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INTRODUCTION
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Welcome to the third edition of The Social Media Bible. As you can see from the size of this book, I have done everything possible to include the latest up-to-date information and all of the tools used throughout the entire world of social media. This has been a daunting task, to say the least.

If you think the content of this book might not be as fresh or relevant as possible because social media is constantly reinventing itself, you will find that not to be true. This book presents all of the tools and techniques that social media has to offer while also discussing the reason these social tools are so effective.

Why a vlog (video) is the most effective form of marketing will never change. The psychological impact on your customers and prospects watching and listening to you on video is at the core of human nature. The techniques you use to create a podcast will be the same five years from now. The importance of building trusted relationships that result in sales will be the same long after you retire. Maybe some of the tools might change, but the rest of the content will still be relevant decades from now.

This book is truly a product of social media, user-generated content, and wisdom of the crowds. Literally, more than a hundred people directly participated in the creation of this text. Some by editing the grammar, some by creating original content, some by adding their content to wikis, blogs, web pages, news articles, and some by editing my content with new technologies and a different perspective. This truly was a collaborative effort by experts from around the world.

Even the actual design of the book was user generated. Before embarking on this project, I simply asked my audience, you, what you wanted in a business book on social media. After surveying nearly a thousand people, you told me you didn’t want just another business book on social media, you wanted three different books. Three different business books in one: Tactics, Tools, and Strategies for Business Success.

Part I—Tactics and Tools

The first book you asked for was a book on the tactics and tools of social media that explained what a vlog, a podcast, a blog, lifecasting, followers, flaming, tags, SEO and SEM, and pass along are. You asked that the book describe where it came from, where it is, and where the technology is going. You asked for the features and benefits of every type of social media marketing, what tools you should use, type of content, and the psychological benefits of each.

The second book you wanted was the tools, a guide, or a list, of all of the major tools of the trade. You wanted a list of the companies that provide the software, the apps, the websites, the text messaging, the virtual worlds, the game platforms, the mobile marketing insights, e-mail marketing providers, and content-sharing sites.

Then you asked for a third book, a book on strategy. You told me that once you read the second book and understood all of the different ways you could perform social media marketing and now that you’ve read the second book showing the top technology and service providers, you wanted to know how can you apply all of this newly gained knowledge to develop a successful social media marketing strategy.

You asked that this third book be comprehensive, but in a simple-to-implement, step-by-step process of developing a successful social media marketing plan. While this process needed to be easy to follow and easy to implement, it also had to be applicable to the one-person entrepreneurial company as well as to the Fortune 500. It had to be effective when applied to B2C (business-to-consumer) and also to the B2B (business-to-business) companies. It had to be pertinent if being used to develop a strategic marketing plan for an individual and a corporation. And, it had to apply equally to both for-profit and nonprofit entities, including governmental agencies. And, finally, the plan needed to work for marketing and public relations, but also for customer service and for the internal customers, your employees.

That’s what this delivers . . . two books in one.

Part II—Strategy

In the Part II, Strategy, section of the first edition of The Social Media Bible, we took a more academic approach to developing a strategic marketing plan for you and your company. We discussed the age-old SWOT analysis, the four pillars of social media application, and gave the reader exercises to perform. While all of that information and that type of approach is completely valid and useful, you asked that I get down and dirty and give you exactly what you need to develop a successful strategy plan; no more, no less. In this edition, the entire third book has been replaced with The Five Steps to Social Media Success. While it looks like there are only five steps to developing a successful strategy, there is still quite a bit of homework you will need to do to ensure the success of your strategic plan. The amount of work you wish to put into developing your plan will determine the level of your plan’s ultimate success. Like most everything else, you will get out of it what you put in to it.

The Five Steps to Social Media Success

The Five Steps to Social Media Success are synergistic, in which the total is greater than the sum of its parts, or the success you will realize is greater than the work necessary to complete your plan. This is true because the plan is comprehensive and because social media is incredibly effective.

The Five Steps to Social Media Success include:


Step 1: Analyze Your Existing Media—In this step, I ask you to list every marketing plan, strategy, and campaign you are currently executing. I want you to look at expenses and the number of new customers that that strategy generates. Then divide to determine your “Cost of Customer Acquisition.”

Step 2: The Social Media Trinity—This step asks you to push aside all of the social media noise and hype and focus on the three most important categories of social media: blogging, microblogging, and social networks. Get into the weeds with these three. I’ll show you the payoff.

Step 3: Integrate Strategies—Step 3 discusses how you need to completely integrate The Social Media Trinity into your existing marketing strategy, in detail.

Step 4: Resources—“Where do I find the resources to implement this totally new strategy?” is the most-asked question I get at my keynotes from the one-person shop all the way up to the Fortune 500. I’ll show you the answer.

Step 5: Implement and Measure—This final step is how you can implement your successful social media strategy plan and includes a very important part of the step that is most often skipped, measurement. They say, “You can’t manage what you don’t measure.” This is true.



If you don’t measure your marketing campaign’s success, how will you know what the ROI (Return on Investment) or what the CCA (Cost of Customer Acquisition) is? How will you know what you should keep doing and what you should stop doing? How will you know where the most effective use of your limited resources is? I will show you that also.

Social Media Experts

Since the first edition of The Social Media Bible came out, I have been amazed and equally appalled by the vast number of people calling themselves “social media experts” or “social media gurus.” Please beware of anyone calling himself an “expert.” It took me years and more than 600 pages to develop a comprehensive overview of what social media is.

It was the exercise of having to create a book as comprehensive as this for me to understand social media as well as I do. If not for the book, I might have focused on two or three of the hundreds of tools social media has to offer and called myself an expert.

When I first began creating this book, I quickly realized that I was not an expert and that no one could be, not in every category of social media marketing. That’s when I realized I needed to reach out to the social media community, identify all of the vertical experts, experts in their respective fields, and ask them to teach me what they knew and to share their personal expertise and knowledge.

I identified nearly 50 different experts who covered the entire list of social media genres. These names ranged from Biz Stone, the inventor of Twitter; to Matt Mullenweg, inventor of WordPress; to Gary “V,” social media marketer extraordinaire; to senior vice presidents of YouTube, MySpace, Flickr, Google, Microsoft, and Yahoo! This list even included such dignitaries as Peter Wiley, the chairman of the board at John Wiley & Sons, Inc., and Vint Cerf, the real inventor of the Internet.

I called each of these extraordinary experts and spent 30 to 45 minutes with each of them, having them explain why they invented their technology, why they are passionate about what they do, and how businesses are profiting from the use of their social media tools. These are what I call “Expert Insights.”

I have taken excerpts of those conversations with the industry’s greats and placed them throughout every chapter in both Part I and Part II of this book. There is a lot more to the conversations than I had room for in this book. For the entire conversation transcripts, go to www.theSocialMediaBible.com.
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If you prefer audio, there are the actual recorded conversations for you to listen to and download to your iPod or burn to a CD to listen to on a CD player in your home or in your car. If these interviews were played back to back, they would run for more than 24 continuous hours. As the owner of this book, I’m making all of them available to you for free.

The ROI of Social Media

The next most-asked questions at my keynotes are “Where’s the ROI in social media marketing?” and “How much should I be spending on social media marketing?” My answer is always, remove the term social media from those questions and ask them again: “Where’s the ROI in marketing?” and “How much should I be spending on marketing?”

Social media isn’t a toolbox of silver bullets given to us by aliens, it’s just a new set of technologies and concepts that we need to add and integrate into our existing marketing strategy. And, there is always a ROI to marketing.

In this third edition of The Social Media Bible, I went back to you, my audience, and asked for user-generated content. I asked for your stories of how you have used social media and have realized a positive, measurable ROI.

In each of the chapters in both Part I and Part II, I have included what I call “The ROI of Social Media,” 500-word vignettes, or brain candy. These stories are of actual people just like you and me, who have used social media effectively, sharing stories in small, bite-sized examples of the power of social media marketing. They range from small nonprofit organizations trying to raise money all the way up to the PR team at OfficeMax. Here’s actual proof of social media effectiveness.

International Perspective

Social media is a worldwide phenomenon. People and companies around the globe are experiencing their own successes. They are using not only the tools that we in the United States are familiar with, but social networks and tools you may not have ever heard of.

In most of the chapters in Part I, I have included stories, essays, and examples of how companies outside of the U.S. are using social media. Many or perspectives and most are actual examples, similar to the ROI stories above, but with an “international” perspective.

Chapter To-Do Lists

In each of the chapters throughout Part I of this book, I conclude with a To-Do List for that category where appropriate. These To-Do’s include tips, how tos, and do’s and don’ts when using that category of marketing tools. These are helpful, quick lists that can make you more proficient using social media and help you avoid the pitfalls of this often-unintuitive form of marketing.

As I discussed earlier, the techniques, strategies, and concepts in this book will never become obsolete or outdated; some of the tools and companies providing those tools, however, might. As I also mentioned, we could not physically deliver any more information in a single book; three books and more than 800 pages are our limit. I still want to give you more than I can deliver in this format. TheSocialMediaBible.com is designed to be a resource that will allow you to access as much additional information as your brain will allow.
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As an owner of this book, you will have access to the transcripts and podcasts mentioned earlier, clickable links where you can read about an example in this book, see the web link to the example, and either type the link in yourself, or just go to the website, select the chapter, and all of the links printed in the book are there for you to click on.

I have also provided you with direct links and discounts to many of the companies mentioned in the book along with access to all of the major booksellers where you can find the many books mentioned in the text.

This website will be an ever-changing, ever-evolving source for you to access the very latest news, products, services, and resources for the worlds of social media.

The entire content of this tome is focused on using these social tools to market you, your company, your products, and your services, by identifying where the conversations are happening, listening to those conversations, and participating in those conversations, which leads to building connections, relationships, and trust, which ultimately leads to sales.

This third edition of The Social Media Bible was designed and developed by your direction. My philosophy is, ask your customers what they want, deliver it with excellence, and your product will sell. I asked, I listened, you spoke, I delivered. Enjoy, grow, and profit!

—Lon Safko


www.theSocialMediaBible.com
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PART 1

TACTICS AND TOOLS

Part I of this book is all about the tactics and tools of social media. I discuss in these chapters what all of the many components of social media are: What a blog is, a podcast, virtual worlds, lifecasting, mobile marketing, photo sharing, and more.

It is important to understand the terminology, the technology, the application, and the companies providing those services. While this section is not a how-to, it does explain a great deal of the details and techniques to becoming proficient at each application.

Let’s start with the basics: “What Is Social Media?”


CHAPTER 1

What Is Social Media?


www.LonSafko.com/TSMB3_Videos/01WhatIsSM.mov
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Social media is the media we use to be social. That’s it.

That really is the short answer. The story is in the tactics of each of the hundreds of technologies, all of the tools that are available for you to connect with your customers and prospects, and the strategies necessary to use these tactics and tools effectively.

Ask Your Audience

When I began writing this book, I wanted to hear what my audience wanted in a book. I have written six previous books and I knew there was a standard formula for writing a typical business book: 250 pages, 23 chapters, 3,000 words per chapter. But I wasn’t sure if this book should follow that formula. Did the audience for a bible on social media want a typical business book? I didn’t know, so, I asked them.

I knew that if I asked my audience and delivered what they wanted, it would be a success. Go figure, ask your customers what they want in a product. Then, you told me some interesting facts. First, you didn’t want another typical business book on social media. You asked for three books in one: Tactics, in which everything is explained; Tools, with which you can find a comprehensive list of all the companies providing social media services; and Strategy, with which you can apply all that you have learned from Part I and Part II.

This approach of listening to my customers obviously worked. The Social Media Bible, first edition, sold out in the first four days across the country, has been among the top 10 best-selling books in America, and has hit the number one best-selling book spot in both “Business” and “Marketing” categories on Amazon.

The second fact I learned was from the first two questions on the survey, “Can you define social media?” and “Do you believe that social media would have a significant impact on you and your business?”

What I learned by asking my audience these two questions was that 66.4 percent said that they couldn’t define social media and the remaining third lied. If it takes me nearly 26 chapters and more than 600 pages to define social media, they didn’t know, not even the social media experts and gurus.

The second really interesting fact I learned was that 99.1 percent, nearly everyone, said they knew social media was going to have a significant impact on them personally and their businesses.

These two statistics told me and the publisher that two-thirds of everyone interviewed didn’t know what social media was, but that it was coming for them.

So What Is It?

The first part of the terminology, social, refers to the instinctual needs we humans have to connect with other humans. We have been doing that in one form or another since our species began. We have a need to be around and included in groups of similar like-minded people with whom we can feel at home and comfortable sharing our thoughts, ideas, and experiences.

The second part of that term refers to the media we use with which we make those connections with other humans. Whether they are drums, bells, the written word, the telegraph, the telephone, radio, television, e-mail, websites, photographs, audio, video, mobile phones, or text messaging, media are the technologies we use to make those connections.

The application of the term social media in this book is about how we can use all of these technologies effectively to reach out and connect with other humans, create a relationship, build trust, and be there when the people in those relationships are ready to purchase our product offering.

What social media is not is a box of silver bullets given to us by aliens that will instantly solve all of our marketing woes and create instant wealth for all involved. Too many people are viewing social media as a foreign and strange set of technologies that they may or may not want to use to market themselves, their companies, their products, and their services.

In my keynotes, two questions always asked are, “Should I be doing social media marketing?” My answer is “Remove the term social media and ask it again. Should I be doing marketing?” See how ridiculous that sounds. The second question is, “How much should I spend on social media marketing?” I reply with “Remove the term social media again. How much should I spend on marketing?” And, of course, the answer to both is “Yes, and as much as you can!”

Social media is only a new set of tools, new technology that allows us to more efficiently connect and build relationships with our customers and prospects. It’s doing what the telephone, direct mail, print advertising, radio, television, and billboards did for us up until now. But social media is exponentially more effective.

Why Social Media?

The reason social media is so much more effective than the conventional marketing that we’ve done for the last 6,000 years is that it’s two-way communication, not pontification. Since we’ve been selling goats in the desert, we would stand on a rock and shout out the features and benefits of owning a goat. And, if we chose our words correctly and hit enough of the audience’s psychological hot buttons, our prospect would become a customer. Nothing has changed in 6,000 years. Until now.

There is what I call “A Fundamental Shift in Power.” It’s a shift from pontification to two-way communication and it’s a shift about which we no longer control our corporate message. No longer does the consumer trust corporate messages. They don’t trust and don’t want to hear our commercials any longer. They want their information from people they know, have a relationship with, and share a bond with through trust. They want to be educated by, hear their news from, and get their product reviews by people they know and trust. They want to share their experiences, both good and bad, with people who trust them.

With this Fundamental Shift comes a new way to communicate. The new way to sell is not to sell at all. In fact, if you use social media to sell, you will get flamed. Social media marketing is all about listening first, understanding the conversation, and speaking last.

Social media marketing is like going to a networking event, a party, a trade show, sporting event, church, or anywhere that large groups of people gather. When you enter, you will see small groups of three to five people huddled together. Let’s now suppose we use our conventional marketing approach.

You walk up to the group, interrupt everyone, announce your name, and start telling everyone what you do for a living, what you sell, and that they should buy from you! It’s the radio car commercials that yell at you from their echo chamber “Sunday! Sunday! Sunday!” You’ve heard them. What will happen?

You probably will make everyone angry at you, everyone would walk away, and you might get slapped in the lips. Because that type of behavior in a social situation is completely inappropriate. Let’s rewind and try the new marketing approach.

You enter the room, choose a group, walk up to that group and say nothing. You listen first. You understand what is already being said and when you have something of value to contribute to that conversation, you wait for a break, and politely share your ideas. The reaction to this approach is significantly better. At that moment you now become part of that group, that network, and you instantly have credibility and trust.

Then as the conversation continues, someone will eventually ask you, “So, what do you do?” Bingo! Now you can share what you do, a little about your product or service, and pause. Someone in that group will more than likely ask another question about your company or its offering, and if someone in that group is in the buying part of the sales funnel, he will ask for your card and you have made your sale. If he isn’t in the buy part of the funnel, he will remember you when he is. Isn’t this why you go to networking events? Marketing using social media is exactly the same. More on the sales funnel later.

Whether it’s a social network like Facebook or LinkedIn, Twitter or blogging, it’s about participating in that conversation and being there with a relationship when your prospect is ready to buy.

As you can see, social media is completely different from standing on a rock and shouting your message, but it is really a more natural and more comfortable way to sell. By building relationships through social media, you build a more lasting trusted relationship that will result in more sales, fewer returns, and greater word of mouth.

Remember the statistics from my Customer Concentric 101 presentation? Studies have shown that: An angry customer will tell up to 20 other people about a bad experience. A satisfied customer shares good experiences with 9 to 12 people. It costs five times as much to get a new customer as it does to keep an existing one. And customers will spend up to 10 percent more for the same product if they have an existing relationship.

Word of Mouth at the Speed of Light

The statistic that “An angry customer will tell up to 20 other people about a bad experience . . .,” that’s face to face. With the use of social media like blogs, Twitter, and Facebook, those 20 people can quickly become 20,000 or even 200,000!

Here’s an example about Dave Carroll, a country and western singer and songwriter who had an unpleasant experience with United Airlines and used a video on YouTube to “tell a few people.” At the time this chapter was written, Carroll’s telling of his story to “a few people” through social media had grown to 8,380,000!

On March 31, 2008, Dave Carroll and his band, Sons of Maxwell, were flying on United Airlines from Nova Scotia to Nebraska when just after landing in Chicago O’Hare, a passenger sitting behind Carroll noticed the baggage handlers throwing his guitar around the tarmac. Carroll immediately notified three flight attendants, but “was met with indifference.” When Carroll arrived in Omaha, he found his $3,500 710 Taylor acoustic guitar smashed.

Over the next several months, Carroll called United representatives in Chicago and India (go figure), who told Carroll that United wasn’t responsible and would do nothing to help Carroll. Carroll spent $1,200 to repair his guitar, bringing it only “to a state that it plays well but has lost much of what made it special.”

The last straw for Carroll was when a United representative, Ms. Irlweg, sent Carroll an e-mail denying Carroll his claim because he didn’t file it in the right place or at the right time. United even refused to compensate Carroll by giving him $1,200 in travel vouchers.

Carroll told Ms. Irlweg that he would create a music video with his band and take it to the people using social media. Carroll then created a 4-minute–37-second complaint video called “United Breaks Guitars.” Irlweg was unimpressed. The video was posted on YouTube on July 6, 2009, and within 24 hours received more than 500 comments and 24,000 views. To date, Carroll’s first of three videos has been viewed by more than 8,380,000 people, while his three videos have had more than 9,500,000 viewers!

Here’s Dave Carroll’s website where you can view all three videos and hear the story in his own words, www.davecarrollmusic.com.
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That’s what I call “Word of Mouth at the Speed of Light!”

Not all social media is used for complaints. Here’s a personal story I have about airline customer service I experienced myself.

I was traveling with my public relations assistant while traveling back to New York last year on a press tour before this book was released. We had different flight times for the same day.

My flight was on time and uneventful, while hers was late leaving the gate. The gate attendant for Continental Airlines announced that her flight was running 15 minutes late, but they would board the aircraft as soon as it was serviced. My assistant immediately took out her cell phone and Tweeted a tweet: “Continental Airlines, 15 minutes late. What else is new?”

They serviced the aircraft and began boarding. As she entered the aircraft, a flight attendant stepped up to her and asked, “Are you Ms. Vega?” When she replied yes, the attendant handed her a glass of Champagne and apologized for any inconvenience. OMG! That’s customer service.

This never became a music video, but I have told more than 10,000 people, and I am sure that they have told their networks, who told their networks, and on and on. Just by mounting Twitter and listening to their customers, Continental received positive press that was exponentially the cost of the one glass of Champagne.

These are examples of two-way communications, listening to your customers, the power of peer-to-peer, Word of Mouth at the Speed of Light, and the Fundamental Shift in Power.

Other Customers

The most obvious use for social media is for marketing, sales, public relations, and communications. Remember, social media is about communicating with your customers. Social media is a set of highly effective tools for customer service, business-to-business (B2B), and internal communications.

Marketing and sales is in part responsible for prospects converting to customers, but in many cases it’s what happens after the sales that encourage existing customers to purchase again and, as you read earlier, encourage prospects to become customers. An angry customer will tell up to 20 other people about a bad experience. A satisfied customer shares good experiences with 9 to 12 people. If you are in customer service, social media is a must. It’s the perfect tool for staying connected with your customers after the sale.

B2B

If you are a company that sells B2B (business-to-business), then social media has to be an integral part of your strategy. I have been in marketing for nearly three decades and while many insist that B2B is significantly different from B2C (business-to-consumer), I disagree. There are some subtle differences, but in B2B, the second B is still a C. The reseller is still a consumer or customer.

I agree that there is some information that should be between you and your reseller such as pricing, training, and customer support, but the majority of your conversation would benefit your end user. Set up a password-protected website and direct SMS text messaging for that content and freely distribute the rest.

Internal Customers

Don’t forget about your internal customers, your employees. They want to feel like they are connected and part of the organization. Social media is an amazing set of tools that allow you to communicate directly to and with your employee base. Use Yammer as an internal, behind-the-firewall Twitter for text messages only your employees can read. Use Jott for team collaboration. Use video sharing for messages from the corner office, the C suite. Use photo sharing for all of your employees to exchange photos, ideas, memories, and a sense of team. Use audio podcasts in human resources to give employees updates on benefits, retirement, and their 401(k).

15 Social Media Categories

Another innate human characteristic is to put items in categories; the more items there are, the more there is a need to organize them. You can see my attempt to categorize the entire world of social media in Table 1.1. This was not an easy feat, but I think you will agree it works.

Table 1.1 The 15 Social Media Categories




	Category Title
	Tactics and Tools Chapters





	Social Networking
	Chapter 2



	Photo Sharing
	Chapter 8



	Audio
	Chapters 9 and 10



	Video
	Chapters 11 and 12



	Microblogging
	Chapter 13



	Livecasting
	Chapter 14



	Virtual Worlds
	Chapter 15



	Gaming
	Chapter 16



	RSS and Aggregators
	Chapter 17



	Search
	Chapters 18 and 19



	Mobile
	Chapter 20



	Interpersonal
	Chapter 21





Social Networking

Social networking is as old as humans have been around. Just as in nearly every other species, humans have an instinctual need to be with, communicate with, and share thoughts, ideas, and feelings about their daily lives. Only the tools with which we communicate have changed over the millennia.

This category discusses the many platforms we use today in social media to connect, share, educate, interact, and build trust.

Photo Sharing

Napoleon Bonaparte is sometimes credited with having expressed the idea that “A picture is worth a thousand words,” and if that’s true, then Flickr’s photographs are worth, well 4,000,000,000 × 1,000 . . . way too many zeros for me! Flickr now houses more than 4 billion photographs, and that doesn’t count Picasa, SmugMug, PhotoSwarm, or the many other photo sharing sites.

Ever since there were photographs, people were sharing them with each other. Sharing photos are a way of capturing moments in time, which captures the emotions that we can share with others. Simply by looking at a photograph we get a rush of emotions, memories, and a recollection of that very moment that we can share.

Audio

Audio is a very powerful medium. It’s easier to digest than text and to evoke mental images that video doesn’t allow. Do you listen to the radio? Have you ever heard a book on CD? Have you ever heard Edgar Allan Poe’s work read aloud?

Audio allows us to sit back and allow the author or orator to slowly spoon-feed us content with inflection, dramatic pauses, and human nuances of him being right there in the room speaking to us. While we listen to the cadence of the words being formed into sentences and thoughts, we can imagine the associated images and watch them play out in our minds to form the story the author is trying to convey.

Video

If a picture is worth 1,000 words, then at 25 frames (pictures) per second, video adds up to 1.5 million words per minute! That’s why everyone loves video!

Video is the preferred medium of choice for relaying information overall. After a hard day at work, do you pick up a book, turn on the radio, or settle down in front of the television for a good movie or uplifting sitcom? Most likely we turn to the television to coast through some nightly brain candy.

People love video because it’s the next best thing to being in the same room with someone who is sharing his or her knowledge and experiences. You can hear the words, imagine the images she is conveying, and also watch and become involved in the video that is taking place at that moment. We can see what the author is explaining, and become emotionally involved in the scene. We can hear the actors’ inflections while experiencing their facial expressions and body language. It is estimated that 55 percent of all communication comes from body language, while 38 percent from voice, and only 7 percent from the words themselves.

Microblogging

Microblogging is no more than text messaging on steroids. With the demise of Pownce, for the most part we’re talking about Twitter for open text communication and Yammer for internal or behind-the-firewall communication. The reason for Twitter’s success was best put by Samuel Clemens (Mark Twain), when he said in the late nineteenth century, “I apologize for the length of my correspondence. Given more time, it would have been shorter.”

We love the 140-character bite-sized messages because we can read and comprehend them in about five seconds. In that short amount of time, we can fully understand what the writer is trying to convey. With text messaging, you don’t have the opportunity to drone on and on as we do in our e-mail correspondence. With Twitter, we read it, comprehend it, and move on.

Livecasting

Livecasting isn’t for everyone, but those who livecast are passionate about it. My friend Jody Gnant livecasted her life for nine full months, 24/7. Chris Pirello has been Ustream’n his livecast of himself for years. Both have built a tremendous following and skyrocketed their music and careers.

Livecasting is broadcasting video live. It could be 24 hours a day or just for a simple one-hour television show. Livecasting is the ultimate in reality television and it’s available for free to everyone. So if you’ve always dreamed of creating and starring in your own television show, the companies in this chapter can help you realize your dream.

Virtual Worlds

When organizations such as the American Cancer Society, CNN, Dell, Disney, Harvard, IBM, MTV, Reuters, Starwood Hotels, Sun Microsystems, Toyota, and Wells Fargo are all participating in virtual worlds, there must be something to it.

The American Cancer Society has actually raised $650,000 in real dollar donations during their time there. IBM holds their monthly engineers’ meetings at their headquarters in Second Life, where engineers from all over the world meet, talk, exchange ideas, and watch presentations.

I have some oceanfront land and a two-story Mediterranean mansion in Second Life (http://slurl.com/secondlife/pinasrtri/215/8/21) in which the first floor is a virtual store where you can purchase three-dimensional Internet advertising (paper models). My three developers meet me there from time to time to discuss projects and design ideas. They are in the Ukraine and I have never met them face-to-face other than our time in Second Life.
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Gaming

Online gaming may seem like an odd category for The Social Media Bible, but it really isn’t. Did you know that 17 million people are playing Halo 3 or an additional 17 million playing World of Warcraft? Any time you can measure a target audience in the millions, you need to be there.

Many Fortune 1000 companies have participated in gaming as a way to build brand recognition. Hewlett-Packard puts up billboards in auto racing games. An author friend of mine had a game developed for his website for the release of his new book that cost only a couple of thousand dollars, but now has an 18 percent conversion rate on buying his book. And mobile phone game apps is one of the fastest-growing app categories for smartphones.

RSS and Aggregators

RSS, or Really Simple Syndication, is the name of the technology and also the name of just one of the technology providers. An RSS feature on a blog or website allows you to sign up and automatically get notified whenever there is an update to the site including a new blog or news. Rather than having to go from site to site every day checking to see if new content has been posted, RSS notifies you when it has. RSS automatically feeds you new content from only the sites you want it from, and only when that content is new.

Try RSS by clicking the RSS button on your favorite blog site or try the Google landing page that aggregates RSS feeds from blogs, web pages, airlines, weather, or any changing information of interest to you.

Also in this chapter of the book, I highlight aggregators, websites that allow you to choose what type of content you want to see, where you want it to come from, present it to you all in an organized page, and do it automatically all of the time. Aggregators allow you to see all of the new blogs, web pages, news, audio, photo, and video updates all in one convenient web page location. This is like having an automated worldwide web clipping service and news agency at your fingertips. And, it’s free.

Search

Internet search is one of the most important functions of the Internet. How else would you be able to find the one page you are looking for out of the one trillion Google-indexed web pages? SEO, or search engine optimization, is as important as ever. And, as the number of web and blog pages grows, search will become even more important to your Internet experience and to your customers and prospects.

If you want your customers and prospects to be able to find you and your company, you have to make it easy for them. SEO, tags, fresh content, external reputable links (Link Love), and keyword density, all add to your company’s web and blog pages’ Google Juice.

Mobile

Mobile marketing is the fastest-growing segment of technology-driven marketing. Kakul Srivastava, the general manager for Flickr, told me that there are three cell phones for every man, woman, and child on the planet. With that kind of technology penetration, you and your company need to be participating.

Mobile phones are less expensive than laptops, desktops, and broadband, and are completely portable. Not many people in Third World countries can afford to have an Internet-connected PC, but they can all afford a mobile phone. It’s through this technology that people from around the world are staying in touch with one another, accessing their e-mail, sending photos, audio, video, blogging, and surfing the web.

Interpersonal

This is another category of seemingly unrelated technology. The common thread, however, is that they are all tools that allow you to connect and communicate with your customers and prospects. Some companies provide the means to host a meeting for your employees or perform a webbing for 1,000 people. Some allow you to use the Internet like a free telephone service. Others allow you to convert your voice into text messages to be sent to your e-mail and other team members.





The ROI of Social Media

Pioneer’s Holiday Promotion Achieves 60 Percent Click-Through Rate (CTR) Using Forums to Target Influential Automotive Enthusiasts
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Background

Advertisers face the same dilemma every holiday season: how to be visible when consumers are inundated.

Strategy

Pioneer Electronics (USA) Inc. overcame that hurdle with room to spare. A holiday-themed rebate offer for Pioneer In-Dash Navigation models achieved a 60 percent click-through rate by using PostRelease to target automotive enthusiasts in online forums.

Implementation

PostRelease provides an automated way to insert sponsored posts into relevant forum discussion threads.

Pioneer Electronics turned to PostRelease to help promote its holiday rebate offers for its new flagship AVIC-Z110BT and AVIC-X910BT navigation systems. The two companies crafted a sponsored forum post that included product images, direct links to the product web pages, and the rebate page on Pioneer’s website.

The campaign ran as a sticky post—meaning the post remained in the lead position—in relevant audio-related discussion categories in 55 automotive-themed forums, from November 2 to November 9, 2009. The post was clearly marked as from PostRelease and Pioneer and, once unstuck, moved down the page as a regular forum post would. It remains part of the forum content for the life of the forum.

Opportunity

People on product-related online forums are ripe audiences for product-specific messages and offers. Consumers visit these types of forums expressly to discuss products, so they’re open to relevant sponsored messages and they’re more likely to respond.

Conclusion

The one-week campaign continues to drive traffic even after completion, because PostRelease posts remain archived and accessible for the life of the forum.

In fact, sponsored forum posts, clearly marked as advertisements, increase in their ability to drive response over time—by an average of more than 100 percent one year after a paid campaign has ended, according to an analysis conducted by PostRelease. After 60 days, the total number of click-throughs increased by an average of 40 percent, and after 180 days, they increased by an average of 77 percent.

The reason for this residual traffic: Forum posts contain content that can be discovered in search engine results, driving traffic to the ad not only from the audience of the forum in which it appears, but also directly from organic search listings.

Consumers don’t have to be browsing a particular forum to discover an advertiser’s message there. If a post offers useful content, it’s likely to show up when it is relevant to a consumer’s search for information—boosting traffic to the ad and to the forum. The click-through rates increase over time because posts are discovered by people who are actively searching for that content, and therefore are highly motivated to click through.

See one of Pioneer’s posts here: http://g35driver.com/forums/g35-sedan-v36-2007-08/313580-200-rebate-pioneer-navigation-holiday-rebate.html#post4671215; http://bit.ly/xyju6p.
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The top five forums to generate the most clicks and reads for Pioneer’s holiday campaign were ClubFrontier.com
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CamaroZ28.com
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DuraMaxForum.com
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Z06Vette.com
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And 300CForums.com
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No other online medium gives advertisers as precise a target as forums do.

—Justin Choi www.PostRelease.com
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Justin Choi is president of PostRelease (www.PostRelease.com) and author of the white paper “Online Forums: Social Marketing with Proven Results.” He can be reached at justin@postrelease.com.










Expert Insight

Peter Booth Wiley, chairman of the board, John Wiley & Sons, Inc., www.wiley.com


Peter Booth Wiley
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Not only is this book about social media, but the creation of the book is a form of social media. . . . This is a pioneering piece of work. It’s been a little more than a year since we last spoke, and in that short period of time, things have changed radically. You could say we spoke pre-Kindle and now we are post-Kindle and post-iPad, and Wiley is doing things today that we were only talking about just a few years and months back. . . .

. . . I am a member of the sixth generation of Wileys involved in the publishing business; our company is 203 years old. There is a seventh generation, including two of my sons, both of whom are working in social media at Wiley. I’ve been the chairman of the board since 2002. Prior to joining our board of directors in 1984, I was a magazine publisher and a newspaper reporter and columnist, a writer of articles for magazines, and the author of five books. I am currently working on the revision of my last title, a guide to the architecture and history of San Francisco. Once the print version is completed, my daughter and I—we’re coauthors—will work on a website through which people taking the walking tours in the book will be able to access additional information and visuals about the buildings they are looking at. In the spirit of social media, we are giving our readers the ability to comment on what they are reading and seeing, which we can later add to our content. . . .

. . . Back in the 1800s when our company was founded, social media was writing a letter, which was handed to somebody on a horse or stagecoach. It would take roughly four days for a letter to go from, say, Virginia to New York; and in the wet, muddy seasons, it probably went by ship. . . . Sending a letter and getting a response was a very tenuous interaction. Now we’ve got information and creative ideas flying through the air at the speed of electrons with the ability to interact immediately. . . .

. . . In the 1950s, we began experimenting with introducing computers into the business. Twenty-five years ago, we tried to understand and experiment with computers and networks really aggressively, and our ideas about what we should be doing as a business came from our authors, our customers, and our technical advisors. We listened very carefully to them about new ways of accessing and shaping information and what they thought was going to happen. . . .

. . . We also continue to create a culture internally at Wiley that permits our colleagues to build products and related capabilities, including what we now call social experiences, or social media. We’re working on capabilities that help authors share the necessary content with our customers and capabilities that help our customers find exactly the information they need in the format they want. We are helping our intermediaries (brick-and-mortar stores, online print and e-book resellers, wholesalers, et cetera) deliver the content to our customers quickly in the appropriate format. We are also building capabilities that help us internally to work collectively and that help our authors and partners interact with us and with members of their communities. . . .

. . . We use social networks (electronically, before we used them in an interpersonal way) to understand who you are and what you are capable of. So, in our initial conversation when you told me of your history in the world of technology, I was very impressed. And so Step One is: “Okay, I recognize that this guy is somebody who has been right on the cutting edge himself.” Step Two is to use our social network to evaluate your capabilities and your proficiency in whether you are going to be able to deliver a manuscript that we’ll be able to sell. . . .

. . . We built responsible risk-taking into the organization quite a while ago. The progression to where we are today in terms of digital media has not been in a straight line, and we’ve made mistakes at times by being ahead of the curve. I think what we’ve learned is it’s best to be on the leading edge, rather than the bleeding edge, because we’ve spent time on the bleeding edge. . . .

. . . With the rapid rise of new forms of social media, we’re thinking more about how we market our products. Traditionally, we talked about our author’s “platform.”. . . What’s Lon’s platform? By which we mean: “Does he speak regularly at conferences? How big are they? Is he going to get on Oprah? Is he going to get on Good Morning America? Will his books be reviewed in the New York Times Book Review? Sadly, the print newspaper book review is fading fast. Television, yes, it works to a degree. I think it’s very effective at times. . . .

. . . We’ve also had experiences with other authors going on high-profile television programs and not selling a lot of books. Now we’re looking more at networks, at an author’s social media network, trying to understand the way in which an author creates his or her own community digitally and how we can communicate with that community to share with people what the book’s all about. . . .

Another interesting thing is the understanding that the way in which an author writes his book, the connections he builds aggregating content and editing it, is creating his platform. No longer is it “Here’s a book, write a marketing plan.” The authoring and marketing experiences are interacting.

Of course, as a commercial publisher, we are interested in metrics. So we are interested in seeing the evolution of the effectiveness of marketing and the effectiveness of networks. And I think we are at an early stage with that, but I really look to the libraries and their interaction with publishers. They are able to measure usage. Say they license a hundred journals from us; they can look at which of those journals are being used. So the librarians are saying, “Okay, I’ve got these hundred journals and ninety-eight of them are used heavily. Let’s review the two that are used less and decide whether to replace them with other journals or whether they should remain in the collection even though there is a low usage rate.”

So, there are metrics being developed, and over time . . .

. . . But let’s go back to what we were talking about earlier, about the way you are creating this book, because this tells us a lot about where publishing is now and what its future could be like.

I wrote my last book in 2000. An editor asked me to write it. I sent the manuscript to the publisher. The publisher reviewed it and edited it and sent it to production. Production designed it and laid it out. It went to the printer, then to marketing and sales, to the wholesale and retail intermediaries. And then it ended up in the customer’s lap.

That’s a very traditional print-on-paper model. Right now we are moving to a continuous process of content development and delivery. We have a favorite graphic that we use at a lot of meetings. It’s about Frommer’s. We’re one of the leading travel publishers, and we’ve created this circle called the Travel Cycle, which illustrates how we interact with our customers at different points in their travel experience. So the first part of the cycle is when, you, the traveler, dream about where you are going to go. You look at travel newsletters, magazines, online forums, blogs; so right now we’re publishing travel newsletters, online forums, and blogs about travel.

And then you plan your trip; and we are publishing guidebooks and travel websites with text, photos, video, podcasts, recommendations, interactive maps, and custom PDF guides.

And then you go on your trip; and when you’re traveling, we continue to interact with you with audio walking tours, iPhone guides, and map and airport guide applications.

And then after you come back from your trip, you share with other travelers your experience via online trip journals and photo albums, and you post your reviews and ratings, all on Wiley travel sites. So there is a continuous process of interaction here, rather than the linear process I described earlier. And when you add to that what you are doing with The Social Media Bible, which is working with the community (your community) to develop content and review and refine the content, you have a completely different publishing model. . . .

WileyPLUS is our online teaching and learning environment that integrates the entire digital textbook with resources to fit every learning style. Instructors are able to choose and assign the material that fits their syllabus, and students who want more information have access to the full eBook and accompanying learning materials. . . . WileyPLUS provides students with immediate feedback and redirects them to specific areas for review if they don’t understand what they are being taught.

. . . Equally important, particularly right now during a recession when institutions of higher education are packed with new students, WileyPLUS gives instructors an option to select only the materials they need, while keeping costs down.

To listen to or read the entire Executive Conversation with Peter Booth Wiley, go to www.theSocialMediaBible.com.
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CHAPTER 2

Say Hello to Social Networking


www.LonSafko.com/TSMB3_Videos/02SocialNetworking.mov
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What’s in It for You?

A trusted network is a group of like-minded people who have come together in a common place to share thoughts, ideas, and information about themselves. These groups sometimes include hundreds of millions of registered users that host more than 10 billion photographs—as with social networking site Facebook (www.facebook.com).
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A trusted network can also be as small as a single, influential person.

These social networks develop the trust that ultimately creates influence among your consumers. By developing and cultivating networks, your organization can create an opportunity to develop the trust that may result in more sales.

The desire to participate in conversation and influence prospects prompted the writing of a “Sales Manifesto” for a Fortune 500 client by James Burnes, vice president of development and strategy, Internet strategy, of creative services firm MediaSauce. The following excerpt showcases the need for embracing networks to drive business:

Why do we sell the same way we always have? Because it’s safe and reliable. Because it’s what we know. Because we’ve become entrenched in thinking that what we have to say is what our customers want to hear. Because it has worked for the past (insert number) years!

But the world is rapidly evolving. Advertising, messaging, and communication behaviors are changing more quickly than how we tell our story. Worse, our messaging is competing more and more with the noise that overwhelms our target customers every day/hour/minute/second of their lives. Customers are tuning out our old messages while social media and the Internet connect them with information that bypasses our expensive marketing communications strategies.

The old tried-and-true tactics of the past (insert number again!) years, like our flashy direct mail pieces, our witty trade media advertisements or those well written, but terribly expensive brochures, aren’t setting us apart.

Worse, they aren’t even being looked at. They’re being ignored. And we’re becoming irrelevant. We’re becoming part of the noise.

Can we stop being noise and become relevant again? Yes! Absolutely we can. But we have to have a new way of speaking to our customers. We have to differentiate ourselves from the rest of the world and be fresh and exciting.

We need to transform the way we touch our clients, and integrate ourselves into the very fabric of what they do every day. We have to embrace social networks, digital connections, and the online experience and build an organization that embraces conversation and transparency.

We need to take advantage of a new approach to selling, where we are problem solvers and the “go to” team for our prospects whenever a project arises that we contribute to. Everyone sells [product]. We have to be bigger than our [product]. We have to solve our client’s pain points.

We need to get digital. We need to take advantage of the tools digital and social media can provide us to open up new channels and speak to prospects on the business issues and problems they are trying to solve.

We need to tell our story in a way that doesn’t just interrupt our clients, but engages them and gives them a reason to pass it along. We need to be viral, innovative, non-traditional, and aggressive in how we seek out new business.

How will we do it? By embracing the opportunities that social media offer us to become connected to our customers. We’re going to build a culture where communicating, engaging and embracing the feedback, positive and negative, make us a better organization.

Burnes’s manifesto showcases the need for transformation, and how social networks and those connections play a critical role in your business.

You will see a common theme throughout the chapters in The Social Media Bible that discusses people’s tendency to congregate around Internet technology to exchange information and grow into larger, trusted like-minded networks. By definition, the Internet itself was the first electronic trusted network. When ARPAnet (see Chapter 18, Spotlight on Search (Search Engine Optimization) for more information about ARPAnet) connected its first group of computers together to share files, everyone assumed that their fellow users would follow a certain protocol, respect each other’s files, and share the same interests.

The social networking site phenomenon has completely and rapidly changed the way that people interact—in regard to personal and professional relationships. And any time there is a tool that millions of people in one place at one time, all with common interests, are clamoring to use, you, as a businessperson, need to understand it and be a part of it.

Back to the Beginning

Social networks have been around for as long as there have been humans to create them. When people were still living in caves and traveling in clans and tribes, those were the trusted social networks in which people banded together to cooperatively work, live, and protect one another. The words society, tribe, clan, team, group, pod, school, flock, colony, troop, drove, clash, caravan, mob, pounce, band, quiver, pack, congregation, litter, bevy, gaggle, herd, Americans, Europeans, Latinas, family, caucus, pro ball teams, New Yorkers, Catholics, Presbyterians, and even a business of ferrets all refer to social networks with similar interests and a common bond—and most important, trust.

These are the groups that help people make life’s most important—and not-so-important—decisions. If you are looking for a job, whom do you go to first? Most likely, your trusted network of friends and colleagues. If you are buying a new car, you go to trusted networks of fellow drivers and informational websites.

Any time a group of people with similar interests and collaborative trust gather in one place, businesspeople need to be participating. In fact, businesspeople also need to provide and be that very trusted network for the product or service. Understanding social networks is actually a twofold process that requires participating in other networks as well as becoming one for customers and prospects. In fact, the best way to understand social networks is to first participate in one. There are literally thousands of different kinds available today that you can join for free both on- and offline. But since the focus of social media is online, these are the groups upon which this chapter concentrates. The big two are the aforementioned sites Facebook and Twitter, with LinkedIn coming in as the largest professional network. These sites have amassed a great number of members, all with one common interest and goal: to socialize. Another emerging social media network concept is location-based social media, with Foursquare as front-runner for checking in, leaving reviews, and interacting with businesses and people from their mobile devices.

What You Need to Know

A social network, trusted network, virtual community, e-community, or online community is a group of people who interact through online networks, blogs, comments, sharing, checking in, reviews, and who use text, audio, photographs, and video for social, professional, and educational purposes. The social network’s goal is to build trust in a given community.

Every social network has different levels of interaction and participation among members. This can range from posting and commenting on updates to Facebook, sharing tweets, adding comments or tags to a blog (see Chapter 6, The Ubiquitous Blog) or checking in from a smartphone to share with followers where you are, what you are doing, and whom you are doing it with, to watching videos of funny cats on YouTube.

Life Cycle

A membership life cycle for online social networks begins when members initiate their life in a community as visitors, lurkers, or trolls (see Chapter 5, The Internet Forum, for more information). After becoming comfortable, people become novices and participate in the community dialogue. Once they’ve contributed for a period of time, they become regulars; and oftentimes, these regulars will break through a barrier and become leaders. Members who have been participating in the network for a while and eventually depart are known as elders. The amount of time it takes to become an elder depends on the culture of the site. It can take only a few months or more than a year. This life cycle can be applied to many social networks such as Facebook, Twitter, YouTube, LinkedIn, blogs, and wiki-based communities like Wikipedia.

The following examples of each of the phases in the membership life cycle uses the photo sharing site Flickr:


	Lurkers observe the community and view photo content. They do not add to the community content or comments, and they occasionally visit the site to look at photos that someone has suggested.

	Novices are just beginning to engage in the community. They start to provide content and tentatively participate in a few threads. Such users make a few comments, become somewhat involved, and will even post some photos of their own.

	Insiders consistently add to the community discussion, comments, and content. They interact with other members and regularly post photos. They make a concerted effort to comment, rate, and participate with other members’ material.

	Leaders are recognized as veteran participants. They connect with the regulars and are recognized as “contributors to watch.” A leader would not consider viewing another member’s photos without commenting on them, and he or she will often correct another member’s behavior when the community considers it inappropriate. Leaders will reference other members’ photos in their comments as a way to cross-link content.

	Elders leave the network for a variety of reasons. Maybe their interests have changed, or perhaps the community has moved in a direction that doesn’t sit well with them. Their departure may be due to lack of time, lack of interest, or any number of other factors.



Contributing

There are many reasons that people want to contribute to social and knowledge-sharing networks like blogs, social media, and wikis (see Chapter 7, The Wisdom of the Wiki). In fact, the number of individuals who spend a great deal of time contributing to such social sites is pretty amazing. People usually become motivated to contribute valuable information to the group with the expectation that one will receive useful help or information and recognition in return. This kind of reciprocation is particularly important to many online contributors. Some individuals may also freely contribute valuable information because they get a sense of contribution and a feeling of having some influence over their environment. Social psychology dictates that people are social beings who are gratified by the fact that they receive direct responses to their input. Facebook is a good example of this kind of immediate acknowledgment, whereby readers can instantly comment on and participate in live content.

Dunbar’s Number

In 1993, evolutionary psychologist Dr. Robin I. M. Dunbar of the Human Evolutionary Biology Research Group of the University College London anthropology department made an important discovery about the workings of social networks and human interaction. Dunbar proposed that the cognitive limit to the number of people with whom one person can maintain stable social relationships was 150. These are relationships in which individuals know who each person is, and how each person relates to every other person. The size of a typical social network is constrained to about 150 members because of possible limits in the capacity of the human communication channel.

Through the use of social media tools and social networking, however, this number has grown to maybe many hundreds. And by linking your network to each of your contacts’ networks, your effective number of usable contacts can be in the millions.

Remember, social networking isn’t about allowing everyone who requests to link to you be allowed to do so. It’s not about the number of your contacts, but rather about the value that each one brings. Do you think it might be important to mention influencers in this case?

Social Network Examples

The best way to explain how a social network works is to describe a few specific social networks. The big three social networks are Facebook, with over 800 million members; Twitter, with over 200 million members; and LinkedIn, with 120 million users. Facebook is by far the most popular and widely used social network.

Here are just a few statistics on Facebook:


	More than 50 percent of Facebook users log in every day.

	206.2 million Internet users in the United States has a Facebook account.

	The average Facebook user has 130 friends.

	The average user is connected to 80 community pages, groups, and events.

	On average, more than 250 million photos are uploaded per day.

	510,000 Facebook posts are created every 60 seconds.

	More than 4 million businesses have Like Pages.



Facebook

Facebook is currently the biggest and most popular social network on the Internet, and has more than 800 million active members.

Founded in February of 2004 in the dorm rooms of Harvard University, Mark Zuckerberg, Chris Hughes, Dustin Moskovitz, and Eduardo Saverin launched The Facebook as a way for students on campus to interact, share, and connect with their friends around campus. Initially exclusively for college students, Facebook is now available in more than 70 languages to anyone over the age of 12 with an e-mail address. This social platform digitally connects people’s real-world social connections in a sage online environment.


FIGURE 2.1 Facebook
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Revenue Model

As can be seen with many of the other social networking sites and social media tools, the revenue models are fairly simple: paid subscription, free with advertising, and free with paid upgrades (aka freemium). Facebook chose the free with advertising revenue model with no paid services. Facebook Ads use the information provided by the user in their personal profile to target advertising to the individual. Using the pay-per-click model, businesses are able to use provided information to advertise their service, event, Like Page or other external links to those who are interested.

How It Works

Upon creating and setting up an account, Facebook users start by adding friends to share content or information with. Sharing information is really a matter of what is important to the individual users. Commonly, people share what is on their mind, what is happening in their day, and interesting links, articles, videos, and pictures that they come across. They are also able to comment on what their Facebook friends are doing by showing support, “Like”-ing their post, sharing what they have posted with their Facebook friends and, of course, read or watching articles, photos, and videos.

Facebook users are also able to interact with businesses and entities that they enjoy. By “Like”-ing a Facebook page, Facebook users are able to get information provided by those businesses and entities and interact with them. They are also able to comment on their pages with questions, stories, or comments.

There are many activities that take place on Facebook such as gaming, music, applications, events, messages; the list goes on and on. Facebook is about what is happening right now, what you are doing, what is going on in your life, and sharing it with those who care and want to know.

What’s in It for the User?

Facebook users are creating their own online social community. Facebook users have been able to reconnect with old friends, find family, make new friends, and talk about life. This online community keeps people connected through sharing and informing.

What’s in It for Businesses?

There isn’t a business in the world that would turn down the opportunity to be exposed to and potentially talked about by over 800 million people. Every day hundreds of thousands of people talk about what is happening in their lives, and that includes shopping, spending, asking for advice, complaining, complimenting, and recommending, potentially about your business or industry. Why not be a part of the conversation?

Business pages (or Like pages) allow for businesses to share their professional information and engage with current and potential customers. Like pages are a great place to do your customer service, public relations, sales, marketing, and promotion. We recommend that you keep your page 85 percent informative and resourceful for “Like”-ers and 15 percent about your business.

Building an online community takes time, but will pay off when you have a valuable and supportive network of people that care about your information and actually want it.

Common Terms


	Friend—People who have connected in Facebook are called friends. Friends are usually people who users know personally, done business together, family, or those who just want to connect with them. Approved friends can see your posts, comment on your posts and activities, tag you in photos or posts, invite you to events, and add you to groups, and vice versa.

	Like—Button located on each post for Facebook users to show that you enjoyed the Facebook friend’s post, link, video, or picture.

	Like Page/Fan Page—Pages are for businesses, products, company, organization, cause, entertainment, band, or artist to build their own community. These pages are separate from a friend or profile in that rather than accumulating friends (which are limited to 5,000), pages accumulate “Likes” (which are unlimited). When a Facebook user likes a page, she is showing support for the purpose of the page, she wants more information from that page, and she wants to be part of that community.

	Tag—This identifies a person in either a post, picture, or video. When tagging in a post, you must either “Like” the page or be friends with that person. Then using the @ symbol, type the person or page after it, making the name appear and be selected. To tag in a photo, you again must be friends with the person, turn on tagging for the photo, use your mouse to select that person in the photo, type in his name, and select him. By tagging, the person will be notified that he has been tagged, so he can also participate.

	Notification—Everything you do in Facebook comes back to the notifications. Every time a user posts a comment, likes a comment, shares a link or picture, or sends a friend request, it prompts a notification. These notifications let you know when people have interacted with what you have interacted with. Notifications can be: others liking your posts, photos, or comments, tagged you in a post or photo, commented on a post you made or also commented on, invited you to an event, recommended a page, accepted a friend request, commented in a group, and much more.

	Comment—Each post or status update made on Facebook can spark a comment from others. Comments are responses to what was said in the post.

	Friend Request—For users to become friends, they must be accepted. Users can search for someone by name and ask her to be a part of their Facebook network with the “Add Friend” button. When people have sent you a “Friend Request” you can either confirm or reply “Not Now.”

	Subscribe/Subscription—The subscribe feature allows Facebook users to follow people whom they are interested in, but aren’t necessarily acquainted with. This allows Facebook users to share their information with those who are interested in them and their information without having those people’s Facebook activities in their news feed. Also, with the limit of 5,000 friends on Facebook, this allows for more sharing and engaging. Facebook users who have allowed others to subscribe to them are able to limit what information is shared with Facebook friends and subscribers with the “Update Status” settings in the bottom right-hand corner of the “What’s on Your Mind?” box. This an ideal option for public figures, celebrities, and journalists.

	Wall/Timeline—The wall (or Timeline*) is the Facebook user’s personal (or profile page). This is where all the individual Facebook user’s posts and activities are seen. Previously, the news feed was referred to as the wall, as well.

	News Feed—This is a continuous stream of comments, pictures, links, events, activities, check-ins, and all other Facebook activity that is constantly being updated by your Facebook friends. This also acts as your home page for Facebook.

	Poke—This gesture acts as a “Hey, I’m thinking of you.” The Facebook user has the option to poke back, if willing.



Profile

Basics


	Status—This is where Facebook users share “What’s on [their] mind.” This is where the post happens.

	Photo—Sharing photos is one of the biggest features in Facebook. You can either share one photo or create an album with a series of pictures.

	Place—This is for Facebook places. See the “Location-Based Social Media” section of this chapter for more information.



About


	Basic Information—This is the general information about the Facebook user: sex, birthday, interested in (men or women), what languages you speak, and religious and political views.

	Contact Info—This is how a Facebook user or friends can get a hold of you; phone, screen names, website, e-mail, Facebook URL/vanity.

	Relationships and Family—Facebook users are generally friends with their family members on Facebook. This can show who your mom, dad, sister, or aunt is. Also, you are able to show what your relationship status is, whether it is single, in a relationship, engaged, married, widowed, or divorced.

	Work and Education—Tells where you went to high school and college.

	About You—This is where Facebook users talk about themselves. This can be a personal description, poem, or list. This is where the Facebook user defines who they are.

	Living—Where you have and currently live.

	Favorite Quotations—Facebook users are often inspired by many things that people throughout history have said. With favorite quotations, Facebook users are able to archive what they feel are the most meaningful thoughts that touch and define them.

	Cover—Acting like a website banner, the Facebook cover is an image at the top of an individual’s Facebook profile that she feels is most important to her. Sized at 851 pixels by 315 pixels, this area is where Facebook users shine, show off, brand themselves, and share significant moments.

	Feature—Each post made on a Facebook user’s Timeline can be made into a feature so that it becomes a focus or highlighted moment on the Facebook Timeline. This generally is to highlight something of significance or importance to the individual Facebook user.

	Life Event—These are significant moments in your life that you feel are worth highlighting. With five options to start with: work and education; family and relationships; living, health, and wellness; and milestones and experiences, Facebook users are able to share their personal life events and highlight them for people to see on their Facebook Timeline. It is important to note that with Facebook Timeline, life events can be posted from before the Facebook user was on Facebook all the way back to their birth.



Facebook Interface


	Messages—This acts as an e-mail within Facebook. Facebook friends and users are able to send messages to each other that are private and not seen publicly on the Facebook user’s wall.

	Events—Planning get-togethers, causes, or just sharing things that are to come can all be shared with Facebook events. Facebook users can provide all the details (where, when, why) and invite their Facebook friends to come with three options for response or RSVP: Join, Maybe, Decline. If you have created a Facebook event under a Facebook page, you are able to invite only your personal Facebook friends, not those who like your page.

	Group—This is for Facebook users who wish to connect and build a social network around a common interest, affiliation, location, and so on. Groups are different from Facebook pages, in that everyone who is a part of the group can know who is in the group. Groups have three settings: open (anyone can see the group, who’s in it, and what members post), closed (anyone can see the group and who is in it, but only the members can post), and secret (only members see the group, who is in it, and what members post. You must be added to participate.)

	People You May Know—Social networking is all about whom you know and who those people know. People You May Know is generated by the Facebook algorithm based on places you have checked in, pages you have liked, and people you are currently Facebook friends with. This allows for Facebook users to connect with people they may already know or allow them to get to know new people.

	Ticker—Located on the left-hand side of the Facebook home page (aka the news feed), the ticker shows everything that your Facebook friends are doing right now on Facebook. Different from the news feed, which shows status updates, the ticker shows all the activity of your Facebook friends: when they like a new page, comment on another friend’s post, or become friends with someone new.

	Chat—Your Facebook friends will undoubtedly be on Facebook at the same time you are at some point. Chat allows you to have a conversation with them inside of Facebook when your Facebook friends are also online when you are. In the lower right-hand corner, there is a box that says “Chat” inside a green circle. The green circle signifies that those Facebook friends are online. Note that when a Facebook friend goes offline, the chat then becomes a message.

	Username—The Facebook username, or Facebook URL or vanity, allows Facebook users to easily find people and pages on Facebook. To claim your username, go to www.Facebook.com/username
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For Facebook Pages, you must have 25 likes to claim your Username.


	Apps—Apps allow for Facebook to have a more interactive experience on Facebook. Apps have an incredible reach with the variety of use; from games to contests to help tools to newspapers to Facebook Like Page tools, the use of Facebook Apps is monumental.



Privacy Settings

With so much information being shared on Facebook, it is important to make sure Facebook users are protected as much as they want to be. The privacy settings allow for Facebook users to protect their personal information like location, contact information, and so forth, and their personal brand (pictures, videos, posts, and so forth). Setting individual levels of privacy is up to the individual user. By default, Facebook makes accounts public, and it is the responsibility of the Facebook user to change the relevant settings to disclose only what they wish to disclose. Facebook does provide, however, very customizable and comprehensive privacy settings for their users.

The privacy settings can block people from seeing your information, Facebook wall, friends, prevent others from tagging you in posts or pictures, sharing apps, and even block unsolicited people or those harassing you. We encourage all users to modify their Facebook privacy settings to the level of privacy they are comfortable with.

The privacy settings can be found in the upper right-hand corner of the Facebook interface by selecting the upside-down triangle next to the word Home and then selecting Privacy Settings. For more information on Facebook Privacy, please visit www.facebook.com/about/privacy.
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Child Safety

Child safety on Facebook is a top priority. To protect minors, Facebook has implemented safeguards, and limits what they can do on the site, for their own protection. Facebook also requires that Facebook users be at least 13 years old. There are so many options, features, and tools for safety on Facebook that we encourage you to learn more about Facebook security at www.facebook.com/safety for a very informative and engaging explanation of Facebook safety for parents, teens, teachers and law enforcement.
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Twitter

With a 140-character limit, Twitter turned microblogging into an information-sharing sensation. Started in March of 2006 by Jack Dorsey, Noah Glass, Evan Williams, and Biz Stone, Twitter has gained global popularity, with over 200 million users sending over 200 million tweets and 1.6 billion searches per day. Since its launch, Twitter is used by what seems to be most everyone, from celebrities like Ashton Kutcher and Lady Gaga to major corporations like Apple and Google. Even the president of the United States has an active Twitter account.

How It Works

The best way to think of Twitter is to think of it like sending a text message to a group of people you may or may not know who care about what you have to say. To get started, visit www.twitter.com to sign up where you will need accessible e-mail address to get started. Follow the simple steps to get started.
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There are three ways to use Twitter: on your computer, through a mobile app with a smartphone, or by sending a simple text message. With the desktop computer website and Twitter app, you are able to tweet, follow people, read and retweet information, and build your own Twittersphere, or community. If you use Twitter through text messaging, you can send your tweets only through text messages. For information on how Twitter text messaging works, visit https://support.twitter.com
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and go to “Apps, SMS, and Mobile” for more details.

What’s in It for the User?

Twitter is all about the right now! Tweets have a life span of about 24 hours before they are forgotten. Additionally, with only 140 characters to get your message across, thoughts must be quick, concise, and to the point married with abbreviations, hashtags, and text speak to deliver the message. And while spelling is often forgiven and it very common to use letters or numbers for words (for example: for is 4, you is u, and so on), it is important to remember that this is your online reputation we are talking about.

Tweeple use Twitter to stay up to date on what is happening in the world they have created for themselves around what they find most relevant and important. Each user’s Twitter account is customized just for whomever, around the people, topics, businesses, and other information they are interested in. You can follow the Wall Street Journal for your news, The Big Bang Theory because you love the show, TechCrunch for all your latest technology information, your favorite author, movie, musician; the possibilities are endless, but it’s all about what you care about.

Twitter also allows its user to have relationships with people and businesses that they never could have had before. Twitter users can now directly contact American Express, Target, JetBlue, or Pepsi to ask questions, get customer support, ask about deals, or to share an experience. A common way to use Twitter is for customer service; @Comcast is known best for this. When your Internet or cable service is out, Twitter users are able to contact Comcast through Twitter for support, find out what the problem is or get a call from Comcast directly to talk through the problem.

Twitter is all about what the Tweeple feel is important and what they want to talk about. There is no agenda, just conversation and sharing.

What’s in It for Businesses?

For businesses to not include Twitter as a part of the marketing efforts would be like trying to bake a cake with no oven. Yes, you have all the ingredients, but no way to bake it. It’s the same thing with Twitter. If you have a business, product, service, or nonprofit that you want to get out into the world, Twitter is where it will happen.

Twitter allows for businesses to follow other leading experts to learn from them and share their information, be part of relevant, industry-specific conversations, answer questions, share your information, generate a topic of conversation, and keyword search around the world or by city.

While building a Twitter community takes time (but tends to be easier and faster than Facebook), it has an incredible payoff. When you have a big announcement, sale, or product for sale, the community that you have built will respond to you with purchases, retweeting, and coming into your establishment. Keep in mind that businesses will only be able to build a quality community by spending time building Twitter relationships, not being spammy, pushy, or salesy. No one wants to be pushed on all the time; they want to build relationships with you and get to know you and your business.

Common Terms


	Tweet—This is the actual information that is shared or posted on Twitter. This is done in 140 characters or fewer.

	Via—This is sometimes said in a tweet instead of using RT.

	Hashtag (#hashtag)—When the # symbol is used in a tweet to allow highlighted parts of retweets for conversation so other Twitter users can follow or search the hashtag. These are often used for emotions (#excited), events (#SDCC), or statements (#BestMovieEver). A hashtag is created by Twitter users by simply typing the # symbol and tying a word or series of words with no spaces.

	Trending Topics (Trends)—Trending is what Twitter users are talking about most on Twitter. These topics are based on what is popular across the world, country, or city and allows for people to discover the “most breaking” news stories from around the world. Trends can be political (#occupy), people (Justin Bieber), conversation topics (#BestOfBothWorlds), inquisitive (#MyWeddingSon), or an event (#VMAs). Trends are constantly changing.

	Tweeple/Tweeps—Term used for Twitter followers who have become friends through regular conversation, sharing, and retweeting.

	Twittersphere—A group of people who tweet as a collective group.

	Tweetup—An event at which people who tweet or use Twitter regularly get together in person. These events are for people to meet who wouldn’t normally get to meet or to put a face with a name (or in this case a Twitter handle.) Events can happen regularly and are generally planned with Twitter and by using hashtags (for example, #buzzcation).



Understanding the Tool


	Profile (@TwitterHandle)—This is who the user is. There are four parts to the profile:

1. Your name—This can be your actual name (for example, Lon Safko) or your organization name (Walgreens)

2. Twitter handle—This is what identifies you in Twitter. Starting with the @ symbol and a word or series of words (with no spaces) is how Twitter will identify you. You are not allowed to exceed 15 characters; for example, @LonSafko.

3. Website link—Your website, blog, or best way for other tweeps to learn more about you, your business, or what you are about, for example, www.LonSafko.com. This can be left blank.

4. 140-character description—The description of you tells everyone briefly what you are all about. You can use hashtags, links, full sentences, and whatever else you wish to put in the description to describe who you are, for example, “innovator & author of The Social Media Bible.”




	Followers—These are the tweeple who have chosen to follow you based on who you are and what you have to share. These people are able to read your tweets and retweet your information.

	Follow/Following—These are the tweeple you chose to follow based on who they are and what they have to say. These people’s tweets will be visible on your timeline after you hit the “follow” button on their Twitter profile.

	Retweet (RT)—When information is reposted in your Twitter timeline from someone else’s.

	Timeline—This is on your Twitter home page and where all the tweets from the tweeple you have chosen to follow will appear.

	Direct Message (DM)—This is a direct message sent from Twitter user to Twitter user. DMs can be received only if both Twitter users are following each other. This message is not seen by the public or other Twitter followers. DMs can be found under “messages” in the Twitter interface.

	Who to Follow—Based on whom you have followed, Twitter makes suggestions as to who else you may wish to follow on Twitter.

	Activity—These shows you what the tweeple you have chosen to follow have been doing on Twitter; whom they have followed, lists they have made, and what they have favorited.

	Favorites—Used when a tweet is liked and you wish to save it for later. This can be found on each tweet with a star next to it.

	Lists—Similar to Facebook lists, this allows Twitter users to organize their Twitter following into categories. For example, social media, family, friends, coupons, companies.



Other


	Bit.ly—With a limit of only 140 charactes, URL links can eat up a lot of valuable character space. Bit.ly allows for users to insert their URL into their tool and it will compress the link to a fewer number of characters.

	TwitPic.com—Available to all with a Twitter account, TwitPic allows Twitter users to share media on Twitter in real time.

	Instagram—This iPhone app (only available for iPhone at the time this chapter was written) takes photos and applies a filter to make photos appear retro and then post to Twitter and other social networks. This popular app has changed how people share photos, shop, promote, and so much more.

	Auto-Responders/Auto-Followers—A lot of people believe that the number of followers is the most important thing in social networking. Auto-followers and auto-responders are designed to find your followers no matter where they are. While these tools are normally free, they tend to be hit or miss. We recommend not using these tools, and focus on making sure your information is valuable and follow-worthy. Building an online community takes time, but is always worth it in the end.



Location-Based Social Media

More and more people are turning to their mobile phones for communication and engagement. In fact, 40 percent of social media users access their social media from their mobile phones. With the emerging culture of sharing what is happening right now, location-based social media (LBS) has grown exponentially with 5 percent of social media users with smartphones using LBS services to check in, share their activities, access rewards, and connect with friends.

How It Works

LBS is available as an application (app) from your cell phone provider’s app marketplace. Once installed (and opened by you) the app uses the GPS hardware in your smartphone, and the LBS accesses a list of venues that are nearby. You select the venue you are at and check in. With each check-in, you have the option to say something; why you are there, whom you are with, or what you’d recommend from that place. Generally, you will also have the option to share with your other social networks like Facebook and Twitter.

What’s in It for the User?

LBS users generally enjoy sharing multiple facets of their life, but they primarily do it for the rewards and incentives. When LBS users check in to participating establishments, they are rewarded for giving the business a shout-out and some free publicity. The incentives and rewards can be a few things, like a discount on purchases, a free something like coffee or appetizer (with purchase), or a donation to a cause can be made. These incentives are awarded to the person who has checked in the most (usually the “mayor” or “duke/duchess”), frequent visitor (checked in three times), or for specific shout-outs (Here for the #SuperBowl!).

What’s in It for Businesses?

Business owners are always looking for simple and cost-effective ways to promote their businesses. LBS platforms are free to use, easy to set up, and businesses can offer the same things they offer in their print advertising. LBS allows for something that print advertising can’t: word of mouth. Every business owner will tell you that marketing and advertising are necessary for any business, but word-of-mouth marketing will keep people coming back for more. Social media is all about word of mouth, sharing, and getting others to do it with you.

LBS also allows business owners to thank those who come in their stores and promote them. All business owners have that regular who is in there all the time, but with LBS they can know who they are, when they come in, and what they are saying. Is it really all that hard to say thanks with a discount or free something?

Common Terms


	Check-in/Checking In—When a user physically announces or shares his physical location to his friends and followers. This can be done upon arrival or departure.

	Badges—Digital rewards that are earned by users for checking in. These are unlocked by checking in to a variety of locations, doing activities, events (Super Bowl, 4sq Day, voting, etc.), days (Halloween, voting, New Years, etc.), frequenting locations, and unique check-ins (astronaut Douglas H. Wheelock unlocked the NASA Explorer badge for checking into Foursquare from the International Space Station).

	Points—Awarded for checking in. More points are awarded for different accomplishments, for example, checking in when “the mayor is in the house,” adding new locations, visiting a first (your first coffee shop, movie theater, club, etc.), or earning a badge.

	Rewards/Incentives—Awarded by participating businesses when a user interacts with the location through a check-in. These awards can be a discount on a purchase or a free product. These are awarded or unlocked for being the mayor, checking in so many times (frequent visitor), or simply for checking in.

	Geolocation—When a user’s real-world geographical location is tied to an object like a mobile phone. This service is accessed through the GPS in almost all smartphones.

	Shout-outs—Where the user shares what they are doing in the check-in.



Foursquare

Foursquare is the biggest LBS (as of the time this chapter was written) with over 15 million members checking in over 3 million check-ins per day. Launched at SXSW (South By Southwest) on March 11, 2009, by Dennise Crowley and Naveen Selvadurai, the New York City–based LBS company allows you to check in at the location you are at to share with your Foursquare friends, Facebook friends, and Twitter followers where you are and what you are doing.

Foursquare has an easy-to-use interface and a 140-character limit. Users unlock the world around them: what specials are near by (based on your geolocation), check into places to share your current activity, leave tips, know what your friends are doing and where, share pictures with your check-in (these should be related to the place you are at, such as food, artwork, performances, and so on), add new places, and identify different types of places that are in your immediate area.

Understanding the Tool


	Activity—This can be compared to the Facebook news feed or the Twitter timeline, where you see what your friends are doing, where, and how long ago.

	Daily Deals—Partnered with daily deal companies like Groupon and Living Social, Foursquare shares with users when local deals are near by.

	Events—With so many people creating new events for movies, concerts, parties, and other events, Foursquare added the events option so when users are at specific locations, they can check in to an event at that location rather than creating a new place in Foursquare just for the event. This can be seen as a red ticket in the Foursquare interface.

	Explore—Based on your geolocation, Foursquare finds specials, restaurants, shops, events, and outdoor activities that are nearby within a certain mile radius (the default is two miles.)

	Friends—Other users you have approved to share your location and their location with you. Their activity shows up in the “Activity” part of the Foursquare interface.

	Following—Businesses, organizations, and other entities can be followed by users to unlock extra tips at various locations as well as unlock sponsored badges and promotions. A few examples are The Conan O’Brien Show, the Wall Street Journal, and Walgreens.

	History—The last places a user has checked in displayed in order from most current to last.

	Lists—Based on tips left by other users and followed businesses, a to-do list is created by the user based on things the user wishes to do.

	Mayor—The user who has checked in the most to an establishment in a 60-day period.

	SuperUser—Foursquare has awarded power users to be able to edit and report venues in the Foursquare interface. These users help local communities with deleting and removing duplicate venues, report problems, abuse, and other Foursquare maintenance.



Other LBS


	Facebook Places—Launched in August 18, 2010, to rival Foursquare, Facebook Places allows for users to check in using their Facebook app. Users are also able to check in their Facebook friends (for those who have enabled the feature) and access Facebook deals. This feature is marketed as a loyalty card or digital coupon for checking in to participating businesses on Facebook. Deals can be discounts, coupons, or free merchandise.

	Gowalla—This LBS has a very similar functionality to Foursquare, but with a more artistic look. The biggest difference comes from the Trips feature. Trips allows users to create a trip or route of up to 20 locations and a pin (the equivalent of a badge) is awarded for completing your own trip or another user’s. These trips can be pub crawls, nature hikes, or food tours. Gowalla also awards stamps, which are awarded for checking into places. Gowalla pins and stamps are easier to acquire than Foursquare badges and in more variety. A few pins and stamps include the Royal Gowallabies for the April 2011 royal wedding and Disney Parks, where you can check in to all rides to earn stamps or pins for completing the Disney Trip.

	Yelp—Founded in October of 2004, Yelp combines local reviews of businesses and social networking to create local online communities. Yelp is predominantly used to read and leave reviews of service-based businesses like restaurants, retail stores, clubs, and so forth. Users are able to access Yelp from their desktop or smartphone to find places to visit, read reviews, and check in. Yelp also offers Yelp Deals, which work similarly to Groupon deals, but with no time limit for purchasing a deal. Yelp also offers check-in deals and Yelp Royalty (to rival Mayorships) similar to Foursquare and can be accessed by the Yelp smartphone app.







The ROI of Social Media

Southwest Airlines Generates Top Sales and Website Traffic Days Using Social Media

Background

Southwest Airlines joined Twitter. Shortly thereafter, the airline began source coding all of the links it distributed in its tweets. Then something amazing happened. Southwest Airlines Emerging Media managers Paula Berg and Christi Day discovered that seven customers had clicked from Twitter through to southwest.com and made a purchase that week. A whopping seven! Their excitement was quickly deflated when a colleague suggested that they not report their findings because the number “was so small.” Technically, the colleague was right. Relative to the millions of people who book travel on southwest.com each year, seven didn’t sound very impressive. But while the number was small, the potential was huge!
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Strategy

Continue to engage with customers on Twitter, build a following, cultivate relationships, and monitor activity. In the meantime, bang down internal doors to make colleagues understand the revenue potential of Twitter and other social media channels, commit more resources and staffing power to the airline’s social media efforts, and develop appropriate sale opportunities to test in said channels.

Implementation

Less than a year later, Southwest launched a 48-hour fare sale using nothing more than social media and public relations to promote it—no paid advertising—and achieved its top two sales and website traffic days in the airline’s 38-year history. If anyone thought it was an anomaly, three months later, they did it again.

Opportunity

Inspire organizational change and drive revenue with increased investment in social media.

Conclusion

Anyone who works in social media sees its power and possibility every day. The ultimate challenge is finding ways to persuade peers and leaders to take risks, pursue new opportunities, and make the long-term investment required to succeed. Measurement and reporting can be powerful tools in gaining resources and support, but charts and graphs are just numbers on a page, and they don’t predict the future. When measuring and reporting social media, it’s essential to not just report past activity but to read between the numbers to spot trends, patterns, and possibilities. Reporting social media should, at times, be like reporting the weather—ignoring what the numbers were yesterday and focusing instead on what the numbers could be tomorrow—and then using that information to educate, inspire, and drive the organizational change needed to meet the needs and possibilities of the changing media landscape.

—Paula Berg, www.Southwest.com










International Perspective

China

With 1.3 billion people, regardless of what is going on now in China, it will continue to expand its presence in the ever growing area of social media!

So what are they doing? Well, as you may know, many sites such as Facebook are blocked by the “Great Firewall of China,” but there are still plenty of local sites taking advantage of this and creating home grown powerhouses.

Currently there are approximately 400 million online users in China, many with multiple accounts. The leaders are:




	Network
	Members





	Tencent
	1 billion



	Qzone
	310 million



	RenRen
	200 million + 50 million Mobile



	Kaixin001
	75 million



	51.com
	160 million





But what are they doing? How well is the social in social media integrating into the business world?

The most popular site in China is QZone. A social networking site created by powerhouse Tencent (China’s largest Internet portal) in 2005, it is used for blogs, diaries, photo sharing, and for listening to music!

What is interesting to note here is that in America, approximately 25 percent of the population create original content. In China, that number is over 40 percent! This makes things very interesting from a marketing standpoint. This could be because China has so many restrictions that the use of social media is a great way for people to spread their beliefs and views without repercussions. There is even an online currency, QQ, that is being used so widely across the country it is being taxed!

And although a lot of usage is IM and Chat, the main topics being discussed on these sites are:


Healthcare

Consumer Goods

Automobiles

Computers

Mobile phones

Sports



I think that China is taking the lead in using the web to do research and companies that ignore this are at risk. Especially when we consider that the average Chinese user will spend at least 5 hours per week on social media sites.

It should also be noted that China users are far more engaged in their online lives than Americans. It is typical for a China user to spend over 80 percent of his or her day online, compared to about 40 percent in the USA.

For many Chinese, they actually first hear about a brand online rather than in print or television. This means that your reputation online is critical if you want to make an impact on today’s social media users.

So what should your company do in China? Research and more research!

In order to understand what is going on in China you need to understand all the channels being used online, what they are saying about your company and your competitors and what you can do to enhance your online reputation.

You also need to understand how Social Media users engage with other users and what their motivations are for using the most popular sites. From this you can make sure you are visible on the right channels!

As a resident of China, I am extremely excited to be here during a once in a lifetime evolution: 500 million users and counting. The future is looking to include gambling, two-way communication with users, location-based marketing, company discounts and promotions, and of course information sharing.

But all this activity still comes down to what I call the three pillars of success! Trust, Comfort, and Confidence . . . I wrote about this five years ago from a sales perspective but it still holds true today.

You need social media to build trust, create a comfortable user experience so they keep coming back, and finally, create a confident brand that users will know is in it for the long haul and will keep innovating!

So, keep doing research and listening to your customers and users. By the time you finish reading this article, the landscape would have changed!

Xie Xie!

—Anthony Solimini

Simitri Group

www.simitrigroup.com
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Expert Insight

Gretchen Howard, director of online sales and operations, Google AdWords, www.google.com/corporate/execs.html


Gretchen Howard
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. . . I’m a director at Google and I work on online sales and operations and I’ve been at Google for about two and a half years. I had a varied path before I landed at Google. I worked in financial services and also in consulting before that. . . .

. . . Sure, let’s start with an acronym that you mentioned from the start, Search Engine Marketing, or SEM. Search Engine Marketing is really not intermixed with online advertising. It refers to programs that enable advertisers to run relevant ads alongside search results. So when users perform queries on a search engine, such as Google, online advertisement will also come up. . . .

. . . These onlines are featured advertisements that you’re talking about; this is what we call AdWords. So AdWords is just Google’s online advertising program. And we really like to describe AdWords as, it may sound a little corny, but I like to explain it as a matchmaking service that can match businesses and customers. They’re really the tools that connect businesses to a product and services that sell and customers who are looking for those specific products and services, and online. And it’s really done by matching relevant products and services to customers’ search queries, and the thing that excites me most about AdWords is that it’s highly targeted and cost effective. So it’s a measurable system that helps advertisers, both large and small, find their customers online. . . .

. . . It’s all about relevance, and so it’s really easy to set up. One thing, just to take you quickly through how it works: When you go to www.google.com/adwords, you select “daily budget,” [and] you create an ad. And you target your ad by choosing keywords and a geographic location, and then you let it run. So it’s a cost-per-click model, which means advertisers only pay when users click on their ads. And then they are delivered to the advertiser’s website.

So a click can be as low as one cent and you can modify your daily budget at any time. So you’re not trapped into a large fee at any time. . . .

. . . It’s a pay-per-click model, and that’s why our philosophy is that all advertising should be relevant, targetable, and cost effective. And that’s why the pay-per-click model comes in because it holds us accountable and not the advertisers with customers. . . .

. . . The other thing that it does is it really levels the playing field. And so it offers this powerful, measurable solution to the needs of both small and niche businesses, as well as large brand advertisers. So in some ways it really democratizes the web, which is just ground-breaking. . . .

. . . And it doesn’t matter how specific. I mean the more specifically someone’s looking for something, the easier they’re going to find exactly what they’re looking for. And so the user experience and the customer experience are both important to their business, and it helps both Google and the online advertisers, as well. So it’s really a win-win situation. . . .

. . . So we have an ad traffic quality team and they’re constantly at EQ. We have a three-stage system for detecting invalid clicks. The three features are (1) proactive real-time filters, (2) proactive offline analysis, and (3) reactive investigation. And this combined approach is really the essence of click-fraud management. The goal is to cap the net of invalid clicks efficiently, live, in order to have a high degree of competence so that actual malicious behavior is effectively filtered out.

So by proactively filtering these clicks, potentially worth hundreds of millions of dollars every year, we’re able to provide a very effective protection against attempted click-fraud, and we take it very seriously. . . .

. . . Google has devoted significant resources and expertise to developing proactive and technically sophisticated measures to filter invalid clicks before advertisers are ever charged for them. We recognize that advertiser satisfaction from an advertiser’s point of view is extremely important. So we investigate every click-fraud claim that comes in to us and we really try to respond to those advertisers’ requests as appropriately and timely as possible. . . .

. . . And if we don’t catch it proactively (and we do catch most of them proactively) we will absolutely credit advertisers retroactively because the last thing we want is for advertisers to be negatively affected by click-fraud in any way. . . .

. . . But I think this integrity is so key to the essence of our business that it’s extremely important for our customer experience and our advertiser experience to be top notch. . . .

. . . AdWords actually is very easy to get started. I like to break it down into three main steps. First: As in any time you’re creating an advertising campaign, especially an online marketing campaign, I think the first step and advice that I always give people is, “Know your audience; identify your goals.” Precision is the key to search advertising. You want to reach the right advertisers at the right time.

Take a good look at the products or services you are selling and the customers who are buying them. You’d be amazed at how many people don’t know who their target audience is, and this is an essential first step. Then, once you have a clear sense of your business, you need to focus on how to reach those customers and you’ll need to understand and define what your ultimate goal is, so you can actually measure success.

Then you can look to target specific languages or geographic locations that your business serves, and that could be your region or that could be global. . . .

. . . That’s one of the beauties of online advertising. You can change your geographic targeting at any time. So you can expand or contract or actually make seasonal changes based on geographic trends as well. . . .

. . . I think, you know, if you are someone in northern California and you’re selling a snowboard, you can have a huge presence in the winter in northern California, but in the summer it’s a slow time. So why not market those snowboards to folks in New Zealand where it’s winter in your summer? So it’s a great way to discount the seasonality of your business. . . .

. . . And that leads me to point Number Two and how to get started. It’s the second tip that I tell people: “You really have to create effective campaigns.” So the first step in that is choosing powerful keywords. Really start brainstorming and expand your list as broadly as possible, and then narrow your focus. Try to think like your customers do and use two- to four-word combinations instead of general words so you really target the audience that you’re going after.

The other piece is that advertisers need to write what I call, “Got-to-Click” ads. So those are ads that users feel compelled to click on and learn more. Get to the point quickly, convey key product benefits, like free shipping or promotion; and then use “strong calls to action” such as “buy now” or “sign up today” and really direct users to the landing piece on your site that most relates to your ad. And not just to the general landing page, but make it as specific as possible so people get to the information that they are looking after and so they don’t have to navigate further once they reach your website. . . .

. . . Keep the complexity out of the interaction and you will have many more sales than you ever dreamed possible. And I think that’s a great point.

The third step is, “Track, test, adopt, and thrive.” You really need to adopt an attitude where you’re continually looking at the data that the online advertising provides you, and you continue to experiment. The online advertising environment is really dynamic and you can look at your marketing results and keep a close eye on statistics. And again, this is different from any other form of advertising.

You can leverage conversion-tracking software. Lots of people provide free software and at Google it’s the Google Analytic product, but there’s lots of tools like Google Analytic that provide data that will allow you to glean insight into your website and how to improve it and make changes so you can achieve your goals. . . .

. . . I think using two- to four-word combinations instead of general words . . . helps you become more targeted to reach that very specific audience, and it is usually much cheaper than a general keyword. . . .

. . . There are lots of other kinds of advertising we do. You can do print campaigns and you can do TV campaigns. . . .

. . . You can do audio campaigns, but I think that will take another whole session when there’s time. But we’re always looking at ways we can be innovative and, again, bring that targeted, measurable approach to general advertising. . . .

. . . AdSense is (and this is not my area of expertise) the team that manages our relationships with publishers. So they manage something called the “Content Network.” The best example of this is to think about the New York Times. They have an online presence and they run AdSense advertisements on that page from various publishers that are relevant to the content in their stories.

So if you’re online on the NewYorkTimes.com [site] and you’re reading a story about dogs, there might be [an] advertisement shown from different pet food providers. And that’s why we call these publishers, such as the New York Times, our AdSense publishers. . . .

. . . Anyone can put AdWords or AdSense ads on their blog, and basically anytime someone clicks through an ad from your published site, such as a blog, part of that revenue that’s derived from clicking through that ad is shared with the publisher. . . .

. . . It’s great for blogs and any type of publishers to actually have that relationship with Google, and it also provides valuable advertisements to their users based on the subject that they’re writing about. . . .

. . . You can start at Google.com/Adword; you select a daily budget. That’s how much you want to spend per day. You actually create an ad, you write a text ad, and then you choose your keywords and geographic location, and that’s it! You let it run. So it’s really quite easy to set up. You don’t have to be tech-savvy to do it. There is a wizard that will take you through step by step. But there are some common mistakes that people do when setting up an account that I’d be happy to walk through if that’s an interest. . . .

To listen to or read the entire Executive Conversation with Gretchen Howard, go to www.theSocialMediaBible.com.
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For additional Expert Insight excerpts on this subject, go to www.theSocialMediaBible.com:


	Chris Pirillo, geek and technology enthusiast

	Robert Scoble, famous blogger and author

	Kyle Ford, director, product marketing, Ning

	Stephanie Ichinose, director of communications for Yelp



To-Do List


	Create profiles and groups
Go the most popular social networking sites—Facebook, Twitter, LinkedIn, and Foursquare—and create profiles and groups before someone else takes your names. Then create more profiles on lesser-known sites as well.


	Participate
Start out by reading the comments on a few selected sites and listen to where the conversation is headed. Once you have an idea about how to appropriately respond, then participate.


	Build your own network
Start building a following with your blog. Comment on other blogs and join in the conversation. Then consider building your own group or social network by using Ning or WordPress Group Platform.


	Check in
Using your smartphone, find and download an LBS that you enjoy and find easy to use and start checking in. Share with your friends where you are and what you are doing all while getting great deals. Once you use it for personal use, implement it into your professional social media strategy.




Conclusion

The key to networking—as with all of the social media tools—is to participate. Go to the sites mentioned in this chapter—LinkedIn, Facebook, Twitter, Flickr, YouTube—and any other social network platform you can think of and create your profile and groups. If you don’t, someone else will take your name or industry group—and it will be lost forever. Robert Scoble, famous Microsoft blogger, continuously says that to be successful in networking, first listen, then participate. It’s like being at a social gathering.

So—join the party! You wouldn’t walk into a party, step over to a group of people talking, interrupt, and immediately start telling them about yourself. (Well, maybe once.) But this is how people are currently marketing; and it’s not really working that well. First, you have to actually be at the party. Then, you walk over, listen for a while, and then join in on the conversation with something valuable and appropriate to add. Social media marketing for businesses is exactly the same thing. To repeat, because it’s important: You first have to be at the party, and then select a group, listen to them—and then join in with something valuable. That’s how you build community, and that’s how you build trust both offline and online.

To hear all of the Expert Interviews, go to www.theSocialMediaBible.com.
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Downloads

For your free downloads associated with The Social Media Bible, go to www.theSocialMediaBible.com,
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and enter your ISBN number located on the back of the book above the bar code. Be sure to enter the dashes.
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*At the time this chapter was written, Timeline was not yet available to all users.




End of sample
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Key Global Telecom Indicators for the World Telecommunication Service Sector in 2010
(all figures are estimates)

Developed| Developing [Arab[Asia The
Gbal |nations | nations | A2 |states |pacific |5 [FUr°P® | Americas

Mobile cellular

subscriptions 522 (143 [as6 (13 [ [2ee9 4 |1 [es0
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Fixed telephone

lines 1197|506 691 FE R N O )

(millions) (

Per100people  [173% |409%  [121%  [16% [o4% [140% [266% [403% [28.1%

Mobile broadband

subscriptions 631 309 I T Y B O I 2
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Peri00people  [136% [511%  [54%  [36% (7% [71% [259% [463% [242%

Fixed broadband

subscriptions 555|304 251 1ofs s s fus i
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Source: International Telecommunication Union (October 2010)

via: mobiThinking
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Game Schedule Snacks

Date Time Date Snacks
June 12 6:00 June 12 Sheila
June 19 6:00 June 19 Jenny

June 26 6:00 June 26 Sherrie

July 3 6:00 July 3 Vicki
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R Coringram.

Would it kill you to update your Twitter status if you're going
tostay out so late?
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