
INDEX

academic journals 197
Adeyeri, Eb 29–37, 247
advocates 131–43

B2B 134–5, 136, 139, 140
brand fatigue 141
brand mutualization 140–1
Generation S 141–2
LIIPs 139–40
QIIPs 137–9
staff as 91–100
VIIPs 135–7, 138–9
see also infl uencers

agile businesses 124
Amazon.com 195–6
Apple 228, 230
ARM 147–51
Asian markets 193–202, 205–18

adoption trends 215–16
by country 211, 217
infographics 217–18
microblogging in China 206–7, 212–13, 

217
online dating 214
online gaming 213–14, 215
the social media discussion and 195–9
the social media scene 199–201, 206–12
tapping into 201–2, 217–18, 219

Australia 208, 209, 211
authenticity 47, 53, 54
Aviva case study 153–6

B2B see business-to-business (B2B)
Baidu 196, 198
Bergelin, Johan 221–32, 248

Bernstein, Harry 44
best practice management approach 230
bike design example 321–2
blogs and blogging

ARM case study 148, 149
Asian markets 208, 211, 216
Dell case study 158
ethnocentric bias 197
Evans Cycles case study 164–5
GSK case study 168, 169, 170
Kodak case study 174, 176, 177
LIIP advocacy 140
Sage case study 186, 187–8
VIIP advocacy 135–7, 138–9
see also microblogging; Twitter

books, ethnocentric bias 195–6
boyd, danah 65
brain processes

creativity 32–3
design thinking 226, 227

brand advocates 91–100, 131–43
brand building through design 221–32
brand engagement 40, 56
brand fatigue 141
brand message cohesiveness 123–5
brand mutualization 140–1
branded content 39–48

best practices 46–7
defi nition 40–1
earned media channels 43
infl uencers 86
Kanon Vodka 43–6
mechanics of distribution 43
media consumption patterns 41–2

bindex.indd   259bindex.indd   259 11/24/2011   3:37:03 PM11/24/2011   3:37:03 PM

CO
PYRIG

HTED
 M

ATERIA
L

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



INDEX260

owned media channels 43, 46–7
paid media channels 43
product placement compared 41

branders 55, 56, 57
branding

corporate 54
personal 53–4

Breene, Tim 120–1
Brown, Tim 228, 229, 231–2
bulletin boards (BBS) 210
business communicators 56–7, 58, 93, 109–10
business engineering 117–29

industry life cycles 118–21
social business 121–5
social business strategies 125–8

business-to-business (B2B)
advocacy 134–5, 136, 139, 140
ARM case study 147–51
Kodak case study 174, 175–6, 177
Royal Philips Electronics case study 180–3
Sage case study 185–9

call centres 58
Carroll, Ged 63–72, 249
case studies, use of 230
change

organizational 3–7, 24–5, 55–61, 109–10, 
125–8, 228–32, 245–6

social 16–17, 51–4, 64–5, 122–3
see also Asian markets

Chief Listening Offi cers (CLOs) 9–10, 158–9
Chief Social Media Offi cers (CSMOs) 9
China 206

evolving experience 215
internet user growth 200, 206, 208
local platforms 210
microblogging 206–7, 212–13, 217
mobile connectivity 207–8
online gaming 213–14
preferred channels 211
Western-centric bias and 194, 195, 196, 

198, 200
choice blindness 64–5
Christensen, Clayton M. 227
Clifton, Verity 167–71
co-creation 51–4
Cole, Kenneth 107
commercial reports 197–8
communication fl ows 123–5

communication roles
corporate spokespersons 18–23, 107–8, 

186
customer services 58
listeners 9–10, 158–61, 186
PR/business communicators 56–7, 58, 

109–10
staff advocates 94–9

Community Outreach Teams 158, 159
complaint handling 107–8
connections planning 43

see also integration, power of
consumer complaints 107–8
consumer demographics 64–6
consumer empowerment 51–4, 122–4
consumer engagement 7–9, 18–24, 61
consumer happiness 224
consumer intent 66–73
consumer joy 110–11
content, branded see branded content
content strategies 43–7
convergent thinking 229
conversations 92–3
creativity 29–38

boundary setting 30–1
branded content 47
co-creation 51–4
defi nitions 30
design thinking 227, 228–32
fi ve I’s process 34–5
fun 37
left/right brain processes 32–3
methods for enabling 33–5
selling the idea 35–6
social media ethos 32

crisis communications 57, 97–8
culture

corporate 95–6
creation 47
ethnocentric bias 195

customer service channels 107–8
customer service delivery 110–11, 223–4

see also experience creation
customer service departments 58, 59–60, 

109–10
CyWorld 198, 211, 215

data visualization 217–18
dating, online 214
death 240–1

branded content (Cont’d)

bindex.indd   260bindex.indd   260 11/24/2011   3:37:03 PM11/24/2011   3:37:03 PM

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



INDEX 261

decision-making thresholds 78–9, 84–5
Dell 10, 157–61
Dell, Michael 158
demographics-based planning 64–6
design thinking 221–32
direct marketers 55–6, 57
divergent thinking 229–30
divineness through technology 235–43
Dunbar, Robin 122

Earls, Mark 82
earned media channels 43
ecologically-friendly brands 224
emotional trickle-down 110–11
employees

access to social media 11–12, 54, 186
as advocates 91–100
communication fl ows 123–5
corporate spokespersons 18–23, 107–8, 

186
emotional trickle-down 110–11
empowering for complaint handling 107–8
engagement in social media 59, 61, 186

see also social business strategies
fear, uncertainty and doubt (FUD) 6–7, 12
personal branding 54

epidemics, spread of 82–3
ethnocentric bias 193–202

Asia’s social media scene 199–201
leadership challenges 201–2
in social media discussion 195–9

Evans Cycles case study 163–6
experience creation 221–32

Facebook
Asian markets 196, 198–9, 200, 209, 211, 

215, 216
Aviva case study 155
brand management on 21, 92
brand mutualization 141
challenges 241–2, 244
Dell case study 158–9
Evans Cycles case study 164–5
evolution 8, 17, 18, 25
GSK case study 168, 169, 170
infl uencer example 80–2
intent-driven campaigns 67, 68
Kodak case study 174, 176
most visited web destinations 196, 198–9, 

200

privacy 239
recruiting through 24
relevance 242–3, 244
versus print communications 108–9

fear, uncertainty and doubt (FUD) 6–7, 12
fi nance departments 59
Flickr

GSK case study 168, 169, 170
recruiting through 24

FUD (fear, uncertainty and doubt) 6–7, 12
fun 37, 47

gaming, online 213–14, 215
Generation C 52–3, 54
Generation S 141–2
Gladwell, Malcolm 76
GlaxoSmithKline (GSK) case study 

167–71
god-technology 235–43
golden circle theory 226
good behaviour, technology as force for 

238–9
Gooding, Jan 153–6
Google 196, 236–7, 238
governments 202, 210, 212–13, 215, 216
Gree 198, 215
Green, Andy 30, 34

Habitat 107
Hallam, Jed 117–28, 249–50
Handley, Stuart 157–61
happiness, delivery of 224

see also joy
Hoang, Tim 75–86, 250
Hobson, Neville 3–12, 251
Hong Kong 208, 209, 211
Hopenhayn, Hugo 120
Hsieh, Tony 224
human resources (HR) departments 59

ideation 231
immortality 236, 240–1
India

evolving experience 215
internet user growth 208
mobile connectivity 208–9
online dating 214
potential of 216
preferred channels 211
Western-centric bias and 195, 196, 198

bindex.indd   261bindex.indd   261 11/24/2011   3:37:03 PM11/24/2011   3:37:03 PM

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



INDEX262

Indonesia
internet user growth 208
microblogging 209, 216
preferred channels 211
Western-centric bias and 195, 196, 198, 

200
industry life cycles 118–21
infl uencers 75–87

critical mass 79–80
decision-making thresholds 78–9, 84–5
diffusion of information 79–82
innovation adoption process 83–4
Kanon Vodka example 43–6
network structures and 77–8, 79–80, 81
Sage case study 186
traditional model 76–7, 79
viral epidemic model 82–3
see also advocates

infographics 217–18
information

creativity and 34
infl uence of 83, 84–5

information cascades 84–5
information technology (IT) departments 58, 

59–60
innovation see creativity
integration, power of 49–61, 245–6

customer service 58, 59–60
fi nance department 59
HR department 59
IT department 58, 59–60
marketing department 55–6, 57, 58, 59–60
public relations 56–7, 58
ROI and 109–10
Sage case study 186
social change 51–4
see also social business strategies

intent-driven campaigns 63–73
categories of intent 71
consumer intent information 70–2, 73
demographics-based planning and 64–6
intent process 66–70
roots of 65–6

interns 22–3, 107

Japan 194, 196, 198, 200, 208, 209, 211
journals, ethnocentric bias 197
joy, eliciting consumer 110–11

see also happiness

Kanon Vodka 43–6
Kay, Gareth 41
Kelly, Kevin 64
Kermack, William 82
key performance indicators (KPIs) 105–6
Klepper, Steven 118–19
Kodak 10, 173–7

leadership
design thinking 221
to change ethnocentric bias 201–2

learning 50–1
Lever Brothers 66
Levitt, Theodore 118
Lewis, Chris 32–3
life cycles 118–21
LIIPs (less important and infl uential people) 

139–40
LinkedIn

B2B advocacy 134
evolution 17, 25
Kodak case study 174
Royal Philips Electronics case study 180–2
recruiting through 24

listening 8–11, 158–61, 186
location-knowing technology 237–8
Lockie, Will 163–6

Malaysia 208, 211
Malbon, Tim 124
management styles 227–8
Mann, Darrell 127
marketing departments 55–6, 57, 58, 59–60, 

92, 109–10
Marrinan-Hayes, David 101–14, 252
Martin, Roger 228
McGuire-Balanza, Kerry 147–51
McKendrick, A.G. 82
measurements 47, 55–6, 58
memorial sites 241
microblogging

Asia 206–7, 208, 209, 212–13, 215, 216
Twitter see Twitter

Mixi 198, 211, 215
mobile connectivity 207–9, 237–8
Moggridge, Bill 125
Moleskine 224–6
Moore, Geoffrey A. 16
MoviePass 109

bindex.indd   262bindex.indd   262 11/24/2011   3:37:03 PM11/24/2011   3:37:03 PM

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



INDEX 263

networks
infl uencers 77–8, 79, 81
social business 122–3
staff 94–5

Netzley, Michael 193–202, 252
Neumeier, Marty 230
New Yorker 111–12
Nicolaus, Madlen 173–7
Nooruddin, Zaheer 205–18, 253
Notenboom, Hans 179–83
Nunes, Paul 120–1

objectives
ROI 105–6
social business strategy 127

Old Spice 102
omnibenevolent technology 236, 238–9
omnipotent technology 236, 240
omnipresent technology 236, 237–8
omniscient technology 236–7
open source movement 51–2
O’Reilly, Tim 16
owned media channels 43, 46–7, 

81–2

paid media channels 43
personal branding 53–4
Peters, Tom 53
Philippines 208, 209, 211
Royal Philips Electronics case study 179–83
Pickard, Bob 201
Pink, Dan 53
power-giving technology 240
privacy 238–9
Procter & Gamble (P&G) 24
product life cycles (PLCs) 118
product placement 41
profi t manifesto see return on investment 

(ROI)
prototyping 230
public private partnerships (PPP) 201–2
public relations (PR) 56–7, 58, 109–10, 186, 

201
Pulizzi, Joe 48

QIIPs (quite important and infl uential 
people) 137–9

QQ 196, 198, 213
QZone 215

Razorfi sh 43
recruitment 24, 59
Renren 211, 215
reputation 111

see also advocates
research reports 197, 201
Respectance.com 241
return on investment (ROI) 101–15

ARM case study 150
Aviva case study 155
campaign exit strategies 113–14
channel relevance 106–7
communications 109–10
defi nition 102–3
Dell case study 160
disrupting existing practices 108–9
eliciting consumer joy 110–11
evaluating consumers’ wants 112–13
Evans Cycles case study 165–6
GSK case study 170
key performance indicators 105–6
Kodak case study 176
objectives 105–6
Royal Philips Electronics case study 182
Sage case study 188
social media strategy need 103–5
social media tactics 105–6
staff empowerment 107–8
viral marketing 111–12

Ribena case study 167–71
Rogers, Everett 118, 119
ROI see return on investment (ROI)

s-curves 120–1
Sage case study 185–9
Saltå Kvarn 224, 225–6
scholarly journals 197
search engines 67, 68

see also Google; Yahoo!
Second Life 106
Semple, Euan 91–9, 254
Shakeout principle 120
Sheldon, Cath 185–9
Shimano 231–2
Sina Weibo microblogging 206–7, 212, 213, 

217
Sinek, Simon 226
Singapore 194, 198, 200, 209, 211
SIR model 82–3

bindex.indd   263bindex.indd   263 11/24/2011   3:37:03 PM11/24/2011   3:37:03 PM

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



INDEX264

Sky Magazine 108
smart phones

Asia 207–8, 209
design thinking 228
as god-technology 238

social business 17–26, 121–8
social business strategies 125–8
social currency 83–4
social media

advocates 91–100, 131–43
ARM case study 147–51
Asian markets 193–202, 205–18
Aviva case study 153–6
branded content 39–48, 86
business engineering 117–29
business–social business evolution 17–26, 

122
corporate spokespersons 18–23, 107–8, 186
creativity 29–38, 47, 51–4
Dell case study 157–61
design thinking 221–32
employee access to 11–12, 54
engaging with consumers 7–9, 18–24, 61
engaging internal audiences 49–61, 

109–10, 186, 246
see also social business strategies

ethnocentric bias 193–202
Evans Cycles case study 163–6
GlaxoSmithKline case study 167–71
god-technology 235–43
industry life cycles 118–21
infl uencers 43–6, 75–87
intent-driven campaigns 63–73
Kodak case study 173–7
listening 8–11, 158–61, 186
organizational change 3–7, 24–5, 55–61, 

109–10, 125–8, 228–32, 245–6
people-centric nature 4, 17
Royal Philips Electronics case study 179–83
return on investment 101–15
risk in introducing 4–5
Sage case study 185–9
social change 16–17, 51–4, 64–5, 122–3

Social Media Ground Control teams 159–61
social recommendation 83
Sodexho 24
Sohu 213
Solis, Brian 47, 124
South Korea 198, 200, 209, 211, 216
staff see employees

Starbucks 108–9
state role, Asian markets 202, 210, 212–13, 

215, 216
strategy delivery

advocates 91–100, 131–43
business engineering 117–29
rules for positive ROI 101–15

strategy development
branded content 39–48, 86
creativity 29–38, 47
engaging the internal audience 49–61, 

109–10, 246
infl uencers 39–48, 75–87
intent-driven campaigns 63–73

T-shaped people 125
Taiwan 208, 211
Tatton-Brown, Max 131–42, 254–5
technology-related divineness 235–43
Thailand 208, 211
thresholds, decision-making 78–9, 84–5
trickle-down, emotional 110–11
trust, workplace 6–7, 11–12, 96–7
Twitter

ARM case study 148, 149–50
Asian markets 209, 213, 215, 216
brand management on 21, 92
brand mutualization 141
challenges 242
communication failures on 107
Dell case study 158–9
Evans Cycles case study 164–5
evolution 17, 25
GSK case study 168, 169, 170
intent-driven campaigns 67, 68
Kodak case study 174, 176, 177
most visited web destinations 196
newspapers’ use of 112
Royal Philips Electronics case study 180
QIIP advocacy 138–9
recruiting through 24
Sage case study 186, 187, 188
Sina Weibo and 207

two-step communications model 76, 79

Veldhuijzen van Zanten, Boris 235–43, 255
Vietnam 211, 216
VIIPs (very important and infl uential people) 

135–7, 138–9
viral marketing 82–3, 111–12

bindex.indd   264bindex.indd   264 11/24/2011   3:37:03 PM11/24/2011   3:37:03 PM

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



INDEX 265

virtual communities 51–2
Vodafone 68

Warhol, Andy 239
Watts, Duncan 77, 79
Web 2.0 evolution 16–17
Weibo 206–7, 212, 213, 217
Weinberger, David 93
Western bias 193–202
Wijk, Peter 45
Wolff, Michael 40
Woolf, Jeremy 15–25, 256

Yahoo! 196, 215
Yenni, Alex 39–47, 256–7

Young, Simon 49–60, 257
YouTube

ARM case study 148, 149
Aviva case study 155
Evans Cycles case study 165
evolution 17, 25
GSK case study 168, 169, 170
Kodak case study 174, 176
most visited web destinations 196
recruiting through 24
Sage case study 186
VIIP advocacy 135–7, 138–9

Zappos 223–4, 225–6
Zuckerberg, Mark 18

Index compiled by Liz Granger

bindex.indd   265bindex.indd   265 11/24/2011   3:37:03 PM11/24/2011   3:37:03 PM

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



bindex.indd   266bindex.indd   266 11/24/2011   3:37:03 PM11/24/2011   3:37:03 PM

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om


