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blog, 209
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187–189

goals of, 111–112
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lead generation from, 129
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118–120
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taboos, 71–72
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tools, 115–116
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ads on, 209
advantages of, 7
analysis tools, 126
business applications, 83
commenting on, 115, 
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community sections for, 

150–151
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creating business from, 

127–131

deleting, 86
design of, 110, 206–211
differences among, 314
disclosure on, 300–301
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244
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fonts, 209
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function of, 5–6
goals of, 206
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side, 96–97
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tools for, 125
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Boyd, Stowe, 298
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142–143
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249–253
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105–111

conferences, 25
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Google use by, 19
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26–28
networking tool use by, 

82–83
offl ine, 54
opportunities, 11–12
project management, 

204
retooling costs, 36–37
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web 2.0 technologies 

in, 26
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(CSS), 89
Chapman, C. C., 104
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community development 
advice on, 316

as lead-generation 
model, 300

making media advice on, 
319–320
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on, 318–319

redesign of, 206–207
social media advice on, 

317–218
social network advice 

on, 317
subscribing to, 320
Twitter advice on, 318

chrisbrogan.com/100-blog-
topics-i-hope-you-
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topics-for-business-to-
bussiness-customers/, 
286n

chrisbrogan.com/about, 
207n, 300n
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comments-from-101
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business blog tips, 131
community management 

tips, 226
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marketing/pr tips, 278
network building tips, 

159–160
starter strategy tips, 254
video making tips, 22, 113
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chrisg.com/, 131n
christopherspenn.com/, 15n
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Citizen journalism, 48
Citrix Online, 27
Clark, Brian, 286

about page of, 208
content marketing by, 

129–130
header of, 207
model used by, 165

Clean slate customers, 
290–291

Clipmarks, 125
Clipmarks, Sonya, 53
clipmarks.com, 53n
Closkey, Cynthia, 257
Coch, Chris, 296
Cohen, Joshua, 140
Colette, 46
Collaborations

business applications, 83
internal tools for, 

185–186
peer, 174
projects, 81–82

Comcast Cares, 223
Comments, 202, See also 

chrisbrogan.com/
comments-from-101

answering, 124

community managers 
and, 282

deleting, 246
fi nding, 106
importance of, 106, 

271–272
negative, 213, 254
number of, 228–229
on other blogs, 90–91, 

245
policy, 71, 188
soliciting, 193
sources of, 113

Communication styles, 1–2
Communities

brands and, 246–247
build it yourself 

example, 98–99
developing, 90–91
ecosystem, 191–194
freelancer building 

of, 198
maintaining, 91
publications as, 165–168
realtors’ sense of, 

214–215
selling, 215
starter strategies and, 

255
technology, embedding, 

150–151
tips on developing, 316
types of, 165–168
understanding, 9–10

Community managers, 91
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duties of, 227–228
essential skills of, 281–283
evaluation of, 228–229
reporting structure, 227
role of, 226
strategy for, 227
success parameters 

for, 229
community.izea.com/

blog/, 131n
Companies

connectivity in, 24
distinct pieces of, 51–52
half-owned brands, 

24–25
informational needs of, 

54–55
simple tools for, 55–56
social media policy, 13

Competitors, mentioning, 86
Compfi renow.com, 80n
Conferences. See also 

Meetings
business, 25
freelancers and, 

199–200
tips for, 177

Conley, Brian, 48
Connectivity, 24
conniebensen.com/, 91n
Connor, Kristie, 269
Contact information, 197
Content

audience specifi c, 
135–136

B2C, 250–251
brands and, 244–245
buzzwords, 39
chunked, 137
creation, 64–66, 184
dissemination of, 

183–184
factual, 119
iEllie.com example, 

57–58
professionally generated, 

39
sources for, 117
systems, 87–88
TV model for, 94–97
user-generated, 39

Content marketing
description of, 130
honesty in, 308–309
impact of, 292–293
models for, 300

Content networks, 
298–299, 301–302

Conversationagent.com, 
135n, 208, 293n

conversationagent.typepad.
com/about.html, 207n

conversational
mediamarketing
.com/, 277n

Conversations
blog topics, 71
business, 40
community managers’ 

role, 281

encouraging, 110
one-to-one, 82
requirements for, 1
starting, 252
Twitter, 99–100, 138

Cook, Dane, 218
Copyblogger.com, 129n, 

136, 165
about pages and, 208
description of, 117
headers and, 207
sidebar counts, 208
title writing ideas 

from, 123
copyblogger.com/clever-

vs-descriptive-
headlines-which-
works-better/, 123n

copyblogger.com/
copywriting, 208n

Copyrights, 45, 86
Corante.com, 300
Costner, Kevin, 89
Covey, Stephen R., 303
Craigslist, 123, 

147, 244
Craigslist.org, 23
CrazyEgg.com, 126, 241
Creative Commons

content licensing on, 50
description of, 46
graphics tips on, 285
photos from, 113
RSS versus, 72
use of, 210

bindex.indd   325bindex.indd   325 1/9/10   10:25:28 AM1/9/10   10:25:28 AM

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



[ 3 2 6 ]   I nd e x

Creative culture
history of, 44–45
independent producers, 

49–50
media and, 48–49
participation in, 46–47, 

50–51, 193
secret missions, 

147–148
technology in, 45–46

CrossTech Partners, 129
crosstechmedia.com/, 

226n, 261n
Customer service, 

222–224
Customers. See also 

Audience; Business-
to-customers (B2C)

clean slate, 290–291
fi nding, 190
motivated, 168
newcomer, 289–291
online use by, 254
outreach to, 201–202, 205
potential, 288–292
private, 289–291
writing about, 205

Customization, 89
Cut Pro, 65

D
DailyCandy.com, 301
dankennedy.com, 8n
Darowski, Adam, 165
Darowski, Michelle, 165

Del.icio.us.com, 125
applications, 81
benefi ts of, 66
bookmarking with, 

81, 238
brand promotion on, 248
marking on, 275
passports, 243

Delicious.com, 53n, 66n
Dell, 188–189, 251
Desjardins, Mike, 135
Digg.com, 114n, 

262, 286
algorithm change, 91
brand promotion on, 248
comment bookmarking 

on, 272
emulating, 117
entrepreneurs’ use 

of, 220
passports, 243
tech news on, 4, 238
voting mechanism on, 276

DigitalNomads.com, 26
Direct2-Dell blog, 188
Direct2Dell, 251
Disclosure, 119, 300–301
DIY themes.com, 128
diythemes.com/?a_

aid=t4ag3, 128, 285n
doc.google.com, 34n
Document sharing, 83
domain forwarding/

POP3, 36
Droid, 7, 102
Drupal, 221

E
E-mails

autoresponder message, 
304

following-ups, 265–266
forwarding, 266
limiting, 264
questions in, 264–265
signature fi les, 265
software choices, 35
writing, 263–267

eBay.com, 147, 180, 239
Ebel, Matthew, 3
Edgewards, 298
Editing, 212
Editorial calendar, 116
The 8th Habit (Covey), 303
Eliason, Frank, 223
Employees

e-mail use by, 85
iEllie as, 58
loosely joined, 24–25
recruiting, 55, 81
remote work by, 27–28

Enterprise software, 12, 
15–16

Entertainers, 216–219
Entrepreneur platforms, 

219–200
ericrice.com, 92, 221n
Ericsson, 16
Evernote.com, 286, 305
everydotconnects.

com/2007/12/20/
community-vs-
cancer/, 104n
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Everything Is Miscellaneous 
(Weinberger), 145

Experts, 38, 41–43

F
Facebook.com, 29, 79, 

228, 262
activities on, 90
advantages of, 63, 81
advertising, 187, 261
applications, 77
branding on, 239, 248
comment bookmarking 

on, 272
cost of, 36
entrepreneurs’ use of, 

219–220
freelancer use of, 198
learning from, 146
marketing on, 275
meetup events, 162
outposts, 243
personal profi les on, 21
social graph, 155–156
as speaking tool, 62
trust in, 180

Fantasies (CD), 217
Fast Company, 25
FastCompany.com, 

92, 166
FastFowardblog.com, 301
fatwallet.com/forums/hot-

deals/725207, 237n
FeedBurner, 79

applications, 80, 124

e-mail subscriptions 
with, 137

information from, 126
FeedBurner.com, 62
feedproxy.google.com/

chrisbrogandotom, 
80n

Field of Dreams (fi lm), 89
Final Cut Express, 65
fi nancialaidpodcast.com, 

40n, 130
Firefox, 66, 305
Fitton, Laura “Pistachio,” 

104, 153
Five starter moves

audio, 73–75
blogging, 68–72
overview, 73
software, 67–68
video, 73–75

Flex hours, 27
Flickr.com, 6n, 57, 80, 

238. See also Creative 
Commons

activities on, 90
brand development 

on, 240
culture commons and, 47
entrepreneurs’ use of, 220
passports, 243
personal profi les on, 21
photo sharing on, 64, 

113, 143
real estate sales, 214–215

fl ickr.com/creativecommons, 
210n

fl ickr.com/photos/
mikeoliveri/
2616959344, 274

Flock.com, 66
Flog Blog, 243
Florida, Richard, 23, 148
Follow-on appreciation, 3–4
Fonts, 209
Forrester, 25
Freebase.com, 35n, 36
FreeConferenceCall.com, 

34n
Freelancers

blogs, 195–198
community building 

by, 198
contact information, 197
freest “free” strategy, 

201
opportunities for, 

194–195
real-time gathering and, 

199–200
sales strategies, 201–202
self-evaluation, 195

FriendFeed.com, 29, 241
bookmarking on, 272
information on, 221

Friends, 94–95
Frozen Pea Fund, 104, 146
frozenpeafund.pbworks.

com, 104n

G
Gannett, 151
GarageBand.com, 64
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Garfi eld, Steve, 42, 171
Garglesoft, 52–53
Garrett, Chris, 131
garyvaynerchuk.com, 

200n
Gawker Media, 298
gesturelab.com, 169n
Getgood, Susan, 277
getgood.typepad.com/

getgood_strategic_
marketi/2008/07/
batter-up-bad-p.html, 
277n

getitdone.
quickanddirtytips.
com/Saying-No-with-
Honesty-Respect-
andStyle.aspx, 307

Giga Omin Media 
(GigaOM), 301

GigaOM.com, 207
Gillmor, Steve, 169
GirlPie, 289
GM (General Motors), 

309
GM.com, 270
Gmail.com, 36, 243
Gnomedex.com, 166
Goals

focusing on, 262–263
importance of, 260
setting approaches, 

261–262
GoDaddy.com, 237
Godin, Seth, 25, 272, 

300, 308

Google
blog reading by, 106
brand building by, 

236–237
economic advantages 

of, 36
employers use of, 19–20
“nofollow” links on, 169
programming advances 

by, 144–145
rankings, 252

Google Accounts, 238
Google AdSense, 183
Google Analytics, 126
Google Blog Search, 79

conference preparation 
with, 177

ego search on, 60
ego searches with, 241
understanding, 314

Google Calendar, 116
Google Docs, 36, 80, 82
Google Reader, 228, 241

advantages, 115
blogging fl ow with, 109
brand promotion on, 248
comment bookmarking 

on, 272
listening with, 60, 79
search tools, 80
time management and, 

305
Google Voice, 304, 305
Google.com, 33n
google.com/voice, 304n
Goralnick, Jared, 304

Gordin, Seth, 314
gracenikae.com/, 216n
Graham, Paul, 145
Gray, Louis, 221
Griffi th, Chris, 214, 215

H
Hackers and Painters 

(Graham), 145
Half-owned brands, 24–25
Halligan, Brian, 165
Happe, Rachel, 15–16, 

52, 78
Hatch, Megin, 299
Headlines, 250
heidimillerpresents.com/, 14n
Hewlett-Packard, 311
Hiller, Heidi, 14
Hip-hop, 45
Hitachi Data Systems, 275
Hoffman, Whitney, 299
Home-base blog, 80
Hotel social networks

benefi ts of, 166
ideas for, 279–280
pitfalls, 279–280
podcasts, 188

HotJobs.com, 23
HTML format, 88
HyperCard, 170
Hyperproductive markets, 8

I
iEllie.com, 56–59
iMovie (Mac), 212
Inbound links, 236
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Inbound Marketing (Halligan, 
Shah), 165

Independent producers, 
49–50

Information Technology 
Services Marketing 
Association 
(ITSMA), 296

Instant messaging, 82–83
introNetworks.com, 166n
iPhone, 7, 102, 252, 305
Israel, Shel, 17, 26, 104
itsma.com/NLarticle.

asp?ID=401, 297n
iTunes, 241
IZEA, 131

J
Jaiku.com, 33n
jeremyvaught.com/, 198n
JingProject.com, 175
JiveSoftware.com, 174, 

185–186
Job descriptions, 231
Joel, Mitch, 136, 293
Joomla.org, 221
Jott, 304
Journaling, 42
justinkownacki.blogspot.

com/2007/12/what-
makes-social-media-
expert.html, 38n

K
Kanter, Beth, 14
Karate model, 8–9

Kawasaki, Guy, 235
kdpaine.blogs.com/, 260n
Kennedy, Dan, 8–9
Kennedy-Spaien, Kevin, 

299
kiva.org/, 105n
Kosso, 104
Kownacki, Justin, 37–38, 42

L
Last.fm, 6n
Lead-generation model, 300
Leadership, 129
Lee Roth, David, 234
Lessig, Larry, 45–46
levite.wordpress

.com, 127
levite.wordpress.

com/2007/12/20/i-
hate-peas/, 104n

Levy, Justin, 202
Li, Charlene, 25
Licensing, 45–46, 50
lifi nbonitasprings.com/a-

little-something-at-
coconut-point-today/, 
214n

Liji Wijit, 276
Lijit.com, 171n, 221
LinkedIn, 79, 147, 227, 

262
advantages of, 63–64, 81
applications, 76–77
branding on, 239, 248
conveying intentions 

on, 170

description of, 230
entrepreneurs’ use 

of, 220
freelancer use of, 198
future profi le for, 

293–296
marketing on, 275
outpost, 244
passports, 243
profi les on, 201, 

230–233
as resume, 20
trust in, 180
use of, 29

linkedIn.com/in/
chrisbrogan, 
20n, 296

Links
branding with, 236–237
content for, 184
conveying intentions on, 

169–170
crediting, 170–171
importance of, 119
network building with, 

170–172
use of, 109

Linux platforms, 87
Listening tools

business applications, 83
platforms, 60–61
starter strategies and, 255

LiveJournal.com, 221n
livevideo.com, 65n
Livingston, Geoff, 68
louisgray.com, 221n

bindex.indd   329bindex.indd   329 1/9/10   10:25:31 AM1/9/10   10:25:31 AM

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



[ 3 3 0 ]   I nd e x

M
Macs

audio recommendations 
for, 65

instant messaging 
tools, 82

text fi le tools, 109
video editing, 212

Madonna, 235
Magnify Webcam, 75
Magnify.net, 55n, 75n
mahalo.com, 7n
Maister, David, 38–39
Making media

iEllie and, 57–58
market tunnels and, 297
sample pieces, 55
storage and, 36
tips on, 41, 319–320

Maltoni, Valeria, 293
Marketing. See also 

Content marketing
affi liate, 128–129, 299
delivering value in, 

164–165
early adopters, 203–204
funnels, 296–297, 300
honest, 181
ideas for improving, 

273–278
iEllie.com example, 

56–59
karate model, 8–9
message recipients, 

43–44
platforms, 176

search, 130–131
stealth, 178–181

Marketing Over Coffee, 200
Marketplace, 256
Marriott, Bill, 188
The Matrix (fi lm), 100
McCray, Becky, 299
McKee, Jake, 91
Mcleod, Hugh, 234
Measurement, 261–263
Mechanics, 172–173
Media. See Social media; 

Traditional media
Meebo, 80, 82
Meebo.com, 35n, 53
Meetings. See also 

Conferences
announcement, 141
brainstorming, 142–143
purpose of, 143
ranking of, 140
status, 141–142
tips for, 143

Meetups, 162–164
Menchaca, Lionel, 

187–189, 251, 314
Metrics, 40–41
Microsoft, 16, 25, 70
Middleton, Robert, 8–9
mikedesjardins.us, 135n
MindMeister.com, 142–143
Mint.com, 47
Miro.com, 66
Mixx.com, 262
Mobile tools, 83
Mogulus, 275

MomsLikeMe.com, 151
Monster.com, 23
Moo.com, 138
MovableType.com, 35n
MS PowerPoint, 122
Murphy, Ted, 131
Music sites, 240
MyBlogLog.com, 276n
mybrilliantmistakes.com/

index.php, 257
MySpace

advantages of, 63
advertising on, 187
entertainers use of, 

217–218
freelancer use of, 198
marketing on, 275
outposts, 243

Mzinga.com, 174

N
NBC (television), 94–95, 97
Networks. See Social 

networks
New Marketing Labs, 

202, 261
newcomer customers, 

289–291
News sites. See Social 

news sites
The New Yorker, 178
newyorker.com/fi citon/

features/2008/03/
10/080310fi _fi ction-
kunzru?current
Pages=1, 178n
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NFL (national football 
league), 167

Nikae, Grace, 216–218
Ning.com, 35n, 174, 228

advantages of, 64
freelancer use of, 198
marketing on, 275
value of, 186

Nokia, 16
Nonprofi t associations, 

167–168
notanemployee.com, 198n
Notepad, 116
Now Is Gone (Livingston, 

Solic), 68
nowisgone.com/

case-studies/, 68n
NPR, 149–150
nytimes.com/idg/IDG_002

57DE00740E180025
73DA005F4030, 91n

O
Ochman, B. L., 309
Off-topic posts, 86
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