page the next time they log in to
StumbleUpon. On the other hand, some users suspect that this behavior may minimize the
impact of the StumbleUpon algorithm, especially when individuals give a thumbs up on every
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page they are alerted to. As such, it is possible that the pages may never leave the individuals
in your network, even if they thumbs up the page, but this may be because friends often
thumbs up every page they receive. If you are the recipient of a page from an individual in
your network, don’t give it the thumbs up unless you genuinely approve of it.

Stumbling and reviewing content

Now that you have an understanding of StumbleUpon’s basic toolbar, you can start stumbling
and reviewing content that you like. When you are the first person to give the thumbs up to
a page, you will be presented with a StumbleUpon Discovery page (Figure 9-8), where you
can add the first review for the submission. You can also categorize the submission by selecting
one of the topics (or choosing a topic from the drop-down list). You can add related tags to this
page and you can flag it as “Adult.”

Discovery - StumbleUpon 5[

Your 906th discovery on StumbleUpon

http: //blogs. apenforum. cam/category/management/

Safe for work? @& vez € No, contains nudity or adult content
Topic ApplefMac Arts Bizarre Blogs Books Business Computers Design Environment  Food
Forums Gamss Health History Home Humor  Internet  Linux  Living  Movies  Music
Photos  Politics  Science  Self Improvement  Shopping  Society  Sports Technology  Windows

Other hd

Ibusmess, management, entreprenaurship

Tags

Review

Language |English -

FIGURE 9-8. A StumbleUpon Discovery page

TIP

Typically, you want to avoid submitting “adult” content on StumbleUpon; by default, the
service often categorizes adult-flagged content as pornography and will restrict most users
from viewing these pages.

If you're aiming to build a credible StumbleUpon account, you should be active on the service.
This translates to more friends and a stronger and wider network. As a solid StumbleUpon
contributor, you should review about 10-15 pages a day and give the thumbs up on other
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content as well. You should also contribute good content to StumbleUpon and not all from a
single source URL, since that can be perceived as excessive and overtly self-promotional. This
activity will naturally cause other users to become aware of your profile and add you as a friend.
It’s also a good idea to look into the activities of other users, and to contact them directly or
start subscribing to their submissions.

When you click the speech bubble on the StumbleUpon toolbar (see Figure 9-2), you’ll be able
to see reviews of your page. You can also see how many people thumbed up a particular piece
of content (Figure 9-9).
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FIGURE 9-9. A StumbleUpon review page shows the reviews (lefthand column) and the number of thumbs ups the page has

received, as well as the avatars of the users who have endorsed the content (righthand column)

NOTE

In June of 2009, StumbleUpon introduced su.pr, its URL shortening service. Like URL
shorteners described in Chapter 6, su.pr works with Twitter, but it also integrates the finest
features of StumbleUpon as well, showing submitters StumbleUpon reviews and
clickthrough data with detailed graphs.

Understanding a StumbleUpon user page

A StumbleUpon user page (Figure 9-10) gives you information about a user and compares that
individual to you in terms of the pages you like.
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FIGURE 9-10. A StumbleUpon user page

At first, the StumbleUpon user page looks like eye candy: a grid (or list) of pages that the
StumbleUpon user endorses.

1. The StumbleUpon user avatar is the picture the user uploaded to correspond with his

profile. This is a great personalization tactic. Unlike other services, StumbleUpon lets you

upload a large image as your avatar, so feel free to go crazy with this.

2. This section gives you more information about the user based on the information he
provided to StumbleUpon. A user biography can be as detailed or as minimal as desired.

3. These graphics correspond to pages the user has reviewed. Some of these images are

accompanied by stars indicating their popularity on StumbleUpon. The actual algorithm

determining how a submission accrues stars is unknown.

4. You can find out more about the user (especially how active he is on the service) by reading

StumbleUpon-specific information about him.

5. Based on the pages you like, how similar are you to this particular user? StumbleUpon
uses a Venn diagram to illustrate similarity.

6. If you enjoy this user’s submissions, maybe you would like to learn more about his friends

and perhaps subscribe to their submissions as well. There’s a list of those users on the
righthand sidebar.
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7. You can find out even more information about this user, such as when he last logged in,
when he joined the service, and if he prefers video or photos.

8. This is a tag cloud that corresponds to the types of pages he likes most on the service. The
larger the size of the tag, the more involved he is in reviewing and thumbing up pages
with that specific tag.

If you are interested in taking the next step and establishing a relationship with a particular
submitter, don’t be shy. Feel free to contact him through his personalized page. The
StumbleUpon community is a very friendly one, and the more active users are very responsive.

Interacting with tags

You've learned a bit about tagging, but how do you interact with them on StumbleUpon to
make your life easier? First, it is helpful to familiarize yourself with the more popular tags
(Figure 9-11). You can access these tags at http://www.stumbleupon.com/tag/.

StumbleU
@ D\sl'clmerfnugagb I:
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Recently Hot Tags

america apple art atheism baby baking blog blogging brain bush cartoon cat children
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game QAaMeS gaming §A2Za g global-warming god google graphics green home  horrar how-to
humour illustration images indie inspiration jobs joke landscape |Ife light living lOVe mamiage
media medicine microsoft money moon Obama palestine peace photo photagraphs photos
photoshop pictures president quotes rap recipe FeCIPES reviews rock sculpture  security  snow
social-media society space star-wars tech technology television tips tutorial typography
wburts ViIdE@O  videos wvintage wallpaper war web weird winter wordpress youtube

Most Popular All Time

activism  adverizing  aloohal  akernative-news  andent-histary  @Nimals  animation anime  architecture arts
astronomy  atheist bizarre blogs books buddhism business cars cartoons cabS celebrities
christianity dassicrock ClOthiING  comedy-movies COMICS  Computer-graphics computer-hardware
computers cooking crafts wime cyberculture dogs drawing drugs  ecommere  environment
fashion fine-arts firefox geography graphic-design quitar quns hacking health history humor
illusions interior-design  INt@rnet internet-tools jeumalism liberal-palitics liberties linguistics  linux
lterature mac-os mathematics Movies multimedia MUSIC nature  network-security  news
online-games open-source painting philosophy  photography  physics poetry  politics
programming psychology quizzes relationships religion Satire sci€nce  scenca-fiction
self-improvement shopping software space-exploration  StUMDbBIErS tamea: travel v video
video-games web-design windows writing

FIGURE 9-11. The StumbleUpon tag page

This page is divided into two sections. Recently Hot Tags are typically relevant to specific news
occurrences (for example, the Mumbai terrorist attacks, the inauguration of Barack Obama,
the Swine Flu, the Hudson River plane crash, and so on). The Most Popular All Time section
shows the tags that are most popular, and will therefore work best on StumbleUpon. The page
shown in Figure 9-11 indicates that the best types of content are usually funny, about cats,
have eye candy (photography), and also cover bizarre news.
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TIP
Image-intensive content typically performs very well on StumbleUpon. Since stumblers may
not necessarily be reading the content, visuals help tremendously.

There are two very important ways to engage with tags on a consistent basis on StumbleUpon.
The first is to use tags to discover new content. For example, refer back to the Tag page shown
in Figure 9-11. For the purposes of this example, I clicked on “self-improvement” and was
taken to a dedicated Self Improvement page (Figure 9-12). Next to that tag, a link displays “I
like this.” T can subscribe to this tag by clicking on that link, and then I will be presented with
more content on that subject matter.

D Self Improvement & 1 like this © Like Salf

Improverment?
Recently popular Top rated Most shared R B

Thurmbs-up and we

o — FC————— will show you more
e —— A A things like it
»
|
~ NS

ey /
How to Remove Hair The Difference Manogamy The 80 Best Lifehacks
With Sand Paper |... betwesn Focusing,.. of 2008 - Stepcase...
Sreviews 17 reviews Z0 reviews 23 reviews

FIGURE 9-12. Subscribing to tags on StumbleUpon

You can also discover new tags by simply navigating to a page with a known tag, such as hzp:
//www.stumbleupon.com/tag/food or http://www.stumbleupon.com/tag/crafts. You can use
this opportunity to network with individuals who enjoy content from those pages; the avatars
of those users appear on the sidebar along the right side.

The best part of the tag feature is that you can find content that may inspire you to write your
own articles, blog posts, or viral marketing pieces. Visit the pages that are linked from these
tags and jot down ideas. You can also find relevant blogs for networking opportunities using
this method.

delicious.com: One Social Bookmarking Site to Rule Them All

delicious.com is by far the most popular social bookmarking service. Founded in 2003 and
acquired in 2005 by Yahoo!, today delicious.com boasts more than 150 million bookmarks. It
has really taken the reins on social bookmarking.

While the service itself is mostly text-based, you can do a lot of social networking on it if you
understand the service and how to use it. The best way to get started is to add the delicious.com
Bookmarks add-on, which is compatible with Internet Explorer and Mozilla Firetfox. This adds
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three icons to your browser, as well as a new Bookmarks sidebar that displays your most
frequently used tags (Figure 9-13). You can hide this sidebar if you wish.
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FIGURE 9-13. delicious.com icons and sidebar

To save a bookmark, simply click the Tag button on the toolbar and use the delicious.com pop-
up window (Figure 9-14) to start your bookmarking. This window allows you to enter
information about the URL.

As you can see in Figure 9-14, you can personalize your bookmarks. You may opt to use the
provided title or enter your own (something more descriptive, perhaps). You can also add notes
that will help you recall the page later when you are digging through your bookmark archives.
Finally, you can tag the page.

Tagging is one of the most important parts of delicious.com, both for your own benefit and for
the entire social network. delicious.com tags do not work well with commas.

NOTE

If you use commas in a delicious.com tag, your tag will actually have the comma appended
to it! This can get confusing, especially if you tag items with “marketing” (without the
comma) and “marketing,” (with the comma). delicious.com will not treat these two tags as
identical; instead, they are treated distinctly. Further, spacing in tags is not a common
practice; either treat the words as one (socialmedia) or use dashes to separate them (social-
media). Even using quotes (“social media”) will create two separate tags, one called “social”
and the other called “media.”
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Save a Bookmark x|

.. delicious 1 Boc Sigried in as tami
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wiki web2.0 tools social inkernet  delicious  article

Metwork Tags: click to share this link with vour network
far:chrisbrogan

Paopular Tags: click ko add from popular tags on Delicious
delicious

FIGURE 9-14. A delicious.com pop-up window for saving a bookmark

As you enter the name of a new tag, you will see a list of matching entries for tags that you
have already created. For example, when you type “blog” in the tagging area, delicious.com
will show you similar tags that you have already created, such as “blogging” and “blogs.”

The tagging area also shows you another option for delicious.com: networking. The appropriate
tag to share content with a friend is for:username. If you start saving content for another user,
she will see it in her inbox (which is located at http://delicious.com/inbox/username). She can
then choose to save the bookmark herself or to simply access the page.

Finally, you may want to utilize the “popular tags” field, which will give you an idea of how
other delicious.com users are tagging the same page. In Figure 9-14, the popular bookmark is
“delicious.” This can give you an idea of how to tag the page, especially if you are using
delicious.com for content discovery and trying to be consistent with the rest of the network.

You may also notice that you can choose whether or not to share your bookmarks. If you do
not share them, they will be visible only to you. However, if you do share them, other users
can view them your delicious.com home page (Attp://delicious.com/yourusername).

Navigating your bookmarks may become cumbersome once you start saving multiple tags for
multiple pages. However, tagging will help you locate what you are looking for, so don’t shy
away from it; there’s no limit to what you can tag on delicious.com. If you want to see your
bookmarks at a glance, you can visit your tags page for a tag cloud (Figure 9-15).
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FIGURE 9-15. A sample delicious.com tag cloud

As discussed earlier in this chapter, the sizing of the tags is determined by the frequency of
times the tag was used. In the case of Figure 9-15, the boldfaced tags show that I save a lot of
tags on social media (tag: socialmedia), marketing, blogging, WordPress, and SEO. I also have
an interest in photography, Twitter, and plug-ins, as evidenced by the tags that are not bold
but are larger than the plain-text tags.

This tag page is accessible to anyone. To view mine, visit http.//www.delicious.com/tags/tami.

How delicious.com aids in understanding your brand

delicious.com works wonders for understanding how your thoughts are perceived. Anyone
can navigate to my tag page. Anyone can navigate to my home page. You can also navigate to
my individual tags and see exactly what I tag “photography.” For example, am I looking at
photographs and tagging them with “photography”? Am I searching for photography
equipment and tagging them with “photography”? Or am I saving photography guides and
how-to articles with the “photography” tag? Until you actually find out what I tagged as
“photography,” you will not know how I use that tag.

This leads us to an important consideration about tagging that is most relevant to delicious.com
but that also comes up on other bookmarking services, such as StumbleUpon. How do people
identify with your content? They may tag an article about your customer service as “excellent”
or “customerservice” or “lessons.” They may tag a bad publicity stunt as “pr” or
“pitfallstoavoid.” These tags can give you an indication of how people perceive an article and
what they think about you. You can gather a lot of intelligence by looking at tags for an already-
bookmarked story. On delicious.com, there is no end to the types of tags used by members of
the service.
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NOTE

The “toread” tag typically means that the person who bookmarked the article wants to read
the content at a later time but was unable to do so when he bookmarked it. It’s actually a
heavily used tag on delicious.com. Beyond knowing that a person has an interest in the

content, there’s not much else to read into it.

How delicious.com aids in content discovery

Tagging can also give you content inspiration, which ultimately can help equip you with ideas
for your own blogging and social media marketing. Further, this information can inform you
of issues that are new and important in your particular industry. Timely news gets posted to
delicious.com all the time, and thus, delicious.com is an excellent service to find new and
interesting stories and articles that you may not discover via regular news outlets.

For example, if you navigate to http://www.delicious.com/popular/socialmedia, you will find
a list of the most recently popular tags on social media. Often, you’ll find strategy guides here
and articles that may even illustrate missteps in social media marketing. You may also be linked
to news articles that are relevant to the subject matter.

These articles themselves may not be as timely as you would like, but if you subscribe to the
RSS feed for any particular tag, you're bound to get new content delivered directly to your RSS
reader as soon as it becomes popular on the service. Thus, you can keep abreast of the most
popular and latest social media developments—or progress in any area.

Certainly, you don’t have to subscribe to only the popular tags. The same type of tag without
the “popular” designation is available on delicious.com. If you want to see a// content tagged
“socialmedia” (popular or not), navigate to (or subscribe to) http://www.delicious.com/tag/

socialmedia. You should keep in mind, however, that content is constantly being updated on
the service, so you're likely to get bombarded with new updates, some of which may not even
be relevant. You're bound to see foreign-language submissions and spam if you choose this

subscription method, so perhaps it is better just to limit your subscriptions to the popular tags.

TIP

Want to find content that corresponds to more than one tag? Try http://delicious.com/tag/
tagi+tag2. For example, if you want to find articles tagged both socialmedia and marketing,
you can hop on over to http://delicious.com/tag/socialmedia+marketing. Unfortunately, this
trick only works for individual tag pages and not for popular pages.

Social media marketing and delicious.com: What you need to know

The delicious.com home page actually sends a lot of traffic to the sites featured on the page, as
do the individual popular pages. But how do you get there?

There are two main keys to success on delicious.com:
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e Write good content that people will be compelled to bookmark.

e Have a strong enough network of friends using the service that they can bookmark the
content for you, possibly by request if necessary.

To gain popularity on a particular tag page, you should encourage your readers to use specific
tags (for example, plug-ins versus plugins or blogging versus blogs), though it is helpful to use
the more popular tags on the service so that other active delicious.com users outside your
network will also be exposed to your content, especially if they subscribe to specific tags. Again,
there’s really no right or wrong tag on delicious.com, but if you do want to use the service for
networking and community, being consistent with the tags the rest of the community uses will
be helpful.

It also helps to be the first individual to tag a page. Eventually, when the page reaches the
delicious.com popular pages, the service acknowledges the person who posted the bookmark
first. People may choose to network with you on the basis of your activity (the frequency of
bookmarks posted to the service and how quickly you add bookmarks).

The delicious.com home page shows the most popular bookmarks on the site at any given time.
This page is not updated dynamically; instead, there are updates to delicious.com every four
hours. Depending on the time of day, you will need to have around 130 or more users
bookmark your page in order to be featured on the delicious.com home page. The http.//www
.delicious.com/popular page does not require your site to have as many bookmarks to be
featured, but you should get a lot of people to add your bookmark to the service quickly to be
featured there.

Well-researched content typically performs best on delicious.com. Eye candy is not a
requirement, nor does it have as strong an influence on making content buzzworthy like it
does on StumbleUpon. The delicious.com community has broad interests; it’s not necessarily
seeking out the pretty pictures. Bookmarking on StumbleUpon and delicious.com differ in that
StumbleUpon bookmarks are useful for the short term, but you're not likely to use the service
for content archival. On the other hand, the content saved on delicious.com is typically
something that you would want to reference in the future. The idea behind delicious.com
bookmarking is consistent with that of traditional bookmarking: the majority of the users on
the site like to save interesting and informational content. Other types of content are still saved,
of course, though it depends on user preferences.

Diigo: A Promising Contender for the Researcher

Diigo is a social bookmarking network. Users each maintain a profile page (Figure 9-16)
somewhat similar in layout to Facebook, but the core idea behind the service is to aid in
research and bookmarking. In fact, if you're already active on another social bookmarking
network, Diigo may already have the tools to import your bookmarks; delicious.com, for
example, is one of Diigo’s supported sites.
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FIGURE 9-16. The Diigo profile page

Diigo comes with an optional but very useful bookmark toolbar that lets you highlight and
annotate portions of web pages. The best part about this feature is that when you visit the page
again, these highlights and annotations will be still be visible. Diigo likens this service to
physically highlighting a book. Additionally, the Diigo extension offers a sidebar that lets you
browse your bookmarks, your friends’ activity on the service, and more.

Diigo also lets you research specific domains for your own marketing goals. With Diigo, you
can easily view statistics about your web pages. Which bookmarks are being saved under a
specific site? Who is reading the content? What are their interests? Unlike other tools and social
bookmarking services, you can view a single site’s statistics easily at a glance (Figure 9-17),
which is especially useful for gathering statistics and researching a particular domain name,
such as your competitor’s or your own.

Moreover, one of the most compelling reasons to use Diigo is that the tool searches the full
text of entire web pages. This functionality is not offered by any of the aforementioned tools.
If you are storing hundreds of articles covering a single topic on Diigo, you might want to carry
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FIGURE 9-17. Diigo provides site statistics, letting users know how many bookmarks and readers a site has

out a full-text search within all of your bookmarks to find the very page you're seeking, and
because Diigo stores the highlights, annotations, and text on its own servers, it delivers.

Diigo is not as popular as StumbleUpon or delicious.com, but it is well accepted as a research
tool. Many active users of the service prefer Diigo over the competition because of its enhanced
features.

Other Social Bookmarking Sites

StumbleUpon, delicious.com, and Diigo are the biggest social networks in the bookmarking
sphere, but they’re not the only bookmarking services available. If you want to expand your
reach on multiple sites, you should leverage as many sites as possible. It’s important to note
that it will be difficult to establish yourself as a valued community member on all sites; it is
better to be known as a valued contributor on one or two key sites instead of spreading yourself
too thin. In fact, the other known social bookmarking sites do not require much involvement
compared to delicious.com, StumbleUpon, and Diigo, but they are good tools to know about
and understand.
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Mento: A Small but Promising Tool

Mento is one of the newer social bookmarking tools. While probably the least known of all
social bookmarking tools discussed in this chapter, it is a lightweight tool with all the features
expected of social bookmarking services.

Mento works with the aid of a toolbar, though it’s also possible to add bookmarks through the
Mento web interface. The site also features a bookmarklet for even quicker bookmarking. Using
the toolbar, you can send links to your friends, save to your personalized page (for example,
http://www.mento.info/yourname; see Figure 9-18), or reply to an existing bookmark that one
of your networked friends may have already saved. Mento emphasizes social networking more
overtly than delicious.com.
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Explore Links ~ Metwork — Pluses and Replies

3 tags

S i i Links sharec with you flters
Decerriers  TOpless Robot - The 10 Most Disturbing Puppets Ever Shown ¥
onTV-Page1
toplessrobot.com Plus Share Reply more Tap Links =
Yideos and Images
2 tags
Fricay,

Creativity under pressure: Church of the Customer Blog Scott Arbeitman is In your network

churchofthecustomer.com via google com  Plus Share Reply more

Diecernier 5
change or remave from netwark
also shared by Johannes Kleske

A Johannes Kleske sharedi this - Viss solten dis CEOS der amerkarischen Automobi-Bausr
machen, um in Washington glauishatt nach Kohle 2 fragen? ' they were very smart, the
CEOs woui eive unreleased, next-generation cars thet get 100 PG, They'd stop in a
half-dozen tawns alon the veay and invite & nesvspaper editorial board writer to ride
shetgun for a dozen milss. They'd update their status on Twiter. They'd wiite a few posts
for the company kiog. They'd shaot video on & Flip camers and tak skl how they
serewed up ot thelr first appearance, how they're seling their flzet of carporate jets, and
their plans for the future. If they ehave like real peaple instead of CEO machines, they

FIGURE 9-18. A Mento user profile

Twine: Interest-Based Information Discovery

Twine is another social bookmarking service that organizes information based on your
interests. On the service, a “Twine” is a container that stores content (Figure 9-19). For
example, you might want to store articles and videos about recipes to a Twine called “Food”
or “Recipes.” Each of these Twines has an individual email address, so you can send content
directly via email to be stored in a Twine. Additionally, you can store content to a Twine via a
bookmarklet.

Anyone can start a new Twine, and it can be private or public. The most popular Twines have
the most content. Twines can contain files, videos, photos, web pages, and anything that has
an associated URL.

If you choose to receive Twines via a daily digest, they will be delivered directly to your inbox.
Twine allows you to discover new relevant content in a timely fashion, though subscribing to
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FIGURE 9-19. A Twine container for writing

the content via RSS is also available. Many users believe that Twine brings a lot of new and
interesting content to the table that is not easy to find on other social networks.

Mister Wong: Multilingual Social Bookmarking

Another social media site is Mister Wong (see Figure 9-20), which lets users save bookmarks
with relevant tags. When you view a bookmark, you will discover other bookmarks that are
saved within the same domain (up to 30), so you can discover other popular content originating
from that URL.
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FIGURE 9-20. A user page on Mister Wong

Mister Wong’s most common categories (as evidenced by the biggest tags) are business,
marketing, free stuff (“for free”), home, Internet, online, and video. Crafting content for these
categories will likely boost your popularity.

Additionally, Mister Wong awards its biggest supporters. On the sidebar of any specific tag page,
you can view a list of “Power Users.” These users have saved many bookmarks with the same
tag. Active users on the service can be featured as power users.

Summary

Social bookmarking has evolved from a private to a public phenomenon. In the future, we
may see an even more widespread evolution as search engines start using personalization and
tagging to find the best results for any particular searcher.

Today, with the aid of numerous online services, bookmarking is a very social activity.
StumbleUpon and delicious.com are the two biggest tools for this purpose, but Diigo is an up-
and-coming service that offers all of the benefits of the popular delicious.com service and more.

StumbleUpon is really a social site at its core. Based on your interests, you will be presented
with pages that other users with similar interests have already recommended. You can also
begin building up a network of users of the service. If you share a page with an active user and
she in turn promotes the same page, you have the potential to give a single page thousands of
page views and plenty of exposure.

222 CHAPTER NINE



delicious.com, on the other hand, really does focus on bookmarking at its core. Tagging is a
big part of the success of the service, and you can navigate to tags to find relevant content.
There’s a social networking element to delicious.com, but it’s not as prevalent and is not used
as much as StumbleUpon.

There are numerous other small social bookmarking sites that are not as widely known but
can be useful for social media marketing and for personal bookmarking. They include Mento,
Twine, and Mister Wong.

Endnotes

1. hup://www.searchengineland.com/search-40-putting-humans-back-in-search-14086
. http://www.googleblog.blogspot.com/2007/02/personally-speaking. html

. http://www.googleblog.blogspot.com/2008/1 1/searchwiki-make-search-your-own.html
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. http://www.techcrunch.com/2008/12/10/google-search-wiki-to-soon-include-an-off-button-thank
-you-marissa
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CHAPTER TEN

Social News Brings You Page Views

Is all news interesting? Chances are, you don’t read your newspaper cover to cover, so the
answer is no. On the other hand, you might be deeply atfected when you read a news article
sent to you by a significant other, colleague, or friend; if it’s being shared, the chance of it
containing something exciting is likely higher than the same old news stories. Social news has
evolved on the premise that individuals flock to the attention-grabbing stories and headlines.
The most appealing new stories should have greater exposure. People like sharing articles that
are humorous, bizarre, or informative with their friends, so why not create a website where
the most interesting news stories are easy to access?

Social news sites are democratic websites that allow individuals to vote on interesting content
that they want the rest of the sites” user base to see. Exposure on social news sites can bring
hundreds to thousands of page views, which may not only create awareness of your product,
but may also lead to significant company change. If nothing else, however, these popular social
news stories evoke strong emotions, make people aware of who you are, and cause people to
talk about you.

The Wisdom of Crowds

Many of us probably believe that we’re smart, but that only a few select people are truly
brilliant. We may be lucky when we guess the right answer to an impossible question, but
there are a handtul of individuals who are true geniuses.

Or so that’s what you may feel compelled to believe.
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James Surowiecki’s 2004 masterpiece The Wisdom of Crowds (Anchor) discusses and disputes
this hypothesis. The book introduces British scientist Francis Galton, who conducted an
experiment at a weight competition held at the 1906 Plymouth County Fair. Participants at
the event were asked to place wagers on the weight of an ox after it was slaughtered and
dressed. Nearly 800 contestants placed their bets on the ox. Many of the contestants were
experts and presumably possessed the intelligence required to accurately assess the animal’s
weight. A large number of common folk participated in the competition as well.

In this experiment, Galton aimed to prove that the experts had the most accurate knowledge
of the ox’s weight. He collected each individual’s guess and performed a detailed statistical
analysis. After amassing the data and performing his calculations, Galton was surprised to find
out that not a single expert precisely guessed the ox’s weight of 1,198 pounds. However, when
all 800 guesses were averaged, the result was an astonishingly close 1,197 pounds.

After the experiment, Galton concluded that democratic judgment was trustworthy. The thesis
of Surowiecki’s book is that “under the right circumstances, groups are remarkably intelligent,
and are often smarter than the smartest people in them. Groups do not need to be dominated
by exceptionally intelligent people in order to be smart. Even if most of the people within a

group are not especially well-informed or rational, it can still reach a collectively wise decision.”

Social news operates on a similar premise: the Web has been democratized. Forerunner social
news site Digg explains the democratization of the Web succinctly:

You won't find editors at Digg—we're here to provide a place where people can collectively

determine the value of content and we're changing the way people consume information online.

How do we do this? Everything on Digg—from news to videos to images—is submitted by our
community (that would be you). Once something is submitted, other people see it and Digg
what they like best. If your submission rocks and receives enough Diggs, it is promoted to the

front page for the millions of our visitors to see.

Clearly, if the crowds determine that content to be worthy, it will be promoted to the front
page of the site to receive thousands to millions of visits.

Social News Is “Social”

While the phenomenon of “wisdom of crowds” sounds promising, the idea of social news is
that it is entirely social. Galton’s experiment succeeded because 800 different individuals
offered their honest insights into the weight of an ox without consulting with one another. On
the other hand, social news sites, by default, consist of individuals uniting under common
interests. More importantly, the users of these social news sites are actually members of a
community. Success in social news rarely happens by chance; success comes from
understanding expectations of these community members and following proper networking
procedure.
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Once upon a time, it may have been the case that a newcomer on a site like Digg could rise to
the top simply by letting “other people see [the content] and Digg what they like best.” Before
communities actually materialized, democratization of the Web made all the sense in the
world. But with evolution of social news sites comes change. Herd mentality becomes
increasingly dominant. This was especially apparent during the Digg revolt of April 2007, when
a user on the site posted a highly controversial and proprietary HD-DVD processing key that
was illegally obtained by a computer cracker. Giving in to pressure from legal counsel, Digg
decided to remove all submissions referring to the sensitive data and CEO Jay Adelson
explained that the social news site is required to abide by laws, especially as they relate to
infringement of copyrighted property.!

The users weren't satisfied. The Digg statf worked overtime to remove the HD-DVD processing
key, but brand-new and related submissions were being added to the site every minute. All in
all, thousands of blogs, articles, and forums referenced the key and attributed it to Digg.
Eventually, Digg’s upper management realized that it couldn’t fight against its constituents—
too many users were posting the illegal code to the site despite the company’s good-faith efforts
to take the content down—and surrendered to the masses in a blog post, in which founder
Kevin Rose said that the company would no longer bow down to the larger pressures and
would instead listen to its users:2

But now, after seeing hundreds of stories and reading thousands of comments, you’ve made it
clear. You'd rather see Digg go down fighting than bow down to a bigger company. We hear
you, and effective immediately we won't delete stories or comments containing the code and

will deal with whatever the consequences might be.
If we lose, then what the hell, at least we died trying.

This scenario demonstrated that social news is incredibly powerful and that users want to be
heard. Community members had to work together for the revolt to be as successful as it was;
they drew strength from one another and showed how they could essentially overtake a site
that still seemed to possess authority.

The Digg revolt of 2007 (Figure 10-1), probably the biggest turning point for social news as a
whole, shows that people will work together to share content with their peers, and perhaps
most importantly, they will enlist those peers to help increase visibility for that content.
Whereas social news sites are bound by laws and algorithmic restrictions, it is possible to prevail
on these social news sites as long as you put a concentrated and dedicated effort into
understanding the site’s goals, networking with the proper individuals, and crafting the right
kind of content that site members would like to read.

It may be true that individual users possess editorial power to influence the content that will
be visible on the site, but it is becoming increasingly apparent that as a community, users can
more effectively manipulate the visibility of articles on social news sites, and as such, the

process is no longer entirely democratic. While every single participant has an equal voice on
social news sites, if users band together to achieve or deny visibility, they will inevitably prevail.
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FIGURE 10-1. The HD-DVD Revolt on Digg, May 2007

What Is Social News?

In the beginning, social news may have been a news article that you wanted to share with
your friends and family. That bizarre story about a gorilla giving birth on a plane while in transit
to a new zoo may have evoked in you emotions of surprise and glee, and you want to share
the story with your friends who love animals. On the other hand, the unfortunate story about
a toy that is killing animals but has not yet been recalled may evoke anger and resentment;
your disgust with the manufacturer of that toy may prompt you to share that story with as
many people as possible so that perhaps someone in your social circle can appeal to the
manufacturer to reevaluate its products and consider pulling the toy off shelves. After all,
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sharing these stories means that an even wider audience becomes aware of the news. In social
news, interesting content deserves to be shared.

But social news is not necessarily all about news stories any longer. Today, social news sites
dedicated to highlighting these peculiar news events and informational stories have begun
amassing other types of content, from hilarious videos to amusing pictures to detailed how-to
guides on any subject. Articles can originate from respected and reputable sources such as the
New York Times and the Wall Street Journal, or they can be submitted from even the smallest
and newest blogs. Videos and pictures can come from any source on the Internet, from a video-
sharing site (like YouTube) to a web page. There is typically no restriction on the type of source
for the content on a social news site. By and large, social news sites like Digg (Figure 10-2)
highlight the cream of the crop in web content. Further, just about any content can go on a
social news site, as long as it is compelling and remarkable.
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FIGURE 10-2. Digg’s front page shows a unique mix of compelling video, pictures, and news

If you’ve ever visited a social news site, you are likely to stumble upon information that is
unique. You are likely to visit these sites again and again to find more exceptional content that
you would feel compelled to share with others. The titles and optional descriptions can compel
you to read more about the story, and when you do read the article, you may want to save it
or send it on to others. These stories can capture an audience’s attention, help you reach
hundreds of thousands of page views, and build hundreds of links that point to the original

article.
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What Are Social News Websites?

At this point, you have an understanding of social news and a brief overview of social news
sites, but how exactly do they work? Social news websites, like social bookmarking sites, are
communities that let you submit web content in the form of articles, videos, or pictures. In
contrast to social bookmarking sites, however, where you may choose to bookmark your
favorite website (which may not be a standalone article), the best-performing content on social
news sites (and the content that is recommended) is interesting and appealing to a wide variety
of users. In other words, it’s not socially acceptable on social news sites to submit a whole blog
or website, whereas that behavior is appropriate on social bookmarking sites. Usually, social
news sites offer standalone articles laden with information and detail.

In a social news website, content is submitted, often reviewed by the system for duplicate
entries, and then approved or rejected by the system. When a submission is accepted, a voting
system comes into play. The submission is visible to the social news site’s community at large,
and members can either vote for or against a story or comment on it. After a certain number
of votes have been accumulated, the story may be promoted to the front page of the site to be
exposed to a much wider group of individuals, including those who may not venture to the
inner pages of the site.

DEFINITION

Stories that are promoted to the front page of social news sites are considered “popular” in
social news jargon.

Promotion to the front page is the ultimate goal of using social news sites for a variety of
reasons:

¢ Ardent community members (“power users”) of these social news sites take pride in this
type of exposure, as it boosts their account profiles and establishes them as solid
contributors to the site, especially if their submissions reach the front page repeatedly.

¢ A website that reaches the front page of a social news site gets traffic (at the minimum, it
will get thousands of page views in a short period of time), and if the content is really
interesting, visitors who stumble upon that submission may choose to write about and
link to the story. Therefore, there is substantial opportunity to gain additional completely
organic links through this method.

e Stories promoted to the front page of a social news site often are accessible from other
websites. In addition to the links these stories will garner from bloggers and other writers,
they will inevitably be submitted to other social networks and social bookmarking sites as
other community members stumble upon the content and wish to share it.

There are hundreds of existing social news sites of all different types and sizes. Some cover all
angles of news, from business to technology to funny pictures found on the Internet. Smaller
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niche-specific sites revolve around topical submissions, such as women's issues or financial
news.

The biggest social news websites receive hundreds of submissions on a consistent basis.
Therefore, your potential for high visibility may be slim on these sites, especially without
considering all of the factors that can determine success on a social news site.

Factors That Influence Social News Front Page Promotion

To combat inflated voting and to address the power of the herd, social news sites operate with
simple or complex algorithms that define the popularity of each story. The algorithm accounts
for distinct votes but may include other factors, such as the number of negative votes made
against the submission. The bigger and more popular social news sites that boast millions of
unique visitors per month are required to make major algorithmic adjustments on a
semiregular basis. On the other hand, smaller niche sites are typically built on open source
platforms, such as Pligg, and cannot compute complicated algorithmic equations, so typically
stories that reach a certain vote threshold (for example, 25 positive votes) will automatically
be promoted to the front page. Once these sites are configured by their respective niche site
owners, they may be customized and programmed with other safeguards, such as the ability
to remove stories that are spammed or to negate a vote on a story with a “bury” vote.

Front page promotion on social news sites is typically dependent upon numerous factors. These
considerations, described next, will vary depending on the site.

The user

On more popular social news sites, the username of the submitter is an important concern. Is
the user known? Does he have many friends in his social network? Is he a new user, or is he
a well-established community participant? Does he submit many stories on a regular basis, or
do submissions come few and far between? Depending on how active a user has been on the
service, subsequent success may be a lot harder to achieve. In other words, if you submit five
stories to a social news site and they have all been promoted to its front page, your next few
submissions may not be as lucky. Sometimes, you may find it necessary to take a break and
focus your submissions on periods of time when you may be able to monitor your progress
more closely. At the same time, your repeated success may require you to start getting more
votes from more unique users on the service. Your first submission may have hit the front page
with a mere 70 votes, but you may need 200 or more in the future as your name becomes
known.

Does this mean that if you're an unknown user, you cannot achieve success on social news
sites? A large percentage of active users will simply follow the more popular members, but
social news sites try to ensure a level playing field for all participants, and therefore, it’s
anybody’s game. However, it is generally agreed that an unknown user will need to work
harder to achieve front page fame.
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The diversity of voters

Many popular social news sites come equipped with algorithms that favor diversity. As you
become more active on these social news sites, you'll see that the same few people may follow
your submissions and vote on your stories. You may also be contacted directly by members
who want to expand their networks by adding you as a friend. The bigger social news sites
already know that people are networking onsite and offsite to possibly “game” the system. If
the same few people vote for your stories all the time, their votes won’t be valued as much by
the algorithm as those from other community members who typically do not vote on your
content.

The number of votes

The number of votes your story collects over a period of time compared to the average number
of votes on other stories may determine how and if the story will reach the front page.
However, the other factors discussed in this section may cause a delay in front page promotion.
For example, your story with 235 votes on the top of Digg’s upcoming queue is probably higher
than the number of votes on average, but the particular submission may have other penalties
counting against it, which is why that story is not yet on Digg’s front page.

Speed of votes

The speed of votes is an important consideration for front page promotion. On Digg, for
example, normal stories gain an average of 10-20 votes an hour, which is expected of stories
on this social news site. However, breaking news stories will accrue votes extremely rapidly;
for example, when actor Heath Ledger passed away at age 28, the story was promoted to the
front page of Digg within hours because it received hundreds of votes in a very short time. In
fact, the story submission had accumulated thousands of votes by day’s end and now has over
23,000 unique Diggs. On the other hand, slower-moving stories sometimes do not see front
page visibility at all. If your story has only garnered 140 votes in a 24-hour period, it may not
ever be promoted to the front page. On the other hand, if your submission garners 140 organic
votes in two hours, there is a strong probability that the story will be made “popular” and
moved to the front page.

On smaller niche social news sites, if your story is promoted to the front page very quickly,
gaming is suspected.

The story’s category

On mainstream social sites, if you are submitting your story into a high-traffic category, it may
be harder to achieve front page fame. Consider submitting stories to categories that are still
relevant but do not have as much traffic, as there is less competition and not as many unique
votes are required. On the other hand, on some social sites, the categories with less traffic may
not be seen at all, so it is in your best interest to understand the community and the content
it likes so that you can determine the best category for your submission.
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The number of negative votes

Most, if not all, social sites have a way to give a negative vote to a submission. If your story
collects too many negative votes, the story may never become popular and could be removed
from the system entirely.

Unfortunately, not all social voting sites will disclose the number of negative votes. Digg, for
example, will tell you how many positive votes a story has received, but the number of buries
(negative votes) remains a mystery. There are third-party tools to find out the exact number
of buries on a particular Digg submission, though there is debate about whether these tools
are accurate.

The number of comments received

Each social news site submission contains a text area that allows users to comment on the story.
Some sites even allow you to vote for or against these comments. In general, more comments
on the story can help push it over the edge. However, users of social news sites should exercise
caution and offer comments of value. Merely saying, “Thanks for the great article,” will often
cause other users to bury or give a negative vote to the article.

The time the story was submitted

If you're expecting your social news submission from three weeks ago to hit the front page,
think again. Most social news sites have an algorithm that places emphasis on when the story
was submitted, since the idea behind the “news” in “social news” is that it should actually be
timely and recent. You’ll often see stories become popular within 24 hours of submission,
though occasionally you may also see stories from that were posted within 48 hours become
popular. After that, your chances for front page promotion are much slimmer. It’s not worth
it to invest time and energy trying to get votes on stories that are past their prime. In fact, if
you put a social media profile badge on your website (for example, a “Digg this!” button), you
may want to remove it if the story didn’t gain initial traction. It doesn’t always look good to
have a story from weeks ago that has only 5-10 votes. It certainly doesn’t look good for the
story to have a “0 Diggs” badge on the site, either, so be sure not to plaster all your blog posts
or site articles with the Digg button. Only add it manually.

THE COST OF FREE TRAFFIC

If you've never experienced a surge of traffic on your website from a popular news site and are
expecting that your social media marketing piece will perform well, be forewarned: your hosting
provider maynotbeabletoaccommodatethetrafficrush.Be suretospeak with your hostingprovider
to make sure it has appropriate safeguards in place and can anticipate that your website may be
working overtime; the first one to three hours can show thousands of page views—perhaps
hundreds per second, which is not very normal for a nonenterprise hosting environment (and may
not even be expected of an enterprise infrastructure, either!). The biggest gripe of many social news
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users is thatthe “Digg effect” or the “Slashdot effect” has taken websites down and even contributed
to terminated hosting contracts. Don’t be one of the casualties. You may have invested hours in that
social media promotion piece, but if your hosting setup can’t handle it, your efforts will be fruitless.

Winning on Social News Sites

Now that you are armed with relevant information on what works on social news sites and
what doesn’t, how do you promote that content to a social news site? How do you use a social
news site to achieve your social media marketing goals?

Build your power account
Recall that in Chapter 3, we discussed the 10 commandments of power account submitters.
They are:
1. Thou shalt distinguish thyself with an avatar (Figure 10-3).
. Thou shalt be genuine.
. Thou shalt network.
. Thou shalt submit high-quality stories to the social sites.

. Thou shalt be fast.

NV AW N

. Thou shalt study the sources that have achieved greatness on social sites to understand
what the community likes.

]

. Thou shalt dedicate time to the task.
8. Thou shalt help thy friends.
9. Thou shalt use consistent account names over all social networks.

10. Thou shalt use other social networks for inspiration.

These 10 commandments are a starting point for how you should conduct yourself on social
news sites. It’s important to be noticed with an avatar and to give to back to the community
with genuine contributions. As you will see, if you engage yourself on a social network but do
not network, you will find that success is hard to come by. After all, if you do not actively make
people aware of your submission, how are other members supposed to find your specific social
news story in a sea of hundreds of other similar stories?

More than that, know what the community wants. High-quality stories are a must. Study the
front page of social news sites to find out exactly which websites by themselves are successful.
Certain blogs are popular on certain social news sites, for example; if you want to grow your
social news power account, you should know exactly which sites are generally popular on

these sites and closely follow new updates to these blogs. If you're the first person to submit a
powerful piece to a social news site, you're almost guaranteed to have a front page story under

234 CHAPTER TEN



= Welp  Sigup | Login
nl“ O ,,E. oo

tamar @‘ MixxFriends

] * 2217 Harina Points

Subenittod

130 Came fo Mi « view slory

T EHEEER

Trophy Case
78

1Con

¥

oW stony

39 Interview with Debarah Phelps, Mck

FIGURE 10-3. My Mixx profile sports an easy-to-remember avatar

your wing. If you do this consistently, your power account is all the more powerful, and
community members will take note. Be advised, though, that there are numerous users trying
to be the first to submit a story to a social news site. Therefore, competition is fierce. As such,
you may not be the first one to submit the story, but it doesn’t hurt to try. In fact, if you
consistently do beat all odds and are the first person to submit that story more than once, you
will find that you gain followers by virtue of being a community participant who submits
valuable content.

You will begin to see that networking is critical on these social news sites. While algorithms
will prevent the obvious gaming, the more diverse your friends are, the more opportunity you
will have to see your story hit the front page. The same few people should not always vote for
your stories, as it then becomes obvious that they are helping you achieve your goal (and these
users may be viewed unfavorably by other members). Voting rings and users who work toward
front page visibility are often penalized, either by termination or by having their votes
discounted (though not visibly) on these story submissions.

However, if you're an active participant, and you should be, you should vote on other stories,
too. It won'’t be in your best interest to only promote stories that your friends are submitting.
Look at other submissions in the sites’ upcoming queues (Figure 10-4) and vote on the stories
that are most interesting to you.
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TIP

The upcoming queue is a great way to seek out new contacts to add to your growing network
of friends. If you want to be noticed by top submitters, vote on their stories before they get
popular. These users will take notice and will likely reciprocate, thereby boosting your
account profile as well.

Navigate to individual category pages and vote on other stories that you feel deserve more
eyeballs. Never focus your energy on only your friends; keep your voting behavior as natural
as possible.
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FIGURE 10-4. The upcoming queue on Internet marketing social news site sphinn.com

Comment on submissions as well, especially if you have something valuable to add (though
snarky comments and humorous ones prevail on some sites). Comments help you establish
your own credibility as a submitter, and depending on the site, you can gain respect among
site members through the types of comments you provide. Further, submissions with valuable
comments typically help bring the story to the front page.

Networking is something that needs to be emphasized heavily on social news sites. Many social
news sites will let you fill out a profile to volunteer personal information so that people can
network with you offsite. This profile may only allow you to write a short two- to three-
sentence bio, but other sites allow you to fill out your Instant Messenger (IM) information or
website URL so that people can learn more about you and contact you outside of the social
community (Figure 10-5). Ultimately, though, this can work to your advantage: if you're in
desperate need of a vote, you can almost always count on your friends for a helping hand!
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tamar

INFO | STATS SUBMITTED PUBLISHED UPCOMING COMMEMNTED TIP'D

S VIEW MY FRIENDS &l;é\-"lE"e\"PEOF'LE".’\"HO'\-"E ADDED ME AS A FRIEND 2 SEARCH USERS

Username: E tamar

User: Tamar Weinberg
Homepage:  http://www .techipedia.com
Location: NYC

Occupation: 1do alot ofthings.

Google Talk: googletalk tamar

IRC: 123456789

FIGURE 10-5. Finance social news site tipd.com’s profile lets you provide your URL and instant messaging contact information

There’s a catch to this kind of behavior, however. It’s important never to network with
someone out of the blue and just ask her for a vote. Build a relationship first and foremost,
and let the vote requests come only after you show a genuine interest in the individual you're
soliciting votes from. Additionally, if you volunteer your personal information, do not be
surprised if you get bombarded with requests. I have a fair number of friends who no longer
use IM on a regular basis because as soon as they go online, they get hammered with requests
to vote on stories. Instead, don’t volunteer your IM name at all, or use a social media IM handle
that you only give to your social news friends.

The bottom line is that success on social news sites takes time and dedication. You will need
to allocate time to study successful stories on social sites and understand intricate details of
what works and what doesn’t. You will need to build up your network, and this will not happen
overnight. Many of the active social news site participants are skeptical of new “friends,” so
you’ll need to prove your worthiness first. You will need to spend a substantial amount of time
at first to vote up content and to show that you mean business. Depending on the type of site,
this could range from about an hour to several hours a day. However, if you are serious about
building a power account, there is substantial ROI to be had by establishing yourself as a
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valuable community member, from being contacted by outside parties to submit content (for
free or for payment) to building credibility and respect within these social networks. As an
added bonus, your submitted content will have a much higher chance of front page success.

What if you can’t build your power account? If you simply do not have time to spend on
building a solid power account, find someone who has already established himself as a
respected community member. Reach out to this person and ask him if he will submit the
content on your behalf. This content will still need to adhere to the rules of acceptable social
news content; top submitters value their reputations and won’t submit just any content to
these sites. In the next section, we’ll discuss what types of content perform well on social news
sites so you can get a good idea of what exactly to present them with.

Build the right content

Crafting the right content and having the right kind of submissions is vital for success on social
news sites. From concept to completion, every single element of social news should be carefully
reviewed. In general, the best-performing content pieces will have one or many of these

elements:

Lists
Social news communities love lists (Figure 10-6). They're short, easily digestible, and are
often informational enough that they can be referenced again and again (and therefore,
they work very well on social bookmarking sites, too!). There are really no rules for lists,
though you should dress them up with visuals and graphics. Typically, the best lists are
meaty enough that there’s an introductory sentence (in bold) followed by a more detailed
explanation. One-liners are not perceived to be as well researched.

ﬁrtsg“ doinkitsy! | Legin | FAQ S |Ses

Arts & Entertainment Design & Crafts Family & Parenting Fashion & Style Food & Home Internet & Techy

+| Comments + Who Voted + Related Links

Story Details

21 Things Women Can Do that Men Can't

Fitp: feeeyy cosmopolitan com — From getting preggers to looking sexy while drinking fruty w

drinkz, here are the things chicks can do that men can't. e .___t
3
=l P
ntamnl — made popular 165 days ago T [=4]
Dizcuss ShareThis Lozelt

FIGURE 10-6. A popular list on women’s social site kirtsy.com received 97 votes
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Breaking news
It’s a given that people want to find breaking news on social news sites. Whether it is an
announcement of a plane crash impacting celebrity figures, the launch of a brand-new,
highly anticipated green product, or news of an upcoming presidential election, social
news still accounts for regular news, and these stories are very popular on social news
sites. If you can be the first person to break such news, all the more power to you. If you
can’t break the news, perhaps you can be fast enough to craft interesting content in
response to the breaking news (or in appropriate circumstances, to turn it into a humorous
parody). See Figure 10-7 for an example of breaking news.

o
8 I'Eddlt WORLDNEWS | comments | related tamar (1235] | | preferences | logout

Ohama 15 President-Elect of the

United States of &merica ckitch.com)
cubrmitted 2 months 3go by redet
328 comments share save hide report

search reddit

submitted on 04 Nov 2008

points 2465
up votes 2972
sort by hot w200« down votes 507
enter & conwent here
worldnews

unsubscribe (26980 subscribers)
a community for 1 year

comment | help moderators

Submit a link

to anvything interesting: news article, blog
entry, video, picture...

Sylvok 308 points 2 months aga [-]
Dear Rest of The waorld

we didn't it up

Signed,

America

permalink report reply
crazydiode 205 points 2 months ago [-]
Thanks,

signed, rest of the world,

permalink parent report reply
lunchladyderis2 93 points 2 months ago [-]
now please help us with our economy.
signed,
america

permalink parent report reply

FIGURE 10-7. Obama’s presidential win receives thousands of votes on reddit

Games
Can you create an addictive and inventive game that will cause users to come back for
more and more? While social news sites do not have many of these types of submissions,
probably due to high overhead costs of development, many viral games perform well on
social news sites (Figure 10-8), especially if they’re memorable. Quizzes also perform
rather well.
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1195 Boomshine

diggs  k2xl.com — Boomshine is an interesting, colourful, musical, chain reaction game in which the objective is m emelo
to make the dots go away. There are 12 levels. Perform a ‘Boomshine' by clearing all of the dots on the
screen. More infarmation: hitp:/ww k2x) cor/phpBBEZAviewtopic. php?t=844

digg it FRIEND.

Share $2Bury 1year 34daysago

FIGURE 10-8. Over 1,100 diggs have been collected for this game submission

Controversy

News that induces strong emotions often performs well on social news sites. The
controversy may be about new restrictions imposed by an Internet company on bandwidth
and privacy (such as net neutrality, a highly contested principle on how electronic
communications should remain free of restrictions and censorship), or a story about a large
corporation slighting an innocent and unsuspecting customer and causing her much harm
and embarrassment. Controversy can also be more large-scale and related to national news
in the political arena. If it’s relevant to the community and the story is controversial in
nature, it is fair game (Figure 10-9).

+ — Mews: New Law Will Require Camera Phones To "Click"

Posted by ScuttleMonkey on Monday January 26, @03:08PM
from the pointless-wastes-of-time dept.

An anonymous reader writes

"A new bill is being introduced called the Camera Phone Predator Alert Act,
which would require any mobile phone containing a digital camera to sound
a tone whenever a photograph is taken with the phone's camera. It would

also prohibit such a phone from being equipped with a means of disabling or silencing
the tone.”

b technology politics republicans democrats news privacy
Read More 732 comments story

FIGURE 10-9. A new law proposal caused slashdot users to go up in arms; over 700 site members have had their say

Videos

240

Have you ever come across a silly video or one that causes you to gasp in horror? Has a
candid video of someone falling off a ladder and landing smack on his face caused you to
cringe? What about a zany video with a cat singing a song? These aren’t unrealistic
expectations of video now that we’re all content producers, and the craziest videos are
often very successful on social news sites (Figure 10-10).
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FIGURE 10-10. A popular video on Mixx has over 100 votes

Pictures
Like videos, funny pictures or “pictures that speak a thousand words” perform optimally
on social news sites (Figure 10-11). On some social news sites, pictures can be labeled
(PIC) in the title. On others, you can attach a picture to the submission. It is helpful to
make your submission title clear, so make sure you indicate that the submission is a
photograph or image.

4 How to Choose Chart Types (pic) (flickr.com)
122 points by nickb 2 days age | L1 comments
2dd comment

4 14 paints by voidpointer 2 days aga | link

On that matter, I heartily recommend Tufte's "The Visual Display of Quantitative Information": hito ffwww edwardtufte .com/tufte
fbocks vdai

reply

& 13 points by sew 2 days ago | link
The source post, including a PDF version: http://extremepresentation.typepad.com/blog/2006/09/choosing....

One failing of this diagram is its reliance on 'what Excel provides', including chart techniques that are difficult to interpret or misleading,
such as pie charts and 23D area charts, Please, for the love of guantitative visualization, don't use 3D charts unless you understand the
implications.

reply

FIGURE 10-11. A picture submission on social news site Hacker News (YCombinator)

These are just a few types of content that typically perform well on social news sites. Since the
type of well-received content is forever changing, study the front page of the social news site
you intend to target to determine whether you will be successful in your content creation
method. Most social news sites have an RSS feed of the popular stories, and this type of research
does not require you to be active on the actual site at all times.
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A strong title and description (where applicable) is crucial. Describe exactly what your
submission is about. Write something that will drive your reader to click on the story for more
information. Remove the name of the publication from the submission title and rework the
title to be unique and more interesting than the original. You may find a great submission titled
“Ways to Beat the Recession,” but you could make that title more interesting by rewording it
to “23 Unique Ways to Save Money and Beat the Recession.”

Strong titles and descriptions also prevent stories from being flagged as spam. If you opt to use
the title that the social news site suggests for you, the entire title, if not correctly rewritten (for
example, “Ways to Beat the Recession >> The Money Blog on Finance, Money, and Finance”)
may look like you’re submitting spam to the social news site. Put some effort into your
submission. Make the community members of the site aware that your submission is worthy
of being viewed, and that it is actually relevant to the site and the category to which you
submitted it.

The domain on which you submit your content is important. You’'ve learned that blogs and
mainstream news sources are great places to find good content. How about your own
marketing goals? Whatever the case may be, never use your sales site for social media
marketing. If your page header displays “call us at 1-800-BUY-THIS,” your motivations for
social news promotion will be clear. Some social news sites will remove these submissions and
ban the URL from being submitted to the service in the future. Instead, modify your page
template and remove the overt commercialism from these web pages to be more social news-
friendly, or push the content on a different domain or site.

In Figure 10-12, the content is very social media-friendly. The problem, though, is that this
type of submission spells “overt marketing tactics,” and social media-savvy users may be
inclined to report it as spam. Although it performs well by itself, there should be a disconnect
between this type of content and the website where you are aiming to gain new business and
customers. This content may perform well on social bookmarking sites and even on
StumbleUpon, but social news community members are a lot more discriminating, especially
since stories on the front page are few and far between, and many people are viewing and
judging the content all at once (whereas on other sites, this type of rapid visibility is not as
common). Therefore, scrap the 1-800 number and any navigation information that indicates
that there is some payment plan required. In the future, after the story’s popularity has waned,
you may want to restore that promotional information, but avoid submitting the story with
that information readily visible—social news users will likely not want to endorse the content
with their votes if a marketing goal is clearly the reason for your submission.
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Pet Plans Getting Started Sign Up Customer Resources About Us

PETS BEST

INSURANCI Plans Overvieww Coverage Details Routine Care Option

The World’s Most Obese Cats i}

Just like humans, pets can become obese. Sometime health problems cause the obesity, sometimes it is simply
just overeating. Sometimes the obesity itself causes health problems, and other times the pet can still live with
little health complications. Regardless of the health risks of being obese, many pets around the world are very
overweight, In many cases these pets become somewhat famous because of their extreme condition. Below are
afew of the famous cases of obesity among cats.

A Feline From Qingdao, China

With a wiaist of around 30 inches and a weight of 33 pounds, an unnamed cat
caught media’s attention in February of 2006 and was tagged as China’s super
fat cat. His owner, xu Jirong, claimed that the cat ate steamed bread, half a bow!
of chicken heart, and some pork every day. Since this cat could not even lift
himself, xu would pick him up just so he could get onto a bed. The weight of the
cat was 17 kilograms or 37.48 lbs, in January 2007,

Orarzio, the Garfield look-alike

Orazio is known as Italy's fattest housecat and was dubbed the living look-alike
of the famous cartoon cat Garfield, This three-year-old cat weighs 35.2lb and is
as wide as his owner Laura Santarelli, & volunteer on a local dog house, Laura
claims that her cat is not suffering from any health problems and that it is also
impossible far her to keep her cat from eating. Orazio made headlines in april
2008,

FIGURE 10-12. Do not submit stories like this to social news sites!

NOTE

In June 2009, Digg announced the imminent launch of Digg Ads, which allows advertisers
to finally participate in Digg without the need to find a power submitter or become one. The
concept behind them is that advertisers can promote advertisements that users can vote on.
The submissions are marked as “Sponsored” listings. The more the ad is voted on, the less an
advertiser has to pay. With a sponsored listing, that 1-800-BUY-THIS header may not have
to be removed, but you should keep this advice in mind as it could result in less clicks (and
more payouts to Digg).

When you study the popular submissions on any specific site, and in particular, the social sites
that are almost impossible to market on, you’ll have an idea of exactly what kind of packaging
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is required of your social news submission. Sometimes font size and presence of images is
critical. Sometimes the placement of your social media promotional badge may need to be
moved. Take a strong look at the content that has been promoted to social sites and make sure
that your web development team accounts for considerations in site design. Similarly, look at
the content to understand exactly what kind of subjects are preferred by the majority of site
members. You’'ll soon notice that, depending on the social news community, certain news
outlets are strongly disliked (FOX News, for example, is normally not a trusted news source
by social news participants) and some topics are very popular (for example, Google and Apple
stories are widely accepted on social news sites, but obvious “how to market your product” or
“how to optimize your website for search engines” would likely never be acceptable). These
trends can change over time, so be sure to review the latest popular submissions to see how
the crowds react.

Can social news promotion really further my social media marketing goals?

Absolutely! Promotion within social news channels not only yields page views, but can also
translate into powerful conversions. This may not happen solely by virtue of the story hitting
the front page of a social news site, as not all social news users are looking to buy a particular
product (though the right product may find new owners). The front page promotion is just the
tip of the iceberg. It’s the domino effect that causes success in social news sites. When social
news users share their content with other audiences, the potential for conversions is much
higher. In one case, after a particular story was promoted to a social news site from a travel
company’s website, the story saw over 50,000 page views and garnered over 1,000 links.
Ultimately, bookings with that travel company were attributed directly to that social media
marketing piece. The bottom line was that once the company was promoted in the social media
marketing sphere, the content was on someone else’s radar. Once the initial visibility is there
on a social news site, the possibilities of sales promotion and conversion are endless.

The Big Players in Social News

If you've read this far and are ready to dive into the social news space, you will initially have
to acquaint yourself with the multitude of social news sites that exist, as each one is different.
You may want to visit some and skip others, and this is fine, since there are so many social
news sites for just about any topic. The general social news sites are naturally likely to bring
more traffic, so you should have a brief understanding of the more popular ones and be able
to use them, especially if you are interested in dabbling in the social news space. Topical sites
are good to explore as well, but you may not necessarily need to use all of them.
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General Social News Sites

Social news sites are divided into two main categories: general social news sites that have a

varied focus, and niche social news sites that are geared toward a specific interest. In this

section, we review the more mainstream general social news sites.

Digg

Digg is by far the biggest social news site on the Internet, with over 34 million unique visitors

per month.3 Initially launched as a technology social news site, Digg (Figure 10-13) aimed to

reach a more diverse population in early 2008, and is now a more general-focus social news

site.4 Popular topics include technology (due to its strong group of early adopters), offbeat news

(especially as it relates to funny pictures and videos), and politics. Digg also has categories for

world and business news, entertainment news, gaming news, lifestyle news, and sports news.

About
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Search Digg. ..

Technology ¥ World &Business ¥ Science ¥ Gaming v Lifestyle v Entertainment ~ Sports v Offbeat ~

News, Images, Videos
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i

2569
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Secretary 60-34
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CMM Political Editor Mark Preston posed the top guestions from the Digg

Geithner as Treasu

msnbc msn com — The Senate voted to confirm Timothy Geithner,

digg it

President Barack Obama's pick for treasury secretary, Monday evening,

365Days

after delaying a vote because Geithner failed to pay some of his federal taxes in

2001 More

46 Comments

(Political Mewrs)

Share

Bury

& TheEnoineer2008 mads popular 10 Min ago
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diggit happen. hore.

76 Comments

FIGURE 10-13. Dig¢’s front page
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2226

1a4g Bill Gates' new mission: Saving lives

1410 Ex-Lehman boss ‘sold' $14m mansion to
wife for $100

Digg’s dedicated pictures and video section is an incredibly useful asset to its members, though

many would contend that the information contained therein is not “news,” and that it is more

appropriate to say that Digg is a social repository of interesting content.
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On Digg, the popular jargon is:

e Dugg, for when a story is voted up.

e Buried, for when a story is voted down. Buries are not visible on Digg’s page, but the
algorithm accounts for all buries without making the information public.

e A bury brigadeis a suspected group of individuals who bury any story that originates from
a certain domain or that mentions a specific topic or individual.

e Dupeis a submission that may already be on Digg from another news source and was
submitted by another member (competition is fierce on Digg, so don’t dupe too many
members if you can help it!).

To promote stories from users who are not your friends, Digg boasts a recommendation engine
that suggests other users’ submissions that are similar to the stories you may be Digging. Based
on your Digging behavior, the service will propose similar stories submitted elsewhere on the
service for you to explore and to vote on. Beyond the recommendation engine, each category
has an “upcoming” page for you to view stories. Stories can also be sorted by most popular in
the upcoming queue, and once a story is popular, itis removed from this queue. If you navigate,
for example, to http://www.digg.com/gaming/upcoming/most, you will see the stories related
to gaming that have the most votes but are not yet popular. Each individual category page has
a dedicated upcoming queue, though you can view al/l stories on Digg’s upcoming queue by
navigating to http://www.digg.com/all/upcoming/most.

TIP

If one of your stories is sitting in a category’s upcoming queue and there are several stories
above it, give those stories a boost by voting them up! Once those stories hit front page fame,
your story will have greater visibility at the top of the upcoming queue. By helping others
in this regard, you’re helping yourself. Remember, always be altruistic!

Digg has an ardent community of supporters and strong outside communities, though its
management and support staff take no risks when they see questionable content submitted to
sites. Users have been banned without recourse, and domains have been banned from being
resubmitted as well. Digg’s staff and users understand that marketers try to proliferate the site
with self-promotional material without profit to Digg, so caution is strongly encouraged.
Always tread carefully on the social space to avoid getting hurt.

reddit

The second most popular social news site is reddit. reddit has a strong group of supporters and
a very active community. Unlike other social news sites, however, it (Figure 10-14) allows you
only to submit a title to the site; there is no field for descriptions. Therefore, for success on
reddit, it’s imperative to have a descriptive title.
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FIGURE 10-14. The front page of social news site reddit

reddit’s terminology is simple: an upvote refers to a positive vote on a story, and a downvote
refers to a negative vote on a story. The number of upvotes and downvotes is visible on the
submission page, so you can find out exactly how well or how poorly your submission is
performing.

TIP

When you use reddit and want people to vote on your stories, never link them directly to
the submission page. The system has antispam measures in play, so if you link directly to the
actual submission page and the story is voted on, the antispam measure may end up adding
a downvote for that upvote. Therefore, your story may get no visibility (though it may appear
to be performing well). Instead, link your users to a more public-facing page with numerous
submissions and ask them to vote on several stories on that page so that your voting behavior
looks as natural as possible.

Additionally, reddit operates on a karma system. If you get a lot of upvotes, you’ll get more
karma. This number fluctuates based on downvotes as well, so if you keep submitting high-
quality content to the site, you should see a steady increase of karma.

Fortunately, if you submit a story on reddit and it does not perform well, you can delete it.
You can then resubmit it at a better time or rewrite your title if necessary.

Another feature of reddit is the presence of subreddits, which are user-generated categories
that let users submit their own stories. You can subscribe to any type of content on the site,
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from the generic subjects such as politics and technology to really granular topics such as home
improvement, Firefox, bicycling, and even medical marijuana. These niche subreddits are not
necessarily very popular or heavily trafficked, so visibility is not guaranteed.

NOTE

Because reddit is open source, you can map subreddits to your own domain and even style
them to your liking. Niche site WeHeartGossip, explained later in this chapter, is a subreddit
site that acts as a standalone celebrity gossip site.

Mixx
Mixx is the third most popular social news site. On Mixx (Figure 10-15), you can submit a

photo, video, or news article, and then you can assign it to up to eight categories. You can also
tag submissions so that they show up on searches.
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FIGURE 10-15. Mixx’s popular articles across the entire site

The main feature that distinguishes Mixx from other social news sites is that it is a lot more
personalized. Your home page is typically “Your Mixx,” which is a collection of submitted
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stories in sections you have expressed interest in. Therefore, everyone’s popular pages are
customized based on their own interests. There are also hundreds of communities that have
been created by users, similar to reddit’s famous subreddits. You can’t join every community
you're interested in, unfortunately, as some are invite-only.

As an incentive for using the service, community members receive special awards based on
their activities on the site. The biggest honor for Mixxers is the Supper Mixxer award, which
is based on accumulation of karma points and solid commenting and submitting behavior.
Comments are incentivized with “kudos” by members. Additionally, badges can appear on
submitters’ profiles to honor top submitters, conversation starters, thought leaders, most
contentious submitters, hyperactive voters, newshound, and more. All of these awards are
then stored in a user’s Trophy Case.

One interesting thing about Mixx is that some users can flag a submission as “Breaking News,”
which makes it more visible to active members on the site. To ensure this tool is not gamed,
only highly respected Super Mixxers can flag Breaking News.

The downside of Mixx is that while its community is extremely active and close-knit (in fact,
there’s an unofticial podcast by members highlighting great stories and users on the service),
there is no real public-facing page of popular stories. Rather, individuals all see different
popular pages based on their profiles and interests. Unlike reddit and Digg, which can claim
thousands of unique visitors on promoted stories, Mixx popular stories receive only about 100
unique visitors. Therefore, it’s a great site for community building, but it is not one that you’'d
want to focus on for social media marketing goals exclusively.

While Mixx has some shortcomings, its support team provides excellent customer service and
always aims to satisfy its members. The team is extremely responsive and exemplifies the
concept of “participation is marketing” (Chapter 4).

Shoutwire

Shoutwire is one of the lesser-known but still popular social news sites. On Shoutwire
(Figure 10-16), topics are general and front page fame is easy to achieve, though the number
of unique page views is considerably low. A positive vote on Shoutwire is called a shout and
a negative vote is called a bash.
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FIGURE 10-16. Shoutwire’s popular page

Similar to other social news sites, Shoutwire divides its submissions by article, picture, or video.
In fact, as shown in Figure 10-16, the service even highlights very popular pictures and gives
them great visibility. Therefore, a clever photo or memorable image can do well on Shoutwire.

Success on Shoutwire varies, but there are some ardent supporters who find that it can bring
a few thousand unique page views, which is surprising given the site’s reach of less than 20,000
monthly U.S. visitors.> The biggest challenge, then, is to find individuals who actually maintain

accounts on this site.
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NOTE

If you are excited about the opportunity to use the lesser-known social news sites but can’t
find individuals who have accounts on them, network onsite to find the community members
and aim to get a diverse group of individuals to vote on your story. Never use the same IP
address when voting on a social news site (or social bookmarking site StumbleUpon, for that
matter). You may be banned for gaming the system. If you're at an office where your IP
address is shared, vote from home. Don't risk your account credibility by voting on a story
from the same IP address! This recommendation holds true for popular social news sites as
well; Digg will also ban IP addresses used for gaming. Additionally, some sites have algorithms
that will diminish the impact of a vote made by another user from the same IP address.

Propeller

Formerly known as Netscape (though perhaps not the one you're familiar with ever since it
became a social news site), Propeller was once a lot more popular than it is today, but has since
been replaced by more mainstream social news sites. Once an active site with millions of unique
monthly page views, Propeller (Figure 10-17) now receives less than 1 million page views a
month.

Instead of having a voting system where every single vote counts as a point, Propeller works
by ranking entries on a scale from 1 to 10, which accounts for various levels of user participation
(comments, voting, number of times the story was physically accessed, and likely, participation
on other parts of the site). A positive vote on the site is a prop.

In the past, Propeller had more categories, but the main categories on the service at this time
are News, Arts & Entertainment, Business & Finance, Family, Humor, Sports, Style, Health &
Fitness, and Politics.

Fark

Fark is a social news site that allows you to submit “news that is really not news,”¢ and anything
goes on the site. The most popular stories typically are of the bizarre, odd, offbeat, and zany
variety. In fact, front page stories can see tens to hundreds of thousands of views.

Fark (Figure 10-18) doesn’t work on the same type of voting system as the other social news
sites. In fact, only paying Fark members (a membership costs $5 a month) are allowed to vote
on submissions. Additionally, sateguards are in play so that spam is not added on the site. All
submissions need to be approved by a Fark team member before being published.

Yahoo! Buzz

There’s a high probability that you already have an account on Yahoo!’s biggest social news
site, Yahoo! Buzz. That’s because you can log in from any Yahoo! property, making the site
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FIGURE 10-17. Propeller ranks entries on a scale of 1 to 10

highly visible and accessible to Yahoo! users. This means hundreds of thousands of unique
visits to stories that have hit the front page of the site.

Due to the mainstream focus of Yahoo! Buzz (Figure 10-19), the popular stories typically
involve breaking news (political and national news) and entertainment. Your celebrity gossip
story may have a lot of potential, so get as many people to Buzz Up the story as possible.

Yahoo! Buzz has the potential to bring millions of visitors to your site, so it is not a web property
to be overlooked. The same rules of content creation and community engagement found on
other news sites also apply on this site.
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FIGURE 10-18. Fark’s front page shows no votes at all

socialmedian

socialmedian provides news that is relevant to your interests. The idea behind the site
(Figure 10-20) is that your contacts, known as newsmakers, guide you through the most
interesting content on the Web.

socialmedian lets you associate yourself with topics you're interested in, such as technology or
politics. You can then start clipping stories that fit within your interests to share with the rest
of the world and engage in an intellectual discussion with other individuals who may have
clipped the story. socialmedian’s success lies in its categorization, as its capability to place
submissions into targeted categories is one of the most intelligent features among all social
networks. The users of the site are also much more mature and serious-minded, and provide
some great insights and feedback in comparison to other social news sites.

socialmedian has its own bookmarklet, which is handy if you plan to use the site regularly,
and it also notifies you via email of popular stories in the topics you choose so that you can
keep abreast of the latest happenings in subjects of interest to you.
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FIGURE 10-19. The front page of Yahoo! Buzz

Topical Social News Sites

Surely, you're scratching your head at this point wondering how, with all the general social
news sites, there could possibly also be topic-specific social news sites. There are! For those
interested in a specific topic, these lesser-tratficked sites function in a manner similar to how
tags operate in social bookmarking sites (see Chapter 9). These niche social news sites also boast
active communities and great content. Note that only a few of the more popular niche social
news sites are covered in this section.

kirtsy

kirtsy is a social news site that covers women’s issues in Arts & Entertainment, Design & Crafts,
Family & Parenting, Fashion & Style, Food & Home, Internet & Technology, Mind, Body &
Spirit, Travel & Leisure, Politics, and World & Business. Since the site is so focused on women,
however, the popular sections of other social media sites (Internet and Politics) often do not
get that much traffic on kirtsy (Figure 10-21). However, women's issues are extremely
prevalent on the site, as are topics related to women who blog (as many kirtsy users do maintain
blogs and the like).
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FIGURE 10-20. socialmedian delivers personalized news directly to your home page

A usetul feature on Kkirtsy is a section called the Editor’s Picks, which allows hand-selected
editors (chosen by kirtsy staff) to choose stories to be promoted to the front page of the site.

kirtsydoes not have a typical voting button. A vote is counted when you physically visit a web
page. By visiting a web page, you are voting for the story that linked to it; other social sites do
not require this (though their algorithms may account for visits and “blind votes,” that is, votes
that were made without the voter actually visiting the site). This tactic encourages you to visit
the originating site (and you should be doing that anyway!).

If you click on a link and decide not to endorse the content, you can click on the Un-vote flower
next to any entry. You can also add your negative vote by clicking Lose It.

Tip'd
If finance tickles your fancy, Tip’d may be a great topical financial news site for you to explore.

Topics range from personal finance to the economy to investing (Figure 10-22). When you
vote on a story, you're tipping it, and you can also topple it to mark it as spam.

The site is relatively new, having launched in Q4 of 2008, but already brings more than 100
unique page views per front page submission and has some strong, intelligent, and engaging
discussion. There are active moderators on duty who keep the site clean of spam submissions.
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FIGURE 10-21. kirtsy’s front page is divided into user-chosen stories and stories that were hand-picked by editors

Tip’d also integrates an interesting (though unrelated to social news) feature called
SocialTickers, a real-time social financial news aggregator that captures public sentiment about
a variety of popular stock ticker symbols using data from sources such as Technorati and
Twitter. With this April 2009 development and the success of the site, Tip’d is poised to become
increasingly successful in the upcoming months.

Sphinn

Social media marketing has a social news site of its own: Sphinn. Sphinn (pronounced “spin”),
shown in Figure 10-23, covers all aspects of Internet marketing and search, so stories about
Google and Yahoo!’s successes or missteps are fair game, as are tips on how to maximize your
Microsoft adCenter campaigns and even how to be a valued Sphinn contributor.

Like other social news sites, Sphinn prefers social news and informational articles. If you submit
good content and are an active community member who votes on stories and adds valuable
comments, you can do very well on the site.

Sphinn has a group of around-the-clock moderators who monitor the site for spam submissions
and also keep the site clean. Sphinn also has a very active group of contributors and
commenters; the comments are insightful and of high quality.

When you sphinn a post, you're giving it a positive vote. Your negative vote on Sphinn is called
a desphinn, and not only are negative votes public, but the individual desphinning the
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FIGURE 10-22. The front page of financial site Tip’d boasts stories, tags, and comments

submission has to provide a reason why he/she does not endorse the content. All the same,

the desphinn commentary is also rather insightful and informative and can often trickle into

the regular comments section of the site.

TIP

Don’t make your desphinn reasons personal. Sphinn is a professional Internet marketing
social news community. At the same time, don’t assume that a desphinn is a personal attack
on the submitter or writer of the article. If your content is “desphunn,” take it as feedback
and let it be. If you're afraid of the criticism, it may be best not to submit to Sphinn at all, as
your content can be easily scrutinized by members on the site.

SOCIAL NEWS BRINGS YOU PAGE VIEWS

257



Internet Marketing News & Discussion Forums

Hot Topics

All Categories

All Categories

*
hlnn E: Welcome, tamar! Moderator | Profile | Inbox | Logout | Help | Tools [Search Go

What's New Greatest Hits Comments

Goagle Yahoo

5]

Microsoft Search Marketing Social Media

submit Blog dcalendar 35 Network GJFeeds

Online Marketing Searching Other

Show Me: Last 25 | Just Today | Yesterdsw | Week | Month

sgarchi enging lani | Mederator

= Sphinn Liv

Top 10 Most Sphunn

In What's New

1. ZED and Internsl Linking (20}
Link building best practices checklist 2. 3 SEO Strateqies (Not Tactios) To .., (16)
a r:':.[ Went Hot: January 27, 2009 - 7:50 pm 3. Are vou looking for 3 Job in SEQ7 (17)
o & Posted Byt hugoquzman 1 day 15 hours ago KillSpam this user 4. 10 Ways Journalists and Newsrooms C... (17}
A u Topic Type: Mews Story (Jump to httpi//blog.zetainteractive.com) 5. Packaging Yourself For Success: & ... (15)
5"":"" Category: Link Building | edit 4. Detecting Googlebombs (14}
b My colleague Walarie put together an interesting checklist of link-building best practices, so 7. Buperbowl Commergials - The Ulimat.., (14)
1 figured T would sharel read more » & 5 Critical Adwards Reports for Opti... (14}
O piscuss B save Desphinn @ Rapor 25 spam 9. B Ways Achons Sports Brands Can Ta... (14)
10. Content Writing Advice, Blogs vs. B... (12)

Is Search evolving into Online Anthropology?
iy Wentots Jomuary 27, 2409 3:59 o
!a St Posted By: BaswdBeld 15 hours ago KillSpam this user

Latest Comments

* [ learned how to optimize my seo from this

Sphi BT 1opic Type: Mews story (ump to hetpi/fuwn,searcheowboys.com excellent article
phinn Category:
+ Bearch Market] edit
I i fra Skt ol » Erankly [ dont worry to optimize my sites for

Lisa Ditlefsen writes a great column for Searchcowboys. She states Search might be
evalving inta an online anthropolagy. She could well be right there. read mare »

O piscuss Bissve ®Desphinn @ Report a5 Spam

15 Questions You Should Be Asking Your SEQ Agency

Wient Hot: January 27, 2009 - 1:24 pm
Bosted By: 2igeiacko L day 15 hours ago KillSpam this user
Topic Types News Story (Jump T hrepi/funy,seaptimise com)

google, [ just let it ride.
Wwhat do you mean 449... there are only 82
comments!,

The tiitle savs it all. If Google doesn't need
siternap, why call it an er..

» I am having some troulbe getting the message...
Warning: D.

Sphinn Category: SEG | sdt « Oh, gesz. Has somenne been whining sbout
It R sitemaps again. For mena ecomm

Kevin Gibbons from SEOptimise gives his list of recommended questions that clients should
be asking their SEO agency before agreeing to & contract. read more »

O biscuss Bissve ® Desphinn @ Report a5 Spam

Local Search Citations in Continental Europe (L ocal SEQ)
VWent Hot: January 27, 2009 - 1:08 pm

Postad By: rishilskhani 16 hours ago KillSpam this user

® ‘Tour SEO resource could be turned into a
handback rrou've carmpil

* Okay, it made me chuckle... Spam can often be
unintentially hilarious

* -read more -

. Topic Type: Mews Story (Jump to http:/fuwn.davidmihm.com)
Sphinn Category: Othsr Sesrch Marketing | sdit
m . v f -

FIGURE 10-23. The front page of Sphinn lets you view popular stories, find upcoming stories, and read comments

After reading this book, if you want to learn more and keep abreast of social media marketing
developments, you should definitely sign up for an account on Sphinn so that you can get the
most out of your newfound knowledge.

Slashdot

The Slashdot community predates many social news communities of today, but is still an
incredibly popular social news site focused on technology (Figure 10-24). Slashdot is a social
community for self-proclaimed “nerds.”
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FIGURE 10-24. Slashdot always has ongoing discussions

The biggest part of Slashdot is the comments; they are scored on a scale of 1-5 (and can be
labeled as Funny, Insightful, Interesting, and Informative).

Slashdot stories don’t appear on the site unless approved by a site moderator. If you do have
a good story related to technology, submit it to Slashdot; if it’s really good, you may see a lot
of unique visitors.

Hacker News

Hacker News, shown in Figure 10-25, is similar to Slashdot in focus with an emphasis on
technology and science, but stories do not need moderator approval to appear on the site. Your
submission will be accepted by default, though its visibility is determined by the number of
upvotes it receives. The interface is most similar to reddit, though content cannot be
downvoted, and as such, you will only see how many points (votes) the story received.

The Hacker News community is not too fond of Digg users; as such, the communities differ.
Many stories do not get as much visibility on Hacker News as they would on a more mainstream
website like Digg, despite its focus on technology.

Small Business Brief

If you’re running a small business, check out Small Business Brief, a small niche community
for news related to small-business operations (Figure 10-26). On the site, positive votes are
fetched and negative votes are buried.
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FIGURE 10-25. The Hacker News front page is extremely clean and simple to use

Small Business Brief highlights its top users, which incentivizes its users to become active and
give to the community. Additionally, top sources are displayed on the site’s righthand sidebar,
so high-quality submissions from domains can be acknowledged even further.

WeHeartGossip

WeHeartGossip was formerly known as Lipstick. Today, it looks just like a standalone site,
though it is actually a subreddit! Therefore, your reddit karma translates over to
WeHeartGossip (Figure 10-27). The focus of the site is celebrity news and gossip as well as
controversial stories.
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FIGURE 10-26. The front page of Small Business Brief
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FIGURE 10-27. WeHeartGossip’s front page: it doesn’t really look like reddit

Since WeHeartGossip is a subreddit, the same rules apply for it as for reddit.
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DesignFloat

The most popular social news website catering to web developers and graphic designers is
DesignFloat, shown in Figure 10-28.

@ dESign ﬂoat About | Register | Login | Submitanewstory (Y <

Dear Friends, We've fixer the websie bul we lost all posts We have tatally new NITRG server from MediaTemple. Thank you sl Heppy Holideys!

Popular Entries Top Today | Vesterday | Wieek | Morth | ‘Year Popular Upcoming
Pl Create a Digg-Style Live Character Update with JavaScript Categories Shon:AlL
¥Show Summary | Posted by Ascendancy S hours ago | Category. Programming
R e | © Discuss | EShare | <& Bury L]
Graphic Desigh
The 100 Hottest Business Card Designs | AlteredAdvice - Freelance Web Design 5]
Graphics Design Community : .
B +Sshow Summary | Fosted by evst-re & hours ap0 | Category. Genersl Intersctive'Design &
) Cortinue | O Discuss | [ Share | < Bury Industrial Design
Identity & Branding B
46 Sites To_ Get Inspired And Familiar With Hand Drawing Style | Digital Art ()
B8 1stwebdesigner
BER  + Show Summary | Posteit by dainix 7 hours ago | Category: Wb Desicn lllustration &
+) Cortinue | 0 Discuss | (£ Share | <L Bury Motion Graphics B
Photography
u Best of Bike Culture: Top 5 Design Innovation Tutorials

FIGURE 10-28. DesignFloat’s front page is easily navigable

Care2

The biggest social news site for environmental and green news is Care2, an active community
for those who are environmentally and socially conscious (Figure 10-29). Topics focus on
Environment, U.S. Politics and Government, World, Business, Green Lifestyle, Society and
Culture, Animals, Health and Wellness, Science and Tech, and Offbeat news. The most popular
topics on the site, however, are focused on the betterment of the environment through green
initiatives.

The Care2 social network is part of the larger Care2 website, which is a general social network
that empowers individuals to make a difference.
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FIGURE 10-29. From the front page of the Care2 site, it is evident that emphasis is placed on environment and green news

The Carbon Marketing Wars Have Begun
o Cal - 5 hours ago - enn.com
In 2007, Walkers became the first major food brand to display a

The Pros and Cons of Social Bookmarking and Social News

In Chapter 9, you learned about social bookmarking. In this chapter, you learned about social
news. Which method is better?

The best answer is both. When it comes to social news promotion, spread out your submissions
as much as possible on a variety of social sites. While social bookmarking sites are more lenient
about the kinds of content they will accept, by now you should know which content will
perform best across a variety of social networks. If in doubt, study the communities you intend
to target for maximum success.

Social bookmarking is generally used to index useful material that you can reference again and
again. If you get enough bookmarks and your link is promoted to a popular section of the site,
you may get those page views, but the tried-and-true motivations behind traditional
bookmarking are echoed on social bookmark sites: people are simply storing the pages into
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their accounts. Therefore, you’ll see visits from social bookmark sites, but you'll see far more
visits on social news sites. On social bookmarking sites, you may see hundreds of users
bookmarking your page, but only a fraction of them will actually visit it.

On the other hand, social news users know that they are getting timely content that could be
outdated in a day or so. Therefore, you're likely to see a lot of page views in rapid succession
on a social news site.

While some social news sites accept tags, they are not heavily referenced. In fact, stories on
social news sites usually fall into oblivion after the front page visibility expires. In an
experiment conducted by blogger Darren Rowse, it was found that social bookmarking services
bring more long-tail traffic (that is, traffic over a longer period of time), but social news visibility
was significantly reduced after its prime.”

Summary

Social news sites promote content that is endorsed by popular vote. These sites can bring
hundreds or thousands of visitors to your site in a short period of time.

Originally, social news sites operated on the premise of the “wisdom of crowds,” in which
purely democratic voting would determine success. However, this concept has been disputed
due to “herd mentality,” in which certain groups of influencers can sway the entire public vote.
It’s become obvious over time that since these social news sites are really social in nature,
content on social news sites can be manipulated. Many social news sites have safeguards to
prevent against this type of gaming.

Getting to the front page of a social news site can be easy or difficult depending on the site.
Factors affecting promotion include the user and his credibility on the service, the diversity of
voters, the number of votes, the speed of votes, the category the story is submitted to, the
number of negative votes, and the number of comments received.

You might want to be one of those users with high credibility and respect. If so, follow the 10
commandments to become a power user, but keep in mind that this will take time. An avatar
is important, but your contributions and regular activity are also substantial factors.
Networking is vital, and there are numerous ways to network both onsite and offsite, from
voting on stories before they actually get promoted to the front page to adding witty and
eccentric comments that make people smile.

The right kind of content is also important for social news mastery. People love lists, games,
breaking news, controversy, videos, and pictures. All submissions should be accompanied with
a good title (and description, if applicable). If you have a great piece of content but a bad title,
people won’t read your submission and you may not have another chance to succeed on a
social news site.
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There are a variety of general-interest social news sites. Digg is by far the largest, and reddit is
close behind. Mixx, Shoutwire, Propeller, Fark, Yahoo! Buzz, and socialmedian are also
important to know about, since each has its pros and cons.

There are an even greater number of topical social news sites. kirtsyis tailored to women, Tip’d
is for the finance aficionado, Sphinn is a community of Internet marketers, and Slashdot and
Hacker News are for fans of technology. WeHeartGossip is a gossip-centric subreddit that looks
like a standalone site. Design Float is a great community for web designers and graphics
professionals, and Care2 is for those who want to be environmentally aware.

Should you ignore social bookmarking and focus on social news? No. You should try both.
Social news will bring more page views in a shorter amount of time, but social bookmarking
is the gift that keeps on giving, as traffic doesn’t die down as quickly.

Endnotes

1. http://blog.digg.com/?p=73

. http://blog.digg.com/?p=74

. http://latimesblogs.latimes.com/technology/2009/01/kevin-rose-and.html/

. http://www.readwriteweb.com/archives/digg _the_decline_and_fall_of_tech.php
. http://www.quantcast.com/shoutwire.com

. http://www.lark.com/tarq/about.shtml#What _is_Fark.3F
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. http://www.problogger.net/archives/2007/07/06/why-stumbleupon-sends-more-traffic-than-digg
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CHAPTER ELEVEN

New Media Tactics: Photography, Video,
and Podcasting

By now, you've learned that social media is about the written word—tor the most part. While
a large percentage of the online community would rather read from a web page or whip out
a book, there is an abundance of auditory and visual learners. Increasingly, video is starting to
take a stronghold in our online society, and photographs always tell a great story. These
alternative media tactics are rather successful, though not many individuals seem to dabble in
the arts of video, photography, and podcasting.

Social media empowers amateur photographers and turns them into content creators. With
tagging capabilities, commenting, embedding, and more, image-sharing sites are blossoming
as social communities. Photography sites are also great implements for social media marketing,
as they can help build awareness of your products. Evangelizing on these community sites can
really add value to your business and marketing goals. Put simply, there are myriad
opportunities to be gained by understanding these social media sites, the communities, and
the features therein.

On the video and podcasting front, new media has enabled everyone to become a producer or
director and even to have their 15 minutes of fame (and then some). With affordable
technology for the home consumer, it has become easy for individuals to create their own
podcasts using nothing more than a microphone. That’s not the end of it, either: individuals
can also grow their subscriber numbers to the thousands using multiple online tools that are
free (or cheap enough not to break your budget). In the video sphere, after Google acquired
YouTube in late 2006, it became evident that video was on an incline, and now that more and
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more people are engaging in video and watching the content, it is clear that Google’s purchase
decision was the right one.

In this chapter, we’ll review these new media tactics for marketing gain. While perhaps these
are not purely social media marketing methods, they are strategies utilizing newer technologies
to engage the social community, and social sites that accept photographs and videos have
empowered content creators to express themselves and to promote their own personal projects
and products.

Using Your Pictures to Market Yourself

If you don’t have a digital camera by now, why haven’t you purchased one yet? Decent cameras
can be had for as little as $30, though high-end consumer/professional (“prosumer”) models
are also available for as much as $4,500 or more. No matter how much or how little you spend
on your camera, once your photographs are uploaded to a social network for photography, it
doesn’t matter how big your pockets are: you can still gain from social media marketing, as

long as your photographs are of acceptable quality. Since most users of social media networks
appreciate high-quality images, photos are ideal for marketing on photo-sharing social sites.

While there are many image-sharing websites, one clearly stands out above the rest for self-
promotion. Flickr, once a simple photo-sharing site, is the largest image-sharing site and now
accepts user-submitted video (up to 90 seconds long) as well. With billions of photographs
stored and hundreds of thousands of paid subscribers (in addition to free users), Flickr is a
powerful network packed with features. In terms of marketing, there are a number of ways to
leverage the community features for personal gain. In this chapter, we’ll focus primarily on
Flickr for image sharing, as its functionality and community features are unrivaled by other
social image-sharing sites.

Flickr: Your One-Stop Shop for Image Sharing

If you're looking to raise awareness about yourself or your products and to establish thought
leadership in the creative arts, look no further than Flickr (Figure 11-1). Today, the Yahoo!-
owned property has an incredibly large community with many followers and addicts, and as
such, is a wonderful way to learn more about social engagement and perhaps social media
marketing as well.

TIP

On Flickr, overt marketing is against the community guidelines, which state that Flickr is not
intended for commercial pursuits: “Flickr is for personal use only. If we find you selling
products, services, or yourself through your photostream, we will terminate your account.”
Tread carefully if this is your sole goal for using Flickr. If community engagement and
benefiting from the site’s social features tickles your fancy, keep reading this section.

268 CHAPTER ELEVEN


http://www.flickr.com/guidelines.gne

fl ick r Signed in ¢ Tamar Weinberg J (108 newl Help  Sign Out

Home You Organize Contacts Groups Explore Search
=¥ Hello Tamar Weinberg!
T
» Your Photostream ze i » Upload Photos & Videos
+ RecentUploads | Recent Activity
mm— s o Flickr Blog Pasted 30 Jan 03
i O Riley s gay
n
» Your Contacts
T R T memmowiem  Securely share private photos =
i tomrskar g o4 e )

g S EVERYTIING for 1|
becrund”sboundtas (O IVERTTHEG

Learn how to control who sees your photos

ey

From b d solis

From mudpig From jenchung

Books, calendars, posters,
prints

o r @oop makes heautiful photobooks,

| calendars, framed prints, posters,
photo prints, gifts, efc. Share ideas
1 \ inthe QOOP Group,

And even more you can do with your photos:

From CC ChapmanFrom CC Chapman om Bill Cammack

® oo MiniGards, business cards, stickers and
morg

» Your Groups Groupsaclivity  ® ImagekKind: Frame your Flickr photas
® Tiny Prints: Custom Cards and Photo
> AMATEURS - HIGH FIVE. (7.990 tems | 20 topics ) Stationery

Blurh: Bookstore quality books, by you
Capital One: Personalize your credit card

F-w-bo[’;asoon From Xophotos From hybridvigour — From dhdoas From Dimitry B

Mare: 365 Diays, Digital Photography School, Lensbaby, Mikon Cafe 4 Aces (| eave
4 Comments), mare...

FIGURE 11-1. Flickr home page

Signing up for a Flickr account

If you have a Yahoo! account, you can start by going to the Flickr page. While Flickr is part of
the Yahoo! family of products, you'll still need to create a Flickr name to be recognized on the
service (Figure 11-2).

Once you create your name, you are asked to personalize your profile (Figure 11-3). First,
you'll upload an avatar, otherwise known on Flickr as a buddy icon. After this, you'll choose
a custom Flickr URL, which will become your personalized page for accessing your photos
(http://www.tlickr.com/photos/yourname). Bear in mind that you will not be allowed to
change this URL once it’s created, so choose your customized URL wisely. Then you’ll be asked
to provide identifying details: your first and last name, your time zone, your gender, and your
relationship status. There is also a field where you can fill out information to describe yourself.
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FIGURE 11-2. Creating your Flickr username

This field accepts some HTML (such as links, bold/italic/underlines, tags, block quotes, and
other basic HTML).

flickr
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FIGURE 11-3. Personalizing your Flickr profile

After you've set up your profile, you can upload photos to the service (Figure 11-4). Since
you're likely a free account holder at this point, you're limited to 100 MB of photos per month,
so if you're using a high-end camera and have not resized or optimized the images using an
external program, this 100 MB may run out quickly. Also, you can only store 200 photos on
a free Flickr account at any given time, which may feel limiting, especially if you have a lot of

photos to share.
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Upload photos to Flickr

Youve used 0% of your 100 MB limit this month - that leaves 100 MB. Upgrade?

Choose photos

Learn mare about video

FIGURE 11-4. Choosing your first photos to upload to Flickr

NOTE

Flickr’s paid account offerings, available at $24.95 for one year or $47.99 for two years, are
highly desirable. You get unlimited storage for hundreds or thousands of uploads (if you’d
ever need that). For more information about the perks of a paid Flickr account, see Attp://
www.flickr.com/help/limits/#28. With a Flickr Pro account, you also get more authority; all
paid members have a “Pro” badge next to their usernames, which gives them more credibility
as active users of the site. Additionally, paid members can upload individual videos, but this

feature is not available to free users.

With your first photographs uploaded, it’s time to add a description that helps people
understand exactly what you've just shared with the world (Figure 11-5). Limited HTML is
allowed in description fields. You can also tag photos or even add a batch set of tags that will
be applied to all photos that you recently uploaded. On Flickr, tags are space-separated, so your
“new york city” tag may be better adequately named “nyc” or “newyorkcity” (dashes are not
very popular on Flickr). Like delicious.com, commas that you enter will be added to the end

of your tags, so avoid using them.

NOTE
In this chapter, we refer to Flickr features that are available to images. The same features are

also available to video.
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Batch operations
Add Tags [2] Add to a Set Create a new Set.

[ m [rou don't have any sets yet |

Titles, descriptions, tags

ith
google_count_posts

Description

FIGURE 11-5. Adding a description to your Flickr upload

Tags are incredibly important on Flickr, so use them appropriately. If you want your images
to be discovered, use the tags that the community would use. Thankfully, there is no limit to
the number of tags you can add to a single image, though if you apply too many tags, you may
be perceived as being “trigger happy.” You can find popular tags on Flickr at Attp://www.flickr
.com/photos/tags.

You can also add your photographs to a set (Figure 11-6). Sets are groups of photos. For
personal purposes, you may want to upload your wedding photos into one set and the birth
of your baby into another set. Similarly, you may want to dedicate a single set to your product
uploads (just as long as you're not overtly selling them, in accordance with Flickr guidelines)
and another set to a hosted community get-together. Organizing photos into sets lets viewers
and visitors easily navigate and access your images.

The organization of sets within Flickr (Figure 11-7) may require a slight learning curve. The
Batch Organize tool features a sophisticated Ajax interface that lets you drag and drop photos
into a single container unit. You can also apply batch-editing functions to the photos or arrange
photos in a set by specific criteria.

Flickr also has collections (Figure 11-8), available only to paid members, which are groupings
of sets. Free memberships do not include access to collections and are limited to a total of only
three sets. If you find yourself uploading many photos, you may want to have further control
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FIGURE 11-6. A typical Flickr set

over your sets, so you’d choose to group them into collections. For example, your sets of get-
togethers can be grouped into a collection of Flickr photos called “Our Events.”

After you've uploaded your first photos on Flickr (and/or explored sets), it’s time to take
advantage of the community features. Flickr lets you add your friends via email (Yahoo! Mail,
Gmail, and Windows Live Hotmail), but you can also search for users already on the service.
If you're in the business world and not active in social media, it may be hard to find users you
know on Flickr, so feel free to start with your social media contacts first. Of course, you can

also start making friends by becoming active within the community, which is strongly
encouraged.

Flickr’'s community features

You now have a basic understanding of how Flickr works, and it seems like any other photo-
sharing site. However, there are a number of community features that you can make use of
on Flickr. The most important feature is Flickr groups. Groups are essentially sets that all
members of the community can contribute to (whereas you are the only one who can

contribute to your own personal sets). Groups also feature discussions related to the topic
matter.
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FIGURE 11-7. Organizing your Flickr set

The New York City group is shown in Figure 11-9. This group has nearly 14,000 members, and
users have uploaded over 229,000 images related to the Big Apple. If you've visited the city,

you can upload your photos to the group. If you own a restaurant or a small Mom & Pop shop
in the city, you can share photographs of your business and happy customers therein. If you

own a travel company specializing in New York City tours, you can upload photos of your
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FIGURE 11-8. A typical Flickr collection

customers’ experiences or even your own as the official tour provider. Of course, to keep in
accordance with Flickr’s guidelines, do not promote your services heavily in the description of
the photograph. You should share related images that are still relevant to the community site
at large; never be too self-promotional.

You can search for other existing groups related to your interests by navigating to http://www
lickr.com/search/groups.
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FIGURE 11-9. The Flickr New York City group

When using groups, be advised that each individual group has distinct rules of engagement.
You will want to keep your photo or video uploads relevant to the group to avoid having a
moderator remove you from it.
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Groups are important because the most active Flickr users are involved in them. As such,
groups provide a great vehicle to build your network and to meet new people. If you join a
group, be sure to actually contribute to it on a consistent or semiconsistent basis to become an
established participant. Also, engage in conversation in the discussion forums where you can
provide valuable responses and insights—or simply add comments on photos.

You can certainly choose not to use groups on Flickr, but this is the community feature most
likely to give you exposure on the site. Of course, if you use a site that aggregates your social
activity (such as FriendFeed, Figure 11-10), your activity on Flickr can be posted elsewhere,
and other people will be able to access your photographs.

Search
il Emal | IM* @ Tamar Walnbarg
i SEMings - Sign out
You have 59 invitations from Alfredo, Zee. and 35 other people Cinea
Add: Photos Post

Jusse Stay
Can you succeed as an entreprencur without 3 degree? You bet! Will you be working harder than
% the nther entreprensurs to do =07 You betl

24 Fans

FriendF eed Feedback
Socesl Media

eatdil

Katy § (Rochelle lile this) e —

FIGURE 11-10. FriendFeed shows your social media activity, which includes Flickr

FRIENDFEED: AGGREGATING YOUR SOCIAL ACTIVITY

FriendFeed is a social site that aggregates social media activity around the Web. It may more
appropriately be termed a “microblogging” application, but it is really so much more.

FriendFeed consolidates updatesfrom numerous social mediasitesandservices,includingblogging
platforms, social bookmarking sites, book-sharing sites, social news sites, status updating sites
(Twitter, anyone?), social musicssites, video-sharing sites,comment update sites, and other services,
such as photo-sharing site Flickr and video-sharing site YouTube (to be discussed later in this
chapter). When you create an account on FriendFeed, you indicate which social media sites you
want FriendFeed to display. Your shared photos on Flickr, your Facebook status updates, and your
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StumbleUpon reviews and submissions, in addition to any or all other services you add to your
FriendFeed stream, will be accessible via a dedicated URL for your username, such as http://www
.friendfeed.com/tamar. Users who subscribe to your FriendFeed feed will be able to see when you
update new photos to Flickr, and when you do, your images can get even more exposure.

You may also chooseto share relevant photos on other social sites, such as Twitter and delicious.com
where applicable, though utilizing that option becomes more of a manual process than an automatic
one.

Creative Commons: Licensing your images for sharing

Flickr allows you to specify your images as being under the Creative Commons (CC) license.
A CC license turns your photos from “All Rights Reserved” into “Some Rights Reserved,” which
allows other individuals to share your photographs and images as long as you are credited as
the original creator/photographer. In general, the minimum CC license is the Attribution
license, which allows your images to be distributed, remixed, tweaked, and built upon under
the condition that the individual reusing your image gives you credit. If you do not mind having
your images reshared, and if you want to actively promote your creativity offsite, it’s a good
idea to upload your images to Flickr under the CC license for additional exposure.

If your photos are CC-licensed, you may still be contacted by bloggers and media outlets
(newspapers, online magazines, and other publications) requesting permission to use your
images offsite (in other cases, once you set your images to a CC license, users may reference
those images in their blogs or news articles without contacting you first). One example of this
type of media outreach is via NowPublic.com, a news-sharing community in which writers
gather the majority of their news article images from Flickr. If your photos are a good fit for
the network, you’ll be direct-messaged by a member of the service asking you if you want to
share your image. If you get credit for these images on alternative sites, you can use your Flickr
leverage to gain credibility offsite as well.

The popularity of your pictures: Flickr's statistics

Are people enjoying your photos? Is it worth the effort or time investment? Find out by
checking your Flickr user statistics (Figure 11-11) on a semiregular basis. Similar to an analytics
package, these statistics give you insights into how many people are viewing your images at
any given time in addition to gauging the most popular images in your photostream.

By noticing these trends and what is widely received by members of the site, you can determine
which types of images or videos work best for the site’s audience.
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FIGURE 11-11. Flickr image statistics
“Marketing” on Flickr

So now you know a little about how to engage in the community and market your products
on Flickr. There’s more to be done, though.

Your profile page is a great place to start advertising yourself and your services. Use your profile
page to talk about yourself and what you do. That way, if you become respected within your
groups and within the community, people will get to know a little more about you. Again,
don’t overtly promote your business motives; Flickr is a social site and does not condone
commercialism. However, if your biography says something along the lines of “My name is
Tamar Weinberg. I love photography, New York City, and LOLcats, and I just wrote a book on
social media marketing. Find out more about me on my blog at http.//www.techipedia.com,”
you should be safe. After all, that’s an overall picture of who you are and does not focus only
on your professional and commercial endeavors.
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You can also use your photostream to share high-quality images of the products and services
you offer. Matt McGee, an avid Flickr user, suggests the following applications for Flickr:!

A general contractor, for example, would upload photos of homes or commercial buildings

you’ve built. A winery would upload photos of grape harvest, the winemaking process, and even
your tasting room and close-ups of your wine bottles. A caterer would upload photos of events
you’'ve worked — your staff, the food, the overall presentation, etc. A woodworker would upload

photos of items you’ve made, your workshop, etc.

McGee advises talking about your product in image descriptions, but cautions against the direct
sales pitch. Of course, you should avoid promoting your product and service offerings in
discussion groups as well. You can, however, link back to your original site, where you may
be able to provide more information about that house you’ve constructed or the detailed
winemaking process.

One of McGee’s Flickr images is shown in Figure 11-12. A great page on Flickr has a detailed
title (preferably with the date so that the image doesn’t get filtered via a regular search, since
duplicate or similar titles are often omitted or harder to find) and valuable description. McGee
added the image to his personal set as well as to a number of user groups on the service. He
also added tags to the image (as you can see, other users can add a pertinent tag to user images,
too—just in case!).

Don'’t overlook the community features on Flickr, and do participate in the community. If
you're sharing for the sole purpose of sharing, you may find that you can effectively market
yourself without overtly doing so!

Other Photo-Sharing Contenders

Flickr may seem like the best choice given its community features and potential opportunities
for marketing. However, there are other photo-sharing sites where can host your images.

SmugMug
SmugMug is a popular choice for image sharing among professional photographers. A
SmugMug account costs upward of $39.95/year.

PBase
The PBase photo community is great for professional photographers, but accounts are not
free ($23/year for 500 MB of storage; $60/year for 1,500 MB of storage).

Photobucket
Photobucket, an image-storing facility above all else, is owned by Fox Interactive Media.
For the most part, it is used for personal photography. Photobucket owns TinyPic, another
photo-sharing site, which allows you to upload an image to a server and get an immediate
URL to share with friends. Accounts on both Photobucket and TinyPic are free, and you
do not need an account to utilize these URL-sharing features.
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Picasa
Picasa, a Google-owned file-sharing website, is free. It’s not a popular site for social media
promotion, but is favored by families who enjoy sharing photos of significant events and
milestones with their loved ones.

Zooomr
Zooomr, the closest rival to Flickr, has a lot of features offered by Flickr, and boasts a
growing and passionate, but much smaller, community. Like Flickr, Zooomr offers both
free and pro accounts.
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FIGURE 11-12. A Flickr Page that takes advantage of all the features

These sites all pack in image-sharing capabilities, but are not as exhaustive in terms of features
and functionality as Flickr—at least for marketing and community. Zooomr comes closest in
its offerings and functionality, while SmugMug and PBase are the preferred sites of professional
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photographers. If you want a no-risk approach to sharing your images, you may want to try
one of the Zooomr or SmugMug paid accounts instead of Flickr.

Photoblogs and Galleries: Dedicated Portals for Images

Although not used heavily due to the existence of image-sharing sites, photoblogs (blogs that
are intended for image sharing only) are a great place to share your images and to tell people
about your professional or personal pursuits. Additionally, personally hosted image galleries
are excellent ways to start promoting your photography or business-related images.

Like blogs, photoblogs and galleries require hosting for the files, a domain name registration,
and possibly some technical knowledge. You can use standard blog applications (see

Chapter 5) to manage your photographs, and they’ll double as photoblogs, but keep in mind
that if you host lots of images on your server, you may run out of space and incur penalty fees
with your host. Be sure to keep your images small (that 4,500x6,000-resolution image can be
reduced to half of that size or even less) and check your server storage space regularly,
especially if image hosting is something you plan to maintain. This way, you won’t run into
problems when you run out of hosting space. Ideally, you should never delete images from
your photoblog, because they can result in broken pages and links (404 errors). Instead, just
keep the file sizes small.

HOTLINKING: THE COPYRIGHT INFRINGEMENT AND BANDWIDTH
THEFT DILEMMA

Can your images be stolen? Unfortunately, yes. It's easy for people to right-click an image, get the
URL,andlinktoitfromtheirownsites. The problem with this tacticis thatiftoo many people “hotlink”
to your image, as this practice is called, you're providing your image to another site without explicit
permission and can run out of bandwidth quickly on your host without even noticing. If other people
start accessing your artwork from elsewhere on a regular basis, your bandwidth allocation can get
sucked up quickly. Further, this method of redistributing artwork can be considered a copyright
crime. Naturally, this is a risk you will have to take if you host images on a photoblog. With Flickr,
there are safeguards to prevent users from stealing your images. When you’re hosting your own
images, it's a bit more difficult. Search the Internet for a script that will help you prevent others from
hotlinking your images (that means that the images won’tbe linked from a site you didn’t authorize).
You can find a script that replaces a hotlinked image with a placeholder image of your choosing
(such as “Original image taken from mysite.com”). Depending on your server configuration, the
scripts may differ, so technical know-how is important. An alternative is to contact the person who
used your image without permission and to inform her that she is stealing your bandwidth, in hopes
thatshe willremovetheimage and cooperate with your request. Notallindividuals who steal content
are willing to comply, but it doesn’t hurt to ask.
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If you are limited in space, it’s not a bad idea to use one of the other image-sharing sites and
then link to the images on your blog or website. You may want to make sure that the images
remain permanently stored on these sites if you end up using these photo-sharing web
applications.

If you choose to use a photoblog application, in addition to the standard WordPress and
MovableType hosted applications that are available (which can be reserved for your blog posts
or dedicated to photography), you may want to try more dedicated photoblogging tools.

Pixelpost

One such hosted application is Pixelpost, which operates on the premise that you're going to
be uploading a single image a day. You can change the daily photo rotation feature in the
backend if you wish. Figure 11-13 shows an entry from a Pixelpost blog.

Gallery

One of the most frequently used tools for hosting images is Gallery. Gallery (Figure 11-14)
touts itself as a photo album organizer with a surplus of features for security and photo
management. It features support for comments with an optional CAPTCHA, email, and even
offline uploading applications.

Coppermine

Coppermine is another frequently used photo gallery. If offers features similar to Gallery and
includes support for slideshows, multimedia, and more (Figure 11-15).

Once you install a gallery application, you can tweak it to your liking; you may want to set up
different albums for event photographs and for product photos. Gallery and Coppermine give
you a lot of options to customize albums within the application and even to determine the

gallery’s layout, so do not feel restricted and have fun (however, for layouts, especially if you
want them to match your own site, you may need to enlist the help of a savvy web developer).

Beyond Stationary: The Video Marketing Guide

Photographs are one thing, but video is becoming more popular by the minute. The online
success of the streamed video of the Obama inauguration is a clear indication of the role video
and streaming video are playing in this day and age. According to content delivery network
Akamai,? the inauguration of the newest U.S. president set a record for the most simultaneous
streaming video viewers in the Web’s history. This rivals that of actual television.? In fact, video
streaming of the inauguration was banned at my husband’s workplace due to the possible
bottleneck it would create for Internet access in his populated office. Instead, employees were
confined to a conference room television. This all goes to show that online video is becoming
more pervasive. I used to be reluctant to watch online video primarily due to its potential to

NEW MEDIA TACTICS: PHOTOGRAPHY, VIDEO, AND PODCASTING 283


http://www.pixelpost.org
http://gallery.menalto.com
http://coppermine-gallery.net

<<previous image | foday | next images> calendar | random photo | Archive | about and favorites | =

SEPTEMEBER 11, 2005 TO A CLOSE. EXIF:

FOSTED: 03.22.05 | CATEGORIES: [ALL] [ARCHITECTURE] [MIGHTLIFE] [URBAN VIEWS] HIKON D70
18 mm
the bright lights of septernber 11th reflect off of the millennium hilton hotel at the liberty plaza 163

dsen
150 200
Flash: Mot Fired
20050811 2001606
0 COMMENTS POSTED | VIEW

Add a comment

==previous thumbnail et | next thumbnail set==

FIGURE 11-13. A Pixelpost-powered photoblog

disrupt my schedule, but Inow find myself watching one or two videos a week (and sometimes
even more), which is substantially more frequent than I'd have ever imagined. Not all content
is accessible in the written word any longer. Video is here to stay.

You may recall reading about the success of Blendtec in Chapter 2. To refresh your memory,
the company, which manufactures personal and commercial-grade blenders, started a channel
on YouTube with a mere $50 marketing budget. By creating and sharing videos of people

blending toys and electronics to show how robust its blenders were (and by awing people with
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FIGURE 11-14. A Gallery-powered photo album

these sometimes highly dangerous feats), Blendtec became one of the most pivotal blender
manufacturers of all time, and probably the biggest presence among blender producers in the
online arena.

Blendtecisn’t alone. Product placement is working in these user-generated videos as well. One
case in point is Fred, a YouTube sensation from the summer of 2008. Fourteen-year-old improv
actor Lucas Cruikshank plays the part of Fred, a 6-year-old who has anger management issues,
an alcoholic mother, and an imprisoned father. Using YouTube, he’s turned himself into an
instant celebrity and has amassed nearly 100 million video views across more than 30 videos
(Figure 11-16). Fred’s YouTube channel, in fact, is the #1 most subscribed YouTube channel
of all time. Fred’s popular videos include “Fred Goes Swimming,” “Fred Loses His Meds,” and
“Fred’s Mom is Missing,” all of which have been viewed by millions of viewers and fans. After
Cruikshank’s initial success, he teamed up with a company called ZipIt Wireless? to target the
younger demographic. In a number of videos, Fred can be seen using a ZipIt Wireless handheld
device to communicate with his friends. Now, there are teens and tweens around the world
who want to have the same device that Fred is using, albeit subtly, in these videos.

Another case that illustrates the benefits of product marketing is a video demonstrating the
unboxing of the Samsung Omnia, a mobile phone.> In an unboxing video, you would expect
to see a guy opening a box, finding a bunch of accessories, and then digging into the box to
take out his brand-new phone. That isn’t the case for this video. When the man recording the
video opens the box, he finds only a red button. The man presses the red button, and out of
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FIGURE 11-15. A Coppermine screenshot

the box comes a marching band. Clearly, that isn’t something you’d expect. The video has
thousands of five-star ratings for its originality and resourcefulness.

With the right kind of message and a viral hook, videos can travel far. In fact, thousands of
creative video artists have become superstars on video-sharing sites like YouTube. Alternative
rock music group Weezer capitalized on this phenomenon with a unique twist in its “Pork and
Beans” video.¢ In the video, celebrities who became popular from YouTube were brought
together to film one of the most interesting and unique music videos of all time. If you have
followed the memes in these individual YouTube videos, you can understand and appreciate
the humor in the Weezer music video, and that is why it has been viewed more than 17 million
times since its release. The success of the music video shows that Weezer understood that
there’s an entirely separate Internet subculture and that it is a force to be reckoned with. Since
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FIGURE 11-16. Fred’s videos on YouTube

there already exist hundreds of celebrities made popular simply by virtue of being featured in
highly viral videos on YouTube, it’s evident that the video-sharing site is one where people
and products can be influencers.

Marketing on YouTube

The previous examples illustrate the fact that YouTube is a wonderful tool for product
marketing, and that the right video can get hundreds of thousands or millions of views, fans,
and of course, real conversions that matter. But how do you market your videos? Are there
tips and tricks to get the most out of the video-sharing site? Absolutely!

But how, exactly, do you do it?

In the examples in this chapter and in others throughout the book, creativity wins out. If
something’s bizarre, zany, funny, informative, or just something completely unexpected, your
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marketing message can travel very far. You might even find that you're an unanticipated
celebrity in the aftermath.

With more than 70 million U.S. views alone on social video-sharing sites like YouTube,” online
video is not a marketing channel to be overlooked. A study performed by analysis firm
eMarketer (Figure 11-17) found that 88% of all Internet users will be watching videos by
2012.8

US Online Video Viewers* and Online Video
Advertising Viewers**, 2007-2012 (millions and % of
Internet users)

Online % online %
video Internet video Internet
viewers* users advertising users
viewers**

2007 137.5 7i6% M4 59.6%
2008 154.2 BO.0% 129.5 &7 2%
2009 167.5 Bd. 1% 1441 72.3%
2010 176.0 BT 1549 75.5%
201 183.0 B6.B% 164.7 78.1%
20ma2 190.0 BA.0% 1748 80.9%

Note: at feast once per month, *downloads or streams videa (content or
advertising); **views any form of video advertising (in-stream, in-banrer,
in-texti

Source; eMarketer, November 2008

029521 . eMarketer com

FIGURE 11-17. The number of U.S. online video viewers and online advertising viewers from 2007 to 2012

In fact, comScore reports that 14.5 billion videos were watched in March 2009 alone® across
10 different video and video-sharing sites (Figure 11-18). Not surprisingly, nearly 6 billion of
these video views originated from YouTube, which is one of the top three most popular sites

on the Internet, according to Alexa.10

Convinced? Let’s see how you can market on YouTube.

Creating your video

First, let’s take a look at considerations for your video before you actually upload it to a video-

sharing site.

e Your equipment does not need to be costly. Prolific video blogger Loren Feldman uses a
$129 Casio point-and-shoot camera for the majority of his videos (and in the remaining
cases, he uses the camera that came with his MacBook).

e Your video shouldn’t be too lengthy. Your viewers have short attention spans, and unlike
with print media, they can’t multitask with video. Two to three minutes is the sweet spot.
If you can capture the essence of your video in a shorter timeframe, you are encouraged
to do so.

e Steer away from the traditional advertising mindset. Today, people fast-forward through
commercials because generally commercials overtly market some sort of product. Don’t
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Top U.S. Online ¥Yideo Properties® by ¥Yideos Yiewed
Mowvember 2008
Total U.5. - Home /Work fUniversity Locations
Source: comScore ¥Yideo Metrix

Yideos Share (%) of
Property {000} Yideos
Total Internet 12,677,063 100,00
Google Sites 5,107,302 40.3
Fox Interactive Media 439,091 3.5
Wiacom Digital 324,903 2.6
vahoo! Sites 304,331 2.4
Microsoft Sites 296,265 2.3
Hulu 226,340 1.8
Turner Netwark 214,709 1.7
Disney Online 137,165 1.1
AL LLC 115,306 0.9
ESPM 95,622 0.5

*Rankings based on wideo content sites; excludes video server networks, Online
wdeo inctudes both streaming and progressive download wideo,

FIGURE 11-18. Over 14 billion videos were watched in March 2009

use user-generated content mediums to promote yet another advertisement. You’d expect
the Samsung Omnia unboxing presentation to show a smartphone. Did watchers expect
a magnitficent marching band performance? Certainly not. However, the video evoked an
emotion of wonder and amazement, and the ad itself cleverly made individuals aware of
that particular mobile handset (and possibly motivated them to buy one, too, in hopes of
finding a marching band inside the box).

e Where possible and if necessary, embed your business URL into the video. Blendtec’s
branding is apparent on each of its individual “Will it Blend?” episodes, both before and
after the videos.

Tips to promote your video on YouTube

One of the most coveted spaces on YouTube is the service’s Popular page. Having this front
page visibility can guarantee thousands of simultaneous views, and unlike on other social sites,
you won't have to be responsible for the traffic surge’s impact on your website hosting contract!
But how can you get your videos to the forefront? How can you have your videos promoted
to the top? It will take a lot of dedication and effort. Most importantly, you’'re not going to be
able to come out of nowhere and hit the front page unless you meet the needs of the
community and produce a video that raises eyebrows.

On average, frequent activity on YouTube will help contribute to your overall YouTube
promotional efforts. Do you have friends on the network? Does your channel have subscribers?
Do your videos actually get views? If you have credibility on the service, the likelihood that
your brand-new uploaded viral video will become successful is higher than it is for the same
submission from someone with no prior activity or strong account standing on the service.
Therefore, if you're considering a viral marketing campaign in the video arena, participate first.
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Share some small-scale videos initially. Be a community participant. Don’t come out of
nowhere and expect instant fame; this will just raise suspicion.

If you want an already uploaded video to become successful on the video sharing site, think
again. Like most social sites, there’s a period on YouTube during which newly uploaded videos
have more influence. If videos don’t gain initial traction within the first 48 hours of being
uploaded, they may never become popular. However, if you have a great video that you feel
deserves the community’s attention, you may want to upload it again to the service and retry.

Be sure that when you do upload your video, you add it to the appropriate category. A good
description and appropriate tags are also important (Figure 11-19).

TIP

If you plan on uploading more than one video (as in Fred’s case or in the Blendtec series of
videos), you may want to add unique tags specific to your uploads so that YouTube’s “Related
Videos” section will show your other videos. If your tags are too generic and common among
other YouTube videos, your visitors may not find your content thereafter—they’ll likely find
related videos from other publishers instead, unless they navigate directly to your YouTube
channel (protile) page.

Once the video is uploaded and processed, it’s time to start gathering those unique views,
comments, and ratings. If you can share the video with your network and leverage your social
media community for votes, you can kick-start your video’s success. Moreover, on almost all
video-sharing sites, you don’t have to limit your viewers to the actual video page; as the content
producer, you can also enable embedding of videos so that other bloggers and video producers
can share your videos on their own blogs or websites. This is another way to encourage and
facilitate sharing that isn’t limited to the actual video-sharing site.

Getting those video views, ratings, and comments is especially important within the first few
hours. Share the videos as much as possible with your friends and colleagues. If you already
have an established network on YouTube, you can start by sharing with the people who already
follow you. Of course, you can leverage social bookmarking and social news sites as well; you
may recall that numerous social news sites have dedicated video sections that can provide
increased chances at visibility.

If visibility is important, obtaining critical mass is vital. Reach out to bloggers who write on
topics relevant to your video content. Do the same on forums and discussion boards and other
social sites, including Facebook and MySpace.

Find out how your video is performing

Who is actually watching your video? Where are viewers coming from? How popular is the
video? Once your video is uploaded to YouTube, you can view detailed statistics via the
YouTube Insight tool (Figure 11-20), which breaks down video performance by views,
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‘ Home | Videos | Channels | Community ‘
Video File Upload
4 Ssample.mov Success
A Video Mame and Description, and Edit Privacy Settings Emmbed and Sharing Options
Title
|Cats Running Araund in Cirlces in the Store ‘
Description
| lave cats, and | think it's hilarious when they run around in circles in my pet shop. This is Shagalepuss,
and he's a joy!
Tags
|petshopinc cats loleats funny hurmar
Category
|Pets & Animals j
Privacy

* Share your video with the world (Recommended)
 Private (Viewable by you and up to 25 people)

Save Changes

Select a video to upload.

I Browse.. |
Upload Yideo |

Total videos uploaded: 1 | G0 to My videos |

FIGURE 11-19. A good title, description, tags, and appropriate categorization are essential for YouTube videos

discovery (referrals), demographics, and hot spots (popular points of viewership within the
video itself).
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My Account « / Insight / To Universal Music Group Re: Weezer's Pork & Beans Video

G o 446
S dded Jun 15, 2008 T04:37 AM
| Total views: 1250
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1347
Female 33%
18-24
3544
55-64
- Male 67%
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FIGURE 11-20. YouTube Insight provides demographic information

Using YouTube Insight, you can discover exactly who is watching your videos, in addition to
the waxing and waning periods of your videos’ popularity. You may find out that your videos
have an unexpected following in a foreign country, or that your product video is appealing to
the parents of the kids you're actually trying to target. You may be surprised by the data and
make unexpected discoveries, but if you regularly contribute video content on YouTube, this
information can arm you with the figures you need to create more compelling videos in the
future and to schedule or target them more effectively.

Other Video-Sharing Sites

YouTube is really where most of the action is. Since it has the most followers (almost 6 billion
videos viewed monthly? Yes!), it’s a property not to ignore.

NOTE

The most popular online video properties are Google sites, which include YouTube and
Google Video. The latter is not as heavily trafficked. Additionally, several of the sites listed
in the chart in Figure 11-18 are not video-sharing sites. For example, Hulu streams television
from popular cable networks such as FOX and NBC, but does not accept user-generated

content.

There are several other sites where you should consider sharing your videos. These include:

e General-purpose video-sharing sites, such as Blip.tv, DailyMotion, Google Video, Yahoo!
Video, MySpace Video, MetaCafe, Revver, Spike, Veoh, Viddler, and Vimeo.

e How-to and instructional video sites, such as 5min, Howcast, and Sclipo.

¢ Comedy video-sharing sites, such as Break.

If you're interested in detailed metrics for videos, check out TubeMogul (Figure 11-21), which
aggregates video-viewing data from a multitude of video-sharing sites (more than 20, including
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many of the sites listed previously) so that publishers and content producers can understand

how viewers are engaging with video. The basic version of TubeMogul is free, though for heavy
business use, paid options are available with additional features.

tubemogul

empowering online video

DELLLETG I | Marketplace

Research

Learn More

| My Account | Log Off

Help

Upload avideo | Launchand Promote avideo | Trackvideos | Advanced Tools | My Proflas

tubemogul on YouTube
® B

42

31

21

i}
0101108

Fltting | viewership w|byfday x| 7 Date Range 01018 fozoz2o8

tubemogul

From this Author

Others Tracked

Click ta drill dovn or add to chart for comparisan

0202408

uuuuuuuuuuu 7
1 views on B260G

Acided on B24/05
A to.Chart iod.,

Cosmic Sky Gemini 61108
1 views on BI2610G
Acldled on 672108

Add to Ghart Je .

Paul Colligan on TubeModgul Best
Practices

1 views on 2i2/09

T mdded on 3108

 Add to Chart lef
Tubemogul Tutorisl: Scheduled Video

Deploymert
1 views on 2/2/08

B

4l

Added on 301505

O AL CharEIAL

Tools

I%] Expart

Tubetogul Tutarial Cross-Site
Analytics

1 views on 22109

Added on 311 808

(e

Email Embed ® Schedule

ey

Total Views | Yesterday  Lastweek  Lastmonth | Total Ratings/Avg. Rating Total Comments
20,304 #+37.50% ++17.86% ++34.99% 751192 39

Top 10 videos from this producer yesterday Video Views

12

% Producer Total
8%

TubeMogul Tutorial: Upload and Deploy Your Videos

Tubemogul Tutorial Advanced Data Expart 3 2%

FIGURE 11-21. TubeMogul shows detailed video analytics

Yes, YouTube is the most viable choice for video sharing, but don’t discount the smaller online
properties. If you don’t upload that video to another site, someone else may use a program to
download the video off YouTube and redistribute it on those other video-sharing properties
for you (which you can usually get removed if you own the copyright to the original video).
If you want complete control over statistics and want to delete comments that may be
questionable, be the first person to upload the video on those individual websites.
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The Art of Videoblogging

The written word is not as effective as face-to-face communication. This concept has given rise
to videoblogging, which has become a successful marketing tactic for the affable and sociable
individual. Gary Vaynerchuk has personified this idea with Wine Library TV, a several-times-
a-week video blog in which Vaynerchuk, a wine connoisseur, makes wine more accessible to
the general public. Born into his family wine store business, Vaynerchuk spent his college years
with an entrepreneurial mindset and established himself as a wine expert by trying out every
single wine sold in his family store. Today, his Wine Library TV blog is the most successful
channel specializing in wine on the Internet. His family business, once netting $4 million a
year, now rakes in more than $50 million of yearly profit. His charisma and ebullient
personality have brought his channel nearly 100,000 regular viewers.

Loren Feldman, another video blogger with much experience and a loyal following on
1938media.com, explains that video blogging is a valuable communications and marketing
method to consider because it is intimate: you can connect directly with your audience and
engage with it in an interactive mode unrivaled by text and pictures. He explains, “It’s like
looking directly at your audience. There’s no way you can get closer to your audience than
letting them see your face. Nothing tells a story like video.”

But how do real videobloggers succeed? What makes a compelling video? The secret to
compelling video, Feldman says, is actually knowing who your audience is. In the beginning,
you're going to be confined to your own style. You may not get the significant page views
initially, just like every starting website. But in due time, you'll learn exactly who watches
your content, and you'll know exactly what they’re looking for and why they’re coming back.

As a video blogger, Feldman encourages people to be comfortable in their roles, and most
importantly, to be themselves. The most successful video bloggers are not acting any differently
than they normally would. You'll want to connect with what other people are doing and talk
to them as if they are your real-life friends. If you're not sure how you look when you do this,
start by practicing in front of a mirror. See what your face looks like. Then, practice with a
computer and a camera, but don’t be overburdened with the minute details of how your
camera is situated while you're filming. In fact, keep eye contact with your camera at all the
appropriate times.

Feldman also advises against listening to the critics. As your fame grows, you'll likely hear a
lot of conflicting opinions, but at the same time, you'll also have that devoted following, so the
criticisms shouldn’t matter too much. You should not get caught up in the insults, though that
may be more of a challenge given that your face is visible. You won't be able to please everyone
all the time, nor should you feel that you have to.

The bottom line for videoblogging is that you should have fun. See it as a regular challenge
and not as a chore. Realize that this is a way to connect to your constituents nearly face-to-
face, and that being personable and up-front is a great way to make that happen.
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If you do end up growing a loyal following, you can consider a site like USTREAM to stream
your videos live to the general public. USTREAM is a community where you can share your
feelings in real time and follow your visitors’ chat simultaneously, and you do not necessarily
need to be a videoblogger to do it. USTREAM has been an instrumental tool at conferences
and events throughout the world, including the influential keynote speech delivered by Apple
Chairman Steve Jobs at the 2008 Worldwide Developer’s Conference. You may have heard of
USTREAM because of the late 2008 phenomenon of the puppy cam, where six cuddly puppies
were raised onscreen in front of millions all around the world.!! Whether for private
correspondence with friends and family or for large-scale broadcasting events, USTREAM is a
reliable choice for real-time face-to-face communications.

Evangelizing Content Producers Through Photos and Video

Another way to use video sites and photography is to look at who is already using your product
through their creative works and to evangelize these users or encourage that type of activity
in the future. Acknowledge their contributions and give them special placement or recognition
on your site. In essence, your customers may have already uploaded a testimonial (which
doesn’t have to be in the written word), so give them the spotlight if they’ve been passionate
enough about your product to photograph or video themselves using it.

In 2007, shortly after the announcement of the launch of Apple’s new iPod Touch, 18-year-
old budding videographer Nick Haley posted a clever homemade commercial of the new device
on YouTube. Instead of threatening legal action, Apple’s marketing executive team was
impressed. The video was remade in high definition and was broadcast on prime-time
commercial spots for several months (hAttp://www.youtube.com/watch?v=KKQUZPqDZbO0).

If you find that your users are sharing images or video of themselves using your products, show
them that you appreciate it. Feature the photographs on your website. Embed the user-created
videos on your website. Embrace your customers by acknowledging the content that they
create. They invested time in taking that photograph or shooting that video, so let them know
that you value their contributions.

Additionally, empower your customers to share their love of your products and services. The
makers of Chumby, a consumer electronics product that streams Internet content via WiFi,
has a “show off your Chumby” page where product owners are encouraged to send photos of
their Chumby in the wild (Figure 11-22). The makers of Chumby then highlight these images
in dedicated Flickr photostreams.!2
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FIGURE 11-22. Chumby engages brand ambassadors via a Flickr photostream

The Emergence of Podcasting and the Podcast Today

Podcasting is a media trend that, while not entirely social (except through audience
engagement after its publication), has gained momentum over the past few years. A podcast
is an audio or media file that is distributed over the Internet, normally via RSS, for download.
Typical podcasters, like videobloggers, offer regular updates of their content for their audiences
to consume. Their content is normally provided via audio and they offer downloads, usually
via iTunes, for subscribers to then engage and interact.
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Videoblogging is not much different than podcasting. However, podcasting is a tad more social,
as it makes it much easier to have multiple simultaneous participants on the line. Podcasting
is easily done over the phone or via an online service (using a microphone), such as Skype.
Podcasting is interactive and social in the sense that most podcasts engage guest speakers,
experts, and even the audience. In fact, as podcaster Joe Fowler III puts it, “Podcasting is very
social because when you gain listeners, they like to be included, named, or sometimes even
invited to participate.”

Like any type of online communications medium, podcasting works best when you pay
attention to your audience and engage it in your actual program. However, your spoken word
may not have the same level of interactivity as the written word, especially since users do not
necessarily listen to podcasts while seated at a computer. For example, many avid listeners of
podcasts actually download them to MP3 storage devices for listening during a commute to or
from work. Further, many individuals shy away from podcasts because audio, in general, is
still difficult to absorb entirely unless you can give it your undivided attention.

Therefore, podcasting is a small subset of marketing, but if you're personable (and possibly
camera shy) and have lots to say, you may find podcasts a viable extension of your marketing
channel. There are some very successtul podcasts with hundreds of thousands of followers,
though even the smaller podcasts can be valuable and may help further your thought
leadership and contribute to heightened brand awareness. If you have the time and dedication
to create and maintain a regular podcast, and you feel that your spoken commentary would
benefit your audience, you should give podcasting a try.

How Do | Start My Own Podcast?

You can start a podcast for as little as $10 (the price of a microphone for your computer) or for
as much as the cost of renting a studio in order to provide a static-free, radio-like experience.
Logically, the cheaper alternatives may not necessarily provide the highest audio quality, but
all the same, they are good options for starting your first podcast. If you're a success (and if
you get sponsors for your podcast), you may be inclined to invest more in better equipment,
though it is ideal to start small and cheap before taking the plunge.

One of the best tools for podcasting is Audacity. This is a free tool that can get you started with
recording the stream directly to your computer. Audacity is available for Windows, Mac, and
Linux. When using Audacity, double-check that your soundcard actually lets you record what
you hear in addition to what you say. This ensures that you record participants in the
conversation as well as yourself. Not all soundcards come with this functionality (if in doubt,
test before running your podcast).

To engage other users in a podcast, you may want to use Skype and set up a call. Skype is not
an online application—you will need to download it to your computer before operating the
tool. Once you have installed Skype, you can initiate phone calls with an unlimited number
of participants (though sound quality will degrade with more and more callers). When using
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Skype, keep in mind that you should always check internal sound settings to make sure that
your operating system is controlling the volume and not Skype itself. CallGraph is a freeware
tool that can assist with recording Skype calls. Another method for podcasting is via
TalkShoe, which you can access over a phone or via a downloadable application.

If you’ve never podcasted before, take the opportunity before your first launch to record a
“pilot” episode. This first recording essentially acts as a dry run. This is a quality assurance
method that allows you to listen for technical glitches and hear your podcast before it becomes
public. This will help you iron out any issues before the “real” podcast recording, so you will
be aware of potential issues and can thus anticipate or avoid them. Podcaster Greg Davies
explains, “In a very real way, we recorded the pilot to actively reflect on the flow of the
show—and to ensure that we were satisfied with the quality of the content.”

When your recording is finished, you may want to clean it up to remove “ums” and awkward
pauses. Audacity, fortunately, has these features embedded, so there is no need to search for
another audio-editing application.

Now comes the more technical part: you will want to create an XML file to turn your podcast
into an RSS file so that you can share it with the rest of the world. Fortunately, a WordPress
plug-in called PodPress can do this for you, without requiring you to know how to create an
XML file and all of its semicomplicated syntax. Figure 11-23 shows how PodPress easily
integrates into the backend of your WordPress blog.

An alternative to PodPress is Blubrry, which provides similar functionality to PodPress but is
also a community and allows publishers to monetize their podcasts. Blubrry provides statistics
for free, though premium features are available for $5 a month.

How Do | Promote My Podcast?

Most podcasts can be promoted via regular social media, though you can publish them on your
blog as well with the help of tools such as PodPress and BluBrry. However, the biggest exposure
typically comes from iTunes. The publishing process is relatively easy, and with the help of
PodPress, the only thing you need to set up is an iTunes account.

Apple has detailed instructions on how to set up your podcast at http://www.apple.com/itunes/
whatson/podcasts/specs.html.

The promotional tactics we’ve discussed for other media methods also pertain to podcasting.
Leverage your friends, family, and your social media network to give your podcast some
momentum. Invite individuals who are experts in the subject matter to participate as well. You
can also use social media, such as social bookmarking and social news, to promote the podcast.

It may also help for the podcasters to summarize or even to transcribe the entire podcast, which
is useful for those who prefer reading and for the hearing-impaired. Of course, if your
personality shines through the audio, your listeners will still tune in when they wish. Since
podcasting is one of those communications methods that is is deemed an interruption to the

298 CHAPTER ELEVEN


http://callgraph.biz
http://www.talkshoe.com
http://www.podpress.org
http://www.blubrry.com
http://www.apple.com/itunes/whatson/podcasts/specs.html
http://www.apple.com/itunes/whatson/podcasts/specs.html

Podcast Settings
Directory Preview: mmﬂ— J R T

Wisit this directol

90 podcastready” @) blubrry

/ Submit to this directol

Podcast Feed Options

iTunes Settings Standard Settings
iTunes:FeedID Podcast Feed URL
| | ‘ Ping iTunes Update ‘http://m\xxmghnw\.Enm/?Feed:pndcast
The RSS Feed URL 10 your podcast.
iTunes:N.ew—FeEd—Llrl o] validate your Feed
D\sableﬂ

Enabling will set the tag to the "Podcast Feed URL". (Warning)

Blog/Podcast title

‘M\xxinghnw\. |
Used for both Blog and Podcast.

iTunes:Summary Blog Description

IA podcast where we take an unofficially [For Misxers by Mizzers

FIGURE 11-23. You can embed PodPress into a WordPress backend

new media spectacle of information overload, you should give your followers something to
look forward to—even the ones who prefer to read, because they may still fall in love with
your podcast without actually listening to it.

Summary

New media tactics are not necessarily considered true “social media” strategies, but they do
have social aspects that can help market your products and services. In the photography realm,
image-sharing website Flickr is a great tool for networking, especially if you leverage the service
effectively and focus on building community over all other motivations. There are other
websites that focus on image sharing, but they do not have as many features as Flickr, nor do
they boast the same bustling community with billions of photographs.
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If you do not want to put your photographs in the public domain, you can host them on your
own website. To do so, it is best to seek out photoblogging software or a gallery application.
Keep in mind that your images can be very large, and you may need to purchase additional
hosting space if you use this method regularly and store many files on your web server.

On the video front, YouTube is the most popular site, but there are other sites that serve similar
purposes. For marketing, you should focus on as many video-sharing sites as possible to spread
out your reach. On YouTube, there are numerous ways to promote your video; tags, for
example, are important. Your video should not be lengthy, because you're still competing with
the rest of the world for viewers’ attention. When it’s time for promotion, the initial boost is
critical for maximum visibility, so don’t upload the video and forget about marketing it.

To interact with your audience in a more “face-to-face” fashion, consider videoblogging.
Videoblogging effectively lets you “speak” a blog post, and many people find that being
themselves is the most efficient use of this communications medium. Similarly, podcasting, a
new media marketing technique where you focus more on audio than video, is a great way to
engage listeners and build a strong audience.
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CHAPTER TWELVE

Sealing the Deal: Putting It All Together

Now that you have the basics down for social media marketing, let’s focus on putting together
everything you’ve learned so that you can proceed with your promotional strategy for the
benefit of the community and for your own marketing motives. We’ve covered social
networks, social bookmarking sites, social news sites, and a variety of new media sites, but for
the most part, promoting yourself using only one medium won't yield the biggest success. In
fact, for the best ROI, you will likely need to focus your energies on multiple online properties.
You may be surprised to see how the community reacts to each different campaign.

Social media is also about declaring your identity early on in the process on the appropriate
channels, such as your own website or profile page (but only on services where the community
participates in such activity). It is also about creating a communications channel that you
actively monitor and participate in. Communications in social media do not necessarily have
to happen onsite; the real-life relationships that follow can benefit your company objectives,
so use social media as a stepping stone to find other means of communication.

Identification: Telling People Who You Are

The first step in social media marketing is to be open and honest about your reasons for
participating in the space. Who are you and why are you here? Typically, this will be something
you declare on your social networking profiles (where you represent yourself as an employee
of a particular company) but also on your website’s About Us page. Use this page to articulate
your company’s mission statement or to express your role as an employee of the company. If
your organization has many individuals who are all active in this big Internet space, share their
bios on a single searchable page so that other people can learn more about them.
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Once you have declared your identity on this space and have become ingrained in the social
media sphere, let people know where to find you offsite. For example, use your biography to
share your social media profiles with your readers. Let them know where to find your company
and its employees on LinkedIn, Twitter, YouTube, StumbleUpon, delicious.com, Flickr, and all
other social media sites. This way, your constituents can affiliate themselves with your brand
on yet another level. You may already see an intersection of traditional business and social
media, as Twitter is now becoming “mandatory” on business cards,! along with other
information about you (Figure 12-1).

*

(REX HAMMOCK)
Founder/CEQ

P 615.600.3450

F: 615,690.3401
rl:.unmuck@'lmnmmck.\‘mn
h-.\nuuuck.t'mn,’ruxhamnmck

HAMMOCK INC 3 WEST EWD AVENUE, SUITE 700

MASHVILLE, TH 37203

FIGURE 12-1. Not everyone limits their business cards to just their Twitter usernames!

The Social Media Workflow

In 20072 and 2008, UK agency Immediate Future performed studied the involvement of big
brands in social media. The studies, referenced in Chapter 2, show the impact of social media
on these brands in terms of online interactions, sentiment, and subsequent visibility.
Immediate Future looked at some very big brands that have fared well with social media
involvement, including Google, eBay, Canon, Porsche, Intel, MTV, BMW, and others, and
measured how active they were in a number of social media channels across the Internet.
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According to Immediate Future’s information (shown in Figure 12-2), not one company
focused entirely on one single avenue to promote its business objectives. Instead, the brands
spread out their involvement across different channels. This makes sense, as the appropriate
goal of any social media marketing campaign should be to reach different demographics and
users. After all, how many people do you know who actually engage regularly across Digg,
YouTube, Flickr, MySpace, delicious.com, Twitter, and Bebo (which is popular in the UK where
this study was performed), in addition to regular blogs and forums? Chances are, you don’t
see that many people who are addicted to all channels at once. I know a few “social media
experts,” but even those individuals are not well versed in all the nuances of all social networks
and do not participate on a consistent basis across all of the sites.
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100,000,000 )
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1,000,000 . wForums
= Dige
= Flickr
10.000 = MySpace
| YouTube
= Delicio.us
100 m Twitter
mBebo
1 -
o | (-] = s a2 v z ¥ @ 2 &g
§2§azﬁg¢§§§3§ $3fE2iapis¢
= 8 E 5 ¥ = E & E s 8 &
= g = a
= = = 4 a2
=

FIGURE 12-2. Brand share of voice in detail

Therefore, it’s important to think beyond a single social media channel. If the big brands are
doing it, it’s for good reason. The reach of each individual sites only extends so far; by touching
upon additional channels on the Internet, you're able to extend that reach even farther.

Revisiting Return on Investment

In Chapter 1, you learned that it can be difficult to get actual numbers for determining ROI on
your social media campaign; you can’t put a numeric value on the buzz and quality of an online
conversation. However, there are other ways to measure the success of your social media
marketing efforts. We’ve reviewed a number of tools that can show you if your campaign is
successful. Note, though, that it is not easy to directly correlate conversions with your social
media marketing strategy, especially if you have several marketing strategies in play
simultaneously.
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There are five separate metrics that you can look at to estimate your ROI:

e Reach

¢ Frequency and traffic

¢ Influence

¢ Conversions and transactions

e Sustainability

Reach

How far is your message traveling? You can determine this by the number of links your story
has garnered, the number of people tweeting about your campaign, or the number of
connections you’ve accumulated since you listed your Fan page on Facebook. Depending on
the channel, you can measure this by seeing how many retweets a specific story or URL has
gotten, or you can review a particular URL by using Yahoo! Site Explorer (shown in

Figure 12-3) and noting how many “Inlinks” (Yahoo! terminology for inbound links) are now
pointing to the URL in question.

I
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taed ot BT mobiogEmopt oblens. blogspolcom) - 151k
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FIGURE 12-3. Yahoo! Site Explorer counts and shows inbound links to a particular URL

Frequency and Traffic

How often are people visiting your site? To determine this, open up your analytics software

and look at the number of impressions in a specific time period versus other periods. If you see
a surge of traffic and you are doing no other marketing at the same time, it may very well be
attributed to your social media marketing campaign. You may also want to review your web
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analytics to see how many visits your website receives on average and how frequently you
received visitors after your campaign took off.

Influence

How deep are conversations related to your business? Are people actually discussing the
subject, or are they looking, commenting (or not), and moving on? If there’s more depth and
influence, there’s more potential for conversion and virality.

Conversions and Transactions

Are you actually seeing people click through to other parts of your site since you launched that
viral piece to raise awareness about your business? Are they downloading the software you’'ve
asked them to try? Are you seeing additional transactions? Registrations? Purchases?

Sustainability

How long will users stick with you after your social media campaign gets plastered on their
radars? Are they going to stick with you once they become aware of your existence, or are
they going to go elsewhere? Will you have them for a short while until their involvement
tapers off; will you see them only for the duration of the campaign; or are they true customers
for life? Figure 12-4 shows what you can expect of a successful viral launch, though results
may vary. Before the article shown took off, there was not much traffic generated on the site.
After the article was passed along, the site saw more traffic.

You can gauge the success of a social media marketing campaign by looking at these different
metrics. However, your internal marketing team should review each individual metric and
determine how to best measure the output, so there is no definitive suggestion about what to
look for besides results. Plus, in alignment with your SMART goals (see Chapter 2), you may
need to tweak metrics.

While some of these areas may seem a little broad, you can often assess the overall success of
a campaign by reviewing the quality of the reach and influence. For example, influence is
something you may not be able to measure directly, but what is the quality of conversation?
Are people considering actually trying out the product after being alerted to its existence? Is
the promotional message causing users to shy away from your product? The idea here is to
start /isteningto the conversation, and then participating to create long-term relationships that
will yield success in the future.

Am | Done Yet?

Your big social media marketing viral campaign may have taken months to formulate and
execute. You typically won’t want to stop there. Regular interaction is vital. Consider this logic:
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FIGURE 12-4. Web analytics: Traffic before and after a short-term viral campaign

do you write a blog post and just call it a day after that post has gained momentum? If you
don’t write consistently, your subscribers will stop coming to you for more content. According
to a survey conducted by blogger Darren Rowse,* 29% of respondents said that the biggest
reason they unsubscribe from blogs is because the blogger does not update his or her blog
frequently enough. If you don’t keep your information fresh, many readers will move on to
bigger and better things.

As you can tell, you have a lot of work to do, but it gets easier as you gain credibility in the
space. Plus, like real-life face-to-face relationships, online interactions eventually become
something you can do without effort as long as you practice at it at first. You may already be
a pro without knowing. It doesn’t hurt to take the plunge.

Committing Yourself for the Long Term

A one-time deal may work for that two-week promotion, and if that is your goal, you should
stop right there. For most individuals and organizations, however, a long-term engagement
will require a long-term commitment. Just like any type of promotional tactic, social media
marketing is hard work. You can work on viral campaigns, but after that, you will also need
to be entrenched in the community and involved in the discussion. You may not want to focus
on viral campaigns at all, but if you're considering social media, you’ll still need to be social.
Thus, involvement in the community is important.
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Never Stop Listening

Listening to the conversation is something you will need to do on a regular basis. Staying silent
is a good way to shun your followers and cause them to turn to another provider for the same
(or similar) services. Don’t be one of those social media marketers who engage only when it’s
critical to silence the naysayers; have a consistent dialogue.

Whether or not you want to participate, you should always be monitoring for mentions of your
brand, CEO, public relations people, and industry, and you should use this information as a
way to enter the conversation. You can build your brand simply by listening and subsequently
participating. Add meaningful comments to blog posts. Involve yourself in the conversations
on Twitter, reddit, Facebook, and FriendFeed, especially as they relate to your company. Pay
attention to what people say in your industry and use this information to grow and better
yourself and your offerings. On that note, what are your competitors doing? Are they listening?
Are they not? If they are, can you do it better? If they’re not, can you be the first person to
start the trend?

Consistently review and monitor mentions of your company. Watch the sentiment. Is it
positive? Is it negative? Can you turn that sentiment around? Try to nurture the opinions of
people around you.

Remember the Community

All creators of social media sites had one thing in mind: they wanted to connect people with
similar interests or to make it easier for friends, new and old, to communicate with one another.
At their core, these social networks still exist for this purpose. You must take this into account
at all times when considering marketing in these communities.

If you’ve worked in an advertising or public relations agency for several years, your mindset
may be, “I'm looking to market my product, so let me get people’s email addresses and start
sending them newsletters.” Well, that might be your strategy if you aren’t aware of how to
embark on this different type of journey into a world where people who accept your friendship
are not necessarily opting in to communications (plus, this is a violation of the terms of service
on multiple social networks—read the fine print!) Ask a 20-year-old Facebook addict how you
should market your product in her territory (remember, Facebook started off as a social
network for college kids), and her answer may be much different than you expect. Overt
marketing tactics will not be well received by the youth and active social media users of today.
These old strategies may end up causing people to push you away. This, in turn, could also cost
you your reputation, and in a world where reputation management failures can really break
that business you’ve spent years and generations making, you don’t want to take that risk.

Never look at a social media site solely as a means to promote your product. If that is your goal
in social media marketing, you may find that your campaign is a failure. Bring someone on
board (that 20-year-old Facebook addict, perhaps) who cares about the community she is
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involved in. These enthusiasts and avid users are good resources to tap into; nobody already
established in these communities would want to ruin their credibility by involving themselves
in inauthentic interactions. Only those genuine relationships prevail, and these individuals
already have the following and credibility to make your campaign a success. The bottom line
is that selfish motives won’t find success in social media marketing, and the companies and
individuals who only take and do not give back to the community will be weeded out.

Jay Izso, a 40-something in social media, shared a story with me about a time he was befriended
by an individual on LinkedIn, and he immediately accepted. The next day, that person started
promoting his business and services to Izso. Apparently, this new “friend” was only looking
for people to market to. What did Izso think? Well, he shared that story with me—it obviously
left a bitter taste in his mouth. If you're going to join social networks primarily to evangelize
your business, you're going to prompt people like Izso to share your etiquette missteps with
others. Be real first. Let people become curious about what you have to offer, and then you
can start marketing to them.

The bottom line is that you can achieve success in social media marketing, even if you're still
focused on a traditional marketing mindset. You can learn by doing and by watching how
others participate. Do what other successful community participants are doing. Rinse and
repeat. Keep in mind that success takes time. You must be willing to devote that time to the
task.

Strategizing in Social Media Communities

Social media includes blogs and online sites (video, social news, bookmarking, etc.). By now
it should be evident that you need to make your presence known in multiple areas.

Your Blog Is Your Hub of Communication

Consider your blog as your home base. This is where you can freely communicate your own
objectives and take the community’s questions for future consideration and deliberation. You
may receive feedback, so make yourself accessible by contact form or via comments.

Build Your Brand on Other Social Properties

Build your company’s presence on online properties beyond your blog. Start that YouTube
video channel to upload videos. (If you're not up to snuff on video production, at least grab a
username for your company while you can. Check availability of usernames on social sites
using a site like Attp://www.knowem.com; Figure 12-5). Create your free Flickr account to
share your photographs, and when you find that it’s helping you and you're getting lots of
visitors and have more photos to share, consider upgrading to a pro account. Start registering
your username on other social media sites. Don’t use your company name on a site like Digg
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FIGURE 12-5. Claim your name for social media services via KnowEm, even if you don’t plan to be active on all of them

or reddit, though, especially if you plan to submit stories on your company’s behalf there. If
you do, it will smell like marketing and the community members won’t have it.

NING: CREATE YOUR OWN SOCIAL MEDIA COMMUNITY
ON THE CHEAP

Ning is a different beast from the communities discussed in the previous chapters. This free service
lets you actually create your own social network that includes photos, a forum, videos, and more.
Community members can engage with one another via messaging and real-time chat, and as with
Facebook, network creators (group administrators) can add utilities and games to the individual
network using third-party OpenSocial applications (accessible via http://www.developer.ning

.com/opensocial/application/list).

Ning is successful because it serves a need: people congregate around specific topical interests. As
such, there are over one million topical social networks on the platform. This provides a great
opportunity to create a network around your product or industry (if one does not exist already) and
to invite members to participate. Ning sends more than six million unique visitors per month to its
niche sites, and this fact proves that people actually want to discuss matters that are important to
them. Italsoillustrates that human capital is cheap; you don’t actually have to invest in a full-fledged

enterprise solution that becomes a social network.

Keep Your Options Diverse: Don’t Fixate on One Community

Putting all your eggs in one basket is never an ideal strategy. While it may be easier to become
an expert in one site, you should try to spread yourself across multiple social media sites (but
don’t spread yourself zoo thin). If you find social media an imperative strategy, allocate more
than one individual to the task. Use someone who is well versed in photography and video

production. Use someone else who is well versed in copywriting for social media, and use yet
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another person who is well versed in social media promotion across social bookmarking and

social news sites. On the other hand, consolidating all of these roles among one or two people
may be the only way you'll see results, especially in small businesses where manpower isn’t

abundant. Either way, bear in mind that it’s a time commitment that you must be willing to

invest in at all times.

Adopt a Social Media Mindset

Start adopting a social media mindset throughout your organization. The CEO of your
company should understand social media enough to involve himself if necessary, though
heavier involvement would be well received by constituents across those services. Even
maintaining a personal profile on LinkedIn and a Facebook profile page is a good way to start.
Have him contribute to the blog, time permitting, and perhaps he can speak via video about
the innovations the company is making for both employees (for your internal newsletter) or
for the actual users of the service.

Build Those Strong Relationships

To promote your organizational goals, build genuine relationships with users of social media
communities. Share your interests with them and let them get to know you. Be real and
genuine, and long-term relationships that go well beyond social networks are likely to follow.

Thinking Outside Social Media Communities: Face-to-Face
Interactions

You have already established yourself as a credible member in the community and have created
an online identity for your constituents. Now, take that one step further: if you’ve already
started initiating relationships online, how about taking those relationships offline? Graco Baby
(see Chapter 4) did this by inviting parents and children to participate in offline family-friendly
events it created. Mashable, a blog covering the general Internet and social media space,
regularly hosts events in both San Francisco and New York City; the blog also accommodates
readers outside its two central locations by traveling to other cities. Readers of the blog are
invited to mingle and interact and often are presented with demos from other companies in
the space. Whether as sponsors or attendees, companies can take advantage of these actual
events to network with new prospects, especially if they do not have the budget to host large-
scale events themselves.

In reality, nothing is better to solidify a relationship that has evolved online than to network
face-to-face. You'll also find out that you have a lot to talk about, from collaborating to sharing
feedback to providing valuable insights and information. Many of my colleagues consider
themselves to be successful because they’ve gone out and actually networked with prospects.
Have you?
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If you are interested in taking advantage of real-life interactions, consider searching for local
events in your area that might be a good fit for you. Use sites like Upcoming.org

(Figure 12-6) to find out about events in your area or elsewhere.
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Additionally, you can join a group of like-minded individuals via Meetup.com, a site that unites

individuals with similar interests through real-life, face-to-face interactions. Figure 12-7 shows

that you can join 13 groups related to “diabetes” and then find out about local events in your

area.

At these events, network with people who are most interested in the topic, and you'll be able

to establish thought leadership (and brand awareness). These real-life interactions are a great
way to meet your customers and find others interested in your product offerings.
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FIGURE 12-7. A list of groups hosting events through Meetup.com

Fostering Creativity Online

Still, social media is all about being social online. How do you actually find something that will
work in the social media marketplace?

The key to success is to think outside the box. Do something you may not expect others to do.
This strategy worked effectively for UK-based skin cancer charity Skcin, which launched the
Computer Tan website in early February 2009 (Figure 12-8). The premise behind Computer
Tan was that individuals could get tanned through the rays emitted by their computer
monitors.

The Computer Tan website was a hoax. However, over 30,000 individuals in the UK signed up
to participate in the program within 24 hours of its launch.> At the end of the day, these users
were informed of the dangers of tanning and the harmfulness of the sun’s rays.

While this tactic may be one of the shadier strategies involved in viral marketing (and I'm not
sure the 30,000 individuals who fell victim to this hoax were appreciative of its true nature),
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FIGURE 12-8. Computer Tan’s home page: unexpected viral innovation

this is the exact type of brainstorming you can use to create a memorable and successful social
media strategy.

If great ideas don’t come to mind, consider the following successful strategies from social news
and bookmarking sites.

Viral Strategy #1: Lists

1. This list is going to be awesome.
2. I'm going to tell you why shortly.

3. You're going to love it.

Read the preceding sentences. They’re broken up for easy reading. If I provide the same sort
of information in paragraph form, you may not be able to actually absorb each individual
segment. In fact, lists (Figure 12-9) often perform better than paragraph posts or articles.

Lists are viral by nature because they encourage heavy engagement, conversation, and
communication, and they also often show that the writer has done some extensive research
on a specific subject. With a list, you can comment on a single item listed; it’s a lot easier to
isolate and nit-pick those facts you may not necessarily agree with (or, on the other hand, that
you agree with a lot). By their nature, lists are:
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e Scannable and thus easily digestible.

e Typically short and the content therein is easy to consume. (If you write a long list,
emphasize the main topic of each bullet point in bold before going into specifics.)

e Resourceful and can provide a great deal of information in a single article. Lists, therefore,
can serve as references for a later date.

e Meant to be shared, thereby increasing traffic and links, and can help increase awareness.

¢ Engaging, and encourage individuals to participate.
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FIGURE 12-9. Lists succeed in social media because they’re heavily referenced

The catch to lists is that they are a bit overused in social media channels, so don’t turn every
single article or post into list format. Similarly, don’t break up your list into several pages if
you can avoid it. On some online publications, the extra page views help boost advertising
rates, but if you're a blogger or writer who does not utilize such advertising, it’s best to steer
clear of that kind of list implementation. Most readers may want to either print out the article
or to reference the content easily, and adding additional page views that obstruct and
complicate their access to the article can cause frustration.

Viral Strategy #2: The Quiz or Questionnaire

Are you obligated to share only articles in social media? Not necessarily. There’s video,
photography, and even short 140-character blurbs that take seconds to digest. Additionally,
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there’s the quiz or questionnaire. Give people a chance to participate by answering questions
about themselves on a variety of topics, from “Are you a romantic?” to “Are you addicted to
the Internet?” to “How bad are your spending habits?”, and you’ve got potential to share
something about a specific subject that can ultimately go viral.

You can make up interesting questions that are related to your business. Then, give people the
option to participate via true or false answers, by multiple choice, or by providing their own
input (Figure 12-10).

HOW LONG COULD YOU SURVIVE

TRAFFED

-

= IN YOUR OWN HOME?
Suppose you were trapped in your home and could not leave, this survey will
| tell you approximately how many days you'd survive without access to the
e outside world, You'd have a steady supply of fresh water, but no electricity and
\\ you must subsist on only non-perishable food.
FooD

Approximately how many pounds of non-perishable food do you have in your home?

30 lhs

A single bachelor typically has around 30 pounds of non-perishable food in his home, while a large family might have around 130 lbs,
One can of food is roughly equal to one pound of food, so the easiest way to figure this out is to think of all the food you have in
terms of cans and make a rough approximation based on that. A box of cereal, can of beans, a box of pasta noodles, and a jar of
pickles are each close to one pound of food.

TNVENTORY
Check the box next to items that you have:

I FIRST 41D KIT I vrrammns [ anmierotics [ GEMERATOR WITH GAS

™ DISINFECTANTS, SUCH AS RUBBING ALCOHOL OR BLEACH WATER ™ FIREPLACE OR WOOD STOVE

™ PETS (ADDITIONAL FOOD SOURCE) I sewinG KIT T MATCHES, LIGHTERS, OR CAMPFIRE STARTERS
[ TOOLS - HAMMERS, WRENCHES, ETC. 7 HON-TOXIC BURNABLE MATERIALS, SUCH AS BOOKS OR #0OD

7 100% LEATHER CLOTHING OR FURNITURE (ADDITIONAL FOOD SOURCE) " 50#PS AND SANITIZERS

MOUTHS TO FEED

How many people live in your home?

—
HOW LONG GOULD I SURWIVE? f@

FIGURE 12-10. The quiz: give people the opportunity to share, and score them based on their answers

Once the quiz or questionnaire is completed, give people the option to share their results with
their peers. They could simply share the data with their friends by linking directly to the quiz.
On the other hand, there’s a lot more potential for the quiz to be spread if you create a widget
that quiz participants can place on their sites via HTML code once they’ve completed it, as

shown in Figure 12-11. You can also extend quizzes to social networks like Facebook; quizzes
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ays trapped in your own home

Share this with others!

Add the HTML code below to your blog, website, livejournal, or myspace profile to share your score
with others,

<a href="http://wuv.oneplusyou.com

1 COULD SURVIVE /o/v/ trapped™> <img border="0"
sro="htop://wuw.oneplusyou. com/ g/ img/hadges

| /trapped 55 _days.jpg" alt="How Long Could You

Survive Trapped In Your Oun Home?" /></fa>

TRAPPED IN MY OWN HOME

FIGURE 12-11. Give your quiz participants the ability to share their results on their websites, social media profiles, or blogs

are often popular on that service. The best part about these HTML codes is that, by nature of
their existence, they help build relevant links to your site, especially if the quiz is related to
your business objectives.

Viral Strategy #3: Participatory and Interactive Video or Games

If you can get a graphic designer to create an interactive game or video that promotes your
product, you should definitely pursue that opportunity (see Figure 12-12). Let people
personalize pages with your product to share with their friends.
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This Land

. Thod 004 Spost a0k Hiaed  alk

In 2007

SENDADLES™ «CARDS

VALDINTIIE'S DAY DARCES MOTIER'S DAY

FIGURE 12-12. An interactive holiday card

Interactive video that users can personalize may be the costliest option, but the return is
substantial: users find that they can really engage with your brand while also being able to
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provide information about themselves. They are compelled to share these videos and games
with their friends, and the result is extremely powerful word-of-mouth marketing that works
by virtue of social interactions.

Some examples of successful participatory and interactive video include the Gillette
ManQuarium (shown in Figure 12-13) and in the promotion of Bob Dylan’s album titled His
Greatest Songs. In the former, participants search an online database for the “perfect body” for
their “perfect-looking guy” and plaster their crush’s face onto the body. Once the guy is created,
participants are asked questions about their crush and can then interact with their guy. The
end result offers increased branding for Gillette as well as entertainment for the participant.

Now that quu've got the Perfect—iuuking guy, :
determine his perfect-for-you personality.

Ciick on & bubble o sslect your response Io each question,

|

Tofé,

Reveal the {jUdd(’S:i in you®

FIGURE 12-13. The Gillette ManQuarium interactive game

In an effort to promote Bob Dylan’s new album, one organization created an interactive game
in which users could fill out 10 cards; a video would then launch depicting Dylan flipping
through the customized cards to the tune of one of his songs. Figure 12-14 illustrates the game.

Once the cards were filled out and the music video started playing, users could send the video
to their friends, which meant that as more and more people received it, there was more and
more potential for it to be passed around. This is word-of-mouth marketing at its finest.
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FIGURE 12-14. Bob Dylan’s interactive messaging éame

Viral Strategy #4: Tell a Story with Images

As children, we grew up preferring illustrations in our printed books. As adults, we still have
an emotional attachment to strong visuals and compelling imagery. In an online society where
there’s an excess of information, mostly in the written word, some individuals preter content
that is dressed up with images, as an image can contribute to a story’s success. In a social
marketing atmosphere, visuals and images tell powerful stories.

If, for example, you work for a data recovery firm, wouldn’t it be interesting if you shared
photographs of the hard drives submitted by some of your customers? You’'ve likely had
customers who have had their computers burned in fires or smashed by exes, so why not share
the customer’s story and use the image of the hard drive to show your readers exactly what
became of their precious data? On the other hand, what if you work in a drug rehabilitation
home? You may want to bring awareness of the dangers of drug dependency by chronicling
the last days of a heroin addict’s life® in a photo journal of very emotionally provocative images.

The example image essay in Figure 12-15 shows the photographic journey of a mother
celebrating the final days of her son’s life as he battled cancer. The story itself is gut-wrenching,
and some of the related photographs may even make you cry. However, the mother’s affection
toward her ailing son was clear, and the love of her little boy was shared among thousands.
The essay won the Pulitzer Prize in 2007 for feature photography.”
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FIGURE 12-15. A photographic journey of a mother’s last days with her son as he battles cancer and succumbs to it

These examples are testaments to the power of using images to raise awareness of different
subject matters, but providing commentary, too, can bring additional success to your viral
marketing initiatives.

In a similar fashion, if your customers are interested in learning more about the process of
manufacturing your products, you may want to give them a tour of your factory or office. Your
followers and stakeholders would be most interested in visualizing the company dynamic,
which becomes a great opportunity to share what goes on behind closed doors in a video or
photo tour.

Viral Strategy #5: Build a Tool

Does your industry suffer from a problem that you may be able to solve? Perhaps that need is
not yet on the top of your mind, but chances are, there’s something you can do that will help
make others’ lives (and even your own) easier. Building tools is one such example. In fact,
tools are a terrific way to build high-quality relevant links to your site and to establish thought
leadership. For example, do you specialize in computer infrastructure for enterprise
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management? Perhaps you want to provide a tool that will help webmasters monitor their
servers, like the one from Dotcom-Monitor® shown in Figure 12-16.

ALL IN ONE ENTERPRISE SOLUTION

Homp Campany Clients Seevices Featurcs Sign-Up Pricing Resources Tools Stamps & Seals Affiliates Contag

Instant test wizard

N : !.'-I-"'..,,;::4';}_)_':._:.' 1

Type of monitaring: B FTP server

Server 11 [

Legin to Server NO ¥

user Name |

Password |

Directory [

Get directory listing NO =

FIGURE 12-16. An online tool that monitors websites

Think about the big online tools that already exist: you’ve probably seen a mortgage calculator
or a calorie counter on a website or through a search. If your industry addresses either of these
categories, can you use the same tool’s concept and make it even better? Can you think of
another problem along those lines that your users may want to use the Net for to solve easily?
These applications benefit just about everyone, even those not necessarily looking to buy a
product, and they have the added benefit of being shareable and thus helping promote brand
awareness.

The iPhone, Palm Pre, and other handhelds allow for the installation of third-party web
applications, and these applications are more ubiquitous than ever. You may want to empower
mobile-dependent users by giving them a solution that they can access at any time and from
any place. Mobile utilities are becoming a lot more prevalent, as they can help users solve
everyday problems. In addition, individuals can easily find mobile applications outside your
industry’s website (such as through iTunes, for example), and you may accumulate new
interested parties without overtly marketing to them. In essence, your new followers will be
able to find you easily without even actively searching for you.

Viral Strategy #6: Teach Your Users How to Do Something

Do people look to you for advice? Teach your users how to do something. The best way to do
so is to utilize video for the purpose of illustrating a process. For example, there are a number
of great videos out there that teach people how to tie a tie,” how to fold a shirt in less than 2
seconds!® (shown in Figure 12-17), and how to shuffle poker chips like a professional.!!
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FIGURE 12-17. A video showing how to fold a t-shirt

Videos can really work to promote thought leadership. Further, the most compelling of the
videos may be referenced on how-to blogs and on other sites.

In Chapter 4, you learned about the social media methods utilized by the Caminito Argentinean
Steakhouse. Its YouTube channel is filled with informational food videos teaching budding
chefs how to prepare great meals. For example, it offers videos titled “How to Make Fire-
Roasted Sweet Onions” and “How to Make Mate.”

There are infinite possibilities when teaching someone how to do something. You can illustrate
the entire process through a series of photographs and explanatory captions, or you can use
videos to speak directly to your readers (in a method similar to videoblogging) to teach them
how they can do something well.
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Encourage “Old-School” Tactics, Too

While social media is about online collaboration and sharing via newer technologies and
methodologies, do not forget about those traditional tactics that gave rise to the social media
marketing of today. Old technologies are becoming increasingly “interactive” in the sense that

they encourage others to participate in these new marketing initiatives.
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As mentioned earlier in this chapter, your business card is a great way to self-promote and
share your blog, website, Twitter ID, and all social media profiles.

TIP

If you promote your social profiles in your business card, you want to pursue the mindset
“less is more.” Think about emphasizing only the social profiles you are active in and want
to call attention to. You don’t want to overload the recipient of the card with too much
information. As a compromise, if you maintain social media accounts on multiple services,
highlight only the strongest and most active.

Send relevant marketing initiatives directly to your peers through email or Instant
Message. On the same note, if you have a newsletter, utilize it to promote these stories,
videos, pictures, or other related viral campaigns. Ensure that the recipients of this
messaging have opted in; you do not want to overwhelm unsuspecting individuals, as this
will tax the relationships you currently maintain.

Use the “send to email” features on social websites. This a little-used tactic that still
performs effectively, though you should use it sparingly to avoid overwhelming your
friends and family with too many “look at this!” requests (remember, your not-so-social
friends are also dealing with the challenges of information overload).

Your email signature is a great way to promote your social media initiatives as well. You
shouldn’t go overboard by adding every single social media profile, but you can highlight
the active profiles. My own email signature is as follows:

Tamar Weinberg

http://www.techipedia.com

Twitter: http://twitter.com/tamar

FriendFeed: http.//friendteed.com/tamar

This email is: [ ] bloggable [x] ask first [ ] private

Use forums. Forums themselves are social, but they predate the social media of today. Still,
forums follow the same rules of social media marketing; you will need to be absolutely
genuine and involved in the conversation to be able to promote without running into
problems with the community. You will likely also want to be somewhat established in
the community before immediately promoting something so that your posts are not
perceived as self-serving.
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By also focusing on more traditional avenues outside of the social media world, you may
receive additional eyeballs on your marketing efforts. These people may not be active in the
social networks that this book discusses, and may otherwise not know about the content
promoted on these other channels.

The Bottom Line

When it comes to social media marketing, the rules of engagement are different. Altruism rules
above all. Authentic online relationships can further your cause and help foster real
relationships that can flourish offline. In fact, you need to always think about the relationships
before you think about the marketing goals, which in most cases will be your bottom line for
participation on these services (despite the fact that they are just fun in and of themselves).
Your first step should be to seek neighborhoods of shared interest. After you determine that
there is curiosity in who you are and what you do, that’s the appropriate time to seek a business
relationship. That curiosity may not always come, but you can always participate by overtly
identifying yourself (where appropriate) as someone who represents a certain organization,
company, or industry.

If you plan on promoting yourself and your company, don’t forget to consider the people
around you. Acknowledge them by listening and responding. If you're a blogger, link out to
them and highlight their positive and valuable contributions to your blog, especially if you
were particularly moved by their commentaries. They took the time to read and respond, and
acknowledging them is a great way to show them that you appreciate their contributions.
Showing that you care is a big part of being social, and helps tremendously in social media
marketing and fostering relationships, which ultimately can translate to powerful marketing.
In fact, the best way to seek out promotion is to promote others before you promote yourself.

Online interactions are different than they were in the past, and being personable is the key
to succeeding in this day and age. For example, the standard press release does not work as
effectively as an email message where you personalize the message and show the readers that
their attention really matters. Public relations executive Todd Defren exemplified this strategy
with one of his clients. In an effort to promote a client’s product, Defren’s team took the time
to write very personalized messages to mainstream bloggers.!2 Defren’s group often tied the
client’s messaging into a previous post on each individual blog, and it was clear that each pitch
was well researched and written with the specific blogger in mind. In the end, the messaging
was very well received and the client’s product enjoyed a lot of mainstream press.

Defren’s example is a brilliant one, but is one that many public relations professionals do not
take time to follow. The problem with many PR agencies is that they only have their clients in
mind. Bloggers, however, have to wade through hundreds of pitches on a daily basis and are
overwhelmed with incoming press releases. The pitches that succeed are the ones in which the
blogger or blog is put first. Marketing motivational speaker and writer Seth Godin summarizes
the personalized approach quite nicely: “If you have more than a few people to contact, you’ll
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be tempted to copy and paste or mail merge. Don’t. You'll get caught. It shows. If it’s important
enough for someone to read, it’s important enough for you to rewrite.”13

Social media marketing is not an “easy way out.” Sweat and hard work is required for the
ultimate success. Whether that means researching a community thoroughly to determine the
exact messaging, networking with people who can influence the success of your marketing
message, or writing thorough blog posts or emails that really engage the reader and
community, this is not something that you can simply do in 12 hours’ time. You must be willing
and able to commit time to the task and consistently work toward building your brand in the
eyes of your beholders.

This is the new era, and this is now.

Summary

Social media marketing is a comprehensive effort that requires interactions across multiple
online properties. When you engage, be open about who you are when and where appropriate.
It’s also important to acknowledge that social media is about genuine conversation and
communication, and while these are tools to help you achieve that goal, social media marketing
goes beyond just utilizing these tools—it is about empowering the voices of both the producers
and the consumers. As such, there are many ways to achieve these goals. Tools act as facilitators
to make that happen, but the proper mindset should be there all along.

As you have seen in this chapter and throughout the book, ROI is not necessarily easily traced
back to social media, but you can focus on several different metrics to estimate success. These
are reach, frequency and traffic, influence, conversations and transactions, and sustainability.
However, even after you wrap up a social media marketing campaign, consider monitoring via
listening and responding. Don’t wait until there’s a crisis to get involved. Focus on keeping
your content fresh and current so that people will have reason to interact with you. Even if
you don’t have a new product release on the horizon, you still have something of value to
share with your constituents.

The community should always come first, a premise that should be understood and followed
throughout your organization. Those who promote but do not understand the feelings of those
around them will not see their messages travel very far. If this concept is difficult to understand,
it may be useful to hire someone who eats, breathes, and lives in the world of social media,
especially in the networks in which you are attempting to market. Those who really are
involved in social media sites will often find a way to self-promote (or promote your business)
without being perceived as selfish, because they’re likely giving back to the community as well.
If you cannot hire someone who can teach you the path, learn by doing, but be sure to follow
the examples of others who have been successful.

Online communities exist in abundance, but there are four main types of social sites (social
networks, social news sites, social bookmarking sites, and new media/video/photography
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sites). Don’t limit yourself to one category; be everywhere. While you don’t want to spread
yourself too thin, you should definitely maintain accounts on different types of sites and have
a general understanding of how they work in the event that you need to share something
worthwhile.

Networking online is the majority of the social media marketing battle, but taking it offline is
even more powerful. In a face-to-face relationship, you can have real interactions that are
genuine, forthright, and can truly make a tremendous difference. Don’t shy away from asking
questions and soliciting feedback or learning about other people. Have an open mind and be
willing to learn. If you're ready to take the plunge into the real world, use sites like
Upcoming.org and Meetup.com to find events in your area that are relevant to your industry.
Attend conferences and trade shows on these subjects. Never be afraid to network—it’s one of
the most powerful tools for marketing, period.

If you're aiming to raise eyebrows via a computer monitor, start thinking along the lines of
viral marketing strategies, which, by nature, can be shared and redistributed. List articles and
posts, for example, are successful because they encourage participation and sharing. Quizzes
let people provide information about themselves to you and to their friends. This often prompts
others to participate, and the result is that people are often paying it forward as they pass the
meme around. Similarly, interactive games allow users to identify with specific brands, and in
the case of distributable personalized games to share their creations with the world.

Furthermore, a really compelling photo journal can evoke heavy sentiment and emotion.
Some of the most powerful viral photography marketing pieces chronicle the lives and deaths
of individuals. Other enlightening photography tours can walk viewers through building or
manufacturing processes. In photography, sometimes the images speak for themselves, but
commentary can also help.

Tools are yet another way to make it easier for someone to do something, so if you can solve
a problem or fulfill a need by creating an easy tool, by all means, go for it. You can also make
people’s lives easier by using a video demonstration to show them how to do something. If

you can do it, why not teach others? This strategy definitely helps establish thought leadership.

The aforementioned tactics can succeed for social media marketing among the various sites
discussed throughout this book, but don’t overlook the old tried-and-true tactics of sharing via
traditional means, including forums. Some adherents consider forums to be social media, even
though they are far older than the social networks and social sites of today. Other traditional
strategies include using email signatures (or simply sending out email messages) and IM. Of
course, if you've looked at a city bus lately, you'll likely see URLs all over the place; similarly,
your social media URLs do not necessarily need to reside on the Internet. You can plaster them
on business cards and throughout your print promotional materials.

The bottom line is that social media marketing is about real, genuine relationships. Give of
yourself, and others will give back to you because they value what you do. Show others that
you appreciate that they are listening to your messaging by putting them first. Also, remember
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that social media is not a “get rich quick” scheme. Like any marketing channel, it takes time
and effort to yield the best results in this space. Your success will come from continued effort
and dedication to the task.

Two-way conversation is here, and it is now. Talk to people, listen to them, and keep in mind
that it’s not much different than having a real, face-to-face conversation. You truly do not need
to fear the big world ahead of you.
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APPENDIX A

The Ultimate Social Media
Etiquette Handbook

I originally posted the “Ultimate Social Media Etiquette Handboook” on my blog at

techipedia.com! in December 2008. It became so popular that I have included it here as an

appendix.

Social media mimics real relationships in many cases. Would you do the following in real, face-

to-face relationships?

Jump on the friendship bandwagon without properly introducing yourself?

Consistently talk about yourself and promote only yourself without regard for those
around you?

Randomly approach a friend you barely talk to simply to ask for favors—repeatedly?

Introduce yourself to another person as “Pink House Gardening?”

If you answered “yes” to any of these questions, you may need a refresher course on social

media etiquette—and perhaps real-life etiquette also. Here are some egregious sins that you

must not perform on social media sites. Avoid these violations and learn how to manage and

maintain online relationships on a variety of popular social media sites.
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Facebook

Adding users as friends without proper introductions. If you're looking to make friends,
tell people who you are. Don’t assume they know you, especially if they don’t.

Abusing application invites and consistently inviting friends to participate in vampire
games. Many call this spam.

Abusing group invites. If your friends are interested, they’ll likely join without your
“encouragement.” And if they don’t accept, don’t send the group request more than once
by asking them to join via email, wall post, or Facebook message.

Turning your Facebook profile photo into a pitch so that you can gather leads through
your Facebook connections. Thanks, but no thanks. Facebook is about real friendships and
not about business—at least not primarily.

Using a fake name as your Facebook name. I can’t tell you how many people I've come

across with the last name “Com” or “Seo.” I'm not adding you unless you can be honest
about who you are. Once upon a time, Facebook deleted all of the accounts that portrayed
people as business entities or things. I wish Facebook would employ the same tactics again,
because I'm not adding a fake identity as a friend.

Publicizing a private conversation on a wall post. In case it isn’t obvious, Facebook wall
posts are completely public to all your friends (unless you tweak your privacy settings).
Private matters should be handled privately via email or in Facebook private messages.

Tagging individuals in unflattering pictures that may end up costing your friends their
jobs. Visit http://www.valleywag.com/tech/your-privacy-is-an-illusion/bank-intern
-busted-by-facebook-321802.php to read about a particularly embarrassing incident for
one Facebook user who had his picture posted in this manner. Avoid the unnecessary
commentary also, especially on your childhood pictures that portray your tagged friends
as chubby and not so popular. Further, if your friends request to be untagged, don’t make
a stink of it.

Figure A-1 shows the number of pending friend requests I have on Facebook.

That said, there’s one other rule that some individuals follow, and thus one more sin to add to

our Facebook list. I know this isn’t the case for all individuals, so your mileage may vary:

328

Forgetting that some individuals won’t network with you on a “personal” space like
Facebook without knowing who you are, even with the proper introduction. If you're
looking to establish a professional relationship with someone, consider LinkedIn.
Otherwise, consider building up a rapport with an individual before randomly adding her
as your friend. Some people require face-to-face meetings before they invite you into their
private lives. After all, Facebook was a tool that college students were using before it was
open to the public,2 and some still use it as a purely personal and not a professional tool.
LinkedIn is seen as the more professional of the two.
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FIGURE A-1. The number of pending requests | have on Facebook
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Considering the previous example, I pose a question on Facebook etiquette. Is it appropriate

to let these requests sit in pending mode or to reject the friends outright? In many instances,

these requests are probably better off sitting indefinitely (and it’s healthier than the rejection).

Plus, in the future, you may want to respond to that friend request positively.

Twitter

330

Following a user and then unfollowing him before he has a chance to follow you. Or
unfollowing him as soon as he follows you.

Mass-following everyone so that you can artificially inflate your numbers as a success
metric for influence (and maybe then submitting a press release? about it).

Consistently using your Twitter stream for nothing but self-promotion and ego. Profy
highlights this phenomenon quite well at hAttp.://www.profy.com/2008/11/04/quick-tips
-for-twitter-spammer-follow- 1000-people-give-away-5000-books.

Requesting that your friends retweet your tweets on a consistent basis. This is much more
bothersome when the request comes via IM or email and not on Twitter itself. The bottom
line: if your content is good enough to stand on its own, it will be retweeted. There is no
reason to make a personal request (and if it doesn’t stand on its own, it usually doesn’t
need to be retweeted).

Not humanizing your profile. Twitter is also about real relationships. Add an avatar and a
bio at the minimum. Let people know who you are. To take it a step further, make it easy
for people to contact you outside Twitter if necessary. This is especially important if
someone on Twitter needs to reach you but can’t direct message you since you’re not
following her. If she’s making the effort, it’s probably because she really wants to talk to
you. (Was it something you said? Usually.)

Streaming only your blog’s RSS feed on Twitter. If you're following anyone who does this,
feel free to take my advice and unfollow him right now. He won’t engage with you, so
why engage with his narcissistic self-promotion?

Using Twitter to repeat personal and confidential correspondence. If you're not happy
with the way an email communication progressed about a private matter, take it up with
the person involved to square things away. Certainly, don’t broadcast your dissatisfaction
with the turnout to your entire Twitter audience. It looks unprofessional for you and
makes you appear untrustworthy.

Leveraging your Twitter connections to send spam via direct messages to those who follow
you. Two days later, you may wonder why they don’t follow you anymore.

Abusing Twitter hashtags during a crisis.* It’s a shame that the Mumbai attacks happened,
but this was not the opportunity to capitalize on your CRM software.

Using your Twitter feed as a chat room for conversations that are exclusive in nature and
not as a broadcast medium. It’s nice that Twitter lets you use the @ symbol to talk directly
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to individuals, and that’s fine in moderation. As a friend recently said to me, “I'm tired of
my Twitter feed being a [private] conversation between person X, person Y, and person
Z.” Why don’t the three of you get a room? Twitter user cheapsuits sums it up nicely when
he says, “The tweeps that talk everyday to each other about banalities get old.” The
emphasis here is on chat rooms that exclude other individuals in conversations that do
not provide value. At all. Ever.

LinkedIn

Gathering all the email addresses of users you are connected to—even locating email
addresses of LinkedIn Group managers—and utilizing this mailing list to promote your
own company or service offsite. For example, I manage a few LinkedIn groups, so my
email address is far more visible on the site than I'd like. I'm not connected to the LinkedIn
individual who spammed me, but he still took the liberty of using my email address for
his personal gain in a completely unsolicited fashion. Perhaps this individual lost sight of
the fact that LinkedIn is a professional network and not a spam facilitator. Even so,
recipients should still be required to opt in.

Asking for endorsements from individuals you don’t know or who didn’t do a good job in
your employ.

Writing a recommendation for someone and then firing her just a few days later.>

Social News—Digg, Sphinn, Mixx, Reddit, Tip’d (and a Whole
Load of Related Sites)

Submitting only your own articles and posts to social media sites.

Consistently “taking” (asking for votes) but never giving back. Social news is about
reciprocal relationships.® Even if the people you are asking for votes of will never actually
ask you for votes, a random IM that pops up saying, “Digg this for me,” is far more
obtrusive than saying “Hey, how’s it going?” and having a real conversation first.

Sharing the same story repeatedly with your friends. Can we say spam? And if you are
still being shared with by these members repeatedly, why haven’t you unfriended or
blocked the offenders on your IM programs or social news sites?

Submitting a story that is completely off-topic. It’s important to understand the
communities you contribute to and to understand the rules of the sites that you target.”
Your story about celebrity cell phones simply does not belong on financial social news site
Tip’d, no matter how you try to spin it. And when I, as a moderator, tell you that that the
submission is not appropriate for the audience, especially as it has no relevance to the
subject matter of the site, don’t argue with the decision.
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Using the comments field to drop links, especially to related submissions that were made
after the fact.

On social sites where buries are public (though professional in nature), assuming that it’s
personal. In a recent instance, a “bury” on a popular social site upset the submitter so
much that he resorted to an unprofessional attack on the person who buried the story by
blogging about her. Sadly enough, the bury reason (which was public for all to see) was
not at all about him but was about the content itself. In social media and in relationships
in general, you should be disagreeing with the statement. That means that you as the
submitter shouldn’t assume the burier talking about you as the person who made the
statement and implying that the statement is a reflection of a character flaw. The burier
didn’t like what you said and disagreed. Grow from it. Don’t turn it into something
personal when it clearly isnz.

FriendFeed

Using the service completely for self-promotion. If you're going to claim your social media
profile on that totally awesome service, either don’t share your feeds at all or interact on
a semi-consistent basis. Please? FriendFeed is a service, but it’s also a community.

Cross-posting on all social sites using a site like ping.fm. I don’t need to see the same
message from you on Twitter, FriendFeed, your Google Talk status, your Facebook feed,
and on your dog’s scrolling LED collar. Keep the spam broadcasts to a minimum. It’s
obvious on FriendFeed when this facility is abused.

YouTube

Asking someone repeatedly to watch your crummy video, subscribe to your channel, and
give you a five-star rating.

Forcing people to subscribe to your YouTube channel by applying an iFrame exploit.8

StumbleUpon
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Sending more than one story to your network daily. The key to success is moderation.
Excess converts to spam.

Submitting and reviewing only your own articles. Do you self-promote this often in real
lite?

Submitting a story from another social news site to StumbleUpon for more visibility and
eyeballs. Once upon a time, I stumbled upon a Digg submission of a Sphinn submission
of a blog post. Seriously? Why don’t you just submit the blog post directly instead of using
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the other sites as conduits? This infraction goes for all social sites that accept submissions,
and not just StumbleUpon.

Blogging and Commenting

Commenting on other articles and using the name “Yellow Brick Plumbing.” Isn’t your
name actually Alan? There’s no SEO value to these comments (they’re nofollowed by
default), and all this approach does is makes you lose credibility in the eyes of the blogger.
This isn’t the way to network!

DEFINITION

A link that has a nofollow attribution means that search engines won’t actually place link
authority when traversing through websites. By default, links are not nofollowed, but due
to the heavy spam impacting blogs, all comments have this designation. You can turn it off
with certain plug-ins, but it’s not recommended.

Using content from another blog without attribution. Sometimes a specific blog will get
an exclusive. Then another blog will write on the story using the original blog post as its
“source” without attribution. Even popular blogs will rip off stories from lesser-known
blogs in their space. Don't let greed get in the way of your own blogging habits, and make
sure to link out where appropriate.

Sending a pitch to a blogger requesting a link exchange even though your site has no
relevancy at all to her content. I write about social media, people, not about beer bongs.
And, well, they say that social media is the new link exchange, so instead of asking for an
old-fashioned link (which might have worked in 2002), consider using a more viable
strategy for this modern time period.

Turning a blog into a flame war against someone you don’t like. Scott Hendison recounts
how forum spam turned into a heated battle that may end up going to the courts, and
how the individual responsible for the abuse is not slowing down.? If you're wrong,
acknowledge the wrongdoing and don’t use other blogs to tarnish someone else’s image.

Other Social Sites

Joining a new social network and then inviting everyone you’'ve ever emailed in your
lifetime to the service by submitting your entire Gmail address book when the service
requests it. Reading the fine print is wonderful—and you should never volunteer your
email account’s password to the social site anyway. It’s also helpful to keep in mind that
your email account password should not be the same as your social profiles, and that’s not
a question of etiquette—it’s common sense!
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Finally, a Word on Social Media Etiquette in General

You're leaving your digital signature on the Internet right now. Think about the consequences
of your engagement on any social site. Racial slurs, criticisms without warrant, and blatant
abuse don’t work in real life, and they likewise have no place in the social media channels
simply because you are far more anonymous on these sites. If you were living in New York
and you walked up to a stranger with the same foul-mouthed comments that are rampant on
many social media sites, you may never make it home. Consider how your comments will be
perceived before you actually post them and think about logic before emotion at all times.
Above all, think about maintaining a certain level of professionalism, since people can use
whatever you make “permanent” on these sites against you. Not all blogs will remove a
comment after you've requested that they do so, simply because you were angry when you
wrote it. Before you hit “post,” realize that this will be a permanent reflection of your identity
and that it may never be erased. It may even be used against you.

Conclusion

Remember that social media communities are real relationships and real conversations, and
you should treat them as such. It’s not a me, myself, and I'mentality. It’s about the collective,
the community, and the common good.
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