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A Note to the Reader 
 

This manual is intended to give guidance on how to market yourself and your business using 

social networking sites.  

 

The Social Networking Handbook: Tips and Strategies for Marketing Yourself and Your 

Business Using Social Media is copyrighted by the Center of Technical Communication. No 

portion of this manual may be reprinted or reproduced in any way without the author’s express 

written permission except by the authorized purchaser of this e-book, who may print out a copy 

for his or her own use.  

 

©2008, by the Center for Technical Communication. All rights reserved.  

 

This is NOT a free e-book!  
 
Purchase of this e-book entitles the buyer to keep one copy on his or her computer and to print out one copy 
only.  
 
Printing out more than one copy—or distributing it electronically—is prohibited by international and U.S.A. 
copyright laws and treaties, and would subject the purchaser to penalties of up to $100,000 PER COPY distributed. 
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Chapter 1:  
What is Social Networking? 

 

The world has changed.  

 

Unless you have been living in a cave for the past couple of years, you’ve no doubt at 

least heard of social networking, the practice of connecting online with friends, colleagues, and 

customers online using special Websites and tools created for that purpose. These social 

networking sites include MySpace, Facebook, LinkedIn, Twitter, and many others.  

 

In the first edition of this book, we talked about the major developments shaping social 

media, and showed you the most important social networking Websites. In this revised and 

expanded second edition, will go a step further to show you how much things have changed and 

give you some how-to tips for navigating the social media landscape to find an audience and 

connect with your customers in ways you may have thought were impossible, or at least not 

very profitable. 

 

It isn’t a fad. It isn’t an excuse to get out of work. Social networking is how people do 

business now. It’s for real and it’s here to stay. 

  

Just how important is social media? According to Susan McKenna, Vice President of E-

Commerce for AlternativeHealthJournal.com, in an interview in the June 2008 issue of 

Response, “people need to jump the chasm of ‘talking to’ and go ‘talking with.’  You’re in a 

dialogue with them, and that’s how we move from sales to commerce. That’s what social media 

is going to do for marketers in the future.” 

 

  Carrie Mathews, a program director for the CIO Executive Council, defined social 

networking in a recent article as “interactive, collaborative online communities created by 

technology.” 
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The Social Networking Hierarchy 
 

In a nutshell, social networking is like traditional networking, only carried out online via 

Websites designed for that purpose, though social networking also includes activities such as 

podcasting and blogging. 

 

Marketing guru John Jantz of DuctTapeMarketing.com breaks down social media using 

psychologist Abraham Maslow’s Hierarchy of Human Nature: 

 

 
[Reprinted with Permission of the Author] 

 

Just as we move up Maslow’s pyramid from one basic need to the next, Jantz suggests 

that once we master one method of social networking, we move on to the next, each form 

getting increasingly complex as we move toward the top. Here is a breakdown of each level 

according to Jantz: 

 

• Blogging is the foundation of the pyramid. This is where you begin, first by reading 

blogs, then commenting on blogs, and finally starting your own blog. Popular blogging 

sites include WordPress (www.wordpress.org), Blogger (www.blogger.com) and 

TypePad (www.typepad.com). 

 

• RSS is a tool to help you distribute and repurpose your blog posts, articles and other 

content. RSS, which stands for Really Simple Syndication, can be a great way to open 

up more channels to your business as well as generate extra search traffic, but it takes 

work, according to Jantz. Sites include Feedburner (http://feedburner.com), Google 

http://www.wordpress.org/
http://www.blogger.com/
http://www.typepad.com/
http://feedburner.com/


The Social Networking Handbook 
 
 

Center for Technical Communication. ©2008                                                                         6 

News (http://google.com/news) and mysyndicaat (http://mysyndicaat.com). 

 

• Social Search is often ignored according to Jantz, but essential. Social Search is made 

up of sites that publish customer reviews, both good and bad. You should participate in 

order to manage your reputation online. Sites include Insider Pages 

(http://insiderpages.com), Google Maps (http://maps.google.com), Yahoo Local 

(http://local.yahoo.com), Local.com (http://local.com), Judy’s Book (www.judysbook.com), 

and Yelp (www.yelp.com). 

 

• Social Bookmarking allows users to tag content from blogs and other sources they find 

interesting and rank it according to popularity and share it with their friends. Participating 

in social bookmarking communities “can be a great way to open up more channels to 

your business as well as generate extra search traffic, but it takes work,” writes Jantz. 

Sites include del.icio.us (http://del.icio.us), Digg (www.digg.com), StumbleUpon 

(www.stumbleupon.com), Reddit (www.reddit.com), Mixx (www.mixx.com), and Small 

Business Brief (www.smallbusinessbrief.com). 

 

• Social Networking, the focus of this e-book, is getting in touch with the millions of 

potential prospects you might find in sites such as MySpace and Facebook. Jantz 

believes that any attempts to grow your business using these channels will be difficult 

until the previous channels have been explored and mastered. Social networking sites 

take time to understand and need good content in order to be relevant with people. 

 

• Micro is Jantz’s catch-all category for some of the more experimental social tools  

cropping up recently, including micro-blogging sites like Twitter, Twirl, Plurk, and 

FriendFeed (more on Twitter later). Jantz calls such sites confusing, “but not because 

they can’t figure out how to make them work, it’s just not obvious why they would spend 

the time.” 

 

Because millions of people now get their information about products and services online, 

it is important for many businesses to make social networking Websites a part of their marketing 

strategy. But how can a business owner use it to promote their products and services, build their 

customer base, and, perhaps more importantly, make money? Isn’t social networking just some 

http://google.com/news
http://mysyndicaat.com/
http://www.yelp.com/
http://www.smallbusinessbrief.com/
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Internet fad?  

 

To answer that last question, definitely not. By all indications, social networking, or Web 

2.0, is here to stay.  

 

According to an article in the September, 2007 issue of BusinessWeek SmallBiz, two of 

the best known social networking tools, Webcasts and blogs, are currently in use by more than 

400,000 small and medium-sized businesses. About 260,000 other companies are podcasting.  

 

Social networking Websites like Myspace and Facebook are growing tremendously in 

popularity. According to a survey by Universal McCann of 17,000 Internet users in 29 countries, 

about 57% of respondents have joined at least one social network, and 43% of people in the 

U.S. have done so.  

 

Recognizing the importance of social media as a business communications tool, IBM 

has provided its employees with in-house versions of Twitter (Blue Twit), Facebook (Beehive), 

and Del.icio.us (Dogear).  

 

In 2006, YouTube was purchased by search engine giant Google for over $1.6 billion in 

a stock-for-stock transaction.  

 

The 3-D virtual world Second Life is “home” to over 7.5 million residents, and everyone 

from small business owners to government agencies, large corporations and even whole 

countries are setting up shop there.  

 

“It would appear that social networking is not a fad but rather an activity that is being 

woven into the very fabric of the global Internet," according to Bob Ivins, comScore’s Executive 

Vice President of International Markets.  

 

Social networking is an activity that is only going to grow more and more common as 

time passes and computers become more and more sophisticated. According to a study 

conducted by Jupiter Research, end-user-generated revenues from social networking, dating, 

and content delivery sites is expected to rise from $527 million in 2007 to over $5.7 billion by the 

year 2012. And social networking sites alone are expected to account for over half of this total. 
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But how will marketing via social networking Websites help businesses promote their products 

and services?  

 

In this e-book, we are going to cover the major social networking sites, such as YouTube, 

MySpace, and LinkedIn, as well as several others. Then we’ll look at specific examples of 

companies and entrepreneurs who are using these sites to get the word out about their 

business and creating tremendous success and profits.  

 

Next, we’ll give an overview of some of the most important social networking sites, 

followed by some simple rules that will help you to navigate this new marketing landscape. 

There’s a lot to cover, so let’s get started. 

  

A Whole New World for Marketers 
 

“The bottom line is this: The immutable, standalone Website is dead,” write Don 

Tapscott and Anthony D. Williams in their book Wikinomics: How Mass Collaboration Changes 

Everything. 

  

According to Tapscott and Williams, the new Web looks increasingly “like a library full of 

chatty components that interact and talk to one another.”  

 

While I wouldn’t go so far as to say the static Website is dead just yet, the authors do 

bring up the valid point that today’s online environment is all about community, cooperation, and 

generating content rather than viewing it. 

  

Tapscott and Williams call these new consumers “prosumers,” a term first coined by 

Alvin Toffler in his book The Third Wave. These prosumers are using social networking 

Websites to connect with friends, colleagues, former classmates, and even complete strangers 

who share their interests, without regards to geographic or other boundaries.  

 

Not only that, but they are creating their own content, starting from scratch or remixing 

items from their culture into new products, services and entertainment in a new paradigm that 
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BusinessWeek writer Robert Hof calls “Don’t just watch—do something.” Today more than ever 

before, the consumer is in the driver’s seat.  

 

In an article in the September 10, 2007 issue of DM News, Keith Wardell, CEO of 

Marketing1by1, LLC and author of Marketing Out of Control, writes “Consumers are better 

informed and can select from a wide variety of channels through which to contact you. Their 

peers are their most trusted source of information. The marketer no longer controls what 

consumers know or hear about their product, their category or their company.” 

  

Worldchanging.com writer Alex Steffen said that social networking is “not just a suite of 

technologies, but a new orientation towards media consumption and production.”  

 

This fundamental change in how consumers spend their time online and consume goods 

and services is having an understandable effect on the advertising industry, as consumers are 

exercising their ability to pick and choose their content. “Ads that seek out consumers will fail,” 

said Geoff Ramsey, CEO of eMarketer in the October 2nd, 2006 issue of DM News. 

“Consumers should seek out the ad.” Ramsey went on to say that advertisers “need to create a 

new paradigm for advertising.”  

 

In this brave new, Web 2.0 world, the consumer is taking complete control of what they 

see, hear and do online and off. Today’s consumers are deleting their television commercials 

courtesy of Tivo, and completely customizing their Web viewing experience with the help of 

RSS feeds and site aggregators that go out and grab only their most favorite and preferred 

content.  

 

Savvy marketers need to find out exactly what these people want and then give it to 

them in an unobtrusive way, or they face not only being ignored, but never being seen in the 

first place.  

 

According to Tapscott and Williams, only “the smartest and most sincere companies” will 

stand a chance of prevailing in this new world order. An article in the International Herald 

Tribune quoted Debra Aho Williamson, a senior analyst with the research firm eMarketer, as 

saying, “We're moving to a world of user-generated content and it's changing on a minute-by-

minute basis. I think marketers are just going to have to get used to it."  
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Chapter 2:  
New Medium, New Headaches  

 

What is causing traditional marketers so much grief is the fact that this new social 

networking audience is extremely resistant to traditional advertising. “With the average person 

now seeing hundreds of seller-spun commercial messages per day,” writes David Meerman 

Scott in his book The New Rules of Marketing & PR, “people just don’t trust advertising. We turn 

it off in our minds, if we notice it at all.”  

 

Scott also said that marketing on social networking sites is especially difficult because 

the online community “hates overt commercial messages.” Instead of trusting advertisers to tell 

them what to buy, today’s online consumers are turning to their network of peers to help them 

make purchasing decisions.  

 

In a recent blog post entitled “Is Social Networking the Future of Word-of-Mouth 

Marketing?” Marketing Profs columnist Mario Sundar wrote, “…if I wanted to be marketed to, I’d 

then go watch TV, not be on a social network. However, if a friend of mine (from my social 

network) writes a glowing review of Superbad, I may go watch.”  This is not to say that there are 

no online ads on social networking sites. Many of the free sites such as MySpace and YouTube 

are free because they display Internet ads, a trend that is expected to rise.  

 

According to eMarketer, $900 million was spent in the U.S. on social network advertising 

in 2007, up from only $350 million the previous year. By 2011, this figure is expected to top $2.5 

billion. 

   

Just recently, MySpace began experimenting with more highly targeted, customized ads 

displayed based on information culled from their member profiles. But even this tried-and-true 

marketing method is having trouble adapting to the new environments these social networking 

Websites create, specifically in the area of ad placement.  
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According to an article in the August 12, 2007 issue of the International Herald Tribune, 

European social networking site Habbo House, a virtual world popular in over 19 countries 

which attracts users between the ages of 10 and 16, has drawn criticism in England for 

integrating candy and food advertisements into their site.  

 

In London, several government agencies and six companies temporarily cancelled their 

advertising accounts with Facebook after their brands appeared alongside a page for the “anti-

immigrant, right-wing, British National Party.” Facebook has since announced that it is 

“developing new systems to allow advertisers more control”, according to the article.  

Each of these events raise concerns, not only about what is appropriate for people in different 

countries and cultures, but what is good or bad for your own business.  

 

Last year, a favorite author of mine pulled Google Adsense from his free blog when it 

began displaying ads for vanity publishers, preferring to go without the extra revenue he would 

gain from monetizing his blog than helping to advertise something he doesn’t personally and 

professionally believe in.  

 

Business owners have a similar problem: do we want ads from our competitors 

appearing next to our blog posts and social networking profiles? Especially when the service 

provider, and not us, is receiving all the ad revenue? Only time will tell if social networking sites 

like blogs, YouTube, and MySpace can come up with ways to make a profit and please 

advertisers, while keeping their members happy in the process, assuming they react to the ads 

at all.  
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Chapter 3:  
The Advantages of Social Networking  
 

The new social networking environment may be causing a few initial headaches for 

marketers used to the old way of doing business, but there are some distinct advantages once 

they get over the hump of the learning curve, and figure out how to market their brands without 

using traditional advertising techniques.  

 

Later we’ll see how savvy marketers have turned their brands into enticing experiences 

that their customers want to share with their friends. But first, let’s look at some advantages of 

using social networking Websites.  

 

Marketing via social networking sites is attractive to businesses because it’s fast, easy, 

and relatively inexpensive. There is also fast turnaround time from concept to execution, and 

quick testability.  

 

Forrester Research analyst Josh Bernoff discussed these advantages in an article in the 

July 16, 2007 issue of BtoB. “If you looked at a marketing initiative five years ago,” he explained, 

“it involved a whole lot of planning and expense, and then six months later you’d determine if it 

worked. Now, it’s about coming up with an idea and taking three weeks to implement, it costs 

you $40,000 instead of $400,000. And you can look at it in two weeks and kill it, change it or 

leave it alone.”  

 

The Web in general has helped foster this movement. According to David Meerman 

Scott, the Web “has opened a tremendous opportunity to reach niche buyers directly with target 

messages that cost a fraction of what big-budget advertising costs.”  

 

Using social networking sites, business owners can quickly and inexpensively see, first 

of all, if there is a need for their product or service, as well as get instant feedback, through 
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customer comments made via blogs and wikis, on how well—or how poorly—their product or 

service is performing.  

 

It also gives them potential access to millions of people who are clamoring for what they 

are offering, and even gives marketers the tools to entice their audience to spread the word 

about their brand on their own.  

 

More importantly for smaller firms, a business doesn’t have to be a huge, corporate 

conglomerate to promote itself using social networking Websites. Small business owners and 

solo entrepreneurs can take advantage too. Social networking Websites like MySpace, LinkedIn, 

and Facebook make up a field everyone can play on, without the multimillion dollar advertising 

budget required for many traditional marketing channels.  

 

 Now, almost any business can build trust by sharing their expertise in podcasts and 

blogs, or show off how their products work using online videos, this last practice made incredibly 

easy thanks to sites such as YouTube.  

 

YouTube, the online video sharing site receives over a million plays a day. More than 

64,000 new videos are uploaded every day. Many of the most popular of these videos are 

monitored by mainstream media outlets and create national stories out of them.  

 

The site allows users to upload their own content, make it searchable by tagging it with 

descriptive keywords, and lets other users comment on it. For marketers, this means almost 

instant feedback, good or bad.  

 

 And social networking just might make your business recession proof. 

 

With a recession on, many marketers are now advocating social media as a great way to 

gain market share, even while many companies are slashing their online advertising budgets.  

 

 “It’s during a recession that a brand should position itself as the leader in its category,” 

said Rob Hecht, digital marketing strategist for IMC Strategy Labs, in the September 22, 2008 

issue of DM News. “It is the best and least expensive time to gain market share.” 
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Advertising on social networking sites is a great way to do that because “consumers are 

favorable to the advertisers who support their favorite niche sites,” according to Hecht.  

 

Now let’s look at some specific examples of companies that have harnessed the power 

of social networking Websites to good effect.  

 

5 Ways to Use Social Media in a Business Context 
By Frank Gruber 

 

1. Connect: Each interaction in social media is an opportunity to build a 

relationship with your audience, especially when you connect with a personal, 

human voice. 

2. Lead: Take the opportunity to become the industry leader in the space by 

leading the conversation. If not leading, at least contribute constructively as 

opportunities arise. 

3. Speak: Leverage social media as a platform to present fresh content about your 

products and offerings. Tell your product story in a personal way. 

4. Humanize: Give visitors a feel for the people and stories behind your products 

and sites. Create a face and personality for your organization. 

5. Optimize: Stay on top of real-time feedback from your customers and visitors. 

Real-time interactions allow you to offer help and solutions at the moment they 

need it. Learn from this feedback and tweak your offerings to meet evolving needs. 
 

Source: SIPA  
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Chapter 4:  
Online Video 

 

Online video is set to explode.  

 

The Ipsos Insight survey reported that in 2006, 36% of adult Internet users surveyed 

said they have watched a television show or other video online, compared with 28% in 2005. 

According to a July 2007 Pew Internet & American Life Project study entitled Home Broadband 

Adoption, 70% of Americans with home Internet access have a broadband connection. 

 

There are several drivers for this phenomenon. 

 

First, several technological developments have occurred which make online video 

feasible for any individual or organization. These developments include: 

 

• Predominance of high speed broadband connections. According to numerous 

industry and market studies, 70% of American households now have high-speed 

Internet connections. This allows most consumers to view online video without slow 

connections poor viewing. It also gives video producers and distributors the ability to 

quickly upload large file sizes for viewing by others. 

 

• Low Video Production Costs. Today, for less than $500 anyone can acquire video 

equipment and software to produce a viral video. Until a few years ago, video 

equipment and software would require an investment of $5,000-$10,000. 

 

• Cell phones with Video Recording and Playback Capabilities. Another development 

that has lowered the cost of producing videos is cell phones with video recording 

capabilities. Now millions of people are carrying with them the capability to capture 

video for distribution purposes from wherever they are. Local and national news shows 
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frequently show videos captured in such a manner. 

 

• Multiple FREE Distribution Channels. There are more than 40 different Websites, 

such as video portals or video components of traditional search engines that allow you 

to upload your videos for potential exposure to millions of people at no charge. 

 

In addition to the technological elements, there is also another very powerful force driving 

the increasing popularity of online video: the public’s increasing distrust of intrusive advertising 

such as they find in a typical television commercial. 

 

 Online video bypasses this mistrust because, unlike a television commercial that 

interrupts them during their favorite show, an online video is something they sought out because 

they wanted to watch it. 

 

 With the ability to quickly and easily select and download only the content that they want 

to see, as well as create their own, many of these online consumers are leaving traditional 

information sources like television and newspapers behind, and looking to the Internet for their 

information and entertainment needs.  

 

According to MarketingExperiments.com, people spend up to 3.6 hours surfing the 

Internet for recreational purposes, versus 2.5 hours spent watching television. Savvy marketers 

can use this trend to their advantage by incorporating online video into their marketing strategy. 

 

So how can marketers use viral video? Viral video can be used for such purposes as: 

 

• Increasing awareness and brand recognition of a product, service or Website resulting 

in increased sales. 

 

• Creating online buzz and excitement about your video, company or product. The 

Mentos and Diet Coke video, which we’ll learn more about in a minute, is a good 

example. 
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• Building an e-mail list by increasing the number of users who opt in. 

 

• Increasing your site’s link popularity and search engine ranking (search engines like 

videos and rank them highly). 

 

• Driving traffic to a product page that converts the visits to sales. 

 

• Promoting a specific event like the launch of a new product, service or Website. 

 

• Getting viewers of the video to respond in other ways, like making others aware of the 

video so that they will watch it. 

 

Videos have other marketing applications as well, such as video customer reviews 

posted on video-sharing sites like YouTube that make product reviews much more believable. 

Merchants are also creating product-demonstration videos and commercials and posting them 

to video-sharing sites as well as their own sites.  

 

But videos can sell more than just a product or service. During the 2008 Presidential 

Election, viral video was being used to make political statements for or against candidates and 

their political parties. For example, a viral video appeared on YouTube depicting Hilary Clinton 

making back-to-back contradictory statements about what she will and will not support.  

 

Video was also used in a joint effort by CNN and YouTube to broadcast a Republican 

debate. The site also included a transcript of the debate, a scorecard to rate candidates, 

interactive debate highlights, and an opportunity for viewers to ask the candidates questions. 

Online video is fast becoming an alternative medium for news. In fact, a whole movement of 

news reporting on the Internet called “citizen journalism” is evolving. 

 

Viral videos can also be used for humanitarian purposes by individual or not-for-profit 

organizations to raise money for or to support a cause. One woman on the West Coast traveled 

to Africa and filmed the hunger problem there. She produced a viral video widely distributed in 

the United States that raised millions of dollars for the cause of starving Africans. Viral videos 

can have a huge impact in increasing awareness of an important cause or position at very low 

cost. 
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Perhaps the best thing about online video is that it is now possible for smaller 

businesses to play along, creating their own commercials easily and inexpensively. The video 

can be everything from a narrated PowerPoint slide to a 30-second commercial showing 

someone using your product.  

 

And if the content is interesting enough, their viewers are happy to share it with their 

friends and networks, giving the product or service free advertising through viral marketing. 

According to Emarketer, 76% of Internet users will tell a friend about a video they have seen. 

 

Why are viral online videos so popular? According to Clark University screen studies 

professor Timothy Shary, author of Teen Movies: American Youth on Screen, “We are a culture 

of voyeurs. We love to look at other people. We primarily like sensational events because they 

are so unusual, but even sometimes just looking at the mundane can be quite fascinating.”  

(Source:  “Video Makers Find a Vast and Eager Audience,” Worchester Telegram, June 11, 

2006.)  

 

Because of this basic human need to share the extraordinary and the bizarre with their 

friends, savvy marketers are beginning to use online video to build brand awareness and sell 

their products and services, and video sharing sites are coming up with ways to help advertisers 

do so. 

 

To make their video offerings even better, YouTube recently announced that they are 

going to add buy-now links to video pages that showcase music, video games and books. The 

company announced on its blog that it will start embedding iTunes and Amazon.com links on 

videos from companies like EMI Music as well as the new video game Spore from Electronic 

Arts. “This is just the beginning of building a broad, viable e-commerce platform for users and 

partners on YouTube,” the company wrote. 

  

The retail links are gradually being added to YouTube’s library of music videos and are 

currently only available to users in the U.S., but YouTube plans to gradually expand their 

program to additional content and product partners, as well as international users.  
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Even without a buy-now link, marketers can still get viewers to go to their product’s site 

by using a few principles of old-fashioned direct response advertising. Making an offer in the 

video, such as a free report, product sample, or the product itself, and a call to action telling 

them to visit your Website (and providing a link in your video) will bring additional customers to 

your site.  

 

And if your video is interesting enough, people will share it, making it viral and giving you 
a lot of free advertising. 
 

Has Twitter Made Us Lazy? 

Has Twitter made us lazy? Have sites like Facebook and LinkedIn made us impatient? Is developing 
relationships in 140 characters or less even possible? It seems with the on-going increase in popularity of 
online social networking websites, the manner in which our expectations about how we should 
communicate (and therefore network) has changed.  However, while the result may indeed be an 
unprecedented increase in the amount of online communications, these days it is questionable if we have 
anything more to show for it…at least in terms of forming more valuable connections in our networking.  

It is true that on-line social networking does bring about a quicker response when it comes to seeking to 
form new relationships, compared to the seemingly laborious efforts of the pre-internet age.  But is it 
making us lazy?  According to social networking expert Dr. J.P. Hatala of Flowork International, truly 
effective communication still requires the time and effort necessary to source and leverage valuable 
relationships. It is true that fostering relationships offline may be longer and harder, but it is typically far 
more effective. The tools of the internet have not replaced the importance of this, but as social networking 
tools, they have offered a preliminary and highly effective first step, by providing a wider reach in which to 
effectively pursue networking. 

According to Dr. Hatala’s research at Flowork, for social networking to be effective it needs to encapsulate 
a two-step process, involving: 1) access to social resources and 2) utilization thereof. Social networking 
websites, as tools, provide the means of “access” to a wider, online audience.  However, truly effective and 
valuable networking does not end at the online stage. As Dr. Hatala notes, “just because you have access 
to social networking resources does not mean you can utilize the resource found in them”.  Indeed, an 
increasing number of us these days are sorrowfully lacking in this department, having become increasingly 
dependent on the wide reach of the internet to ‘do our work for us’ and thus are missing the skills to 
leverage even our existing social networks...much less one that has been expanded online.      
The failure to utilize or “leverage our social networks” is not a permanent problem, however. The good 
news is that it is a “teachable” skill and Dr. Hatala’s research directly informs the Flowork model in aiding 
those of us who are overly dependent on internet websites to do our networking for us. Dr. Hatala’s 
research translates into some intriguing food for thought, whereby: “the return on social capital directly 
impacts one’s social income”.  

Beyond the stats and research, the bottom line is that (once learned) a newfound ability to leverage an 
expanding social network will bring about the very results we seek from the very act of networking in the 
first place.  Indeed, we are still the crux to our own success in networking and regardless of the alluring 
promise of the vast online reach, readily available through social networking tools, nothing can ever 
replace the ‘human effect’ in communicating with one another. Indeed, networking effectively is a skill we 
still need to learn to do well, if we are to maximize the potential of our social networks…beyond a mere 
online ‘friend’ or ‘follower’ tally. 
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Chapter 5:  
Social Networking Case Studies   

 

Case Study #1: Viral Video Makes Blenders All the Rage with Consumers 
 

The April 1, 2007 issue of Direct tells the story of Blendtec, a Utah blender company 

whose online video series entitled “Will it Blend?” has turned something seemingly boring —

blenders—into something interesting and exciting.  

 

The videos feature Blentec CEO Tom Dickson, clad in a white lab coat, as he tosses 

various items into a Blentec blender and hits “puree.”  What is so interesting is that these aren’t 

the common foodstuffs normally placed into a blender. The items include everything from 

pickled pig’s feet, cell phones, to Dickson’s own iPod, and even a rake handle.  

 

According to the article, the rake handle video alone “has been viewed more than 

530,000 times on YouTube”, and garnered over ten thousand comments in the ten days after 

the first video was posted, many of which were from people casting their votes for which 

ordinary item should be tossed into the blender next.  

 

The videos run concurrently on YouTube and Blentec’s “Will it Blend?” microsite, and 

have both scored over 12 million hits.  

 
Case Study #2: Inexpensive Video Ad Brings Software Company to the Forefront  

 

The August/September 2007 of BusinessWeek Smallbiz tells another online ad  

success story.  

 

Last year Boulder, Colorado software maker Windward Studios hired a small production 

company to create an ad called Cubicle War 2006, in which two office interns named Brent and 
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Dirk do battle; Dirk sticking a Post-It note on Brent’s backside that says “reboot”, and Brent 

retaliating by stapling Dirk’s tie to his desk. The video was posted on YouTube and Digg.com, 

and has been viewed more than 2 million times since 2006.  

 

Windward Studios CEO David Thielen reported the company “had a 20% increase in 

downloads of its demo software in the six weeks after the video was posted.” The ad also 

increased the company’s revenues 100% from the previous year, to $1 million.  

 

In 2007, the ad won an award for creative excellence in advertising from the American 

Advertising Federation, and boosted the careers of Luke Barats and Joe Bereta, whose 

company, Corner Booth Productions, produced the video. But perhaps what is most amazing is 

that the video ad only cost Thielen $2,500 and only mentioned the product, Windward Reports, 

one time.  

 

Thielen posted the video on Windward’s site, followed by Digg and YouTube a few days 

later. “Word of mouth took care of the rest,” according to the article.  

 

This example shows what can be accomplished expensively and even without much 

product placement going on. Businesses can then post their videos on YouTube, Revver, and 

many other sites for free, gaining a wide audience for their products and services with minimal 

expense. The Windward Studios video proves that as far as social networking is concerned, a 

little can go a long way.  

 

Case Study #3: Mentos & Diet Coke  
 

These two very different, popular brands gained even more celebrity when a former 

Englewood, Colorado high school science teacher and online entrepreneur named Steve 

Spangler combined them in a science experiment.  

 

Spangler (www.stevespanglerscience.com) figured out that when you drop a couple of 

Mentos candies into a 2 liter bottle of Diet Coke, it causes the soda to spew out in a dramatic 

soda geyser. Spangler simply peformed the experiment, videoed the result, posted it to his blog, 

and a media frenzy was born.  
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According to an article in the June 21, 2007 of DM News, Spangler has signed an 

agreement with Mentos to sell a package of the candy along with a plastic tube that eager 

experimenters can insert into the Diet Coke bottle to facilitate the geyser effect. 

  

Case Study #4: Tainted Lemons and YouTube Video Equals Fame for Scientist 
 

Another scientist has recently garnered national and even international attention thanks 

in part to YouTube.  

 

New Jersey resident and Passaic County Community College professor and 

microbiologist Anne LaGrange Loving noticed something peculiar when she visited a local 

restaurant with her husband. When the diet cola she ordered arrived, it had a lemon wedge she 

didn’t ask for, and the waitress’s finger was inside the glass. 

 

“I thought, ‘That’s really gross,’” she told a reporter for the North Jersey Register. But it 

also gave her an idea.  

 

Loving swabbed 76 lemons at 21 New Jersey restaurants during 43 visits, according to 

the Register. She then released her findings in a study co-authored by John Perz, a Bergen 

County clinical microbiologist. The report revealed that almost 70% of restaurant lemon wedges 

contained 25 types of infection-causing microorganisms, including fecal bacteria. But Loving 

took things one step further by creating a video announcing their findings, and posting it on 

YouTube. The video has received over three million views, and has turned Loving into an 

internationally sought expert on germs. She has received calls and e-mails from Japan, New 

Zealand, and the United Kingdom. Loving has even received offers to be a spokesperson for a 

lemon substitute company, and a job as science correspondent for a Miami television station, 

both of which she turned down.  

 

With each of these examples there are a few points to consider.  

 

Each of these examples relies heavily on the shock and awe factor. Unlike television, 

people can pick and choose what they view online, and few of them are going to willingly select 

a commercial. But it seems everyone likes to see things destroyed, damaged, or blown up, such 
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as in the first two examples, and receive important news about their health, as in Loving’s lemon 

wedge video. It’s something people will not only deem “cool” or important enough to watch over 

and over again, but pass on to their peers to enjoy.  

 

In the case of the first two examples, the Blentec and Mentos videos don’t make use of 

special effects or other trickery to get their points across. The Blentec blenders aren’t rigged in 

any way, and there are no camera tricks or other special effects as in many television 

commercials.  

 

Also unlike a television commercial, these videos aren’t an interruption in viewer’s 

favorite television shows or an excuse to start flipping channels, but just the opposite. They are 

interesting and compelling enough that people choose to seek them out and watch them, even 

share them with their friends. 

  

In the Mentos video’s case, people will also rush out and buy a package of Mentos and a 

bottle of Diet Coke simply to recreate the Coke geyser for themselves. 

 

Spangler’s entire mail order business is based on featuring fun, messy, interactive, and 

sometimes even slightly explosive products that make science fun for children and adults alike. 

People want to talk about this newfound knowledge and share the experiments with their friends, 

making for some great viral marketing.  

 

But these videos also do something even more powerful. They help establish Blentec, 

Windward Studios, Steve Spangler, and Anne LaGrange Loving as experts, or what David 

Meerman Scott refers to as “thought leaders.”  

 

“Instead of just directly selling something,” he writes, an informative Website, blog, 

podcast, or in this case, online video, “tells the world that you are smart, that you understand the 

market very well, and that you would be a person or organization that would be valuable to do 

business with.” 

  

 Loving isn’t selling anything. She is simply trying to raise awareness, and has succeeded 

in not only making people be more careful, but in getting young people interested in pursuing 

science as a career—while establishing herself as an expert in the process.  



The Social Networking Handbook 
 
 

Center for Technical Communication. ©2008                                                                         24 

Web content, according to Scott, especially engaging, interactive content such as in 

these examples, “turns browsers into buyers” and “sells any product or service and advocates 

any philosophy or image.”  

 

Blentec’s videos show their blenders to be strong and sturdy. “If a Blentec blender can 

grind a rake handle into sawdust,” the consumer logically reasons, “Just think what it can do to 

the bananas for my next smoothie.”  

 

Steve Spangler’s Mentos and Diet Coke geyser video, as well as Loving’s lemon slice 

study, shows people that science can be fun, provocative, and relevant to their lives. Spangler 

makes people wonder what other unusual experiments he has devised, as well as what 

products he has available that will allow them to conduct them at home.  

 

Coming up with content with viral potential isn’t easy, but it’s the best way to reach your 

target audience and get them talking about your company’s brand. All without the expensive, 

Madison Avenue approach that beats the consumer over the head with  

intrusive advertising that shouts corporate brands at them.  

 

 Case Study #5: The Do-It-Yourself Levi’s Commercial  
 

In this new age where consumers can control their online content, it is becoming more 

and more difficult for businesses to spread the word about their brands. Many companies are 

now asking consumers to create their own ads and submit them online for a chance that it will 

appear in a national ad campaign.  

 

This was done most notably during last year’s Super Bowl by Doritos. But according to 

the September 25, 2006 issue of DM News, Levi’s has found a way not only to let users create 

their own ads, but to get them to share them online. According to the article, Levi’s lets users 

upload their own pictures and text into a national Levi’s ad, telling their own story without diluting 

the Levi’s brand message.  
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Once they upload their new version of the ad, they are invited to e-mail it to three others 

and, once those three have looked at the ad, the ad creator will “receive free shipping on any 

purchase of $75 or more at Levi’s e-commerce site, www.levisstore.com.”  

 

“Not only are you rewarding the user for visiting the site, but you’re incentivizing the user 

for sharing,” Art Schram, product manager at Personiva, the branding company helping Levi’s 

with this campaign, said in the article.  

 

This unique viral marketing strategy also taps into the need people have to create their 

own content and share it with others, a phenomenon the Internet in general, and social 

networking in particular, has helped foster. In reality, Levi’s is rewarding people for doing 

something they would probably do anyway, making them that much more likely to follow through.  

 

Companies that are afraid to give too much control over their branded content to the 

consumer can follow Levi’s example. 

  

  

Becoming Contagious: 5 Ways to Make a Splash With Viral Video  
 

Viral video is a great way to spread the word about you, your company, your product, and 

your brand. Compared to traditional advertising methods, it’s extremely cheap (often free), 

relatively easy, and allows you to reach a huge audience that will help you spread the 

word if you position it right. Below are a few tips for creating a video with  

viral appeal.  

 
Step One: Develop the Idea 

 

To develop the idea and concept for your viral video, you must first determine four things: 

 

A.  What is your marketing objective? What do you want your viewers to do and how do 

you want them to respond? 

 

B.  Who is your target audience? How old are they? What are their hobbies and interests? 
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  C.  What category or niche will your video fit into? Is it the entertainment niche, the home 

hobby niche, the home based business niche, or the Internet marketing niche? By 

understand your niche, you have a starting point for understanding your competition in 

that niche and what that competition has done with viral video, if anything. 

 

D.  What style will you use for your viral video? 

 

Here are some tips for creating compelling viral video content: 
 

• Use strong emotion—To be remembered the video should have strong emotional 

appeal. For example, it could be filled with love, determination, or elements of 

compassion or humor. 

 

• Take an unusual approach—For example, you could do something unexpected like 

Blentec did with their “Will it Blend?” videos. An unusual or humorous approach will 

make people remember your video. 

 

• Do not use television advertising as a model—One common mistake Internet 

video producers make is to treat their video as if it is a television commercial. Online 

video is a completely different medium. For example, television commercials are just 

that, commercial, while online videos are created primarily to inform. 

 

• Consider sequels—Many successful viral video campaigns have included more 

than one viral video on the same topic that act as sequels. Sequels make it much 

more likely that your viral campaign will be remembered. 

 

So what elements make for a compelling and profitable video? According to Michael 

Rasmussen and Jason Tarasi in their e-book Tube Traffic, good videos are funny, weird, 

gross, shocking, interesting, sexy, inspiring, demonstrative, instructional, or personal. 
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Step Two: Write the Script 
 

Now that you’ve come up with the concept for your video, it’s time to write the 

script. The script will include any narration or, in the case of a video composed of music 

and photos, the sequencing of the photos, where and how the music is incorporated, and 

if and when titles appear on each photo used.  

 

 The best way to write the script is to develop a conceptual outline of the video in the 

order the content will appear. After the outline is written, you then create what is called a 

“storyboard” which is a simple description of what will appear on screen as the video 

progresses. The storyboard is like a “comic book” for your video. Include any narration 

and photos used in each sequence.  

 

 Described another way, a storyboard is a simplified version on paper or in electronic 

form of what the final video will show from beginning to end. You can even create your 

storyboard using Microsoft PowerPoint. 

 

Remember: Keep your video short and sweet. The ideal length for a viral video is 

2½ to 3 minutes. Shorter is better, so focus on making your viral videos as short as they 

can be while still having a huge impact. 

 

Step Three: Produce the Video 
 

The type of video being produced determines the type of equipment, software, and/or 

services required. Following is a description of each of these components and when they 

are required: 

 

1. Video camera or Web cam: If you plan on recording an announcer or other type of 

original content, you will need some type of video camera.  

 

2. Video recording software: Software is also required to record the output from a video 

or Web camera. An example of this type of software is Windows Movie Maker, which 
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  is available on most PCs. 

 

3. Screen recording software: If you plan on recording a portion of your computer 

screen or images or photographs stored on your computer, you will need special 

software for this purpose. One example of this type of software is Camtasia 

(www.techsmith.com/camtasia.asp).  

 

4. Video editing software: Another key component of video production is the ability to 

edit the finished product. 

 

5. Video conversion software: It is recommended that you upload multiple formats of 

your video to the online video portals to maximize the exposure of your video. To do 

this conversion software is often required unless your editing software or screen 

recording software has the ability to output multiple formats. 

  

Step Four: Upload the Video 
 
 Once your video is complete, upload it to a video sharing site like YouTube or Daily 

Motion (www.dailymotion.com), as well as a corporate mini-site, your MySpace page, and 

blog. Once your video is uploaded to YouTube, you can easily post it elsewhere by 

copying YouTube’s embed code (shown below) for the video and pasting it in your 

Website or blog.   

 
 
How to Upload Your Video to YouTube  
 

http://www.techsmith.com/camtasia.asp
http://www.dailymotion.com/
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 To upload your video, become a member of YouTube. Then click on Account, which 

is located in the top right hand side of the screen, and select My Videos from the drop 

down menu.  

 

 
 

Next, click on New and select Video Upload from the drop down menu. You’ll then be 

taken to this page. 

 

 
 

Your video is limited to 10 minutes and 1,024 MB, but YouTube also gives you the 

option of uploading large files or many files at once. You can even upload videos from 

your mobile phone.  

 

 Now enter a title and description for your video and pick a category from one of the 

following options shown below: 
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 Next, choose your broadcast options. You can make your video public where 

everyone can see it, or private, where only you and up to 25 other people can see it. To 

give your video the maximum amount of exposure possible, we recommend setting your 

video for public viewing. 

 

 You can also enter the date you recorded your video and the location, which can then 

be viewed on a Google map. This is entirely optional and won’t keep anyone from seeing 

your video. 

 

 Now choose your sharing options.  
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Sharing options allow you to select how you want people to react to and share your 

video. Again, for maximum exposure, we recommend selecting the options which will 

allow the most people to view and share your video. 

 

 Now upload your video. You can browse your computer’s hard drive to locate the 

video, or use Quick Capture, which enables you to download the video directly from your 

video camera.  

 
 
Now that you’ve uploaded your video, it’s time to let people know about it.  

 

Step Five: Spread the Word  
 

Don’t rely on YouTube traffic alone to spread your video around the Internet. Once 

you’ve embedded your video on your Website or mini-site, blog, and MySpace page, 

create a press release about the video and send it to all your friends and colleagues. Then 

sit back and watch the traffic flow in.  

 

Allow and encourage sharing, downloading, and embedding of your video at other 

locations on the Internet. Your goal should be to make the video as accessible as possible 

so that the “viral message” can be spread as quickly and as expansively as possible.  

 

You should also encourage viewer interaction. Connect your video with your 

audience by allowing viewer comments about the video. Once you attract a viewer, you 

want to encourage that viewer to share their excitement about what they have found. In 

addition to allowing comments about your video, you should provide your own comments 

about the comments you are receiving. This can easily be done both on YouTube and 
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  your own blog.  
 
Creating a video with viral appeal is more art than science, but doing so can be a low cost, 

high visibility way to establish yourself as an expert in your industry.  

 

 
Case Study #6: Second Life: Virtual Presence Equals Real World Millions 
 

One site that has been dominating the social networking scene for the past several 

years isn’t a traditional social networking site at all, but a 3-D virtual community of millions of 

people. 

 

Second Life (www.secondlife.com), where people create virtual versions of themselves 

called avatars and create, buy and sell virtual items, has grown in popularity since it was 

created in 2003 by San Francisco-based Linden Labs (www.lindenlab.com).  A large part of 

what makes Second Life so unique is that residents can trade the world’s virtual currency-the 

Linden dollar—for real world currency. 

 

And now the virtual world boasts its first official real-world millionaire who made her mark 

in real estate of all things.  

 

Ailin Graef, under her Second Life moniker Anshe Chung, paid $9.95 for her Second Life 

account three years ago and has gone on to officially become Second Life’s first millionaire.  

 

Graef started buying up small plots of virtual properties which she subdivided and 

developed into themed architectural structures that she rents or resells. She now develops 

properties for large scale, real-world corporations who want to set up shop in Second Life, and 

has also started a side business, Anshe Chung Studios, which creates immersive 3D 

environments for education, business and product prototyping.  

 

That’s a lot of business for a $9.95 investment! Graef/Chung has even had to import 

real-world help, and runs her virtual empire from a 50-person office in China.  

 

http://www.lindenlab.com/
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Case Study #7: Recruiting Business Gets Clients by Building Their Own Social Network  
 

This case study proves that you don’t have to rely on an established social networking 

site to build your business this way.  

 

According to the August/September issue of BusinessWeek SmallBiz, a New Hampshire 

based recruiting software and services business created their own site for their target market—

recruiters—to meet and interact. 

  

Hireability, a $1 million, 12-person company, used a free, do-it-yourself social networking 

service called Ning to create The Recruiting Network, a social networking site just for recruiters.  

 

“In two months, some 500 recruiters signed up, with about 90% creating profile pages 

detailing their specialties,” according to the article. 

  

Members can link to friends, share videos and post blogs, and talk shop in discussion 

forums “about everything from techniques for finding candidates to job interviews gone horribly 

wrong.” 

  

Hireability also hopes that this network will help them promote their products and 

services. Craig Silverman, Hireability’s head of sales and marketing, told BusinessWeek that 

some of the site’s members have become HireAbility customers.  

 

What’s more, it only took Silverman about a week to build the site. “Creating a more 

highly customized site could run up to $100,000 for developers, servers, and software,” 

according to the article.  

 
Case Study #8: Squidoo: Driving Massive Traffic Through a Lens  

 

Another social networking site goes beyond hosting profiles to become a traffic driving 

machine. It’s called Squidoo, and it allows users to create specific pages based on their areas of 

expertise. 
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But unlike MySpace and Facebook, it is not an online destination, “but rather like a guide 

that sends visitors to other places,” according to David Meerman Scott in his book The New 

Rules of Marketing & PR.  

 

Scott said he has created five lenses at the time of the publishing of his book, with 

minimal effort. Scott says his lenses are “consistently among the top five referring sites to my 

blog and Website—only the search engines such as Google and the magazine and marketing 

sites I write for generate more traffic for me,” he wrote.  

 

But Scott isn’t the only one using Squidoo to drive traffic. In his book he also chronicles 

the online efforts of professional automotive technician Vince Ciulla.  

 

Ciulla has created a Squidoo lens called Auto Repair—Trouble Shooting that links to his 

Website. Ciulla offers information for people who want to repair their own cars but are having 

difficulty finding the answers they need online.  

 

He makes money from advertising on his site, as well as from telephone consultations 

with people who want to talk about specific auto repair issues. According to Scott, Ciulla has 

conducted over 2,500 paid consultations as a result of people finding him online.  

 

Social networking is booming! 
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Chapter 6:  
Entrepreneurs: Make Yourself at Home  
in Second Life 

 

Last chapter, we saw how one woman used the virtual world of Second Life to become a 

millionaire real estate mogul. But what exactly is Second Life? Can anyone really start a 

business there? In this chapter, we’ll find out.  

 

Founded by San Francisco company Linden Labs (www.lindenlab.com) in 2003 and 

currently home to over 15 million people according to their Website at time of this writing, 

Second Life (www.secondlife.com) is a 3-D virtual world built and owned entirely by its members, 

or residents.  

 

Members create personalized, digital versions of themselves called “avatars” and 

navigate a virtual realm four times the size of Manhattan by teleporting and flying. Users can 

tour replicas of ancient Rome and 1920’s Egypt, or hop over to MunichSL, a virtual version of 

Munich, Germany, for Oktoberfest. Second Life residents can buy clothes, virtual property on 

Second Life’s huge mainland—as well as their own private island—build a house or set up a 

business, and interact with other avatars using chat and even voice.  

 

But what is most interesting about Second Life is that people trade in virtual currency 

called Linden dollars, which they can then exchange for actual dollars (the current exchange 

rate at time of this writing is $268.5 Lindens to one US dollar according to Reuters’ Second Life 

News Center (secondlife.reuters.com).  

 

This allows Second Life residents to make an offline income selling things like virtual real 

estate, programs that help their fellow avatars play games or do something cool, artwork they 

can display in their virtual homes, and even clothing for their fellow virtual citizens to wear. This 

http://www.lindenlab.com/
http://www.secondlife.com/
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rather unusual business model has not only created hundreds of virtual entrepreneurs, but 

helped the virtual world develop its own economy. 

 

According to Reuters, about US$1.4 million circulates through Second Life every day. 

And while our real world economy is slipping into a recession, Second Life’s economy appears 

stronger than ever. More than 61,000 avatars earned more Linden dollars than they spent, 

according to Reuters, which adds up to a 5.7% month-to-month increase in the number of 

Second Life businesses and the most on record. Over US$9.5 million was traded on the LindeX, 

the Second Life version of the New York Stock Exchange, which was a 5.5 % gain from June 

and another record. 

  

Second Life users also logged over 34.7 million hours in the virtual world in July, a new 

record according to Reuters. Reuters also points out that this number may be somewhat 

unreliable due to the large number of computer-run avatars or “bots” inside Second Life, not to 

mention the many users who have more than one avatar. 

 

 Second Life residents get to keep the full rights to whatever they create, making the 

virtual world a boon to artists, designers, and entrepreneurs.  

 

Large corporations have even set up shop in Second Life. Companies such as Coca-

Cola, IBM, Reebok, American Apparel, Dell, BMW, H&R Block, Best Buy and 1800-Flowers 

have created virtual shops, and Internet marketing companies such as Astralcom, LLC and 

Centric have started developing services to help these companies establish their virtual 

presence in Second Life by creating their virtual storefront or showroom. Many of these 

companies have had problems figuring out how to make a profitable go in Second Life, however, 

and some have either scaled back their efforts or pulled out altogether.  

 

One of these companies is coming back to Second Life as a sponsor. Nestea, a Coca 

Cola brand, is sponsoring Second Life’s “Junkyard Blues” virtual concert venue. Coca Cola was 

among the first wave of companies that made a strong showing in Second Life with a “virtual 

thirst” campaign, according to Reuters.     
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But even more impressive right now is what solo entrepreneurs are doing inside  

Second Life.  

 

“The best examples aren’t going to come from the name brands yet,” says Jason 

Stoddard, Managing Partner, Strategy for Centric, which so far has helped 15 companies 

establish a virtual presence in Second Life. 

 

Right now, solo entrepreneurs, programmers, and artists are making the most 

noteworthy inroads. According to Second Life’s Website, there are a number of jobs available in 

the virtual world, from typical real world jobs such as bodyguard and writer to jobs peculiar only 

to Second Life, such as hug maker.  

 

And Ailin Graef, our real estate millionaire from the last chapter, isn’t the only Second 

Life success story. 

  

An article in BusinessWeek tells the story of a former factory worker in Norwich, England 

named Chris Mead, who makes his real world living creating animation programs that allow 

Second Life couples to dance or cuddle together. He sells over 300 of these programs a day at 

a dollar or less each.  

 

Then there’s Nathan Keir, a programmer from Australia who created a hybrid of Tetris 

and bingo called Tringo. The game has become so popular that real-world company 

Donnerwood Media paid Keir a five figure licensing fee plus royalties for rights to create a 

version of the game for Nintendo’s Game Boy Advance and cell phones.  

 

Graef, Mead and Keir aren’t part of a select, lucky few. According to BusinessWeek, a 

reported 3,100 residents earn “a net profit on an average of $20,000 in annual revenues, and 

that’s in real U.S. dollars.”   830 of the game’s 200,000 daily players take home over $1,000 a 

month from their businesses in Second Life.  

 

ABCnews.com tells a different story, however. According to a recent article, only 145 

people made more than $5,000 in July, while 865 people made at least $1,000.  

With only about 450,000 “active” users logging in each month (many of the nearly 15 million 

registered users are people who signed up, played around a bit, and never returned, as well as 
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individuals who have more than one avatar), none of these numbers add up to very much in the 

grand—or even Second Life—scheme of things, but it does show that dedication and a little 

know-how can make things happen. 

  

The fact that people can make any money at all from selling virtual items is in itself pretty 

astounding. But this phenomenon can also cross over into the real world (or RL as Second Life 

citizens call it). According to Videogamesblogger.com, Coldwell Banker is selling a real house 

worth over $3 million with help from the virtual community. The suburban Seattle home will have 

a digital version of itself built in Second Life so residents can take virtual tours of the property.  

 
Second Life Crime Wave 
 

 Despite all the promise that Second Life holds for entrepreneurs and large companies, 

there are still several hurdles to be overcome. One of them is piracy. 

 

 Reuters tells the story of Marco Eckert, a German native who makes a living selling 

clothes and custom skins to Second Life residents. One day, an avatar inside his virtual store 

started telling residents where they could get identical copies of Eckert’s designs at 50% off. 

When Eckert banned the avatar, another appeared minutes later and again started offering 

copies of his designs inside his own store. At one point, Eckert was banning 30 people per day, 

and his sales dropped 75% in the space of a week.  

 

 “While theft of Second Life content isn’t new,” according to the Reuters report, “the 

sense that Linden Lab’s virtual world is a consequence-free environment has led pirates to 

become increasingly brazen in their activities.” 

 

 With no police and no laws to enforce if there were, Second Life businesses who find 

themselves the victims of piracy have little recourse. Linden Labs pursues DMCA (Digital 

Millennium Copyright Act) filings but otherwise stays out of Second Life resident disputes, and 

many Second Life business owners feel DMCA isn’t enough. 

 

 “If the thief has ten stores and you only know of five,” Nicky Ree, a Netherlands-based 

costume designer told Reuters, “Only the five stores listed will be taken down.” 
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The New (Virtual) Kids on the Block  

 

 Not only are there internal problems to deal with, but Linden Labs is also finding out that 

it is no longer the only game in town. 

 

 Second Life not only has competing virtual world There (www.there.com) to contend with, 

but a new generation of competitors is entering the market. Google has gotten into the virtual 

world business with Lively (www.lively.com), a free service that allows users to create an avatar 

and a customizable virtual room embedded on their blog or Website were they can chat with 

their friends, display personal photos in virtual picture frames, and play Youtube videos on 

virtual televisions. All for free. 

 

 You would think that all this competition would have Linden running scared, but the 

company is actually encouraging it.  Linden Labs is working to foster the new OpenSimulator 

project, or OpenSim for short, which it hopes will help bolster its market position. OpenSim “has 

grown rapidly to provide many of the features offered by Second Life, but without any code 

running on Linden’s computers or money flowing into the company’s coffers,” according to 

Reuters. But what is OpenSim, and how does it work? 

 

 Basically, it works like this. In January of this year, Linden Labs put Second Life’s viewer 

software into the open source domain, making it available for anyone to use as they wish 

without cost. But the company continues to closely guard its server-side code, which handles 

such tasks as managing inventory, handling user logins, and running money-making land, 

Linden’s bread and butter.  

 

Up to this point, Linden Labs has always been in the real estate business, charging 

virtual landowners a monthly land use fee, or “tier”, based on the amount of land Second Life 

residents hold.  

 

But with their viewer software source code now in the hands of everyone, it became 

relatively easy for smart and eager programmers to make educated guesses about how 

Linden’s server-side computers run Second Life, basically allowing them to reverse engineer 

how the virtual world was constructed and thus create their own, letting people experience them 

cheaper than Linden, and even for free.  

http://www.there.com/
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This would seem like a bad thing, but Linden is actually encouraging the process. 

Working with IBM, the company successfully teleported avatars from Second Life to a virtual 

world running on an OpenSim server. The company is working to develop an Open Grid 

Protocol which enables “interoperability” between different virtual worlds. Linden hopes this new 

protocol will allow users to “cross freely from one world to another, just as they can go from one 

Website to another on the Internet today,” according to the Linden Labs press release 

announcing the historic event. 

 

So if OpenSim can provide land cheaper than Linden can, and land is Linden’s primary 

source of revenue, why is Linden helping create competition? 

 

For starters, Linden hopes for a larger market in which to do business. “We want to 

broaden the market for virtual worlds as rapidly as possible,” Linden VP Joe Miller told Reuters. 

“The sheer size of the market needs to be several orders of magnitude larger than it is today.”  

 

The company also wants to provide more than just virtual real estate, though they are 

remaining a bit tightlipped on the specifics. 

 

“I could see Linden offering economic services, trading services, search services,” Miller 

said. These services would extend not only to Second Life users, but to denizens of all virtual 

worlds. Many OpenSim worlds may respect Second Life’s intellectual property protections and 

commerce functions, and the stable Linden Dollar may become the “gold standard” of virtual 

currency, according to the Reuters report.  

 

Maybe it’s just the simple realization that OpenSim is coming, with or without their help, 

so Linden is focusing on not only helping to make it happen, but to improve the quality of their 

own services as well. 

 

“We look forward to the day when the value of entering the Second Life Grid will be clear 

over the value of entering an OpenSim grid,” Miller said in a blog post quoted in the Reuters 

report. 
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Second Life has other drawbacks, both in the learning curve marketers need to traverse 

in order to make it work for their business, as well as current limitations on the technology. In 

addition to piracy, entrepreneurs told ABCnews.com that “they must consistently deal not only 

with traditional issues of brand recognition and quality control, but also technical difficulties that 

impede access to clients.”  

 

These entrepreneurs also feel somewhat shut out by Fortune 500 companies who give 

goods and services away for free in Second Life in order to help their brand identity.  

 

Many of these corporate giants have had their own adjustment problems, including 

everything from security issues to having no one show up to the Second Life versions of their 

real world stores and corporate headquarters.  Jeremiah Leif Johnson, in an article for 

AmericasBestCompanies.com, described one such failure. Armani opened its Second Life store 

to “much fanfare” but a few months later it was completely empty. The problem, according to the 

article, was that Armani modeled it after their real world stores, complete with virtual items of 

clothing folded on shelves and hanging from the racks, while only a few humdrum items were 

actually for sale. 

 

But Second Life-savvy marketing experts are quick to point out these problems are 

largely due to businesses being lax in their security settings, and using traditional advertising 

methods that don’t work in this new environment, such as creating static displays that offer only 

product information videos and other downloads. And in Armani’s case, creating a virtual replica 

of their real world brands that do not take into account—or advantage of—a virtual world where 

anything is possible. These experts are quick to point out that what works in the real world 

doesn’t necessarily work in Second Life. “That’s why I think the opportunity is so good for 

individual entrepreneurs,” Daniel Terdiman, award-winning journalist and author of The 

Entrepreneur’s Guide to Second Life: Making Money in the Metaverse, told Johnson. “It’s just so 

much easier for someone to build a business from the ground up that caters to people’s in-world 

needs.”  ‘In world’ is slang for the Second Life environment. 

 

This basic misunderstanding has caused many companies to get discouraged and pull 

out, but Second Life insiders see this as a mistake. Information Week writer Mitch Wagner says 

that businesses shouldn’t “think of Second Life as a mass-market medium for a global 

campaign”, rather “a collection of a half-million potential customers and influencers”.  
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And they are valuable customers at that. David Meerman Scott calls the demographic of 

early adopters of Second Life “a marketer’s dream”.  

 

“They have the money to spend on high-end computers, and high-speed Internet 

connections, as well as the free time to partake of Second Life,” writes Mitch Wagner.  

Many of these customers, as Wagner also points out, are software developers and IT managers, 

a fact not lost on companies such as IBM and Cisco Systems, which are among the most 

successful real-world corporations with a foothold in Second Life.  

 

Companies that have become most successful in Second Life are those that have 

created environments that engage customers and allow them to do something, such as meeting 

rooms and coffee shops where they can hang out, and even virtual, branded amusement parks. 

Reality TV has even gotten into the game. In 2006, the television show Big Brother launched a 

Second Life edition that pitted 15 contestants against each other in an attempt to win their own 

island in Second Life. 

 

Another very big hurdle is the Second Life technology itself. BusinessWeek writer Robert 

Hof called his tour of the open-ended, anything-goes virtual realm disorienting, even for a 

generation well accustomed to multiplayer online games like World of Warcraft.  

 

“With nothing to shoot and no quest to fulfill, it’s hard for newbies to know what to do,” he 

writes. The virtual world also has a tricky user interface that Mitch Wagner calls “buggier than a 

mattress in a two-dollar motel—any time you log in, there’s only a 50-50 chance that things will 

work right.”  

 

Second Life users need computers with highly advanced graphics, fast processors, and 

good broadband connections. Not only that, but Second Life also requires the user to download 

special software in order to experience this virtual world, which some potential users are 

reluctant to do.  And a few users even find Second Life boring. “I never accomplish anything 

except wasting time and money on fictional property in Second Life,” Jesse Englekins of the 

Englekins Corporation, a landscaping company, told Jeremiah Leif Johnson in an article for 

AmericasBestCompanies.com. “At least when I waste time in World of Warcraft, I’m having fun 

doing it.”  
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There are also limitations to Second Life’s servers that prevent more than about 70 

people from attending an event, according to Wagner. For now, these technological gaffes limit 

Second Life to a small group of hard-core computer users, but this shouldn’t stop businesses 

from experimenting with it and learning how it works.  

 

 “In many ways,” writes Johnson, “virtual worlds are in much the same state as the 

Internet was in the 1990s:  rough in appearance and giving little hint of its future dominance.”   

 

As more people play with it and improve on the technology, Second Life will soon catch 

up with its promise. Companies that don’t get in and innovate now may have a hard time getting 

in and imitating later.  

 

David Meerman Scott writes, “From the marketing standpoint, it is the next phase of 

evolution of a Web page, and any product or service or company that wants to engage with 

people should be in Second Life with a presence.”  

 
SIDEBAR: Making a Living in Second Life: How to Ditch the Day Job for a Career Online 

 

Second Life is a great place to make a real world living, but how do you begin? Deborah 

Kurfiss, writing on Work.com, gives us some great tips. 

 

• Look at How Your Fellow Avatars Make Money.  
 

“When in Rome” applies just as well to Second Life, especially when going there to start your 

own business. Kurfiss outlines the basic ways in which Second Life citizens make the green. 

 

1. Real Estate. Land is the real bread and butter in Second Life, whether you’re buying or 

selling, renting or developing. It’s the real business of Linden Labs, after all, and Second 

Life’s first official millionaire became one thanks to real estate.  

 

2. Retail Space. “Once you rent or buy store space,” writes Kurfiss, “you can set up 

vending displays where people can shop while you sleep.” 
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3. Manufacturing. A good builder, according to Kurfiss, can always make money building 

everything from houses and jewelry to weapons and furniture. 

 

4. Scripting. Good scripters, or programmers, are as much in demand as good builders, 

according to Kurfiss. Scripters are needed to create such things as doors that open, 

televisions that work, and games for your fellow avatars to play. 

 

• Be a Fashionista  
 

“Fashion is a force in Second Life” according to Kurfiss, who says to create fashions that will 

have avatars scrambling for your designs, you’ll need to know your way around Photoshop and 

have good building and scripting skills. But you could just as easily be a fashion designer and 

find scripters to Photoshop your ideas into virtual reality. Before you become a Second Life 

trendsetter, check out SL fashion sites like Second Style (www.secondstyle.com), SLATENight 

(www.slatenight.com), SL arts and entertainment; and Fashion Planet 

(fashionplanet.worldofsl.com), which syndicates many of the Second Life fashion blogs. Kurfiss 

also recommends checking out Second Life Shameless Gossip (slshamelessgossip.com), 

which not only covers fashion but how it is worn in Second Life. You can also learn more by 

visiting the fashion section of the Second Life Website (secondlife.com/community/fashion.php). 

There you can read fashion blogs and find templates that will help you become a Second Life 

clothing designer. 

 

• Become a Virtual Land Baron 
 

Just as in real world real estate, it’s easy to lose your shirt—both real and virtual--if you don’t 

know what you are doing. Kurfiss suggests learning everything you can about how owning land 

works in Second Life. You can do so by checking out the land section on the Second Life 

Website (secondlife.com/community/land.php).  One way to buy land is directly from Linden 

Labs at auction (secondlife.com/auctions). According to Kurfiss, you should proceed with 

caution when buying land directly from other Second Life residents, as you are usually just 

renting the land even though they call it buying. If they leave Second Life or decide to evict you, 

you’ll have little say. Also, you are often not permitted to resell land purchased in this way. 

 

http://www.secondstyle.com/
http://www.slatenight.com/
http://fashionplanet.worldofsl.com/
http://slshamelessgossip.com/
http://secondlife.com/community/fashion.php
http://secondlife.com/community/land.php
http://secondlife.com/auctions
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• Promote Your Real World Business 
 

 Many real world businesses are going into Second Life for the sole purpose of promoting 

their real world businesses. “Some companies open storefronts and use them not just to 

promote their real-life businesses,” Kurfiss writes, “but also as an extremely cost effective way 

to test out new designs and concepts before launching them in the real world.”  Other 

companies hold events, parties and conferences targeted toward Second Life residents or 

people they invite online specifically for the event. The visuals of Second Life make the 

experience much more real than a Webinar, and virtual conference facilities are used for 

everything from classes to global sales seminars.” 

 

Kurfiss recommends hiring a Second Life business or marketing consultant, someone who 

is skilled at helping real world businesses gain a foothold in the virtual world.  

 

• Take your time. Wander around in Second Life for a few weeks. Talk to your fellow 

avatars and make contacts. Decide what interests you. Don’t be in a hurry to create a 

store and start making money by this weekend. “Some of the worst stores in Second Life 

were created by large, successful, real life companies who have not taken the time to 

understand the conventions of this virtual world,” writes Kurfiss. 

 

• Do your homework. Just as in the real world, the most successful Second Life 

entrepreneurs become so by looking for a need and filling it, or creating a need. 

 

• Get clear about what you want. Do you want to just make money, build brand 

awareness for your real life company, or just have fun? 

 

• Create a solid business and marketing plan. “Basic business tenets apply here as 

they do in real life,” writes Kurfiss. “Targeted marketing and strong branding are 

cornerstones in launching and maintaining a successful business.” 

 

When it’s all said and done, starting a business in Second Life isn’t really all that different 

from starting an offline business. It still takes time, money and dedication. But if you follow these 

few crucial steps, you’ll end up with something you’ll be proud to call work. END SIDEBAR  
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Chapter 7:  
Marketing Your Brand, Band and Business 
Using MySpace 
 

If you’re in an unsigned band, MySpace may be just the place for you. “Social 

networking giant MySpace is the place where any unknown band can feel like a star,” writes 

Diana Dilworth in the September 18, 2006 issue of DM News. Using MySpace, undiscovered 

bands can network for fans, promote their music and even sell it, all for free.  

 

One newly discovered music star to come out of MySpace is Colbie Caillat. Two years 

ago, the 22 year-old singer-songwriter was working the front desk at a Malibu tanning salon and 

writing music on the weekends. Now her song “Bubbly” is playing on top 40 radio stations all 

over the country. And it’s all thanks to her MySpace page.  

 

Her friends list grew from a few dozen well into the hundreds of thousands, and Caillat 

became the number one unsigned on MySpace for four consecutive months, according to the 

Washington Post. Now she has a record deal with Universal.  

 

Large companies are getting into MySpace as well. A corporation can register their 

brand as a member, and give away branded content that other MySpace members can use to 

customize their sites, such as product photos, graphic wallpaper and user icons, or “avatars.”  

 

Producers of The Simpsons Movie have created a free service that lets users 

“Simpsonize” their avatars, which makes their profile pictures look like they were drawn by 

Simpsons cartoonists.  
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Clicking a banner ad on MySpace’s sign-in page took you to the movie’s Website where 

you could alter your user photo or choose a Simpsons-style avatar.  

 

Not only is this a unique way to spread the word about the film, it also allowed fans of 

the popular series to identify each other, connect and interact, and gave them a tool they would 

hopefully deem “cool” enough to tell their MySpace friends about.  

 

Other companies, such as Ford and Chevrolet, give away free wallpapers featuring 

pictures of their cars that MySpace members can use to decorate their pages.  

 

Quick Tips for Setting up Your MySpace Page  
 

Setting up a MySpace page is a great way to interact with friends and colleagues, and 

virtually meet people you wouldn’t otherwise have access to. But how do you create an 

attention-grabbing page? Here are a few quick tips.  

 

1. Choose a Pleasing, Eye-Catching Background. You’re not stuck with the standard 

white MySpace background. MySpace allows you to change the background color, choose 

wallpapers, and even gives you access to sites that offer additional wallpaper choices 

categorized by theme. If you’re doing it for your business, think branding. Use colors that are as 

close to your Website and marketing materials as possible, but make sure it is easy on the eyes. 

The following sites are good sources of MySpace backgrounds: www.myspacelayouts.org, 

www.myprofilepimp.com, and www.whateverlife.com.  

 

2. Upload Photos. Every MySpace member needs a profile photo, so if you have a 

good photo of yourself or professional headshot, be sure and upload it. If you’re a published 

author, upload the book’s cover as your profile picture. You can easily change it later. You can 

also upload additional photos and even create slideshows, making your MySpace page “sticky” 

by giving visitors something to do so they’ll stick around longer. If you have relevant videos, 

upload those as well.  

 

3. Show Off Your Products and Services. If you have products to showcase, why not 

create individual MySpace pages for them as well? You can add them to your Friend list, and 

provide links back to your company’s Website. If you have written a book, use a jpeg of the 
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cover as your profile picture, and describe the book in your bio section.  

 

4. Link to Videos. Product demonstration demos, seminars or speeches you’ve given, 

even cool videos related to your interests are all great fodder for your MySpace page. The site 

has video hosting features, but you can also join YouTube and post them there, then link to 

them from your MySpace page.  

 

5. Keep it Fresh. Keep updating your profile photos, slide shows, blog, and other 

content as often as possible. The more you do this, the more often people will visit your page, 

and hopefully add you to their Friends list.  

 

6. Spread the Word. Once your page is complete, let the world know! Send an e-mail to 

your friends, family, colleagues, and anyone else you think would be interested. Then seek out 

current MySpace members you know or share similar interests with and request to be their 

“friends” (there is a link on everyone’s page for this purpose). Every time you upload new 

content or have some news to share, post a bulletin. Bulletins are visible to everyone on your 

Friends list. 

 

7. Be Yourself. In today’s social networking atmosphere, your customers want to get to 

know the real “you” behind your products and services. They want to interact with human beings, 

not faceless entities that are only trying to sell them something. Now it’s not only appropriate to 

talk about your personal life, it’s essential. While some things are still inappropriate, sharing 

your hobbies and interests with potential clients is a great way to connect with them. People buy 

from those they know, like and trust, and social networking sites like MySpace are a great way 

to build such bonds.  

 

That’s it!—Seven simple steps for creating a MySpace page and gathering a huge list of 

friends and colleagues around it. Follow these tips and you’ll have a great looking page—and a 

huge MySpace following—in no time.  
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Chapter 8:  
The Wonderful World of Widgets 
 

Widgets, little chunks of code that will run on a Website or user’s desktop without any 

additional programming, have been around since the early days of the Internet, but today they 

are becoming ever more powerful social networking tools that marketers can use to reach their 

prospects. In this chapter, we’ll discuss the basics of widgets, along with some examples, and 

explore their use in social networking. 

 

In November 2007, comScore reported that nearly 148 million people in the U.S. had 

viewed a widget, and Newsweek named 2007 “The Year of the Widget.”  But why are they so 

popular, and how can marketers use them to promote their businesses?  

  

The Widget as a Content Management Tool 
 

“The sheer volume of Websites has grown so overwhelming that an increasing number 

of consumers—not just those in their 20s—are adopting multipurpose tools to help them 

manage and personalize the vast amount of data thrown at them every day,” writes Peter Yared, 

founder of widget producer iWidgets, in an article in the February 29, 2008 issue of 

BusinessWeek.  

 

According to Yared, the rapid adoption of social networking sites like MySpace and 

Facebook is driving people’s need to make the Web more manageable.  

 

“Instead of visiting more and more Websites,” writes Yared, people are using “RSS feed 

aggregators to display news and blog postings from numerous sources in one place. They’re 

using personal portals such as iGoogle and Netvibes to view customized collections of stock 

quotes, local weather updates, and relevant news headlines at a glance.”  
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Because of this shift, online advertisers need to be wherever their target market is. But 

there is a problem. More and more, online visitors are ignoring the classic banner ad, refraining 

from clicking through to advertisers sites.  

 

Widgets: The Cure for the Common Banner Ad 

 

Now, thanks to widgets, users don’t have to leave the page they are viewing to take 

advantage of the advertiser’s offer, something they are very reluctant to do. Using a widget in 

place of a banner ad gives prospects the ability to see your offerings without stopping what they 

are doing and leaving the site they purposely visited to check out yours. Users can browse 

products, create orders, and make purchases without going somewhere else.  

 

This site within a site is at the heart of what a widget is. They are also cheap to develop, 

don’t require complex coding skills, and are easy for people to use.  

 

But according to Yared, it goes much further than that. Instead of building brand 

awareness, “marketers now have the ability to reach out to customers with useful features to 

enhance their personalized pages on social networks,” he writes.  

 

For example, according to Yared, a running shoe manufacturer could provide an 

application that lets running buddies compare their times and distances. An airline could offer an 

application that displays fares for a trip between the hometowns of viewers. 

 

These applications would not only be useful and engaging but viral, because when 

someone sees them on a friend’s Website, they are more likely to add them to their own. 

 

So how popular are widgets? An article on MSNBC.com entitled “The Year of the 

Widget” sites an example of widget success from pet food company Purina, who put their name 

on a weather widget that tells pet owners if it’s nice enough to take their dog out for a walk. The 

widget has been downloaded more than 15,000 times in the first two months after its release, 

which means the Purina logo is now visible on 15,000 desktops.  
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But what would seem like a marketer’s dream has many mainstream media outlets 

concerned about losing the time-honored ability to track users. Traditionally, Websites have 

relied on tracking the number of “hits”, or visits to their Websites, to entice advertisers to place 

ads. But content viewed through a widget doesn’t register as a hit to the site where the 

information is located. While not the only way to determine the popularity of a site (there’s also 

time spent on each page and the number of unique visitors a site gets), the number of hits is still 

a very popular and valuable metric, and it could be on the way out as new types of Websites 

become more popular. 

 

“The page view does not offer a suitable way to measure the next generation of 

Websites,” Steve Rubel, a senior marketing strategist at public relations firm Edelman, writes in 

his personal technology blog MicroPersuasion. “These sites will be built with Ajax, Flash, and 

other interactive technologies that allow the user to conduct affairs all within a single Web 

page.”   Rubel believes that what he calls the “widgetization of the Web” will only accelerate this 

trend. 

 

But as popular as they are, widgets still have their critics who are doubtful about their 

effectiveness as a marketing tool. “Marketers are mistaken if they think these easy-to-forward 

applications will help them make deep inroads to the MySpace generation,” writes Ben Kunz, 

director of strategic planning for media planning firm Mediassociates, in an article in 

BusinessWeek. To understand why, Kunz suggests that marketers try to understand the 

mindset of people browsing social networking Websites like MySpace and Facebook, dividing 

these people into three groups:  Receivers, Hunters and Doers.  

 

“The history of the Web is a transition between these phases,” he writes. In the early 

days of the Web, people were happy and eager to “receive” information from static Websites, 

and marketers responded by creating “sticky” Websites that people would visit often and stay for 

long periods. By 2000, the number of Websites had grown so huge that visitors got lost or 

couldn’t find what they were looking for, so sites like Google came on the scene to help Web 

viewers find what they were looking for. “But ‘do’ is where the Web is headed in 2008,” writes 

Kunz. “Millions of people—mostly the under-35 demographic—have signed up for Facebook, 

MySpace, and Twitter. They are leaving single Websites and becoming immersed in social 

media.”  The whole mindset of a person using these sites is different from that of someone 

hunting for information on a search engine, according to Kunz. We have transitioned from 
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receiving and hunting to doing. “A Google user is walking into a store,” he writes. “A Facebook 

user is walking into a bar.” 

 

In this new social environment the widget, according to Kunz, “is nothing more than a 

jukebox in the back of the social throng, a nice diversion, but really not part of the core 

conversation.”  Widgets might allow users to do something fun or cool, but at the end of the day, 

they still may not remember your name or buy something from you. 

 

The allure of the widget is powerful, because of an application’s potential to go viral and 

be spread by its users to thousands of people. But Kunz advises caution. 

 

“Widgets can be a useful extension of your brand, but only if included in a broader 

portfolio of Internet outreach,” he writes. You simply can’t rely on one method of contact, 

whether it be a blog, Twitter, a site like MySpace or LinkedIn, and even a widget.  

 

Another strike against widgets is the sheer number of them competing for people’s 

attention. There are more than 14,000 widget applications used and shared on Facebook alone, 

with countless other providers and do-it-yourself widget creation services like iWidget helping 

marketers get attention for their brands.  

 

How to Tell if a Widget is Right for You 

 

Kunz gives some guidelines to help us determine if using a widget is right for your 

business: 

 

• Will it reach hunters instead of doers? Hunters are still out there online. The trick is 

finding them when they are in the hunting mindset, according to Kunz. 

 

• Will it reach the right target market? If your application goes viral, but is only being 

shared by the wrong demographic, you’ve done nothing to promote your product. Kunz 

sites the example of a British skincare company that launched a video featuring nude 

models discussing eczema medication. It went viral, but chances are it did so because 
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it features nude models, not because it is talking about skin care. 

 

• Does your product lend itself to engaging consumers? If you offer mortgage 

refinancing, you might want a widget that lets users view rates. A shipping company 

might want an application that lets users track deliveries. “The key here is getting 

people to engage with your core message,” writes Kunz, “not just the clever widget.” 

 

• Can you afford to launch a widget that doesn’t go viral? You need to be OK with 

spending thousands on launching a widget and it going nowhere. “Viral” is in the eye of 

the beholder—those beholders being your prospective customers--and you can no 

more make a viral application intentionally than you can purposefully make a cult 

movie. 

 

  OK. Now let’s assume you’ve got a great widget that meets these criteria. You’re ready 

to launch. But how do you let your customers know about it and get them to start downloading? 

Josh Perlstein, President of Response Media, a direct marketing solutions provider, offers  

these tips: 

 

• Be honest about what the consumer can expect from the widget, and deliver on that 

promise. 

 

• Be honest about what you do with that new relationship, such as what info you’ll have 

access to from a consumer’s desktop or profile page, personal information, etc. For 

example, Facebook applications require certain things of the user as a condition of using 

them, such as putting a link to the app on a person’s profile page and sending them 

periodic e-mail updates. A few of these can be unselected, but most of them can’t. 

 

• Promote your new widget in all media, from e-mail campaigns to press releases. 

 

• Find online influencers, like popular bloggers in your niche, and ask them to promote 

your widget with you. Finding and connecting with influencers, those people online who 

have a large number of rabid followers and are considered experts in their niche, are a 

great way to maximize your social networking efforts, and widget promotion is no different. 
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• Make it really fun or useful to your target market. 

 

• Make it easy to use. 

 

• Position your widget as a way to get special deals or exclusive offers that users can only 

get if they download and use your widget. 

 

• Create incentives for your customers to recommend the widget to their friends. 

 

• Create widgets that work in different environments, such as a consumer’s desktop and 

their profile page on Facebook or MySpace. 

 

As with all social marketing, it isn’t about marketing a product with the hope of selling a 

certain number of products, Michael Lazerow, chairman and CEO of social marketing 

company Buddy Media said in an article in the September, 2008 issue of DM News. “It’s 

about getting the brand in front of the user and into the hands of key influencers.” 

 

Now that we’ve got some good advice for how to market our widgets, let us look at some 

actual examples to give you an idea of how a widget actually looks.  

      

Widget Examples 
 

Widgets come in many different flavors, from applications that play music on a person’s 

MySpace profile to self-contained objects you can run from your desktop. UPS has a package 

tracking widget. Wrigley’s has a branded Winamp media player that looks like a pack of gum. 

Facebook has thousands of widgets (called applications) that let users do everything from send 

good karma to play sudoku. Here are a few examples of the typical widget from iWidgets. 
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The USGA Golf Scores Widget from iWidgets displays a player’s last ten golf scores 

from the USGA’s Golf Handicap Information Network database.  

 

 
 

This iWidgets widget displays the favorite recipes of users of Epicurious.com.   

 

iWidgets has a service that lets you create your own widgets. For more info, visit 

www.iwidgets.com. For general widgets, check out Yahoo! Widgets (widgets.yahoo.com), which 

offers applications that allow you to play sudoku, monitor your computer’s battery life, and put a 

dancing hula girl on your desktop.  

http://www.iwidgets.com/
http://widgets.yahoo.com/
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Chapter 9:  
Marketing Yourself and Your Business  
on Facebook 
 
What started as a way for classmates to connect, MySpace, has grown from a social networking 

site for kids to an online venue where adult professionals can connect and do business. With 

over 37.4 million adult users according to a CNN report, Facebook is MySpace for business 

professionals. Users can create personal profile pages as well as pages for their books, create 

groups, and get the word out about their products and services in increasingly new ways. In this 

chapter, we’ll take a walk through the site and learn how to use Facebook to promote our 

businesses.  

 

Let’s take a look at a typical Facebook profile and see what you can do with it—and what 

it can do for your business. 
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This is my Facebook profile. I keep what I think is a good balance of professional and 

personal info. I have a MySpace page too, but I like Facebook a little better because it’s a lot 

less noisy. There’s no loud color scheme background, no music playing, just clean and simple 

design. If MySpace is a noisy frat house, Facebook is a business networking event. Unlike 

MySpace, the Friends section reloads each time in a different order, so there’s no top eight list. 

But it can make finding someone in your friends list a bit more time-consuming.  

 

Facebook Marketing 101 
 

Copywriter Dina Giolitto writes in a recent article that she started using Facebook about 

a month ago as of this writing, and it has already resulted in a couple of copywriting projects for 

her. She shared several tips for using Facebook to promote your business. 

 

Turn your “photos” section into a portfolio of your creative work. 
 

Most users use the photo section to display their baby photos (guilty) and vacation 

pictures, but it can also be used by creative professionals as a portfolio of their work.  

 
Use the status line as your “virtual sandwich board” 

 

“Right now, my favorite feature on Facebook is the status line,” writes Giolitto. The status 

line appears just under your profile name as the phrase “What are you doing now?”  You can 

replace it with a sentence or two about what you are doing at that particular moment, a la 

Twitter. “I’ve found that a simple line like ‘Dina is writing copy for a law firm in California’ is a 

great way to gently remind folks of what I’m all about and how I might be able to help them.”  

You can also use the status line to “share a link, ask a question, express your enthusiasm about 

something, or share your plans for the weekend.”  If you’re launching a new product or service, 

or conducting a class or teleseminar, you can share that news as well.  

 

Use Facebook to “E-market” yourself 
 

There are two ways you can market your services on Facebook. You can use the 

“invitation” feature to invite your Facebook friends to sign up for teleseminars and other events 

you are running, and you can create groups that help position you as an expert in your field. 
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“Even if some people on your list never sign up to participate, you’re still making it clear what it 

is that you do and how you can help others,” Giolitto writes. 

 
With Friends Like These, Who Needs Enemies? 

 

If your Facebook profile has a mix of personal and professional info, like mine, and your 

friends list is composed of personal and professional acquaintances, be careful what you say 

and do. Your potential clients probably won’t be interested in pictures of you drunk in Panama 

City, for example. To remedy this, Giolitto suggests creating two separate profiles, one that’s 

personal for your close friends and family, and one that’s all business for colleagues and 

potential clients. 

 

Don’t Go “Application Crazy” 
 

When you first create your profile and begin reaching out to friends who use Facebook, 

you’ll receive requests from them to sign up for all sorts of applications, or programs—like 

widgets—that let you play games like chess or sudoku, answer movie trivia, take quizzes, and 

give and receive virtual flowers, teddy bears, and other strange gifts. If you are using Facebook 

primarily to promote your business, you’ll want to keep these things to a minimum. Not only do 

they clutter up your profile page, but they can confuse visitors, distort your offerings and 

possibly even your brand.  

 

Instead, take advantage of the many business applications that Facebook offers. You 

can find these by clicking on ‘Applications’, and then ‘Browse More Applications’. Useful 

business applications include one that lets you display client testimonials and one that lets you 

take a snapshot of your Website to display on your page. There are even apps that will link your 

Facebook profile with your profiles on other social networking sites, such as Twitter and 

LinkedIn, as well as your Website or blog. And if you’ve already signed up for one “What 

superhero are you?” quiz too many, you can easily delete them from your profile. 
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Get Personal 
 

Just as with marketing yourself on MySpace, it’s OK to get a little personal. Show your 

human side, talk about the weekend you spent playing with your kids, and share your hobbies 

and outside interests. “After awhile, you really get weary of being constantly ‘pitched to’ via e-

mail, and Facebook is a welcome relief from that,” writes Giolitto. Remember, people buy from 

those they know, like and trust. So let your prospects get to know you by showing them the 

human being behind your product or service. 
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Chapter 10: Twitter:  
What Is It, and How do You Use It? 
 

There is one social networking site that a lot of people are using, even if they don’t know 

exactly why. Twitter (www.twitter.com) is a micro-blogging site where users post short, 140 

character missives about what they are doing at any given moment. Once you are signed up, 

you can subscribe to or “follow” another user’s Twitter feeds, and they can follow you as well. 

The site also gives its users the ability to send posts, or “tweets” to the site via their mobile 

phones.  

 

So what’s the big deal with Twitter? Can people actually use it to connect with their 

target audience and promote themselves? 

 

The answer is yes. Probably. In the true spirit of letting customers decide how to use 

technology, Twitter seems to have been created just so its users can figure out what to do with it. 

Fortunately they have. Twitter’s users post links to their latest blog posts, send messages to 

each other, and announce seminars, coaching programs, and events.  

 

  But they also use it post more mundane, often trivial events, such as to announce that 

they are making dinner or seeing their child’s school play, making businesspeople and others 

wonder, “What’s the big deal?”  Shouldn’t these people stop “playing” and get to work? 

 

In many ways, just as with all social networking sites, they are working. Twitter and other 

social networking sites are what they use to get things done. There’s something unique about 

being able to immediately get in touch with someone right now, a real time immediacy they can’t 

necessarily do with e-mail or even a phone call. There is even a service called Tweet Later 

(www.tweetlater.com) that allows you to schedule future posts in case you’re stuck somewhere 

and can’t get to your computer.  

 

http://www.twitter.com/
http://www.tweetlater.com/
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 So, need another reason to start using Twitter? How about this: Because everyone  

else is.  

 

 Right now I am following Joe Vitale, Seth Godin, and Brian Clark of Copyblogger fame, 

not to mention other Internet marketers and writers I’ve met or heard about through other 

venues. I’ve only been using Twitter for a few months as of this writing—more to learn what 

others are using it for than to let the world know that I’m eating a sandwich now—and I’ve 

watched people make Twitter a part of their marketing in some intriguing ways. I’ve used Twitter 

to track down a couple of interview subjects for another e-book project; copywriter Ben Settle 

says he uses it to try out headlines. Writers share their latest word counts with each other. 

Entrepreneurs post links to their latest blog updates or YouTube videos, using tinyurl.com to 

shorten the URL so their link doesn’t go over the 140 character limit.  People have used it to 

spread the latest news, from natural disasters such as earthquakes, to the Amazon.com 

Website crash a while back. As I typed this paragraph, Twitter was abuzz with the just-released 

news that Martian soil could grow asparagus. But is Twitter just another shiny waste of time? 

 

Many of those in the know don’t think so. Saul Colt, Vice President of FreshBooks 

Marketing believes Twitter is an easy way to find out what your customers are thinking and 

doing. “Twitter is here to stay,” Colt said in an article in the June issue of DM News, “and in time 

could be your most valuable marketing tool. There is a good chance your customers are already 

there and perhaps talking about you, so you might as well get familiar with it ASAP.” 

 

Others aren’t so quick to tout Twitter as the next big thing in marketing.  

Alan Weiss of Contrarian Consulting discussed Twitter and various other social networking 

platforms in a recent blog post (www.contrarianconsulting.com/blogs-facebook-twitter-and-

chance), calling Twitter “pretty nonsensical.”  “Watching someone wash their hair or walk to their 

car is irrelevant to marketing consulting services. It is idiosyncratic. I think it’s fine if people want 

to do this as a hobby, but for solo practitioners and entrepreneurs, it can drain your life away. It 

is to marketing what text messaging is to writing a novel.” 

 

 That may be the case at least some of the time, but many solo entrepreneurs are finding 

some unique ways of leveraging Twitter for their businesses, even if they need the help of other 

programs to do so. By using a tool called Summize (www.summize.com), for example, you can 

track what other Twitter users are saying about you, or keep track of what they are doing 

http://www.summize.com/
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without becoming one of their followers. Larger businesses that don’t want to get involved in 

Twitter could take advantage of this by tracking references to their company name or latest 

product, and see what Twitter users say about it, good or bad. 

 

 But just like any other social networking Website, you get out of Twitter only what you 

put into it. So below are a couple of tips that can help you maximize your Twitter experience and 

keep this site from becoming either a time sink, or something you’ve started but never used. 

Below are some quick tips to help you get the most out of Twitter for your business.  

 
1. Use Twitter to Show People What You’re About 

 

I use Twitter to share that I’m working on this e-book or other copywriting project, as well 

as announce new blog posts. People will probably get bored if you’re all business all the time, 

but new visitors to my profile immediately know what my business is, and many of them decide 

to follow me on Twitter.  

 
2. Where Followers Are Concerned, Think Quality Over Quantity 

 

When someone asks to follow you, it is common courtesy to follow them as well, but 

don’t feel you have to follow everyone who follows you. Sometimes they aren’t in your target 

market or are otherwise not a good fit. Sometimes they are only targeting people with similar 

interests, or are trying to sell their own products and services. You make the call. It’s not the end 

of the world, but if you’re using Twitter as part of your marketing strategy, you need to be 

discriminating about selecting your followers. 

 
3. When In Doubt, Test 
 

As with all marketing, you should test. Twitter is no different. Are you having doubts 

about Twitter’s validity as a marketing tool? Run a test campaign of Twitter-only offers and see if 

you get any responses. 
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4. Make It Just a Part of Your Marketing Strategy 

  

As with any other social networking site, Twitter works best when it operates in tandem 

with your other marketing. Use Twitter to announce an event, a new video, and your latest blog 

posts. And don’t close off your traditional marketing channels, either.  

 

5. Use Other Tools to Help You 

 

Due in part to Twitter’s limited abilities, a wide range of software has been developed to 

help you maximize your Twitter experience. We’ve already mentioned Tweet Later and 

Summize, but here are a few more you’ll want to take advantage of if you want to start using 

Twitter with any level of success. 

 
Twellow (www.twellow.com)  

 

 
 

Twellow is a directory of Twitter users, sorted by categories. If you want to find Twitter 

users in a particular field or industry, Twellow will help you find them quickly and easily. 

 

http://www.twellow.com/
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For example, I am interested in writing online sales letters for Internet marketers, so I 

would click on the sub category Marketing under the Advertising heading, and look for Internet 

marketers to follow on Twitter.  

 

 
 

 

From here, I can search the sub category Internet Marketing, and find and follow people 

as I choose. A few of them will then likely start following me, and can learn more about me and 

what I’m doing, as well as how I can help them (and I can learn more about what they are 

offering). Once you’re signed up with Twitter, you can add yourself to Twellow’s directory by 

going to this link: http://www.twellow.com/user_add.php. 

 

Twitpic (www.twitpic.com) 
 

Twitpic allows you to share photos using Twitter. You upload your photos, and the site 

gives the link a shortened URL a la Tinyurl.com and others, for posting in your feed. You can 

also upload photos from your phone, just like a Twitter post. 

 
 
 

http://www.twellow.com/user_add.php
http://www.twitpic.com/
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Twurl (www.tweetburner.com) 

 

This site allows you to shorten and track URLs that are posted in Twitter, so you can see 

how many people are visiting your links. You can even post to Twitter directly from the site. 

Twurl also keeps track of the top 10 links with the most clicks in the last hour. 

 
 

This is perfect for tracking clicks to your videos and blogs and is a must-have if you’re 

going to test Twitter’s viability as a marketing tool. 

 
6. Give Good Content 

 

Remember, people using social media are resistant to any kind of overt advertising. 

You’ll get more subscribers by offering good, information-rich content that helps them solve a 

problem they’re having, than you will by making every post a link to a sales letter for your latest 

offering. Send your fellow tweeters to helpful videos and articles, and get them into your 

marketing funnel before trying to sell them something. 

 
7. Use Twitter to Build Your E-mail List 

 

When used in tandem with other your other marketing methods, Twitter can be quite 

powerful, and building your e-mail list is no exception. When someone follows you on Twitter, 

http://www.tweetburner.com/
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you’ll receive an e-mail message. Visit the person’s Twitter page and send them a message 

thanking them for following you and invite them to sign up for your newsletter. Here’s an 

example:  “Thanks for following me on Twitter!  Check out my free newsletter at 

www.jamesmpalmer.com/newsletter.htm.”  Be sure to use tinyurl.com or snipurl.com to shorten 

the link, or use Twurl to track clicks on your link. If your new follower doesn’t have her 

messaging feature on Twitter engaged, visit their Website and e-mail them the old fashioned 

way.  

 

As with other social media, you get out of Twitter only what you put into it. I’ve never 

heard of anyone getting a client as a direct result of using Twitter, but that doesn’t mean it won’t 

happen. Maybe it already has. But by being patient, knowing what you want to get out of the 

experience, and focusing on giving good, useful content and connecting with your fellow Twitter 

users, I think that ultimately you will find the experience a positive one.  

 

Twitter use is growing rapidly 

http://www.jamesmpalmer.com/newsletter.htm
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Chapter 11:  
The Most Important Social Networking Sites  

 

“Each social networking site has a specific purpose and can help you achieve your 

business goals,” writer Andrew Wee said in a recent post to Webpronews.com. 

 

We’ve already talked briefly about a few of these sites, but here’s a quick rundown of 

those currently most popular, especially those with a business focus, followed by a description 

of their features. 

  

Digg  (www.digg.com) 
 

Another blogging tool, Digg simply allows bloggers to notify other bloggers that their blog 

is out there, as well as when it is updated. It’s less social networking and more content 

aggregation, as articles must be voted into the top spot on the front page of the site by virtue of 

their content.  

 
Doostang (www.doostang.com) 

 

Doostang is a free, invite-only social networking site for job seekers. Founded in 2005, 

the site now includes over 250,000 members from companies such as Goldman Sachs, Google, 

Bain, Nike, Apple, DE Shaw, Facebook, the Bill and Melinda Gates Foundation, and many more, 

according to Wikipedia.  

 

Once invited to Doostang, members can create a profile, join groups and post to forums, 

upload their resume, post and search for jobs, and invite other people to join the site.  

 

Inviting 20 new members and either uploading a resume or completing 75% of their 

profile gives users access to what the site calls Selected Practice Groups, which include 

http://www.digg.com/
http://www.doostang.com/
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Corporate Strategy & Business Development, Nonprofit, Education & Government, and several 

others. Jobs posted here can only be applied for by members of each group.  

 
Execunet  (www.execunet.com) 
 

Execunet connects senior-level executives who are currently working or in career 

transition with the people, resources, and recruiters that can help them find new jobs.  

 
Facebook (www.facebook.com) 

 

Similar to MySpace, Facebook began as a social networking site at Harvard and has 

grown rapidly. Similar to MySpace, Facebook lets users blog, network, post pictures, and form 

discussion groups, but there are some subtle yet important differences.  

 

According to DigitalTrends.com writer Chris Nickson, Facebook “differs from MySpace 

because those who register can join different sub-networks, whether based on where they live 

or level of education, making it far easier to find a true peer group.” Recently it has surged 

ahead of MySpace in popularity, with over 30 million users in June, according to the June 16th, 

2007 issue of B to B. The article cited Facebook’s “sharper-looking environment” and “more 

appealing demographic” as reasons for the shift to Facebook. Like most social networking 

Websites, Facebook is most popular with the high school and college age crowds, but many 

older professionals are flocking there. 

 

According to an article in BusinessWeek, professionals in their 30’s and 40’s are moving 

to Facebook. Many of these professionals are in the high-tech field, though there are other 

industries represented as well.  

 

According to the article, consulting company Ernst & Young’s Facebook network 

consists of 16,000 members, and Citigroup’s contains almost 8,500. According to a recent 

article in PC World, observers have “lauded the site for attracting an increasing number of 

business and professional users and more consumers in the 35-plus age categories than is 

usual for social networking sites, which often skew younger.” A recent article in the San Jose 

Mercury News called Facebook more Ivy League, while MySpace is more rock and roll.  

http://www.execunet.com/
http://www.facebook.com/
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FastPitchNetworking (www.fastpitchnetworking.com) 
 

A business networking site, FastPitch allows business people to connect by joining 

groups, blogging, posting pictures and press releases, and sending messages. 

  

Basic membership is free, but you can upgrade and get access to additional features. 

You can search by profile or city, and members can see the top networkers in their area.  

Great for business professionals and experienced networkers who want to expand their 

contacts by going online, FastPitch is a perfect vehicle, a finely niched social networking site 

with none of the extra tools they don’t need and people who won’t make good contacts.  

 
Flickr (www.flickr.com) 
 

An online photo repository that is approaching one billion images as of August 2007, 

according to Wikipedia, Flickr is a free online photo sharing site that allows you to upload and 

share your photos with friends and colleagues.  

 

You can make your photo albums public or private, and other Flickr users can post 

comments about posted pictures, which can be made searchable by adding descriptive tags to 

each photograph.  

 

The site also allows you and to whomever you give permission to create cards, photo 

books, calendars and stamps using your images. This would be a great venue for graphic 

designers or photographers for displaying their work, and is already a popular storage site for 

bloggers to host their images. The descriptive tags are also picked up by the search engines, 

making the photos viewable all over the Web.  

 
Friendster (www.friendster.com) 

This is the social networking site that started it all. MySpace surpassed it in popularity in 

the U.S., but it still has a strong following in areas such as the Philippines and parts of Asia. 

  

http://www.fastpitchnetworking.com/
http://www.flickr.com/
http://www.friendster.com/
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Friendster is similar to MySpace and Tagged, in that it allows users to search for former 

classmates, co-workers, and those who share their interests, but it also gives you the option of 

inviting your own network by giving the site access to your e-mail address book.  

 

Some people may be a little put off by this. I know I am. The site sends out a mass e-

mail to your entire address book, which could get you in trouble if you belong to any discussion 

groups, which often frown upon such activity.  

 

But Friendster also allows you to bypass this step, which is a major bonus. And 

Friendster was the first to put forth the idea of getting known on the Web without the need to set 

up a homepage.  

 
Gather (www.gather.com) 
 

According to an article in the August 2007 issue of Direct, Gather.com is a blogging site 

built around shared interests with 325,000 regular members as well as thousands of daily 

visitors.  

 

Users can publish articles, post blogs, and videos, all based on their views regarding 

food, health, money, travel and other lifestyle issues. The articles can be tagged, making them 

searchable and a great way for business owners to share their expertise with the world.  

 
LinkedIn  (www.linkedin.com) 
 

With an emphasis on business networking, LinkedIn is free to sign up and use, and 

allows you the options of looking for employment or promoting your business, making it ideal for 

job seekers and entrepreneurs alike.  

 

Users can search for people alphabetically or by company and send them messages. 

The site also gives users the option of inviting people they already know to join, such as work 

colleagues and old school buddies.  

 

http://www.gather.com/
http://www.linkedin.com/
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LinkedIn lets you create a profile that lists your current and past work history, the 

number of LinkedIn connections you have, your industry, and links to your other online 

presences, including your Website, blog, podcast, or RSS feeds.  

 

You can also add descriptive tags which, along with the links to your Website or other 

social networking hub, helps your page rank in the major search engines when people search 

for your name. I’ve searched on the names of people and found their LinkedIn profile at the very 

top of the search results. Sometimes it’s the only direct match to the person I was looking for.  

  

LinkedIn also has an Answers section, which allows users to ask and answer business-

related questions. Sort of an online resume with a few added social networking features, 

LinkedIn is ideal for professionals and career-oriented people who want to market their services 

or search for a job online.  

 
Livejournal (www.livejournal.com) 
 

One of the first blogging Websites, LiveJournal allows you to set up your own blog, post 

pictures and join or form discussion groups. Basic membership is free, but you can purchase a 

higher level membership with more capabilities, such as photo storage.  

 

You can look up people you know or search by interest to find other LJ users to add to 

your Friends list, making their blogs visible to everyone who visits your page. LiveJournal was 

created on an open-source software platform, meaning the source code the site is written in is 

available to anyone to change, modify, and add features.  

 

Since LiveJournal requires users to have basic knowledge of HTML in order to post links 

and perform other textual trickery, this site is a little more popular with the tech-savvy set, 

though many writers and artists use it as well. LiveJournal also affords a level of privacy and 

anonymity not found on other sites such as MySpace, and you won’t get people just looking to 

collect online “Friends” asking you to add them to your Friends list.  

 

MyLocalSpot (www.mylocalspot.com) 
 

This free site is one of several social networking sites that cater only to specific niches.  

http://www.livejournal.com/
http://www.mylocalspot.com/
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According to the Website, the site is designed for business to consumer small 

businesses, professionals, and groups of professionals. So anyone from hairstylists to doctors 

to law firms can promote their services here.  

 

But the site also spells out who MyLocalSpot isn’t for: b2b and Internet based 

businesses, large chains, and pornographic/adult service providers. MyLocalSpot acts as a sort 

of virtual storefront for businesses that sell products and services. Post information on your 

company, a price list, and sales and specials.  

 

MyLocalSpot bills itself as the answer to business owners who need to submit their 

material to their Web designer and then wait hours or days for their new material to appear. 

With MyLocalSpot, users can upload new products and services, sales and specials instantly.  

 
MySpace (www.myspace.com) 
 

According to Tapscott and Williams, MySpace is “far and away today’s largest social 

networking community.”  

 

Launched in 2003 as an information source for L.A.’s indie music industry, the News 

Corp-owned site has quickly grown into a popular online hangout for over 200 million people.  

 

MySpace does a little bit of everything. Users start by creating a profile containing a 

picture and lists of their favorite things, including music, movies, and books, as well as who they 

would like to meet on MySpace.  

 

From these personalized pages they can upload music, videos and pictures, start a blog, 

as well as send out bulletins that are visible to everyone on their “Friends” list. 

 

MySpace members can even start and join discussion groups that revolve around their 

favorite subjects and hobbies.  

 

Users make connections by getting on the “Friends” lists of others, linking you to the 

MySpace pages of everyone on their lists, and letting you see which of your friends are currently 

http://www.myspace.com/
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online. You can even download an instant messaging client to communicate with other friends 

who are visiting MySpace at the same time as you.  

 

And the best part is, it’s all free, paid for by third party online ads. The site is relatively 

easy to use and, as we’ve already seen, the video and music uploading and hosting capabilities 

also make MySpace a good, free marketing vehicle for musical acts, and many motion picture 

companies are harnessing the site as well.  

 

Users can also change the background color of their pages or add personalized 

wallpaper, making it a good venue for companies who want to create and distribute free 

branded content.  

 

You’ll get some spam messages and friend requests from people you don’t know and 

might not want to know, but MySpace allows you to restrict who can ask to be listed on your 

Friends page. You can limit it to only those who know you personally, or incorporate a spam 

filter that requires the person to enter a code that only human beings, and not spam bots, can 

see.  

 

Once specifically geared toward teens, MySpace has now grown away from that market 

as older people started logging on. It may not be the perfect avenue for you and your business, 

but MySpace is still worth checking out to see if your ideal client also hangs out there.  

 

Naymz (www.naymz.com) 
 

Is a unique site that allows you to control what others find about you online, and has 

several different membership levels. A free account will not only give you access to business 

opportunities with others in the Naymz network, but a free premium search engine placement on 

Google. Users who purchase the Premium or Premium Plus packages get free placement on all 

the major search engines, as well as detailed reports of who has been visiting their profiles.  

 

The Naymz network also allows users to invite Trustees, people they know who can 

vouch for their reputations, like references on a resume. This adds an extra and necessary layer 

of credibility to one’s online profile.  

 

http://www.naymz.com/
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Naymz lets users add their other online profiles as well, such as their MySpace, Flikr, 

and LiveJournal handles, business and personal Websites, and even ICQ and Instant 

Messenger accounts, giving people multiple ways of finding them easily.  

 
Ning  (www.ning.com) 
 

This Palo Alto, California startup may still be a relative newbie compared to giants like 

MySpace and its neighbor across the street, Facebook, but it is growing more or less 

exponentially. Launched in February 2007, the site allows users to create their own free social 

networks, which is an appealing idea for many people and businesses. By June 2007, there 

were 60,000 Ning social networks and 80,000 by August. By the end of the year, there were 

150,000 and, according to Fast Company, as of May of this year there were more than 230,000. 

At this rate, Ning estimates that by 2010 it will host over 4 million social networks. 

 

 About 40% of these social networks come from outside the U.S., and members from 176 

countries have signed up, according to Fast Company.  

 

 Ning’s social networks, which allow users to post comments and questions, photos and 

videos, “run the gamut from porn to Pez dispensers, motorcycles to motherhood,” according to 

Fast Company. Tech savvy authors are using Ning to help market their books. 

 
Ping (www.ping.fm) 
 

Ping is a service that allows you to update all of your social media sites at the same time. 

It’s still in beta, so you’ll need the code word ‘letmeping’ to be able to use it.  

 
Ryze (www.ryze.com) 

 

Similar to LinkedIn, Ryze allows you to sign up for free and then invite people you know 

to join. You can also submit your profile as a business-owner or job-seeker, list your interests, 

and search for people with similar interests. A guestbook feature allows users to post messages 

on each other’s profile pages.  

 

http://www.ning.com/
http://www.ping.fm/
http://www.ryze.com/
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Second Life (www.secondlife.com) 
 

A 3-D virtual world where members create digitized versions of themselves, called 

“avatars”, and converse with chat and voice. BusinessWeek writer Robert Hof calls the virtual 

world “the unholy offspring of the movie The Matrix, the social networking site MySpace.com, 

and the online marketplace eBay.”  

 

What makes the site unique is that Second Life members trade in virtual currency called 

Linden dollars, which can then be exchanged for real-world money. Great for networking and 

hosting virtual conferences and events, Second Life has become a haven for artists and small 

businesses, as well as large corporations and even entire countries.  

 

You can join for free, but you’ll need to pay a $9.95 monthly fee to be able to buy land 

and build permanent structures. You’ll also need money to buy clothes and other things for your 

avatar, plus a fast computer with a lot of memory to download Second Life’s special software, 

not to mention a high-speed or broadband Internet connection, but Second Life is going to 

become more commonplace once broadband technology and faster computers become 

available to everyone more cheaply.  

 
Squidoo  (www.squidoo.com) 
 

Created by marketing guru and author Seth Godin, Squidoo allows users to create free 

pages called “lenses” around certain topics. It can be a subject you’re passionate about, your 

hobbies, a book you’ve written, anything.  

 

You can even sell your products on the site for free. According to David Meerman Scott, 

“Squidoo is not based on personal profiles of individuals but on people’s expertise in a niche 

subject.”  

 

Squidoo’s lenses allow users to boil down their expertise to a single page, while also 

providing a jumping off point to related content “such as blogs, favorite links, RSS feeds, Flickr 

photos, Google maps, or Amazon books,” according to Scott. Users can get a lens up and 

running in a few hours, and can also create multiple lenses, which can be used to drive traffic to 

their blogs and Websites.  

http://www.secondlife.com/
http://www.squidoo.com/
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Like MySpace and Facebook, users can also start and join groups, and charities and 

non-profit organizations can set up Squidoo lenses as well.  

 
StumbleUpon (www.stumbleupon.com) 
 

This site is what is known as a content aggregator. It allows you to download a Web 

toolbar which finds personalized content for you based on your interests, allowing users to 

completely customize their Web viewing experience.  

 

Not a social networking site per se, but it’s important for savvy marketers to remember 

sites like this are out there while planning their campaigns, as more and more consumers will 

seek the ability to pick and choose what they want to see online, and exclude the rest.  

 
Tagged  (www.tagged.com) 

A popular site with the 13-24 crowd, Tagged does a little of everything. You can submit 

an online profile, create a friends list, play games, view and post videos, even chat. You can 

also search for people by city, as well as other criteria. Because of the younger demographic, it 

might not be ideal for professional business networking, but if this age group is the perfect target 

for your business, it’s worth checking out.  

 
Technorati  (www.technorati.com) 

 

Technorati allows bloggers to notify other keyword-searching bloggers of updates. 

Search for important content in videos, blogs and music. You can sign up and “claim” your blog 

or blogs, which will be added to a searchable index. This will help build your blog’s page ranking, 

and allow other Technorati users to comment on your posts.  

 

Tribe (www.tribe.net) 
  

Tribe is a general social networking site where members can join or create their own 

general interest groups or “tribes”. Tribe members can invite people they know or befriend Tribe 

members who share their interests.  

http://www.stumbleupon.com/
http://www.tagged.com/
http://www.technorati.com/
http://www.tribe.net/
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This is a very focused site, and could potentially be a great place to mingle with 

colleagues in your industry, as well as share your expertise with potential clients in your niche.  

Twitter (www.twitter.com) 
 

Writer Chris Nickson calls Twitter the strangest and most unique of all the social 

networking sites. “It’s an odd mix of instant messaging and texting, all revolving around a single, 

simple theme: “What Are You Doing?””, says Nickson.  

 

Once signed on as a member, the messages one posts are distributed to their registered 

friends, as well as non-members known as followers, who have asked to receive a particular 

person’s posts. “It’s a forum for small, random thoughts,” says Nickson.  

 
weRead (weread.com) 
 

A social networking site for booklovers, weRead lets users create a virtual bookshelf with 

a list of their favorite books.  

 
Xing (www.xing.com) 
 

According to their Website, Xing “powers relationships for the world’s business 

professionals”. Built on the belief that everyone is no more than six degrees of separation from 

everyone else, Xing allows users to sign up as a business or job seeker, look for job 

opportunities related to their industry, and connect with others in their industry or target market.  

 

Basic membership is free, but there is a Premium membership for $8.02 per month that 

gives users more features, such as increased search capabilities and the ability to post offers on 

the site’s Marketplace section. Targeted specifically to entrepreneurs, freelancers, and other 

professionals, Xing is definitely worth a look.  

 
YouTube (www.youtube.com) 
 

Founded in 2005, and named “Invention of the Year” by Time magazine a year later, 

YouTube has grown to become the most popular video streaming site currently in existence.  

 

http://www.twitter.com/
http://weread.com/
http://www.xing.com/
http://www.youtube.com/
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YouTube allows users to view and upload their own videos for others to watch and 

comment on. The videos can even be tagged with descriptive keywords, making them easily 

searchable by other users, and the videos with the most downloads during a specific period are 

displayed on YouTube’s main page for all visitors to see.  

 

You can watch almost anything on YouTube, from clips of old television shows to 

amateur short films. But there are a lot of videos of interest to business owners as well, such as 

a surprising number of instructional videos, the perfect avenue for showing off your expertise 

and building trust in your product or service. We’ve already seen this with the Blentec example 

above.  

 

Perhaps more importantly, YouTube also enables you to easily embed your videos on 

your own Websites and blogs, making it extremely simple for businesses to provide additional 

interactive content beyond static text pages, as well as keep users on their sites.  

 

If that wasn’t enough, YouTube recently announced that it will share some ad revenue 

with those who upload videos, making the site a direct income generator as well.  

 

DigitalTrends.com writer Chris Nickson calls the online community that YouTube has 

brought together “a sure sign of Web 2.0 in action, and something of a model for future 

generations of social networking sites to come.”  

 
Zaadz (www.zaadz.com) 
 

This site is similar to MySpace, Facebook, and Friendster, except it allows users to 

connect only through similar interests rather than school, work or other affiliations.  

Users can post pictures and blog, just as they can with other social networking sites such as 

MySpace and Facebook. There is also a growing section called zPages, which has keywords 

pertaining to businesses in the Zaadz network, allowing users to connect and do business with 

each other.  

 
 
 

http://www.zaadz.com/
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Ziki (www.ziki.com) 
 

Much like Naymz mentioned above, Ziki is a relatively new social networking site that 

seeks to improve an individual’s page ranking when someone searches on their name in Google 

or other search engine site.  

 

Unlike Naymz, it is completely free. While it is possible to generate top page ranking for 

one’s name without creating a profile on Ziki or Naymz, they provide other advantages as well, 

such as the opportunity for independent business owners to network and communicate with 

each other, and interact with people they wouldn’t be able to otherwise.  

 

Seven Tips for Getting More Out of LinkedIn  
By Dianna Huff 

When I give talks about social media marketing, I refer to Facebook as the “BBQ 

party at your friend’s house,” and LinkedIn as the “professional networking 

meeting.” 

However, despite having a reputation as being a bit stuffy – ok, let’s say it, boring

– LinkedIn has added lots of new features in the past few months – features that 

have made it quite the  

happening place of late. 

Whether you’re a consultant, freelancer, business owner or corporate employee, 

LinkedIn is a great place to meet people, forge solid business connections, and 

showcase your expertise. To get more from LinkedIn, follow these seven tips: 

1. Beef up your Profile Summary – According to Jason Alba, who wrote, I’m on

LinkedIn, Now What???, the number one biggest mistake people make is 

neglecting their Profile Summary. As the name implies, the Profile Summary 

should include a pithy summary of your career experience, and it should be more 

than one sentence. My good friend, HDerek GordonH, has an excellent Profile 

Summary:  

"Results-oriented marketing leader with 20 years experience serving  

(continued) 

http://www.ziki.com/
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Seven Tips for Getting More Out of LinkedIn  (cont.) 
 

extraordinary organizations. Expert across all disciplines, including PR and the 

field of social, conversational and viral marketing. Strategic product marketing 

expert skilled in competitive and creative go-to-market execution. Proven leader, 

respected advisor and excellent communicator." 

2. Continually add Connections – After you’ve added people in your address book 

to your LinkedIn network, you can begin adding people you meet through LinkedIn 

Groups and other online and face-to-face networking activities.  

This doesn’t mean you add people you don’t know. As you meet people, connect 

with them on LinkedIn. I also connect with those people whose blogs I read, as well 

as people I’ve met on Twitter. Adding connections grows your network – and it 

shows you’re active as your “connection status” is updated via the Status feed which 

everyone in your LinkedIn network sees. 

3. Ask for and give Recommendations – It is okay to ask people with whom you 

work or have worked with to recommend you on LinkedIn. One way to get 

recommendations is to recommend others. Often the people you recommend will 

recommend you in turn. 

4. Add your blog to your Profile – LinkedIn now has cool applications that allow 

you to add your WordPress or TypePad blog to your profile – a welcome feature for 

consultants or freelancers. Once you post something new on your blog, your 

LinkedIn Profile and Status feed is updated, too. Thanks to this application, I’m now 

seeing people who view my blog on LinkedIn subscribing to my e-newsletter. 

5. Join or start a Group – In my opinion, Groups are one of the most under-utilized 

feature of LinkedIn. One, LinkedIn features hundreds of groups for all types of 

interests – from entrepreneur moms to MEMS engineers. You can even find 

“positive thinking” groups!  

(continued)
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Seven Tips for Getting More Out of LinkedIn  (cont.) 
 

Instead of joining groups willy-nilly, however, join those that match your job, career, 

expertise or interests. Then, once you become a member, participate by posting 

news or blog articles, taking part in discussions, and posting job notices or events of 

interest to the group.  

By participating in a just a few groups, you’ll end up meeting dozens of people within 

your industry – and you’ll learn lots of new information, too. 

It’s also very easy to start your own Group (it takes all of two minutes) – as I did with 

the HB2B Social Media GroupH.  

6. Gather info with the Polling feature – Need some quick on-the-fly feedback 

from your target audience? Use LinkedIn to conduct a poll and advertise the poll to 

targeted industry Groups for great on-the-ground feedback. (Hat tip to HBilly 

MitchellH, Sr. Creative Director at MLT Creative, who posted this tip on LinkedIn.)  

7. Answer and ask Questions – No matter what your question, you can get an 

answer to it on LinkedIn – which features Answer categories ranging from 

Conferences and Event Planning to Start Ups and Small Business. 

By answering questions, you also showcase your expertise – and in the process, 

end up meeting people who will email you to either thank you for your answer or to 

ask a follow up question. If your answer is particularly good, the person asking the 

question can rate it as the “best answer” which then gives you a star – an indication 

that you are indeed an expert. 

As you can see, you can use LinkedIn to build your network, your career, and your 

business without too much effort. And best of all, you don’t have to send 

marshmallow Peeps to people or learn how to talk like a pirate (two popular 

Facebook applications).  
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Chapter 12:  
Palmer’s Social Marketing Maxims 

 

At the end of the day, businesses must ask themselves, “Is social networking right for my 

business? And if so, how do I make it work?”  

 

Those are important questions to ask, because many companies are finding this new 

landscape difficult to navigate. “Just because there's a lot of traffic out there doesn't necessarily 

mean it can automatically be translated into revenue and it's a good place to put your ads” 

writes The ClickZ Network’s Sean Carlton in an August 6, 2007 online column.  

 

Promoting yourself and your business via social networking sites will take a new way of 

thinking. We need to get away from what Carlton calls “intrusive, interruption-driven thinking that 

says, ‘Well, if lots of people are looking at something, then placing our ad in front of that 

something is going to bring us results.’"  

 

With that in mind, I have come up with a few tips on how to use social networking sites as 

part of your promotional strategy.  

 

1. Use online social networking sites to enhance, not replace, traditional networking. 
 

Online social networking will never fully replace all the tried and true traditional methods 

of contact. The first thing most people do after setting up a LiveJournal, MySpace, or Facebook 

account is to search for people they already know, such as work or industry colleagues, current 

or former classmates, and those who share a particular hobby or interest. Social networking 

works best when you use it to reinforce those flesh and blood contacts, and reach out to people 

in your friends’ and colleagues’ networks.  
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So when signing up for sites such as Ryze and LinkedIn, first invite people you already 

know into your online network. When you set up your MySpace account, search for people you 

know by name, interest, and those who share your alma mater. Then see who’s on their Friends 

list.  

2. Don’t focus on making the sale.  
 

When using social networking sites to position yourself and your business, concentrate 

more on building name recognition and branding than getting the sale. Do something unique 

that people will want to see or participate in, or give away something that people will want to 

share with their peers, and the sales will eventually follow.  

 

Social networking is about building trust in your product or service by establishing 

yourself as an expert, and your business as a “thought leader” in its industry.  

 
3. Don’t try to be “everywhere” at once.  
 

You’ll spread yourself too thin if you try to be in all of these virtual places, so concentrate 

on mastering one or two before moving on to another.  

 
4. Realize that it will take time.  
 

You won’t build name recognition overnight. Expect to use your chosen sites from once 

each day to once a week for a month or two before you start seeing results. Meanwhile do not 

abandon your other marketing activities.  

 
5. Match the medium to the market.  
 

The same cardinal rule of marketing still applies to social networking; be everywhere 

your target market is. To figure out where you should go to network first, think relevancy.  

 

If you’re an unsigned alternative rock band, putting your songs on MySpace may give 

you just the shot you need. On the other hand, if you’re a consultant to high-level executives at 

Fortune 500 companies, Ryze, LinkedIn, or Facebook will probably do a better job of helping 

you find prospects interested in your services.  
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6. Look before you leap.  
 

If you want to join any of these social networking sites, check them out thoroughly before 

signing up.  

 

“Each social networking site has its own ‘personality’ and a different mix of people to 

interact with,” writes Web marketing expert Bobette Kyle in a recent blog post. 

 

Make sure the site you’re looking into has the capabilities you need and serves the 

target market you’re after. The most popular social networking site may not always be the 

perfect one for your business.  

 

Ask yourself the following questions: What are my goals? What results do I expect? Do I 

expect to make money the same way I do on a Pay Per Click program? Do I want to sell 

products directly, increase brand awareness, or just network? What kind of increase in revenue 

do I expect? What results can reasonably be measured?  

 

Asking yourself these questions now can save you a lot of time, headaches, and money 

later.  

 
7. Learn the rules of the medium.  

 

Every social networking site has its own rules regarding what you can post and do. 

Learn the rules and proper etiquette, or “netiquette” before putting yourself out there.  

 

For example, with Second Life, Jason Stoddard recommends simply spending time in 

the 3-D world. He also stresses the importance of having a good-looking avatar, even though it 

can be as surreal as you like.  

 

“It’s not unusual to have a business meeting—a serious business meeting—with 

someone in a suit, someone wearing a cyborg avatar, a giant flying squid, a dog, and a bunny 

flying a spaceship,” he says.  
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And to be taken seriously, according to Stoddard, you have to look the part. “Your avatar 

should have custom skin, prim hair, custom resting animations, and you better know how to use 

your gestures, or you’re going to be taken as a newbie.” And you thought picking out the right tie 

was tough! 

  

Other social networking sites have their informal rules as well. On MySpace for example, 

it is customary for users to thank others for adding them to their friend lists with a short note. 

Some even have custom graphics for this purpose.  

 

You won’t be kicked off the site for not doing this, but it’s polite, and can also open up 

communication between you and your fellow MySpace users. Then there are the general rules, 

like what types of posts are considered spam. Learn these rules beforehand, and you won’t lose 

potential clients or customers by overly selling or coming on too strong.  

 

Remember, people who use these sites are typically very resistant to advertising, so 

communicating with them takes a softer touch.  

 
8. Use all your channels to get the word out.  

 

To really maximize your social network’s effectiveness, let your traditional networks 

know what you’re up to as well. For example, posting your video on YouTube alone isn’t enough 

to get your business noticed. But if you use YouTube’s embedding feature to post the video in 

your company’s blog and display it on your corporate Webpage or minisite, you’ve just 

increased the likelihood that it will be seen.  

 

Include your PR or marketing department as well, and have them send out a press 

release. Send your real world friends and associates an e-mail invite to check out what you’re 

up to.  

 

Use all of your usual channels, both offline and on, to let people know about what you’re 

doing. This includes linking to your other social networking sites from each of your social 

networking sites, and giving your customers the ability to tag your content on site aggregators 

like Digg (www.digg.com) and del.icio.us (www.delicious.com).  
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9. Be open to criticism.  
 

Social networking also means having instant access to customer feedback, good and 

bad. Be just as ready for the bad as you are for the good.  

  

A customer’s bad experience with your product or service could easily make the rounds 

of YouTube and all the blogs and, if it’s newsworthy enough, the media as well.  

 

The Cymphony white paper “Making the Case for Social Media Strategy,” cites a good 

example of how this can occur, as well as how an open, honest, proactive response can dull the 

blow.  

 

In March 2006, Chevrolet ran a promotion where consumers could create their own ads 

for the new Tahoe. According to the white paper, “Anti-SUV activists created ads depicting the 

Tahoe as a gas-guzzling, global-warming, earth-destroying behemoth.”  

 

These negative ads became so popular that they quickly made the rounds on YouTube 

and other video sites until Nightline did a story on them.  

 

Instead of pulling the ads, Chevy openly acknowledged them on the company’s blog, 

dealing with the concerns brought up in the ad by stating “the new Tahoe gets 22 MPG, it can 

run on ethanol which reduces pollution and dependency on foreign oil, and it has earned the 

highest safety ratings for any vehicle in its category making it an excellent choice for large 

families.”  

 

By keeping the dialogue open and addressing those concerns, Chevy was able to turn a 

negative into a positive. The lesson here? Make sure your PR department is ready with a 

rejoinder in case negative comments bring the media calling. And if your product is flawed, fix 

the problem. Use this customer feedback to improve your product or service.  
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10. Let your customers be your marketers.  
 

Today’s online consumer distrusts advertising more than ever before. Any ad they see is 

almost automatically considered untrustworthy, because it is the advertiser’s word about their 

own product. But they will trust what their peers say about a product or service.  

 

Letting your customers post their own reviews of your products, then making those 

available to potential buyers, will go a long way toward getting the word out about your brand in 

a trustworthy way.  

 

Because they are not being paid for their opinion, and because they are people just like 

your target customer, these reviewers will be trusted more than any advertisement.  

 

And bad reviews can be just as valuable, as they can clue you in to potential problems 

with your product you can quickly fix before the negative buzz gets out.  

 
11. Let your customers have a hand in creating your product.  
 

While this won’t work with every business, letting your customer actually help create 

your product has been a very successful model for a number of businesses.  

 

Today’s online, social networking consumers are no longer content to simply consume. 

According to a recent survey of U.S. teens conducted by the Pew Internet in American Life 

Project, more than half—some 57%—are what the project considers “content creators.”  

 

Many adults are creating content as well. These users have a desire for control, and 

they are taking that control by designing, producing, and distributing products themselves. 

Businesses that help them do this, such as Napster, Kazaa, BitTorrent, LimeWire, Café Press, 

and Lulu, have been and will continue to be very successful.  

 

As Tapscott and Williams write, “consumers are not just consumers of content; they are 

the lifeblood of the business.”  
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12. Add a social networking component to your existing business.  
 
Your product or service doesn’t have to exist solely on MySpace or YouTube. Many 

businesses are incorporating social networking into their traditional business structure.  

 

Let your employees blog and create podcasts and videocasts. Set up forums where your 

customers can ask questions, share successes, lodge complaints, and interact with other 

customers 

.  

The seller feedback on eBay and reader book reviews on Amazon.com are early 

examples, but many companies are now setting up sophisticated online communities that 

revolve around their products. These virtual watering holes help companies track consumer 

needs and wants, fix problems, and give their customers a voice, which helps them improve 

their products while building their brand in the process.  

 
13. Create or join a social networking niche site.  
 

Many entrepreneurs are now targeting specific niches by creating social networking sites 

that cater exclusively to those niches. There are now social networking sites for seniors, golfers, 

and IT professionals, for example. If you market specifically to those groups, these would be a 

good place to start.  

 

Your ads will have a better chance of being clicked through, and you’ll be able to 

network for new business more easily than you would on something like Facebook or MySpace. 

Sure, it’s a smaller group, but it’s made up of only the people you’re trying to reach, and no one 

else. Besides, if you spread the word enough, it can grow even larger.  

 
14. Make your static Website social media friendly.  
 

There are several ways you can optimize your traditional Website for social networking 

Websites. A blog post on the site www.Websitesource.com gives the following guidelines:  
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• Create content that people will want to bookmark and share. Informative how-to 

articles, pages listing useful resources, and videos are the main forms of content that get 

bookmarked by social media Websites.  

 

• Make your pages specific. Product pages should contain only one product or product 

type per page, along with detailed descriptions including photos, dimensions, and 

product safety guidelines. Product pages are also the perfect place to allow your 

customers to post reviews of your products or ask questions that your employees or 

even other customers can answer.  

 

• Offer useful tools or other free giveaways. Offering something unique and relevant to 

your product or service that visitors can use and copy increase your likelihood of being 

linked numerous times.  

 

• Use user-friendly URLs. Static links work better than URLs with session IDs that expire 

after your original linker has left the site.  

 

• Provide RSS feeds. RSS (Really Simple Syndication) makes it as easy as possible for 

people to view your content. An RSS feed allows people to subscribe to your content—

especially useful for blogs and podcasts—and helps you to distribute your content to 

other sites.  

 

15. Keep track of your social networking with an aggregator site.  
 
Keeping track with all the social networking sites you’re involved in can be a full-time job 

in and of itself. But there are some sites out there that can help you.  

 

Called social networking aggregators, these Websites help busy social networkers by 

listing all of the sites where they have profiles on one screen, check messages, track page visits, 

and much more.  
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16. Give up control.  
 

This is the hard part for most marketers. Companies used to traditional marketing are 

afraid to give up control of the marketing of their brands to their consumers.  

 

In a recent study by Forrester Research entitled Best and Worst of Social Network 

Marketing, 2008, fifteen of the 16 brands studied were found to be using social media incorrectly. 

Only car manufacturer BMW received a passing grade.  

 

The reason? Their unwillingness to allow consumers to take control of the message. 

“There is a lot of success if social marketing is done correctly,” Forrester analyst Jeremiah 

Owyang said in an article in the September, 2008 issue of DM News, “but most brands are 

doing it wrong because they are not willing to let consumers participate in the message.”   

 

Creating ways that consumers can create the message and share it virally with others is 

the key to spreading your message like wildfire. 

   

17. Test.  
 
As with all marketing, you’ll never know how well it’s working if you don’t test it.  

 

So what metrics can we test in social media? Below is a list of social media metrics and 

how they can be used: 

 

• Page views-The number of times your pages are viewed is still a valuable metric in 

social media. Sites like LinkedIn tell users how many times their profile has been viewed, 

as does YouTube for videos posted there. 

 

• Members-The number of members a site has points to its relevancy. This includes the 

number of members on a social networking site you created using Ning. You can also 

look at and measure the number of friends on your Facebook or MySpace profile, and 

the number of followers you have on Twitter. 

 



Tips and Strategies for Marketing Yourself and Your Business Using Social Media 
 

Center for Technical Communication. ©2008                                                                        91 

• Posts/ideas/threads/comments-The number of blog posts, comments, threads and the 

like can be great indicators of a topic’s popularity. Whether it’s the number of replies to 

one of your blog posts or comments on your video on YouTube, these metrics can 

indicate how popular a subject or video is. 

 

To test how well a social networking site is working for you, create some promotions that 

only visitors to those sites will see. Create a free report and offer only to your Twitter followers. 

Create a video displaying a link to a URL that only viewers of that video will know about.  

 

Then, try a site out for a month or two, and if it isn’t working for you, then stop what 

you’re doing and try another site. Some social networking Websites will bring you customers 

better than others.  
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Chapter 13:  
The Ugly Truth About Social Media  
Marketing Measurement  
A lack of industry standards and tools have hindered growth, but there’s hope 
By Kent Lewis 
 

For the past two years, I’ve spent a significant amount of time engaged in all aspects of 

social media marketing. Initially, I created and optimized profiles to evaluate the impact on 

organic search results, reputation management and for more obvious self-promotional purposes. 

I then expanded my research to include all other forms of social media, including bookmarking, 

file sharing, forums, micro-blogging and virtual worlds. Most recently, I’ve been a committee 

member of the Online Marketing Summit (OMS) Social Media Marketing (SMM) Council, where 

we were tasked with developing SMM best practices for strategy, tactics and measurement. 

While I’m not as active with the Council today, I would like to share some of my findings, 

regarding the world of SMM monitoring and measurement. 

 

Social Media Monitoring & Measurement 
 

Social media marketing is still in its infancy, but the art is quickly becoming a science. 

Now that Google OneBox (aka Universal Search) is prevalent in targeted search results, 

marketers can no longer ignore the impact social media.  Social networks are ideal for personal 

brand-building and proactive online reputation management (ORM). Similarly, content 

syndication sites (i.e. Flickr, YouTube, iTunes, etc.) offer opportunities to distribute existing 

media assets (photos, videos, audio and more) to a much larger audience. Last but not least, 

blogging and micro-blogging (i.e. Twitter & Plurk) offer an opportunity for competent writers and 

technologists to spread the company’s messaging and engage in direct conversations. 

 
 
Monitoring vs. Measurement 
 

In the blogosphere, there has been some discussion and disagreement among 

marketers regarding the nuances between social media monitoring and measurement. The 
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general consensus is that monitoring addresses the “what” (people are saying) while 

measurement addresses “how much” (that people are saying it). It’s a quality vs. quantity 

argument, where both work symbiotically to help create or validate marketing strategies. With 

that said, I’d like to focus our discussion on the measurement side of social media. 

 

Measurement: The Why 
 

According to a recent Aberdeen Group study, the reasons given by best-in-class 

companies to implement a social media measurement program include: 

 

• Market research into greater consumer insight 

• Competitive intelligence 

• Improved product marketing 

• New product testing and launch 

• Public relations 

• Customer service and support 

• Brand reputation protection 

 

From my experience, I believe there are additional compelling reasons to develop a 

social media measurement program, including insights into the sales process, refining brand 

messaging and positioning, content development, strategic partnerships and recruitment.  

Regardless of your overall objective, there are a variety of compelling reasons to implement a 

SMM measurement program. If you’re having trouble justifying a measurement program to 

yourself or management, I highly recommend reading one or more of the following books: 

Groundswell by Charlene Li and Josh Bernoff, Meatball Sundae by Seth Godin and The 

Cluetrain Manifesto by Christopher Locke, Rick Levine, Doc Searles, and David Weinberger. 

 

Measurement: The What 
 

Once you’ve convinced the decision makers that a SMM measurement program is 

beneficial, the next logical step is to understand what can or should be measured. Whether 

you’re a business-to-business (B2B) or business-to-consumer (B2C) company, there are a 

variety of compelling metrics to track.  Conversions can include registrations, downloads and 
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inquiry forms for B2B or lead generation and online sales for B2C or ecommerce companies.  

For offline or offline-to-online leads, utilize unique toll-free number, URLs or promotional codes.  

 

Beyond quantitative measurement, there are powerful engagement metrics to consider.  

Common on-site engagement metrics include unique visitors, page views per visitor, bounce 

rates, visit duration and frequency and volume of conversations. For social media networking 

and expert sites (i.e. LinkedIn and Facebook), relevant engagement metrics may include quality 

and quantity of followers/friends/connections, quantity of endorsements/referrals/ 

recommendations, forum post volume and content as well as quantity of “best answers.” 

Additional interaction metrics include volume of comments/posts/messages and ratings. 

Interaction metrics can be weighted, depending on the situation. For example, comments may 

be assigned a “1” rating, whereas new discussion topics earn a “2” and direct promotion of a 

site or link may be a “3”. 

 

For companies focused on the blogosphere or micro-blogosphere, key metrics may 

include the quality of visitor (profiles), quantity and quality of comments, bookmarks and 

inbound links. Additionally, referring traffic sources and the quantity of RSS feed subscribers 

and send-to-a-friend email forwards are appropriate. The blogosphere is frenetic, yet there are 

rules of the road, so make sure you know and understand your audiences and the technology 

before implementing. 

 

For search engine marketers in particular, search engine visibility/saturation is a primary 

objective, if not also a core metric. In the context of social media, search engine saturation 

measures online visibility of a company’s social media sites (rather than corporate site).  Search 

saturation should be measured beyond branded keywords to include targeted non-branded 

keywords.  For example, Twitter posts, or “Tweets” that rank for targeted keywords are valuable 

in that they can lead to traffic from keywords for which the site currently does not rank.  

 

While visibility in target search results is typically a primary key performance indicator 

(KPI), at the end of the day, SEM professionals are paid to drive traffic that converts to leads or 

sales.  As such, one of the most important SMM metrics is referral traffic.  Traffic sources are 

usually tracked by even standard analytics platforms (i.e. Google Analytics). Since very few 

companies focus on brand building as the primary search marketing objective (think technology 
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B2B companies), social media sites are essentially traffic referral sources. Regardless, SMM 

can be effective for both brand-building and traffic development. 

 

For companies farther down the SMM measurement path, or those simply convinced its 

worth exploring more advanced metrics. Some of those metrics include: comprehensive 

competitive and industry benchmarking, content filtering (by tone, type and source) or influence 

filtering (visibility, credibility, etc.), referring traffic (resulting in cross-promotional efforts). The 

bottom line is that it’s relatively cheap and easy to create a highly measurable ad sales network.  

 

Measurement: The How 
 

Once you’ve begun to understand the whys and whats of social media marketing, it’s 

time to move to the most critical step in the process: measurement. While it is possible to 

implement a SMM measurement program with free tools like Google Agents & Analytics, 

Technorati, Twitter Search (Summize) and Yahoo! Pipes, much of the process can be further 

automated or improved by a variety of paid services. 

 

When it comes to monitoring conversations out on the blogosphere (or elsewhere for 

that matter, there are a handful of measurement services available, including BuzzLogic, 

BuzzMetrics, Narrative Network, Radian6, SentimentMetrics and Techrigy. As far as uniquely 

vertical analytics offerings, TubeMogul is a good example of a new breed of solutions that help 

companies and agencies distribute, manage and measure content (in this case, videos). Similar 

tools are available for audio and images, to a lesser extent. In the Resources section at the end 

of this article, I’ve provided links to a variety of sites that include exhaustive listings of tools you 

can use to measure SMM efforts. 

 

To help illustrate the highs and lows of SMM strategies, I’ve included the following two 

case studies. 

 

Case Study: Attensa Wikipedia 
 

Attensa is a leading provider of Enterprise RSS software including RSS readers and an 

RSS Server. The competitive marketplace required its SEM agency, Anvil Media, to examine 

opportunities for visibility beyond traditional SEO, PPC and even SEM PR. An understanding of 
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Wikipedia and its editorial process helped Anvil Media create informative articles about Attensa 

and its RSS products. Shortly after creating the Wikipedia articles, Anvil was able to 

demonstrate that Wikipedia leads converted at an 18 percent higher rate than any other form of 

marketing. The resulting case study, which was featured in MarketingSherpa (#CS917), led to a 

swift and costly reaction by Wikipedia editors, resulting in Anvil Media changing its Wikipedia-

related policies and practices. Regardless, the experience proved that social media marketing 

ROI can be effectively measured. 

 

Case Study: Jive Software Social Bookmarking 
 

Jive Software, an enterprise collaboration software provider and also an Anvil Media 

SEM client, looked to take advantage of social media bookmarking to generate visibility and 

leads for its ClearSpace platform. With help from Anvil Media, Jive was able to measure traffic 

resulting from Digg and StumbleUpon featured articles. In October of 2007, StumbleUpon 

generated 450 visitors in 1 day. Unfortunately, none of those visitors resulted in a conversion 

(trial download). In January 2008, a front page feature on Digg generated nearly 15,000 unique 

visitors in less than 2 days. Similarly, however, Digg only managed a .02% conversion rate, 

which was a small fraction of the average site conversion rate. The conclusion at Anvil Media 

was that social bookmarking can be a short-term awareness and traffic generator, but rarely 

delivers qualified visitors. 

 

Conclusion: 
 

Thus far, we’ve outlined the need for SMM measurement, as well as described the 

differences between monitoring and measurement. Next, we discussed the why, the what, and 

the how of SMM measurement. Lastly, we topped off our discussion with two case studies, to 

help illustrate the results of an effective SMM measurement program. At the end of the day, 

what matters most is that you can create meaningful insights through SMM measurement, for a 

minimal cash investment. Below are a handful of additional resources. 
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Additional SMM Resources: 
 

Idiotproof Social Media Marketing Optimization Strategies for Businesses 

http://www.anvilmediainc.com/social-media-marketing-optimization-article.html 

 

Social Media Monitoring and Analysis: Brand Building or Corporate Crusher? 

http://www.anvilmediainc.com/social-media-monitoring-and-analysis-article.htm 

 

LinkedIn and Twitter Profile Optimization for Dimwits 

http://www.anvilmediainc.com/linkedin-twitter-profile-optimization-article.htm 

 

Social Media Monitoring and Analysis: Generating Consumer Insights from Online Conversation 

http://www.aberdeen.com/summary/report/benchmark/4587-RA-consumer-insights-online.asp 

 

SNCR Report: New Media, New Influencers and Implications for Public Relations 

http://sncr.org/wp-content/uploads/2008/08/new-influencers-study.pdf  

 

Measuring Social Media Marketing: It’s Easier than you Think! 

http://www.searchenginejournal.com/measuring-social-media-marketing-its-easier-than-you-

think/5397/ 

 

How to Measure Social Media ROI for Business 

http://mashable.com/2008/07/31/measuring-social-media-roi-for-business/ 

 

Using social media to connect with your audience 

http://knol.google.com/k/ignite-social-media/social-media-marketing/3ewrpi523xouy/3# 

 

Tweetpoll Results on Social Media Monitoring and Measurement 

http://www.toprankblog.com/2008/08/tweetpoll-results-on-social-media-monitoring-and-

measurement/ 

 

Monitoring Social Media Before You Have a Budget 

http://net-savvy.com/executive/tools/monitoring-social-media-before-you-have-a-bud.html  

 

http://www.anvilmediainc.com/social-media-marketing-optimization-article.html
http://www.anvilmediainc.com/social-media-monitoring-and-analysis-article.htm
http://www.anvilmediainc.com/linkedin-twitter-profile-optimization-article.htm
http://www.aberdeen.com/summary/report/benchmark/4587-RA-consumer-insights-online.asp
http://sncr.org/wp-content/uploads/2008/08/new-influencers-study.pdf
http://www.searchenginejournal.com/measuring-social-media-marketing-its-easier-than-you-think/5397/
http://www.searchenginejournal.com/measuring-social-media-marketing-its-easier-than-you-think/5397/
http://mashable.com/2008/07/31/measuring-social-media-roi-for-business/
http://knol.google.com/k/ignite-social-media/social-media-marketing/3ewrpi523xouy/3
http://www.toprankblog.com/2008/08/tweetpoll-results-on-social-media-monitoring-and-measurement/
http://www.toprankblog.com/2008/08/tweetpoll-results-on-social-media-monitoring-and-measurement/
http://net-savvy.com/executive/tools/monitoring-social-media-before-you-have-a-bud.html
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Smash Magazine – Web 2.0: Buzz-Monitoring and Tracking 

http://www.smashingmagazine.com/2006/11/24/buzz-monitoring-observing-und-tracking/  

 

Hundreds of Resources for Finding Content for Your Blog 

http://lorelle.wordpress.com/2006/01/23/blogging-tips-hundreds-of-resources-for-finding-

content-for-your-blog/ 

 

Jeremiah Owyang's Social Media Measurement Blog Archives 

http://www.web-strategist.com/blog/category/social-media-measurement/ 

http://www.web-strategist.com/blog/2006/11/25/companies-that-measure-social-media-

influence-brand/ 

http://www.web-strategist.com/blog/2006/11/25/companies-that-measure-social-media-

influence-brand/ 

 

Kent Lewis is President of Anvil Media, Inc., a search engine marketing agency based in 

Portland, OR and can be reached at 503.595.6050. 

http://www.smashingmagazine.com/2006/11/24/buzz-monitoring-observing-und-tracking/
http://lorelle.wordpress.com/2006/01/23/blogging-tips-hundreds-of-resources-for-finding-content-for-your-blog/
http://lorelle.wordpress.com/2006/01/23/blogging-tips-hundreds-of-resources-for-finding-content-for-your-blog/
http://www.web-strategist.com/blog/category/social-media-measurement/
http://www.web-strategist.com/blog/2006/11/25/companies-that-measure-social-media-influence-brand/
http://www.web-strategist.com/blog/2006/11/25/companies-that-measure-social-media-influence-brand/
http://www.web-strategist.com/blog/2006/11/25/companies-that-measure-social-media-influence-brand/
http://www.web-strategist.com/blog/2006/11/25/companies-that-measure-social-media-influence-brand/
http://www.anvilmediainc.com/case_study_versation.htm
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Chapter 14:  
How to Get Search Engines to Love Your Site 
with Social Media  
by Alexis Siemon 
 

In the world of search engine marketing, links are extremely important. Search engines 

view inbound links to your Website as votes—endorsements of your site and its content. The 

more of these votes your site receives, the more the search engines regard it as a trusted 

source and the more likely you are to rank high in their search results for your keywords. 

 
There are many different kinds of Websites you can get links from. There are links from 

big trusted sites and directories like Yahoo and DMOZ, links from relevant vertical search 

engines, links from respected industry organizations, links from forums and blogs, and so on. 

And there are almost as many techniques for getting the links from these sites that the search 

engines love. 

 
Today, I’ll talk about one of those techniques: how to use social media for building links. 

 
The term "social media" typically refers to social news sites like Digg, social 

bookmarking sites like del.icio.us and StumbleUpon, and social networking sites like MySpace 

and Facebook. Social news and social bookmarking sites are the most common social media 

sites used in a link-building effort. 

 
These sites were designed specifically for people with shared interests to post and vote 

for content all over the Internet. Social media is a great way to get your articles and Website 

content in front of a large group of people in a relatively short amount of time. And this can 

generate lots of traffic to your site. 
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Through my own recent experiments with link building through social media, I attracted 

over 28,000 visitors to the Early to Rise health-newsletter sister site, Total Health 

Breakthroughs. And a measly 0.2 percent of those visitors signed up for the newsletter. If this 

were the only marketing technique we were using to build the e-mail list for the newsletter, we’d 

be in some seriously sorry shape. 

 
We’ve made some improvements to ensure that our conversion rate will be higher next 

time. Still, despite getting a disappointing number of subscribers from all that traffic, my little 

experiment with social media did have a positive side. It also resulted in about 600 inbound links. 

 
This is how social media can give you a big boost, especially if you are just starting out 

building links for a new site. If a page of your site makes the first page on Digg or gets a lot of 

reviews on StumbleUpon, you get that much more exposure to Web users who have their own 

sites and blogs. If these bloggers and Website owners like your content, they’ll link to you. This 

has the potential to build your links exponentially! And remember, the search engines love it 

when your site has lots of relevant inbound links. 

 
"All right, you’ve convinced me! So now what do I do?"  

 
1. First, you have to have interesting content.  

 
2. Then you have to present that good content in ways that will get the attention of 

social media junkies.  

 
Here are four types of content that social media users love: 

 

• Lists - Some would say lists are cliched or overused by now, but they still work. 

Top-10 lists seem to do really well, particularly on Digg. As I write this, there is a 

story on the first page of Digg with the headline " The Top 10 Places to Take a 

Techie on a Date." So if you can rework a page of your content or one of your 

articles into a Top-10 list, give it a shot. 

• How-To Articles - Like lists, how-to guides do well. If you’re in the business of 

teaching people how things are done, you’re one step ahead of the game. 

• Controversial Topics - People love controversy, but use this tactic wisely. You 

don’t want to misrepresent yourself or your site. You just want to create a buzz. 

http://www.totalhealthbreakthroughs.com/ads/etrad07-11-07.html
http://www.totalhealthbreakthroughs.com/ads/etrad07-11-07.html
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• Catchy Headlines - As with every other form of marketing, your headline is key 

in social media. Craft it carefully to attract the most attention. 

 

3. In addition to having the right content on your Website, you have to comply 
with social media’s unwritten code of conduct.  

 
There is a reason social media is also known as social networking . When you create an 

account on a social media/networking Website, you are literally signing up to be part of a 

community. Kind of like a condo association, the early adopters and hardcore users of social 

media sites take their communities very seriously. And they like it best when you play along. 

 
If there’s anything this society hates, it’s overt marketing. If they suspect you are 

participating in their network purely to promote your site, they will report your submissions as 

spam and can even have the site disable your account. So here are some tips to help you 

appear more like a real person and less like a loathsome marketer. 

 
• Upload an Avatar - An avatar is a little picture that’s associated with your 

account. It’s a pixilated ambassador that represents you and all the actions you 

perform on your account. An account profile without an avatar is a pretty good 

indicator of a marketer. 

• Don’t Submit Content Solely From Your Website - This would seem like a no-

brainer, but it is often forgotten. If the only pages you submit to a social media 

site are from your Website, chances are you’re a marketer. 

• Add Friends - Friends will usually vote for the content you submit. The more 

friends you have, the more votes for your content. The more votes you have, the 

better your chances of getting content on the first page of the social media site. 

But remember to reciprocate. Nobody likes a taker. 

• Be a Real Person - A surefire way to look like a real person and not a marketer 

is to actually be a real person. Social media sites are fun! That’s why they’re so 

successful. 

 

Let yourself go, and truly participate in the community. Make friends. Comment on posts. 

Discover new Websites. When you do submit something from your own site, it will simply be 

another genuine contribution of great content. After all, marketers are people too, right? 
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Using social media to build links to your Website can help boost your search engine 

rankings. It’s a lot of work, but it can also be rewarding…and entertaining. Follow these tips and 

you’ll be well on your way to driving useful traffic to your Website. 

 
### 

Alexis Siemon is Search Engine Marketing Specialist for Early to Rise 

(www.earlytorise.com). Early to Rise is a free, daily, online newsletter full of useful ideas about 

Internet marketing, direct response marketing, business building, investing, natural health, and 

much more. Click here to sign up for this unmatched free resource, and learn new ways every 

day to make yourself healthier, wealthier, and wiser.  

http://www.earlytorise.com/
http://www.earlytorise.com/
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Chapter 15:  
Measuring Social Media 
By Wendy Montes de Oca 
 
 

If you’re an online marketer or publisher, chances are you’re well aware of the power of 

social media optimization (SMO). If you’re new to the world of Internet marketing, you’ll be 

interested to know that this breakthrough method is a truly inexpensive (practically free) way to 

create buzz about your products, increase traffic to your site, build trust about your company, 

and boost your sales. 

 
Today, I’m going to show you a simple way to get started in social media marketing—

and an easy three-step process you can use to measure how well it’s working. 

 
In a nutshell, social media is an interactive platform where people can correspond—via 

chat rooms, forums, bulletin boards, networks (as in MySpace, Facebook, Classmates, LinkedIn, 

Bebo), user-generated content sharing (as in Digg, StumbleUpon, Reddit), wikis (interactive 

online encyclopedias), and blogs—with like minded individuals who share similar interests, 

whatever those interests may be. 

 
Cutting-edge businesses and marketing-centric companies have jumped on the social 

media bandwagon to leverage the increased popularity of this phenomenon. Companies large 

and small got their marketers to create MySpace, FaceBook, or LinkedIn profiles in order to 

have their fingers on the pulse of the market, correspond with consumers, and create buzz 

about their products. 

 
At Early to Rise (ETR), we’ve been on the Web for some time now, dabbling in all sorts 

of social media activities with content syndication, viral marketing, and online PR efforts. 

 

http://www.earlytorise.com/2007/10/27/the-sonar-content-distribution-method-of-getting-more-traffic-and-more-sales.html
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Recently, we started leveraging the presence of our individual team members on 

LinkedIn. If you’re not familiar with this site, it’s a network community for business professionals. 

Users can set up profiles highlighting their corporate experience and areas of expertise. 

 
Edwin Huertas, one of ETR’s search engine marketing specialists, answers select 

questions on LinkedIn that are related to his area of expertise. He also uploads blog posts about 

a variety of search engine optimization (SEO), search engine marketing (SEM), pay-per-click 

(PPC), and social media practices. This helps create buzz about ETR (through Edwin’s profile 

and position at ETR). Plus, he sometimes supplements his posts with links back to relevant 

articles on our Website—which helps drive traffic to the ETR site. 

 
This is a practice you can emulate easily. Simply register as a member of one of the 

social media groups. Then begin to participate in the discussions. For instance, if a LinkedIn 

member posts a specific question about SEO, Edwin will try to find an article on our ETR site 

that addresses that issue. He then answers the question in his own words, but recommends that 

the member also read the ETR article, which has more valuable information. By answering 

questions posed by your fellow members (making sure you add relevant links back to content 

on your Website), your posts will begin to generate “free” traffic. 

 
Another site that works well for us is StumbleUpon.com. This site directs Internet surfers 

to Web pages based on the surfer’s pre-selected categories every time they click on the 

“Stumble” icon on their toolbar. 

 
You can install the StumbleUpon toolbar on your own computer and recommend articles 

on your own site. This allows you to give any page a “Thumbs Up” or “Thumbs Down” rating. It 

also allows you to include a brief description and category for your submission. If you rate your 

article, it will appear in the StumbleUpon rotation—which, again, means ‘free’ traffic to your site. 

 
Getting started is super-easy. But the key to making social media work for you is the 

same with any marketing medium: You need to have a way to find out if it’s working. 

 
Although many marketers have been going all out with their social media efforts, most 

haven’t a clue as to how to actually measure the campaign’s success or failure. 

 

http://www.earlytorise.com/author/edwin-huertas/
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Let’s say Early to Rise just published an article on goal setting for 2009. The article is 

followed by a related product ad in the ETR issue, as well as by a separate e-mail promotion for 

a related goal setting product, like our Total Success Achievement program. Product sales are 

generated from the e-mail and from the ad. Meanwhile, the social media aspect takes over. 

 
The article content is syndicated via RSS feeds, as well as top article directories (like 

EzineArticles, GoArticles, ArticleBase, Buzzle, and others) and user-generated content 

networks (such as Digg and Reddit). Readers may also discuss the article on goal setting and 

self-improvement blogs, forums, and bulletin boards. 

 
So how could you measure the social media aspect of such an effort? 

 
It’s easy. By using the same metrics that are used to measure a public relations effort: 

Outputs, outcomes, and objectives—what I like to call the “3 O’s.” 

 
1. Outputs (measures effectiveness and efficiency) 

 
For our example, I’d look at Google Analytics for spikes in traffic to the Early to Rise 

homepage in the days following the article’s publication. I’d look specifically at traffic sources, 

visits, unique visits, and visit percentages. I’d also look at referring sites and search engines to 

see whether the traffic is coming directly from social media platforms. And I’d look for an 

increase in new ETR subscriber sign-ups (leads) during that same time period. 

 
2. Outcomes (measures behavioral changes) 

 

For this metric, I’d look at feedback from our customers…e-mails, phone calls, 

comments posted on our ETR member forum. I’d also do some reputation monitoring by 

searching the Web for keywords like “ETR,” the article title, and the product name to see if 

others were talking about it in chat rooms, external forums, and bulletin boards. 

 

3. Objectives (measures business objectives/sales) 

 

The most obvious and directly related metric is direct sales of the product that are tied to 

the editorial. Orders generated from an e-mail link or ad link are coded for tracking, so 

attributing sales to those sources is definitive. If the sales come from a product page on our 

http://web-purchases.com/TSG/ETSGJC02/?o=1622088&u=6192141&l=urlid%5D
http://www.earlytorise.com/2007/06/29/a-real-simple-way-to-get-your-customers-attention.html
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Website where the true “source” cannot be tracked, I’d look at the sales during the 

corresponding dates of the campaign for correlations. 

 
Finally, for each of the above, I would compare the current campaign data versus the 

year-to-date (YTD) average and year-over-year data to clearly illustrate pre- and post- 

campaign performance. In other words, I’d check out Website traffic, unique visits, specific 

product sales, etc.—all for the same time periods. That way, I’d have an established benchmark 

against which to measure our current social media efforts. 

 
Social media is a low cost and effective way to spread the word about your company 

and products, as well as to conduct market research. By understanding the “3 O’s” and how 

they work, you can actually quantify your efforts with hard data…a critical component for any 

direct marketer. 

 
### 

 

Wendy Montes de Oca is the Vice President of Marketing and Business Development for 

Early to Rise (www.earlytorise.com). Early to Rise is a free, daily, online newsletter full of useful 

ideas about Internet marketing, direct response marketing, business building, investing, natural 

health, and much more. Click here to sign up for this unmatched free resource, and learn new 

ways every day to make yourself healthier, wealthier, and wiser. 

 
 

 

 

 

 

http://www.earlytorise.com/
http://www.earlytorise.com/
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Chapter 16:  
Getting Strategic About Social Media 
By Thom Kennon 

 

Perhaps you’ve had a certain nagging feeling of late that your brand or your clients’ 

brand is slipping hopelessly behind everyone else when it comes to social media and social 

network marketing.  

 

You can’t open a trade magazine or eaves-drop over conference cocktails without 

learning of the inevitably awesome new viral campaign, or Facebook page, or hosted blog or 

any of the other buzz-word laden shiny new things someone has bought, built and hoisted up 

onto their digital marketing shelves for all to see and engage with it. Maybe. 

 

A Brief History of the Next Big Thing 
 

Some of us are old enough to remember how database marketing was going to change 

the way we built, delivered and measured our marketing stories. And it seems like only 

moments ago that CRM and its amazingly simple yet perfect kid brother One-to-One Marketing 

was going to shift all known paradigms right out from underneath us all. 

 

Perhaps even the youngest amongst our increasingly jaded ranks can also  recall the 

awful popping sound when the bottom fell out of the hyper-inflated overvalued “banner fed 

economy”.  

 

The music certainly seemed to stop then, and it wasn’t until search—yes, search!—

came slinking up to dazzle us with the promise of consumer initiated marketing. (Note to 

marketers:  search is real, start shifting your budgets…) 
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But now, we seem to be in for something completely different—social media and it’s 

companion disciplines and behaviors,  social network marketing, social search and most 

recently social retailing.  

 

Is it Really Media? 
 

Although much of “social media” doesn’t look or act like traditional media, it’s critical that 

we view the communications and programs we run in the social media space as media. 

Whether it is a hosted blog on our brand site, a widget inside a rich media ad unit or a page or 

posting we push into a social network these assets are best imagined and measured when we 

treat them with the same rigor as we do our traditional media. From how we design to how we 

target, distribute, measure and optimize—treating these programs as media can only serve to 

better inform and support our efforts to apply whatever measures and controls we can 

throughout the social media serving and consumption loop. 

 

Losing Control  
 

Of course the most distinguishing feature of social media, indeed the most frightening 

aspect to many marketers, is the seeming and sometimes real loss of control.  

 

When we set loose our brand, our message and voice - our media - into the wilds of 

social networks it is media that we surrender to the ecosystem. Control becomes a very tenuous 

proposition. In the hands of our consumers, our brands can do some interesting things, 

sometimes in ways that are decidedly not aligned with how we might want them to act. 

 

Certain types of social media, like a hosted blog on your brand’s Website, can be more 

easily controlled, since posts can be moderated before publishing to the community. But even in 

these cases, a brand should be prepared to allow certain content to be published—such as 

negative product reviews—that they may wish they hadn’t.  

 

Best practices in social media—a decidedly new religion—suggest that if a brand is 

brave enough to foster conversations between and among their customers and constituents, 

moderators should edit or spike posts for civility and topicality alone, not content or opinion. 
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But there is an upside to this bravery, as it also demonstrates transparency and 

authenticity, two traits that will make your community believable and credible to consumers. 

 

Once we leave our walled gardens with our social media and social network marketing 

messages it is important to understand a certain level of control is being surrendered to wild as 

our distributed experiences live, travel and evolve out in the digital wild. 

 

Our “tell a-friend” emails can be modified and forwarded. Our widgets and applications 

are distributed into networks and sites that might not otherwise ever appeared in your paid 

media plans. 

 

These are important planning considerations to have when developing the content and 

functionality of your social media, as you choose carefully the initial targeted seed audiences 

and networks where you will be serving or distributing content. 

 

Distributed Experience  
 

If your digital strategy rests on driving all the potential users or customers your are 

seeking to engage with to your Website alone, it will fail.  

 

A significant portion of your engagement strategy should focus on delivering experiences, 

content, functionality—engagement—to your potential customers where they are actually 

spending them time when they are online. 

 

These distributed digital assets can be leveraged in unique and powerful ways, much 

unlike more traditional digital communications.  A key objective in our social media distribution 

strategy—whether it’s an email, an app, an article or video—is to make one user want to share it 

with another.  Whatever the content, you should consider the most portable, measurable and 

engaging vehicle available for making experience portable—the widget. 

 

Think of a widget as a piece of your owned properties e.g. a Website or a rich landing 

page that can be untethered from the mothership and unleashed into the digital wild. Deployed 

smartly, targeting the right audience with the right content, widgets—and the rich media ad units 
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which can spawn them—can be essential drivers for engagement, awareness, referral and 

ultimately traffic back to your owned media platforms.  

 

Widgets can be shared with friends via email and, importantly, saved to your desktop or 

personal home page or blog. Give users a reason to share your widgets with friends or place 

them on their Websites and you will have established an organic network of extremely efficient 

digital distribution. 

 
Look, It’s a Facebook App! 
 

It wasn’t too long ago that many brands first considering an entry into the social media 

space thought all they needed to do was build a Facebook page and perhaps an application and 

voila—they had a social media program. 

 

And for some brands, products and campaigns, there could be a solid rationale for 

developing a presence in a closed walled-garden community like Facebook, MySpace or Hi5 or 

Bebo.    

 

In the case of Facebook, a marketer has a decent ability to segment and select a user 

community for targeting with their social media “feeds”. This media, essentially embedded within 

the rest of the friend feeds, can link either to an internal Facebook “page” or—not well-

advised—a landing page off the network. Combine this with an interesting application and an 

incentivize for users to share your app with others on the Facebook network can be a good way 

to leverage tell-a-friend. But you should  understand that the potential for true viral reach is 

limited within any walled garden community, even the newly fabled Facebook. 

 

The Ben & Jerry’s Facebook application, as an example, is one of the more popular and 

enduring applications within Facebook, and boast “124,000 month active users”. The campaign 

is aimed at re-enforcing their brand (which really feels like it belongs here) and driving some 

measurable degree of both awareness and even engagement through this social network. 

 

When considering whether a Facebook presence is an appropriate program activity for 

your brand be mindful of this—when consumers are spending time checking their friends’ status 
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and updating their profiles, they are rarely in a media consumption mode. So your marketing 

objectives should be clear and realistic . A Facebook presence, perhaps with a mix of social ads 

and brand/product Facebook page, with an application that be engaging and sharable might be 

right for program.  

 

But be sure to have measured expectations for the affect and results you hope to 

achieve. Above all, it should be honest and transparent. And it  should be delivered within a 

framework that acknowledges and understands that this is, essentially, a non-commercial 

environment and more traditional media interruption techniques should be avoided.  

 

What About Buzz? 
 

Oftentimes, when we first sit down with a client partner to begin planning their social 

media strategy we quickly realize that what they’re seemingly most interested in is “buzz”.   

They’re eager to get their heads around their own brand’s “buzz” and “buzz tracking” or 

“competitive buzz tracking”.  They want to see a report every morning telling them where brand 

mention/sentiment is trending up, down or sideways 

 

And a truly successful social media strategy must always start with “listening” (more on 

this below) since a full and complete understanding of the social media ecosystem where your 

brand lives in the wild is essential for informing your integrated social media strategy. 

 

But brands shouldn’t confuse having an integrated ROI-driven social media strategy with 

a mere process for measuring the mention of their brands and products. Certainly brand 

tracking and trending in the digital wild is important—and the reputation management program 

this might inform. But it should be but one element of your informed, integrated social media 

program. 

 
It All Begins with Listening 
 

In our agency, the social media practice group lead the development of a suite of tools and a 

way of thinking that we refer to as the Listening Platform. At its heart, the platform is a robust 

insights generation engine that is fed by a range of consumer behavioral data—search keyword 
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data, social media conversational content and most recently inbound call center voice-to-text 

data. 

 

So our view on social media and social network marketing may differ somewhat from 

other approaches. First and foremost we see the great ecosystem of digital social behaviors as 

a rich resource for mining primary research data on consumer behaviors, desires, intentions, 

expressions—language.  

 

The tools we’ve developed to mine and analyze this data give us a unique view into the 

consumer’s head, heart and pocket book. These insights are used to infuse and inform all of our 

programs—social media as well as more traditional digital and all-channel marketing—with the 

authentic voice of the consumer. 

 

When developing your social media strategy and program, be sure to start with a 

considerable amount of patient and analytical listening. You will not only be better able to map 

the language of your brand to specific targets but your analysis of the social network landscape 

will provide you a detailed map as to where the relevant conversations are happening and who 

the potential influencers might be—two important elements of a robust social media strategy.  

 

Social Media Planning Framework 
 

Like any other marketing program, if your social media program is going be a success it 

must be informed by a sound strategy, exhaustive planning  and an executable framework for 

delivering results against goal. 

 

Here are a few key areas to consider when developing your integrated social media 

program.  

1. Program objectives. Be specific, this is important. There will likely be several 

program objectives so list them and prioritize them.  

 

Your primary objective may be to develop an “earned media” strategy that is capable 

of extending and amplifying your investment in “paid media”.  A secondary objective 

might be to identify, cultivate, activate and support brand champions in the social 
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media space. List all objectives and rank/weight them by priority to prevent a diluted 

program that attempts too much too fast to affect too little of the business. 

 
2. Business success. Once we agree the objectives we need to identify the specific 

business outcomes that we will seek to drive, and therefore how we’ll measure ROI 

success.  

 

Using the example above, business success might be measured by our ability, over 

time, to reduce the overall, ongoing investment in paid media while using it to ignite 

and exploit the social media it can generate. There is an efficiency balance across 

these two programs that can be targeted, measured and optimized for increased and 

sustainable ROI.  

 

3. Platform mix. As we’ve seen, there is a wide variety of channels, media and 

communications that can comprise a robust and integrated social media program. 

Onsite “owned” communities (think Dell’s “Ideastorm”) might be recommended or, 

perhaps our program is focuses primarily on distributed content and experiences to 

generate organic passalong and referral. We might actually included an evangelist 

activation program which seeks to identify and recruit brand advocates.  

 

4. Personality and Voice. At its heart, a social media program is the act of inserting 

our brand into the conversations of our consumers and prospects. The tone, style, 

and editorial voice of our communications must be developed, briefed and executed 

in the same way we’d brief a Website, an email or a banner campaign.  

 

If we are actually entering these conversations, our voice must be supported with a 

consistent response to consumer questions, competitive noise, market conditions 

and conversational threads. Consider a style guide for moderators, a lexicon for 

digital CSRs, a dynamically updated FAQ and questions database. 

 

5. Risk and Controls. A significant amount of exposure and risk can exist when you, 

effectively, set your brand loose in the digital wild. It’s important that your plan 

include a robust risk-assessment with regard to your unleashed brand and establish 
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proper controls to minimize any negative impact that might occur. Examples of 

situations where controls will be required include: 

 

a. Engagement rules. When you are participating in conversations as a brand 

team member it is essential that the engagement marketers on your team 

have a detailed set of guidelines regarding responses, language, 

prohibitions etc. Transparency is essential. The slightest whiff of insincerity, 

uncertainty or lack of honesty can be turned on your brand in the form of 

flame campaigns, negative ‘blog buzz’ and even bad break-thru into trade 

and general press. A solid FAQ, style guide and rigorous training of your 

engagement specialists are a must. 

 

b. If you develop portable content such as a widget that can be distributed 

freely across the Web, there is a potential for it to end up sharing digital self 

space with other content on sites that might not align well with your brand 

and values. The best way to police and control this is to ensure that proper 

tracking codes are embedded in your widget and ongoing monitoring of 

each unit is performed. If you find that your widget is being served on a site 

or page that is offensive or negative, a speedy request to the publisher 

should be made to take it down. 

 

c. Reputation management. As part of your ongoing social media program, 

it’s important that rigorous monitoring and listening tools are in place. 

These tools will not only serve to measure the effect of your social media 

campaigns, but provide a constant ear to the ground for your brand’s 

mention in the digital ecosystem. Our practice group partners with Visible 

Technologies utilizing their TruCast solution and there are other solutions 

that provide this real-time monitoring of your brand across the Web, such 

as Nielsen BuzzMetrics and Cymfony. 

 

d. If a component of your social media program includes a brand sponsored 

or hosted community, it is important that a detailed and transparent policy 

be developed for the moderation of group discussion forums and oversight 
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of group members. You policy guidelines governing message posting by 

members should be clearly stated and evenly and fairly enforced. Best 

practices suggest that you should allow negative posts about your brand, 

products or services as long as they are civil, constructive and on-topic. 

This can be a difficult pill to swallow for some business and it certainly 

takes not a little amount of brand bravery to foster, indeed, encourage, 

critical and potentially negative conversations about your brand on your 

hosted consumer forums.  

 

6. Measurement. As with any other marketing program, you will want to ensure that you 

can track as discretely and accurately as possible the affect your social media 

programs has against meeting the objectives set and achieving the targeted return on 

investment. 

 
We recommend creating a holistic reporting framework that incorporates your 

traditional marketing mix metrics, e.g. spend, reach, return, margin, retention, LTV, etc. 

along with the new key metrics that will flow from your social media tracking. 

 

Depending how rich and robust your social media program is you will want to track as 

much as can be measured. Examples include— 

 

a. relevant key word mentions (branded and otherwise) in targeted networks,  

                     scored for sentiment.  

b. Sentiment trending for key branded terms 

c. Reach estimation of conversations (traffic to site, longevity of threads 

d. Pass-along of portable content 

e. Tell-a-friend referrals (multi-generational) 

f. Influencer recruitment & activation 

g. Customer acquisition thru social media activity 

h. Site metrics for hosted communities 

 

We’ve found no single measurement tool to date that can track, measure and report 

all of the possible key metrics within your program. So some degree of manual 
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collating and integration of metrics will be required to monitor your program results 

within a single frame. It’s worth it.  

 

Crawl, Walk…Run 
 

A robust social media program must be developed organically over time, with a true 

commitment to test, learn, adapt and optimize. And, depending on your brand’s category, it may 

play a more or less significant role in your overall media mix.  

 

If you are a sports franchise or entertainment property, your consumers will naturally be 

prepared, even eager, for a more passionate attachment to your brand that can be delivered 

and sustained through various elements of an integrated social media program. 

 

But if you are a financial services company or pharmaceutical brand, the more complex 

and regulated environment that makes up your marketplace will require a more studied and 

perhaps less aggressive foray into the social media landscape of your customers. 

 

But whatever your brand does for a living, it’s likely that the time has come to think about 

and plan a path for how it will live beyond the more traditional barriers of our walled digital 

gardens. Your social media strategy must be deeply aligned with your brand values and the 

promise of your products. Keep this alignment transparent and authentic and you might find that 

your customers are ready for a change in the dynamics of engagement with your brand your 

products and the value you bring to their—decidedly social—lives. 
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CONCLUSION 
 
With things changing so fast, it’s impossible to know which social networking sites will be 

the best medium for promoting yourself and your business.  

 

As in all marketing, there is no one magic bullet that will work for everyone. It’s even 

impossible to predict which of these sites will stay on top, and which will be abandoned and 

forgotten. It could be one of the sites mentioned here, or some new technology that doesn’t 

even exist yet. Only time will tell.  

 

In the meantime, the fast turnaround time, minimal expense, and increasing popularity 

mean that the social networking phenomena isn’t going away. And since your customers are 

using social networking Websites, you should too.  



The Social Networking Handbook 
 
 

Center for Technical Communication. ©2008                                                                         118 

 
 
 

APPENDIX A:  
Other Social Networking Websites  

 
43 Things (www.43things.com) Keyword tagging site focused on goal-setting. Users 

create a free account and then list a number of goals and dreams, which are then tagged and 

connected to other users with similar goals.  

 

aSmallworld (www.asmallworld.net) An invitation-only personal networking site open 

only to business and entertainment elite, including celebrities such as Naomi Campbell, Quentin 

Tarantino, and Ivanka Trump. Features include an events calendar, a city guide, and private 

messaging.  

 

Badoo (badoo.com) A London-based social network for European teens.  

 

Bebo (www.bebo.com) Similar to MySpace, Bebo allows users to post pictures, write 

blogs, and send messages to each other.  

 

BlackPlanet.com (www.blackplanet.com) A social network for African Americans.  

 
Broadcaster.com (www.broadcaster.com) A social network that allows users to chat 

live via Webcam as well as post videos and pictures and view third party content such as 

movies and music videos.  

 
Buzznet (www.buzznet.com) Buzznet is a social networking Website where users 

connect based on shared interests in music, celebrities, the media, and pop culture.  

 

CarDomain (www.cardomain.com) A social networking Website for car enthusiasts, 

CarDomain allows users to post profiles of their cars for other users to view, rate and comment on.  

 

http://www.43things.com/
http://www.asmallworld.net/
http://badoo.com/new/
http://www.bebo.com/
http://www.blackplanet.com/
http://www.broadcaster.com/
http://www.buzznet.com/
http://www.cardomain.com/
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Care2 (www.care2.com) Green living and social activism social network that connects 

activists around the world.  

 

Classmates.com (www.classmates.com) This site allows high school and college 

alumni to reconnect and keep in touch.  

 

Consumating (www.consumating.com) A site that allows people with similar interests to 

connect using keyword tags in their profiles. Users can also rate each other’s profiles in a sort of 

online popularity contest.  

 
Dandelife (www.dandelife.com) A social networking site based on personal narratives 

and shared biographies. Users post their past or current experiences, which can then be 

searched using the dates they were posted or occurred, as well as tagged keywords.  

 
Experience Project (www.experienceproject.com) This site lets people connect with 

each other based on shared life experiences such as battling depression or surviving a divorce.  

 
Faceparty (www.faceparty.com) A Facebook and MySpace-style site for British teens 

and 20 somethings.  

 
Fotki (www.fotki.com) A digital photo and video sharing site that allows users to sell 

prints of their photos, as well as blogging capabilities.  

 
Fotolog (www.fotolog.com) An online photo sharing site. The majority of its users live in 

South America.  

 
Friends Reunited (www.friendsreunited.com) A British site that reconnects old friends, 

family members and former classmates for reunions, family history research, dating and job-

hunting.  

 
Geni (www.geni.com) A social networking site that allows users to construct their family 

tree online.  

 

http://www.care2.com/
http://www.classmates.com/
http://www.consumating.com/
http://www.dandelife.com/
http://www.experienceproject.com/
http://www.faceparty.com/
http://www.fotki.com/
http://www.fotolog.com/
http://www.friendsreunited.com/
http://www.geni.com/
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Graduates (www.graduates.com) This site helps friends keep in touch after they 

graduate high school and college. Users sign up for free and can post a then and now photo, a 

list of their interests and favorite things, as well as companies they’ve worked for.  

 
hi5 (www.hi5.com) A general interest social networking site similar to MySpace and 

Facebook.  

 
imeem (www.imeem.com) A site where users interact with each other by sharing audio, 

video, photos and blogs.  

 
Jaiku (www.jaiku.com) A microblogging site similar to Twitter where users make short 

blog entries that resemble haikus.  

 
LibraryThing (www.librarything.com) A social networking site for authors and book-

lovers to post and share their personal library catalogs and book lists.  

 
MEETin (www.meetin.org) A site that allows likeminded people to meet for group 

gatherings without charging or paying member fees or dues.  

 
Meetup (www.meetup.com) Similar to MEETin, Meetup allows users in the same 

geographic area to meet face to face with others who share similar interests. Users can search 

using their ZIP code and the topic they want to meet about to find likeminded folks.  

 
Mixi (mixi.jp) A Japanese social networking site that allows users to connect via 

common interests. Members send and receive messages, write in a diary, and join and form 

groups.  

 
MOG (mog.com) A social networking site for online music enthusiasts. 

 
Multiply (www.multiply.com) This site enables users to share online content such as 

photos, videos and blogs with their so-called “real world” network of firsthand contacts. Users 

can also post book and movie reviews, as well as an events calendar, and blog entries can be 

http://www.graduates.com/
http://www.hi5.com/
http://www.imeem.com/
http://www.jaiku.com/
http://www.librarything.com/
http://www.meetin.org/
http://www.meetup.com/
http://mixi.jp/
http://mog.com/
http://www.multiply.com/
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cross-posed to a LiveJournal, Blogger or TypePad account, as well as distributed via e-mail and 

mobile phones.  

MyChurch (www.mychurch.org) A MySpace-style social networking site for Christian 

Churches.  

 
myYearbook (www.myyearbook.com) A free, general interest social networking site 

similar to Friendster, Facebook and MySpace.  

 
Netlog (www.netlog.com) A Belgian social networking site aimed at European youth. 

Members can share music playlists and videos, post blogs, and join groups called “clans.”  

 
Nexopia (www.nexopia.com) A general interest site for users aged 14 and up. The 

users are predominantly Canadian.  

 
Ning (www.ning.com) Ning is a free program that allows users to create their own social 

networks. It is ideal for businesses who want a social networking site targeted toward a specific 

niche, yet lack the funds and technical expertise to build one on their own.  

 
Orkut (www.orkut.com) Popular in Brazil, Greenland, and India, this site, run by Google, 

allows users to interact by creating profiles and forums.  

 
Piczo (www.piczo.com) This site allows users to create their own advertising-supported 

Websites.  

 
Playtxt (www.playtxt.net) A free mobile phone networking service that allows users to 

list their location anywhere in the world by entering the closest town or city. Playtxt then 

searches for friends of that user who might live nearby.  

 
RateItAll (www.rateitall.com) Social networking site built around consumer ratings of 

everything from consumer products to French directors.  

 
Reunion.com (www.reunion.com) A site that allows users to reconnect with old school 

friends.  

 

http://www.mychurch.org/
http://www.myyearbook.com/
http://www.netlog.com/
http://www.nexopia.com/
http://www.ning.com/
http://www.orkut.com/
http://www.piczo.com/
http://www.playtxt.net/
http://www.rateitall.com/
http://www.reunion.com/
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Shelfari (www.shelfari.com) An online community for book-lovers to share book 

recommendations.  

 
Soundpedia (www.soundpedia.com) An Internet radio and music community site based 

in Singapore.  

 
Sportsvite (www.sportsvite.com) A free Web community that connects people who play 

sports.  

 
StudiVZ (www.studivz.net) A networking site similar to Facebook for European college 

and university students.  

 
TakingITGlobal (www.takingitglobal.org) An online community connecting students who 

are interested in social and political causes.  

 
Takkle (www.takkle.com) An online community where student athletes can connect and 

post photos and videos.  

 
There (www.there.com) A 3-D virtual world similar to Second Life where users create 

avatars to interact with each other and sell virtual products and services.  

 
TravBuddy.com (www.travbuddy.com) A social networking site for travelers. Users post 

travel-related blogs, travel photos, and reviews of hotels, bars and attractions.  

 
Travellerspoint (www.travellerspoint.com) A site that connects fellow travelers to share 

their experiences and advice.  

 
Tumblr (www.tumblr.com) A fully customizable site where users can share text, photos, 

quotes, links, music, and videos from their browser, e-mail or cell phones. 

 
WebBiographies (www.Webbiographies.com) A social networking service where users 

can post and share their biographies and family trees.  

 

http://www.shelfari.com/
http://www.soundpedia.com/
http://www.sportsvite.com/
http://www.studivz.net/
http://www.takingitglobal.org/
http://www.takkle.com/
http://www.there.com/
http://www.travbuddy.com/
http://www.travellerspoint.com/
http://www.tumblr.com/
http://www.webbiographies.com/
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Woophy (www.woophy.com) An online community and photo sharing site where users 

can post pictures they’ve taken on a world map and discuss their photos.  

 
Xanga (www.xanga.com) A social networking site that hosts member profiles, blogs, 

photos and videos.  

 
Yahoo! 360 (360.yahoo.com) Currently in beta testing, this Yahoo! site incorporates 

elements of social networking such as blogging and photo sharing that Yahoo! users can 

access using their existing accounts.  

 
Zooomr (www.zooomr.com) A photo sharing site that offers unlimited photo uploading 

and storage.  

 

http://www.woophy.com/
http://www.xanga.com/
http://360.yahoo.com/
http://www.zooomr.com/
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APPENDIX B:  
Twitter  

 

As television changed the way we see beyond our cities and towns, igniting protests of 

the Vietnam war, so may Twitter and social media affect how we perceive the ever-shrinking 

world. From the Obama campaign to members of congress all the way to the G20 protests, it 

seems as though Twitter isn’t just becoming another social media tool, but a new way for the 

world to communicate.  

 

The way communication professionals use Twitter is far less profound in changing the 

world’s perception. However, using it to monitor and change audience perceptions is significant 

to our campaigns. The basics of Twitter – the Web and texting – are a good introduction to 

using the service. But what if you need a little more power behind you.  

 

There are dozens of Twitter applications out there that work well. This guide is only an 

introduction to get you from the basic to something with a little more juice. Where you go from 

there is entirely dependant on how and why you use Twitter. All desktop applications reviewed 

work on both PCs and Macs.  

 

Tweetdeck (http://www.tweetdeck.com) 

Tweetdeck is the most used and functional desktop application available. It’s power lies 

in its customizable panels. You create panels that update with whatever filters you want. The 

Tweetdeck application will keep track of them all, and let you know when you have new tweets 

to view. If you’d like to keep an eye on mentions of your company or clients name, this is a 

superb application to use. Your only limit is the size of your screen. 

 

That being said, the downside of Tweetdeck is size. If you don’t have much real estate to 

work with, Tweetdeck is going to take over your screen. If you work with only one panel, you’ll 

be fine and this application will take up no more space than any of the others. 

http://www.tweetdeck.com/
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Twhirl (http://www.twhirl.org) 

Twhirl’s main strength is that you can connect to multiple Twitter accounts 

simultaneously. Similar to Tweetdeck, the more you set up the more real estate you’re likely to 

lose. The icons that access other information such as replies and filters are a little hard to 

decipher at first, but are a convenient way of smashing a lot of functionality into tight space.  

  

DestroyTwitter (http://www.destroytoday.com/projects/destroytwitter) 

Despite its odd name, DestroyTwitter is an extremely functional application, and my 

favorite. DestroyTwitter’s search feature will monitor in the background, but unlike Tweetdeck, 

you only get one filter. One feature I thought was a nice plus was the “tweetshrink” tool. It isn’t 

perfect, but if you’re only a few characters past 140, this is a quick way of paring things down. 

DestroyTwitter runs in the background or in your system tray/dock. As a convenience, new 

tweets can pop on screen in the foreground.  

 

Mobile Applications 
Like members of congress, you’re probably on the go quite a bit. Because of the 

conversational nature of Twitter, it’s a good idea to keep a watch on your tribe even when you 

may not have access to a laptop or wifi. To this end, I checked both Blackberry and phone 

applications. As a Blackberry user, I’ll mention that I didn’t check the iPhone firsthand and can 

only speak to what I saw and heard.  

 

Twibble Mobile (BlackBerry & a few others)  (http://www.twibble.de/twibble-mobile/) 

On the surface, Twibble seems to be a very nice application. I had issues using it though. 

It couldn’t handle resizing the window when I switched from landscape to portrait orientations. 

Additionally, it couldn’t support dragging to scroll. As such, I found it rather useless for the 

Blackberry Storm. While that issue is limited to only one Blackberry model, I find it indicative of 

poor programming.  

 

Regardless of the type of Blackberry you use, simple menu design is critical for moving 

around the application fast. In this area, I found Twibble lacking. The menu system was complex 

and unwieldy and far from intuitive. 

 

Twitterberry (Blackberry) (http://www.orangatame.com/products/twitterberry/) 

http://www.twhirl.org/
http://www.destroytoday.com/projects/destroytwitter
http://www.twibble.de/twibble-mobile/
http://www.orangatame.com/products/twitterberry/
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Twitterberry, worked seamlessly with the Storm from day one, even though the makers 

didn’t claim to support it at the time. Unlike Twibble, the menu is easy, quick and intuitive. 

Twitterberry allows for constant updates, but if you happen to follow a significant amount of 

people, your blackberry will go nuts. The integration into the camera makes for easy upload of 

camera photos to Twitpic along with the accompanying tweet. I had no problem sending photos 

from the media browser. A downside of Twitterberry is that there is no search. Regardless, this 

application will help you keep in contact with your followers and manage your social media 

conversation.  

 

Twitterfon (iPhone) (http://twitterfon.net) 

Twitterfon is an extremely flexible application, rivaling some of the desktop software for 

functionality. It allows for searching, conversation views and even retweeting. The application’s 

bottom bar will inform you if you have new tweets or @replies. Twitterfon has a web browser 

that allows you to post a site or send it to the iPhone’s native Safari. This is a free application 

made by the same group that created the Twitterfox Firefox plug-in.  

 

Tweetie (iPhone) (http://www.atebits.com/software/tweetie/) 

Tweetie is a feature packed application that carries very positive reviews.  It has many of 

the same features as Twitterfon, but allows for multiple twitter accounts. Tweetie isn’t free, but 

at $2.99 isn’t expensive. Still I would suggest you start with Twitterfon and move up if you find 

that restrictive.  

 

Plug-ins 

There are a number of browser and blog plug-ins that you can use for your daily 

twittering. Twitterfox, an add-in for the Firefox browser, was extremely popular and is one of 

only three applications used more than text messaging to send tweets. Even more popular, 

Twitterfeed sends your RSS blog posts straight to Twitter. If you use a Wordpress blog, Twitter 

Tools will help integrate your blog with your Tweets. If you’re a frequent blogger, you might want 

to check and see what’s available for the blogging service you use. Keeping a uniform and 

consistent message is always important. 

 

Managing a social media campaign is getting more and more confusing. As different 

services emerge and evolve and newer demographics appear communication professionals are 

http://twitterfon.net/
http://www.atebits.com/software/tweetie/


Tips and Strategies for Marketing Yourself and Your Business Using Social Media 
 

Center for Technical Communication. ©2008                                                                        127 

going to have a tougher time keeping the messages flowing, consistent and integrated. The 

research for this article indicated a trend toward integrating other social media as well as Twitter. 

Chances are, as you read this some changes have already come to pass. It wouldn’t be 

surprising if enterprise-level software appears as the medium stabilizes. It’s only a matter of 

time. 

 

Of course, by then a new Internet phenomenon will take over. I’m sure you’ll be ready. 

 

Tweetdeck: www.tweetdeck.com 

Twhirl: www.twhirl.org 

DestroyTwitter: www.destroytoday.com/projects/destroytwitter 

Twitterberry: www.orangatame.com/products/twitterberry/ 

Twibble Moble: www.twibble.de/twibble-mobile/ 

Twitterfon: twitterfon.net 

Tweetie: www.atebits.com/software/tweetie/ 

 

 
 

http://www.tweetdeck.com/
http://www.twhirl.org/
http://www.destroytoday.com/projects/destroytwitter
http://www.orangatame.com/products/twitterberry/
http://www.twibble.de/twibble-mobile/
http://www.atebits.com/software/tweetie/
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Bonus Report: 
Social Networking in 15 Minutes A Day 
 

Written by Maya Payne Smart 

Edited by Bob Bly 

 
1) Set Goals 
 

The first step in launching any social media campaign is to identify your goals.  Without a 

laser-like focus on both the audience you hope to reach and the actions you want them to take, 

your efforts are doomed.   

 

Fortunately, social networking goals are easy to determine because they are extensions 

of your broader business goals.  All of the things you do in the normal course of work to reach 

out to customers, prospects, the media, employees, referral sources and industry peers have 

social media equivalents.  In the physical realm of conferences, networking events and 

meetings, you might build relationships in order to capture media attention, drive traffic to your 

website, build rapport with clients or establish credibility with prospects.  The online world of 

LinkedIn, Facebook and MySpace relationship building is no different except that you can reach 

many more people with the click of a button. 

 

Despite the promise of inexpensively connecting with niche audiences, many are 

hesitant to venture into the unfamiliar, constantly changing landscape of friend requests, tweets 

and widgets.  Others have leapt in only to see their social media experiments sap time and yield 

little return on investment.  That’s why this guide advocates a measured approach: get more 

from social media by doing less.   

 

In just 15 minutes a day, you can use social media to follow market trends, build brand 

recognition and close sales. 
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Network to Learn 

Many people leap into social networking hoping to profit by driving thousands of online 

seekers to their ecommerce sites.  That’s not a bad idea, but in the rush to sell, you may miss 

out on an extraordinary research opportunity.  Online social networks, like their offline 

counterparts, are incredible forums for the exchange of ideas, information, resources and 

contacts.  By entering a social network with a learner’s posture, you’re more receptive to the 

valuable information flowing your way than someone chiefly driven by the desire to sell.  

Listening to Twitter chatter, observing trends in questions posted on LinkedIn or following your 

Facebook news feed can alert you to emergent trends.  Then it’s up to you to tailor your 

products and services to meet marketplace demand. 

 

Network to Promote 

Online social networks also provide multiple opportunities for you to introduce yourself to 

niche audiences.  In many cases the culture of the network will shun direct sales pitches.  But 

you can still profit by increasing brand recognition so that when prospects encounter your 

business in other settings they are already primed to buy.  Answering questions in LinkedIn, 

distributing links to pertinent industry information via Twitter or posting commentary on YouTube 

are all ways to position yourself as an expert and bolster you credibility within an industry.  

Tactics of this sort also can bring you to the attention of the media.  Their coverage in turn 

further establishes your reputation among potential buyers.  Remember, it usually takes multiple 

exposures to your brand before someone buys. 

 

Network to Sell 

Once a prospect is familiar with your brand, there’s a role for online social networks to 

play in closing the deal.  A well-placed link on your profile page can drive traffic to a sales page 

on your ecommerce site.  A video testimonial from a satisfied customer on YouTube may be just 

the push a prospect needs to sign up for a service.  A recommendation from a colleague on 

LinkedIn may win a new coaching client.  The opportunities are limited by your creativity and 

focus alone. 

 

2) Choose Your Networks 
 

Just as a billboard isn’t the best way to advertise a service for homebound seniors, all 

social networks won’t suit your needs.  Savvy web marketers understand that your time is best 
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spent in the social networks where your key audiences are.  A wine distributor might reach out 

to colleagues via LinkedIn groups like the Wine Business Network or follow wine aficionados via 

niche social networking sites like corkd.com or vinorati.com. 

 

How to Find The Best Networks for You 

1. Search massive social networks like Facebook, Myspace and LinkedIn for groups 

related to your industry or interests.   

2. Check Ning.com, a platform that allows anyone to build a social network to serve any 

audience, for niche sites. 

3. Scroll through Social Media Answer’s directory (http://socialmediaanswers.com/niche-

social-networking-sites/). 

4. Create an online poll asking which social networks your customers belong to and why. 

5. Get in the habit of asking your customers, prospects, colleagues and other professional 

contacts which networks they use and why. 

6. Post a query about social network usage on your blog. 

7. Google “best social networking site for [insert your field].”  

8. Bookmark and review promising social networks you come across in conversations or 

via the news. 

 

Understanding The Network Norms 

Once you’ve identified appropriate networks, you need to spend considerable time 

getting a feel for each network’s culture and capabilities.  In some networks you may find it most 

useful to create a keyword-rich profile so that others searching the site can find you.  In other 

instances, you’ll need to reach out to individuals via questions, invitations and introductions to 

further your business aims.  In still other cases, broadcasting announcements to several 

contacts simultaneously may be the way to go.   

 

You’ll learn what is appropriate only by spending some time in the networks, observing 

how others interact there, and reading the overviews, FAQs and other documentation on the 

sites.  To continue with the wine example, let’s consider how someone in the wine industry 

might use LinkedIn, a site with 35 million members in more than 200 countries, and Cork’d, a 

niche site, differently. The sites’ respective features reflect their individual aims and appropriate 

uses. 

http://socialmediaanswers.com/niche-social-networking-sites/
http://socialmediaanswers.com/niche-social-networking-sites/
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 LinkedIn Cork’d 
Create a detailed profile X  
Invite people to join your 
network 

X  

Have a mutual connection 
introduce you to someone 

X  

Send a message to 
someone you aren’t 
connected with  

X  

Request a recommendation X  
Discuss issues within group X  
Search, find, contact group 
members 

X  

Peruse profiles of group 
members 

X  

Catalog, rate and review 
wines 

 X 

See which wines others are 
tasting 

 X 

Track new wines to try  X 
 

Clearly, the two sites offer distinct benefits to users.  Their value to you would depend 

solely upon your objectives.  One, both or neither might prove useful in your business now and 

that status may change over time as the site features and your business evolve.  Don’t fall prey 

to random networking.  Hold your objectives top of mind and only pursue tactics with a clear tie 

to your aims. 

 

Also, be sensitive to the way your actions will be perceived by the community.  For 

example, posting great reviews of your own products and bad reviews of a competitor’s brand 

on Cork’d would undermine both your credibility with prospective customers and open you up to 

widespread backlash.  A more appropriate use of this network for a winemaker might simply be 

to monitor what customers are saying about the brand and learn from it.  The depth and nature 

of your involvement in a social network must vary based on your objectives. 

 

3) Match Network Features to Business Outcomes 
 

After researching various networks, determining which best suit your needs and 

observing their cultures, it’s time to map out your approach by tying business goals to social 

networks and specific actions within them.  Here’s an example: 
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Goal Network Tactics 
Position myself as an 
expert to win speaking 
engagements and get 
quoted by the media 

LinkedIn  Include key words 
related to my areas 
of expertise in my 
public profile 

 Solicit 
recommendations 
from people who 
have benefited from 
my expertise 

 Answer pertinent 
questions in 
LinkedIn Answers 

 Join relevant 
industry groups 

 Participate in group 
discussions… 

 Facebook  Post notes on my 
wall about pertinent 
topics 

 List upcoming 
events 

 Optimize profile with 
key words … 

 

For each goal, try to identify three to five tactics to employ within each chosen network.  

This forces you to research each network’s features and to think creatively about how they 

might serve you well. 

 

4) Take Action 
 

As many productivity gurus suggest, what gets scheduled gets done.  Create a grid like 

the one shown below and list all of the tactics that support your goals grouped by social network.  

Then you can simply set a timer and work your way down the list for 15 minutes a day or you 

can create a weekly schedule that reflects the relative importance of different items and the 

estimated time it takes to complete them.   

 

The following example shows the plan of someone who thinks it is important to update 

their status bar daily while other items like participating in industry groups or seeking 

recommendations can be done just once a week. 
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 Monday Tuesday Wednesday Thursday Friday 

LinkedIn 

Update status bar X X X X X 

Update profile X     

Ask colleagues or 

customers for 

recommendations 

 X    

Answer a question 

in Answers section 

  X  X 

Join industry 

groups 

    X 

Post content to 

industry groups 

pages 

   X  

Facebook 

Update status bar X X X X X 

Update profile X     

Send out friend 

requests 

 X    

Join groups     X 

Post content to 

groups pages 

   X  

Blog 

Post an article or 

link 

X     

 

5) Monitor Results and Make Adjustments 
 

Spend a couple of months working your plan and monitoring results.  In some cases, 

quantitative measures of success are easily tracked.  For example, you can view web statistics 

to find out if new site traffic resulted from your LinkedIn profile. Other times hard, fast numbers 

will prove more elusive. 

 

In either case, rephrasing your campaign goals into questions is the best place to start.  
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To borrow from the example above, if you set out to position yourself as an expert to win 

speaking engagements and get quoted in the media, then simply ask yourself: “Have I 

won any speaking engagements?  Have I been quoted in the media?”   

 

This will give you an initial idea of the success of your campaign, but you’ll need to take 

this a step further and get in the habit of asking new customers, media contacts and other key 

constituencies how they found you.  A radio interview may come as a result of your mom 

bragging about you in her blog or from your LinkedIn Answers but you won’t know until you ask.   

 

Tweak your plan based on your results and in response to your growing knowledge of 

social media use among your audience.   

 

6) Automate Updates 
 

Once you’ve become a pro at reaching your key audiences and yielding desired results, 

it’s time to think about automating some of your outreach.  This can compound the success of 

your initiative by executing more tactics simultaneously.  But only if you keep in mind the unique 

cultures and aims of each network you’re apart of and think through your cross-posting strategy 

carefully.  What soars on Twitter may flop on LinkedIn. 

 

The number and variety of online tools that can make your social networking outreach 

more comprehensive and efficient are increasing all the time.  Here are a few automation 

options to get you started: 

 Ping.fm: This site allows users to send text and images from mobile phones, e-

mail, instant messaging services and more to be posted on more than 30 different 

social networking sites.  You simply create a user name and password, add the 

social networks you are a part of type messages or upload photos and select the 

networks you want them posted to. 

 FriendFeed.com:  This site can streamline your social network reading by bringing 

all of the web page, photo, video and music updates of your friends and family 

across social networks together in one interface. 

 Scoutle.com: This site automates the process of finding and connecting with 

bloggers who write on similar topics.  It allows users to create personal 
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webcrawlers called “scouts” that search the internet to find other “scouts” that 

share its subject area, language, geography or other factors.  From there, it 

compiles lists of suggested interesting blogs, which you can then recommend, join 

or create networks with. 
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