
A C K N O W L E D G M E N T SI N D E X

About page, 161
Access, to company names, 

402–403
Aceto, Peter, 200–201
Activity

on Foursquare, 46
on Twitter, 43

Ad-funded mobile gaming, 471
Administrators (admins), 

120, 121
ADMOB.com, 469
Adobe, return on investment of, 

559–561
Adobe Connect, 513–514
Adobe Flash animation software, 

104
Adobe Premiere, 261
“Adopt-a-Pack” application, 107
Ad revenue, from YouTube, 

282–283
AdSense, 55, 149
ADV (advertisement) label, 84
Advergaming, 471
Advertising. See also 

Microadvertising; Search 
Engine Marketing (SEM)

blogs supported by, 149
engaging, 94
in-game, 382, 383, 394
online, 52–55
power shift in, 534–535
on social media websites, 199
on YouTube, 282–283

Advertising budgets, 62
AdWords, 443. See also Google 

AdWords
AdWords system, 446
Affi liate marketing, 105–106
Affi liates, 161
Agent blog program, 525
Agent social community, 525
Age of Conan, The, 381
Aggregation, digital wide style, 432

Aggregators (readers), 10, 13, 400
AIM Buddy List, 489, 490–491. 

See also AOL Instant 
Messenger (AIM)

Alexa, 592
Alexa ranking, 431
Algorithms, search engine, 

417–418
American Cancer Society 

(ACS), 12
American Cancer Society help 

island, 353
American Cancer Society Kiosk 

Design, 352, 354, 355
American Cancer Society 

Memory Tree, 352, 353
America Online. See AOL entries
Analog to Digital Video Converter, 

278
Analytics, implementing, 

589–590. See also Google 
Analytics

Andreasen, Erwin, 376–377
AndrewSullivan.com, 145
Android, 474–475, 481
Angry Birds, 471
Angry customers, 6–7, 9
Animation Mentor, social media 

ROI of, 476–477
Animation software, Adobe 

Flash, 104
Anshe Chung Studios, 350
Anvil Media, Inc., 476–477, 569
anvilmediainc.com, 477, 483
AOL Instant Messenger (AIM), 

489–490. See also AIM 
Buddy List

AOL Radio, 490
Aperture (Apple), 190
Apple.com, 248–249
Apple Computer, 88
Apple eWorld, 119
Apple FaceTime, 499–500

Apple GarageBand, 214, 216, 239
Apple HyperCard, 168–169
Apple iChat. See iChat entries
Apple iPad. See iPad entries
Apple iPhone, 473–474. See also 

iPhone entries
Apple iPod. See iPod entries
Apple Newton, 341, 343
Apple podcast software, 216–217
Apple Quicktime, 256–257
Apple Quicktime Player, 216, 239
Apple SuperCard, 169
Application Programming 

Interface (API), 405–406, 410
with Adobe Connect, 514

Applications (apps), 251
on Facebook, 37

Appssavvy, 395
appssavvy.com, 385, 386
Archie search engine, 413
Arizona Entrepreneurship 

Conference, 192–193. 194
Aronsson, Lars Erik, 171
ARPAnet (Advanced Research 

Projects Agency Network), 
62, 87, 345, 413

as trusted network, 27
Arriola, Benj, 100
Artblogs, 148
Atkins, 76–78
“Atkins Advocates,” 77
Atom, 398–399
Atom entries, 140
Atom feeds, 123, 140, 242
AtomPub Group, 399
Atom Publishing Protocol 

(AtomPub, APP), 398
Atom Syndication Format, 399
Audacity software, 216, 218, 225
Audience, consulting, 3–4
Audio, 10, 11
Audioblogs, 148
Audio campaigns, 55
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Audio editing programs, 217–218
Audio editing software, 216, 219
Audio fi les, 233

creating, 235
library of, 249

Audio Interchange File Format 
(.aiff), 208

Audio normalization, 219
Audio podcasting, 211
Audio podcasts, 9, 234
Audio processing, 238
Audio recordings, digitized, 208
Audio recording software, 216
Audio sharing, 233–257

benefi ts of, 233–234
expert insight on, 244–246
history of, 234, 235–242
information about, 234–242
to-do list for, 248–249

Auditory brand identity, 217
Authenticity, in podcasting, 226
Autobiographies, digital, 136
Auto-responders/followers, 

43–44
Avatars, 122–123, 348

Second Life, 358
Avea, 390, 391
Awareness page, 93
Awareness stage, 90
Aweber, 160

B2B success metrics, 99–100
B2B Twitter, social media ROI of, 

401–403
Back links, 428, 429

search engine optimization 
and, 429

Badges, 45
Baer, Aaron M., 116
Bandwidth, 256, 257
Banner advertising, 263, 265
Barron, Dan, 281, 288
Bartle, Richard, 376
Bartle Test, 376–377
Batey, Lisa, 319
BBC (British Broadcasting 

Corporation), tweets from, 
300

BBC video blogging website, 258
Behar, Maxim, 407
Bell Canada, 434
Berg, Paula, 48, 58
Berners-Lee, Timothy John “Tim,” 

87, 88, 414
Bidding mall, 264
Bieber, Justin, 291, 556

Bit.ly, 43, 557
Bits, 256
BitTorrent, 279
Black, Duncan, 150
Black Hat SEO, 427–428
Blacklist, 84
Blawgs, 148
Blended success metrics, 99
Blender, 358
Blendtec, 274–275
Blendtec video, 283
Blizzard Entertainment, 381
Blocklist, 84
Blog address, 568
Blog-based books, 152
Blogcast, 584
BlogCatalog, 149
Blogger, 144, 243
Blogger.com, 144, 552
Bloggercon weblogger 

conference, 209, 210
Blogger events, return on 

investment of, 583–584
Bloggers, 142
Blogger’s Code of Conduct, 147
Blogging, xiii, 142. See also 

Microblogging
as effective communication, 

164
fi ve Ws of, 552
social media ROI of, 429–431

Blogging conferences, 161
Blogging content, identifying, 553
Blogging terminology, 552
Blogging tools, identifying, 

552–553
Bloghood, 149
Bloglines, 149
Blog mailing list, 160
Blog mission, 162–163
Blogosphere, 149
Blog pages, 94

monitoring, 590
priority of, 554–555

Blogposts, 155
Blogs, 141–164, 551–556. See also 

Microblogs
benefi ts of, 141–142
content freshness of, 421
creating and maintaining, 555
creating and modifying, 106
forums vs., 118
history of, 142–148
information about, 148–152
interconnecting, 555
maintaining, 149

microblogging and, 290–291
news-based, 144
“no follow,” 422–423
novelty value of, 150
political, 145
popular, 149
reading other, 162
in Social Media Trinity, 551
to-do list for, 159–163

BlogScope, 149
Blog-specifi c search engines, 149
blogs.sun.com/jonathan, 146
Blog syndication feature, 574
BlogTalkRadio, 194, 244–246, 

251, 323–324, 334, 429–431
blogtalkradio.com, 244, 245
Blog training, 526
Blooker Award, 145
Blooks, 152
Bluecasting, 468
bluecasting.com, 468
Bluetooth, 467–468
bluetoothmagnet.com, 468
Blue Twit-IBM website, 304
“Bob” operating system, 341, 343
Body language, 254
boingboing.net, 146
Book creation, as a form of social 

media, 19
Books

blog-based, 152
marketing, 20–21

Book sales, through LinkedIn, 
544–545

Bots, 436
for Internet searches, 414–415

Bounces, 66
Bourne, Scott, 318
Brand awareness, 328

generating, 524–526
Branded Doodle, 563
Branding, lifecasting and, 331
Brand monitoring, 363
Brand names, on Flickr, 199
Brand recommendations, 

129–130
Brands, in social networks, 

153–154
Brewer, Jeffrey, 442
Broadband, 258
Broadband Mechanics, expert 

insight on, 432–435
broadbandmechanics.com, 438
Broadband studio, 282
Broadcasting, online, 317
Broitman, Adam, 463
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Browser-based applications, 518
Browser-based blog platforms, 143
Browser-editor, 88
Browser software, 89
Bruhnke, Doug, 453
Bulgaria, international 

perspective on, 406–407
Bulletin boards, 118
Bulletin board systems (BBSs), 

142–143
Bullet PR, 333
Bungie, 395–396
Burnes, James, 26–27, 415–416
Burnout Paradise, 371–372
Bush, Vannevar, 87
Business

audio sharing and, 234
benefi ts of LBS to, 45
benefi ts of Twitter to, 41
blogs as, 161
in Bulgaria, 406–407
converting hobby into, 447–449
myGads as a resource for, 

176–177
in New Zealand, 332–334
online following for, 397
photo sharing and, 187–189, 

192
reviewed on Yelp, 135
search engine optimization 

and, 411
social media marketing for, 57
in Turkey, 390–393
Twitter for, 305–308
understanding, 539

Business applications, expert 
insight on, 597–599

Business blogs, 148
Business communication tool, 

Twitter as, 305–308
Business content, updating, 416
Business pages, 33
Businesspeople, as trusted 

networks, 28
Business plan, developing, 539
Business podcasting, expert 

insight on, 224–226
Business sectors, Irish, 157
Business software, social, 511
Business-to-business (B2B) 

companies, xi, 9. See also 
B2B entries

Business-to-consumer (B2C) 
companies, xi, 9

Buying funnel, 90
Buy page, 94

Buy stage, 91–92
Buy-to-play revenue model, 375
Byl, Bart, 201
Bytes, 256

Cable technology, 256
Cailliau, Robert, 87–88, 116
Calacanis, Jason, 147
calacanis.com, 147
Calendar systems, 520, 521
Call to action, 100
Camaroz.com, 17
Camel Case titling, 170
Camera phones, photo sharing 

from, 197–198
Campaigns

effective, 54
successful, 580–581

Camping, 389
Camtwist, 320
Canada, international perspective 

on, 200–202
Canadian companies, social 

media and, 200
Canfi eld, Krista, 409

expert insight of, 404–406
CAN-SPAM Act of 2004, 67, 68, 

69, 80, 81, 84, 466
Canter, Marc, 438

expert insight of, 432–435
CAPTCHA (Completely 

Automated Public Turing 
Test to Tell Computers and 
Humans Apart), 139–140

CAPTCHA code, 122, 139
captcha.net, 139
Career opportunities, 572
Carmichael, Evan, 194
Carroll, Dave, 7–8
Cars, iPod- and iPhone-

compatible, 207
Castronova, Edward, 379
Casual games, 471
Cell phones

capabilities of, 457
as digital cameras, 190

Cellular technology, 457
Cellular Telephone Industries 

Association (CTIA), 465–466
Censorship, in China, 111–112
Cerf, Vint, xv, 87, 88, 116

expert insight of, 109–113
ChaChing411.com, 483
Chandra, Rishi, 599, 600

expert insight of, 597–599
Chat room message boards, 117

Chat rooms, 117, 118
Chatter, 518
Chatting

on Facebook, 37
in Second Life, 358

Check-in/checking in, 45
Chemistry, Pittsburgh, social 

media campaign by, 280–281
Chen, Steve, 258
Child, Julia, 152
Children’s Online Privacy 

Protection Act (COPPA), 121
Child safety, on Facebook, 38–39
Chilton, Tom, 381
China

censorship in, 111–112
international perspective on, 

49–51, 285, 480
Internet usage in, 459
Lufthansa global network and, 

452
Choi, Justin, 18, 23
chris.pirillo.com, 545, 550
Chung, Anshe, 350–351, 378–379
Cirik, Elçin, 393
Cirque de Soleil, 201
Cisco Systems, tweets from, 300
Cisco umi, 504
Citizendium, 171
Citizen journalism, 301–302
Clear conversions, 566–567
Clear goals, 566–567
Clickable links, xvii
Click-fraud management, 53
Click-through rates (CTRs), 15, 

16, 445
Click-throughs, 65
“Click to Chat” feature, 497
Clients, engaging, 27
Cloaking, search engine 

optimization and, 425
Closed wikis, 171
Cloud computing, 597, 598
Cloud Nine, 346
Cloudstream, 452
Clough, Scott, 395

expert insight of, 387–390
ClubFrontier.com, 17
CNN.com, 547
Cohen, Brian, 279
Coles, Linda, 334
Collaboration, cloud computing 

and, 598–599
Collaboration tools, 523
Collective knowledge, 184. See 

also wiki entries
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Combs, Scot, 318
Comcast, 111, 299

Twitter and, 41
Comfort, 51
Comment marketing, 279
Comments, on Facebook, 34
CommonCraft.com, 177
Common Short Code 

Administration (CSCA), 466
Commons Project, 199
Communication

blogging as effective, 164
with customers, 8–9
with employees, 9
interpersonal, 10, 14, 487–531
on MySpace, 479
new ways of, 5–6
reputation-building, 79
with social media subscribers, 

248
two-way, 8, 82, 119, 203–204, 

290
video, 270

Communication methods, 141
Communication strategy

analyzing, 543
Communication tools, 585
Communicators, 471
Communities. See also Local 

community sites; Yelp 
communities

commitment to, 585–586
global, 290, 478
in-city, 132
lifecasting and, 330–331
microblogging, 290
role-playing games and, 

388–389
communityatkins.com, 83
Community building, 286, 

546–547
expert insight on, 545–549

Community discussion, 119
Community forums, 361
Community marketing, 331–332
Community ties, forums 

and, 118
Companies, promoting, 572
Company forums, 118
Company information, on web 

pages, 95
Company names, protecting, 428
Company product photos, access 

to, 188–189
Company websites, thumbnail 

images on, 194

Company wikis, 167
creating, 184

Competition
knowing, 593
understanding, 225

Competitor activities, monitoring 
and evaluating, 524

Complaints, using social media 
for, 8

Compressed video, 257
Compression rate, 256–257
Computer games, 387
concepthubinc.com, 271
Conference scheduling, 561–563
Confi dence, 51
conroybarronpr.com, 281, 288
Console-based MMORPGs, 

380–381
Constant Contact, 80, 83
ConstantContact.com, 79, 

83, 84
Consultants, as a resource, 583
Consumer problems, social media 

and, 392
Consumer protection, 536
Contacts, acquiring, 404–406
Content

assuring quality of, 246, 567
creating, 453
e-mail, 70–71
importance of, 100-101, 114
mobile user-generated, 

464–465
persistent, 434
user-defi ned, 155–156
user-generated, 339
valuable, 79
of web pages, 419–421

Content creators, expert insight 
on, 281–284

Content fi lters, 69–70
Content freshness, search engines 

and, 421–422
“Content is king” concept, 225

search engines and, 419–421
“Content Network,” 55
Content publishing, 546
Conventional radio stations, 

324–325
Conversations

interactive, 245
monitoring, 154
participating in, 6

Conversation-tracking 
software, 55

Conversion action, 98

Conversion message, 97
Conversion rate, 98

of e-mail, 61–62
increasing, 75–76

Conversions
defi ned, 98
developing, 566–567
e-mail, 72
on forums, 119–120
gauging, 99
importance of, 97–99
maximizing, 81

Convofy, 522–523
coppa.org, 121
Copyright Arbitration Royalty 

Panel (CARP), 324
Copyrighted material, 286
Copyrighted music, 214–215
Copyright infringement, 228
Copyright protection, for photos, 

191–192
Copyrights, in creating podcasts, 

214–215
CorePurpose, 306, 307, 308
corepurpose.com, 313
Corporate blog program, 525
Corporate blogs, 148
Corporate tweeters, 298–301
Corporate video conferencing, 506
Corrin, Tanya, 320
Corrupted Blood epidemic, 

377–378
Cost, of customer acquisition, 541
Cost of inconvenience, 70–71
Cost-per-click (CPC) marketing 

plan, 442, 444
Co-Tweet, 154
Couponing bloggers, 280
Courtin, Angela, 484

expert insight of, 478–479
Cover Flow, 237
Co-viewing, 509
Cox, Ana Marie, 151
Craigslist, 582
Craigslist model, 133
Creative Commons (CC), 199
Creative Commons Act, 286
Creative Commons License, 

191–192, 215
creativecommons.org, 192, 215
Creative Commons Project, 215
Creativity, in podcasting, 229
Credibility, earning, 595
Crick, Francis, viii
Crisis awareness, 222–224
Crisis Overnight, 222–224
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CrisisOvernight.org, fundraising 
via, 223

Cross pollination activities, 
194–196

Crowdsourcing, 200–201
Crowley, Dennise, 46
crunchbase.com/person/

peterrojas, 146
“C Suite,” social media and, 

578–579
Culver, Leah, 315
Cunningham, Ward, 168–169
Curry, Kevin, 210
Customer acquisition, cost of, 541
Customer acquisition/retention, 

262
Customer base, expanding, 154
Customer-centric strategy, 451
Customer complaints, using 

social media for, 8
Customer Concentric 101 

presentation, 6–7
Customer engagement, 27, 78

on Twitter, 48
Customer objectives, 263
Customer relationship 

management (CRM) process, 
517

Customers. See also Target 
customers

angry, 6–7, 9
communication with, 8–9, 

542–543
converting prospects to, 9
creating content for, 79–80
increasing level of interaction 

with, 153
interacting with, 21–22
internal, 9
listening to, 4
retaining, 94, 179
understanding, 113
wooing, 70–71

Customer segments, in Second 
Life, 364–365

Customer service, 8
in Canada, 201
on Twitter, 41

Customized web conferencing, 
515

Custom WordPress theme, 160
Cutler, Jessica, 152
Cyber-bullying, 110
Cyber-citizens, power of, 535
Cyber surveillance, 557, 593
Cyber-terrorists, 433

CyprusAir.com, 366
Cyprus Airways, importance of 

social media for, 365–367
Cyprus Tourism Organization 

(CTO), 247–248

Daedalus Project, 375–376
Daily deals, on Foursquare, 46
Daily Kos, 151
Data, tracking, 99–100
Databases, Internet, 414
Data-capable phones, 527
davidrisley.com, 163
Day, Christi, 48
Day parting, 73–76, 81

marketing effects of, 74
monthly, 75

Dedicated role-playing servers, 
388

Dedman, Jay, 257
Dell Computer, tweets from, 299
Deming, W. Edwards, 589
Democratization, 245
Demographic groups

categorizing, 542
identifying, 542, 575
understanding, 542

Demographics
analyzing, 541
best media for, 566

Derouin, Travis, 181
Desktop photo management 

applications, 189
Devices, Internet-enabled, 

112–113
Diamond Multimedia, 209
Diaryland, 145
Dickson, Tom, 274
Dictionary attacks, 68
Diff feature, 170
Digital autobiographies, 136
Digital cameras, 189

alternatives to, 190
Digital electronics, 256
Digitally uploaded photographs, 

prints made from, 189
Digital photos, 198
Digital recorders, 220
Digital studio, 282
Digital tools, 27
Digital video camera, 254
Digital wide style aggregation, 

432
Digitized audio recordings, 210
Digitizing photographs, 190
Dingee, Don, 531

Direct mail campaigns, 
eliminating, 578

Direct mail marketing, 63
Direct mail service, 177
Direct Message (DM), on 

Twitter, 43
Direct message feature, 496
Direct response, 263
Disabled people, technology 

applications for, 340, 346
Discover and Engage strategy, 136
Disk Operating System (DOS), 89
Distributed denial-of-service 

(DDOS) attacks, 296
Dodgeball, 305
Do-It-Yourself Radio, 323–324
Domain names, search engine 

optimization and, 428
Donato, Michael, 438, 455
Doodle, 519–520

expert insight on, 561–563
doodle.ch/main.html, 564
Dorsey, Jack, 39, 294
Do Something 101 National 

School Supply Drive, 
106–108

DoSomething.org, 106, 107
DOS-style browser, 89
Dotsam and netsam, 150
Double opt-ins, 66
Downloads, free, 57
Dreamweaver, 420
Drive time, 231
Drive time commercials, 74
Dropbox, 523
Drudge, Matt, 144
Drudge Report, 144
Drupal, 261
Dube, Jonathan, 144
Dunbar, Robin I. M., 30
Dunbar’s number, 30
Dungeons & Dragons, 387
DuraMaxForum.com, 17
DVD, converting VHS to, 278

EarthLink, 143
E-commerce, 85
E-community, 28
Educational resources, for small 

businesses, 178–179
Education market, 449
Edwards, Gary, 131, 138
Effective campaigns, 54
e-How, 180
e-How business model, 180–181
Ektron.com, 127
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eLance, 582
Elders, 29
Electronic retailing, expert 

insight on, 449–450
E-mail, 12, 109

beginnings of, 62
conversion rate of, 61–62

E-mail advertising, 61–84
tips, techniques, and tactics for, 

71–72
to-do list for, 81
when to send, 74–76

E-mail content, 70–71
tailoring to needs, 178

E-mail links, 65–66
E-mail lists, segmenting, 72–73
E-mail marketing, 61–62

history of, 61
information about, 63–71
self-service, 177–179
social media and, 82, 178

E-mail marketing app, 360–363
E-mail Marketing Awards, 179
E-mail marketing programs, 

goals for, 63
E-mail messages

opening line of, 72
testing, 72–73

E-mail service providers, 112
E-mail signature, interactive, 

567–568
E-mail terminology, 64–66, 67, 68
EmbeddedInsider.com, 403, 409
Emergencies, Twitter and, 301
Emoticons, 125–126
Empathica, 129, 130, 131
empathica.com, 138
Employees, communicating 

with, 9
Emtage, Alan, 413
Engagement outlets, 77
Engle, Mary, 536
Enterprise Social Messaging 

Experiment (ESME), 303
Entropia Universe, real/virtual 

world currency connections 
in, 379

eschatonblog.com, 150
Esposito, Jeff, 154, 165
Etiquette, 123
Eurobarometer, 158
European Organization for 

Nuclear Research (CERN), 87
Evans, Sarah, 224, 231
Events, promoting, 574
Event scheduling, 520, 521

Events option, on Foursquare, 46
EverQuest, 374, 387

real/virtual world currency 
connections in, 379

“Evolution of Dance” video, 
276–277

Executive Conversations 
podcasts, 210

Existing media
analyzing, 539–550
identifying, 540–543

Existing media strategy, 
analyzing, 540

Expectations, managing, 593–594
Expense/conversion ratio, 

540–541
Expert Insight excerpts, 56
Expert Insights, 19–22

Alan Levy, 244–246
Angela Courtin, 478–479
Bill Jula, 570–574
Biz Stone, 309–311
Chris Pirillo, 545–549
Dharmesh Mehta, 526–528
Eric Groves, 79–80
Evo Terra, 224–226
Gary Vaynerchuk, 585–586
George Strompolos, 281–284
Gretchen Howard, 52–55
Jack Herrick, 180–182
Jody Gnant, 329–332
Krista Canfi eld, 404–406
Linh Tang, 449–451
Marc Canter, 432–435
Mark Kingdon, 363–365
Matt Mullenweg, 155–156
Michael Naef, 561–563
Patrizio Spagnoletto, 262–266
Peter Booth Wiley, 19–22, 23
Rishi Chandra, 597–599
Scott Clough, 387–390
Stephanie Ichinose, 131–135
Tara Kirchner, 197–200
value of, 234
Vint Cerf, 109–113

Expertise, sharing, 79
Explicit permissions, 66
Explore option, on 

Foursquare, 46
Exposures, of company names, 

402–403
Extensible Markup Language 

(XML), 398. See also XML 
site maps

External reputable links, 422, 
423, 426, 436, 592

ExtremeDigitalMarketing.com, 
xvii, 594

Ezarik, Justine, 322, 323, 327

Facebook, 25, 28, 30–35, 
247–248

in Bulgaria, 406–407
in Canada, 200
child safety on, 38–39
fundraising via, 223
in Ireland, 157
messaging on, 36
in New Zealand, 333
population of, 558
privacy settings on, 38
sharing photos through, 189
social networking on, 37
subscribe feature on, 34
in Turkey, 390, 391–392
in the United Kingdom, 

135–136
user benefi ts of, 32

Facebook Apps, 37
Facebook business pages, 33
facebook.com/about/privacy, 38
facebook.com/atkinsdiet, 78
facebook.com/safety, 38
Facebook.com/username, 37
Facebook cover, 36
Facebook fan pages, 107
Facebook Groups, 36–37, 595
“Facebook Insights,” 157
Facebook interface, 36–37
Facebook newsfeed, 130
Facebook pages, creating, 

160–161
Facebook Places, 35, 47
Facebook profi les, 35–36
Facebook terminology, 33–35
Facebook ticker, 37
Facebook Timeline, 34, 36
Facebook username, 37
FaceTime, 499–500
Fail Whale, 296–298
Fan pages, 33
Fantasy Westward Journey, 

375
Farrington, Stephen, 205, 231, 

251
Fast Pitch!, expert insight on, 

570–574
FastPitchNetworking.com, 575
Favorites, on Twitter, 43
Federal Communications 

Commission (FCC), 246
Internet and, 110–111
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Federal Trade Commission (FTC). 
See also FTC Endorsement 
Guide

on forums, 121
on spam, 68–69
video transcript, 535–537

FeedBurner, 306
Feed reader, for RSS, 408
Feeds, subscribing to, 399
51.com network, 50, 285
File format, for podcasts, 229
File names, keywords in, 426
File sharing tools, 523
Filters, spam and content, 

69–70
Final Cut Pro, 261
Finato, Kathleen, 484
FireAnt, 279
First Person Shooter (FPS) 

games, 373
Halo 3 as, 381–382, 383

5.0-second rule, 71–72, 81, 98
Five Steps to Social Media 

Success, xiii–xiv
Flame wars, 124
Flaming, 124
Flash, 104, 114, 211
Flash web pages, search engine 

optimization and, 425
FlatOut 2, 380
Flickr, 10, 14, 127, 193

brand names on, 199
membership life cycle of, 29
news and information from, 197

Flickr content, 198
Flickr photo-sharing website, 

expert insight on, 197–199
Flickr World Map, 191
Flitter, Justin, 334
FlyNet, 451
Fogg, B. J., 116
Followers, on Twitter, 42
Following, 292–293, 311–312

on Foursquare, 46
on Twitter, 43

Font styles, 102–103
Ford, Desiree, 58
Ford, Kyle, 56
ForOrchestra.com, 337
Forum administrators (admins), 

120, 121
Forum guests, 125
Forum members, 122–123
Forum moderators (mods), 121
Forum posts, 16, 117, 122
Forum registration, 121

Forums, 117–118. See also 
Internet forum

history of, 118
information about, 119–129
rules and regulations of, 120
subscribing to, 123
top fi ve, 17

Forum Site, 118
Forum social networking, 127
Forum software, 127
Forum spamming, 124
Forum trolls, 123–124
Forum user groups, 124–125
Forum websites, 127–129
Foursquare, 28, 46–47

in Bulgaria, 407
“Fourth Screen,” 463
Frames, 103–104, 114
Framesets, 103–104
France, international perspective 

on, 182–183
“Fred Frigglehorn” videos, 

283–284
Free marketing opportunities, 188
Freemium, 32
Freemium business model, 242, 

359
Free photo editing software, 191
Free-to-play revenue model, 375
Frenzy, 523–524
Frequency hopping, 467
Frequently Asked Questions 

(FAQs), 120
FriendFeed, 303, 304, 305
Friend Requests, on Facebook, 34
Friends, 33

on Foursquare, 46
fring, 507–508
From line, 64, 65
ftc.gov/bcp/conline/pubs/buspubs/

canspam.shtm, 84
FTC Endorsement Guide, 536. 

See also Federal Trade 
Commission (FTC)

FTP (fi le transfer protocol), 414
Fully integrated webinars, 514
Fundamental Shift in Power, 5
Furness, Dr., 340
Fusion Media Marketing, 567–568
Fuze Meeting, 516–517
F-Wan, 471

Gad, 176
Gambling

in-world, 379
online mobile, 470

Game guides, third-party markets 
in, 389, 390

Game player categories, 373–374
Games, location-based, 470
Gaming, 10, 13. See also Online 

gaming
mobile, 469–470

Gantz, John, 460
GarageBand, 214, 216, 239
Gardner, Chris, 327, 328
Garfi eld, Steve, 257
Garriott, Richard, 343, 388
garyunger.com, 545, 550
GaryVaynerchuk.com, 585
Geocaching, 470
Geographical targeting, 265
Geolocation, 45
Germany, international 

perspective on, 451–453
Gerth, Bill, tweets from, 299
get.live.com/messenger/overview, 

530
Getty Images, 199
Giapo, 333, 334
Glass, Noah, 39
Glion.edu, 269
Global agreements, 111
Global audiences, 247
Global communities, 290, 478
Global online ad spending, 459
Global perspective, 

on interpersonal 
communication, 528

Global positioning system (GPS), 
468, 470

Gmail, 590, 597, 599
Gmail.com, 599
Gnant, Jody, 12, 290, 337

expert insight of, 329–332
Goals

developing clear, 566–567
measurable, 114

GoingOn.com, 144
Gold farmers, 379
Goldman, Jason, 146
goldtoe.net, 146
Google

in CPC marketing, 444, 445
as a PPC provider, 443
search algorithm for, 417, 

418–419
YouTube and, 258

Google AdWords, 52–55, 443. See 
also AdWords system

steps in using, 54
Google Alerts, 481, 557
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Google Analytics, 55, 163, 402, 
590, 591, 592. See also 
Analytics

Google Android, 474–475, 481
Google Apps, expert insight on, 

597–599
Google Calendar, 597
Google.com/Adword, 55
google.com/profi les/

jkoerberwalker, 308
Google Docs, 597
Google Earth, 191
Google Enterprise, 599
Google indexing algorithm, 554, 

555
Google Juice, 14, 164, 273, 554

defi ned, 288
described, 166

Google News, 535, 573–574
Google Plus, in Canada, 200
Google Search Bar, 411, 412
Google Search results, 

scanning, 71
Google Sites, 597, 598
Google Talk, 491–492, 597
Google Talk gadget, 492
Google Video for Business, 597
Gore, Al, 416–417
GoRecommend, 129, 130, 138
GoTo.com, 264, 442
GoToMeeting, 511, 512
GoToWebinar, 511
“Got-to-Click” ads, 54
Gowalla, 47
Graham Dartmouth, 369
Graphical search, 263
Graphic virtual environment 

operating system, 341
Gravel, Mike, 326–327
“Great Firewall of China,” 49
Greece, international perspective 

on, 247–248, 365–367
Grid, the, 357, 358
Grid View, 237
Grinding, 373
Gross, Bill, 443
Group chats, 492
Groups

creating, 56
on Twitter, 312

Groves, Eric, 83
expert insight of, 79–80

Groves, Steven, 353
GrowthNation.com, 453
GT Channel, 435
Guests, in forums, 125

Guha, Ramanathan V., 398
“Guitar” video, 275–276
Gunzburger, Ron, 145

H.264 Scalable Video Coding, 
506

Haida, Kiki, 366
Halo 3, 13, 345, 369, 373, 

381–382, 383, 395–396
Hansen, Jon W., 196, 204, 431, 

438
Hard bounces, 66
Hardware

livecasting and, 319
podcast, 220

Harris, Josh, 319–320
Harvested e-mails, 68
Hashtags, 41
Header tags, 160
Heads Up Display (HUD), 355
Head-turns to our cart, 266
HereAndNow.net, 319
Herman, Chad, 328, 337
Herrick, Jack, 186

expert insight of, 180–182
Hewlett-Packard, 13
Heyl, Sherry, 271
Hi5 website, 227, 228
High defi nition (HD) video, 255
High-end web development, 570
High-speed cable Internet, 256
Hijacking, search engine 

optimization and, 424
Hiring, project-by-project, 578
History, on Foursquare, 46
Hive/cross pollination concept, 

194–196, 430
Hobbies, turning into businesses, 

447–449
Home Movie Depot, 278
Home pages, 93

conversion and, 98
Honesty, in community 

building, 547
Hopstop.com, 469
Hosted meetings, 516
Hosted services, blogs on, 144
HotelDeluxePortland.com, 575
Hotels, social media return on 

investment for, 568–570
Hotmail account, 494
Hourihan, Meg, 144
House of Blues venues, 467, 

484–485
Howard, Gretchen, 56, 59

expert insight of, 52–55

HowStuffWorks.com, 183, 228, 
285

How-to articles, writing, 181
How-to manuals, 180–182
HTML (Hypertext Markup 

Language), 413
HTML-based platforms, 106
HTML e-mails, 65
HTTP (Hypertext Transfer 

Protocol), 87, 88, 413
Hughes, Chris, 31
Humans, connecting with, 4–5
Hurley, Chad, 258
HyperCard, 168–169
Hypertext, 413. See also HTTP 

(Hypertext Transfer Protocol)

IBM, 12
Second Life and, 352

iChat, 492–493
iChat screen sharing, 493
iChat text messaging, 493
Ichinose, Stephanie, 56, 138, 139, 

465
expert insight of, 131–135

Ideas, promoting, 245
identi.ca website, 305
I Did Work website, 304
iframes, 427
Ignited, 385
iGoogle, 408
iGoogle Reader (Aggregator), 400
iGoogle Translator, 591
iJustine.tv, 322, 323
iLife software, 239
Illustrator, 559
iMovie, 239, 260, 261
In-car audio programming, 207
Independent artists, expert 

insight on, 329–332
Indexing, for search engines, 

415–416
Individual updates, 310
Industry awareness, raising, 361
Infl uencers, 471
Information, valuable, 132
Information sharing

on Facebook, 32
Internet, 110

Inform Technologies, 128
Infusionsoft, social media ROI of, 

360–363
Infusionsoft blog, 361, 362
infusionsoft.com, 363, 368
In-game advertising, 382, 383, 

394
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In-house resources, 581–582
Insiders, 29
Instagram, 43
Instant Messaging (IM), 290
Instant messaging (IM)–type text 

chat, in Second Life, 358
Instapundit, 150
Integrated marketing strategy, 

565–575
Integrating technologies, 567–568
Integration, of strategies, 565–575
Interaction with customers, 

increasing level of, 153
Interactive Advertising Bureau 

(IAB), 466
Interactive conversations, 245
Interactive e-mail signature, 

567–568
Internal communications, tweets 

for, 312
Internal customers, 9
International American Cancer 

Society Donation Kiosk 
Design Contest, 354

International perspectives
on Bulgaria, 406–407
on Canada, 200–202
on China, 49–51, 285, 480
on France, 182–183
on Germany, 451–453
on Greece, 247–248, 365–367
on Ireland, 156–158
on Mexico, 227–228
on New Zealand, 332–334
on Switzerland, 267–269
on Turkey, 390–393
on the United Kingdom, 

135–136
International social networking, 

433
Internet

control of, 111
creation of, 88, 89
ever-changing landscape of, 154
FCC and, 110–111
as a general-purpose transport 

mechanism, 112
high-speed cable, 256
information sharing on, 110
Jody Gnant and, 329
as a measurement tool, 590
as trusted network, 27

Internet advertising, 61–62
Internet business, social media 

ROI of, 447–449
Internet design, 109–110

Internet-enabled devices, 
112–113

“Internet for everything” concept, 
113

Internet forum, 117–140
to-do list for, 137

Internet-only radio stations, 
commercial, 318–319

Internet Radio Equality Act, 325
Internet radio services, 239
Internet searches, 13–14

components of, 414
Internet service providers (ISPs), 

111
on spam, 69

Internet users, 459–460
worldwide, 85

Interns, managing, 581–582
Interoperability, 112
Interpersonal communication, 10, 

14, 487–531
benefi ts of, 487–488
defi ned, 487
expert insight on, 526–528
sharing tools for, 511–524
to-do list for, 529

Interpersonal tools, information 
about, 489–524

Introductions, recording, 260
In-video advertising, 

282–283
In-world gambling, 379
IP addresses, search engine 

charges and, 446
iPad apps, 235
iPad Library, 343, 344
iPhone, 207, 473–474, 481
iPhone apps, 235, 327
iPhoto, 189, 190–191
iPod apps, 235
iPodder script, 210
iPod photo model, 209
iPods, 207. See also Podcast 

entries
benefi ts of, 209
history of, 208–209

iPod video, 209, 211
iRadioMast, 239
Ireland, international perspective 

on, 156–158
iTunes, 219, 235–240, 279

activities enabled by, 237–239
trying, 248–249
uploading podcasts to, 229

iTunes App Store, 237
iTunes Digital Copy, 237

iTunes Music Store (IMS), 209, 
239

iTunes podcasting tags, 242
iTunes Radio, 239
iTunes Store, 235
iTunes U, 239
iTunes users, subscribing to 

podcasts by, 239
iTunes version 10.5, 239
iWeb, 239
iWork software, 239

Jaiku, 291, 303, 305
Jardin, Xeni, 146
Java Script widgets, 163
J-blog list, 150
Jive, 521–522
Jive modules, 522
Jive Software, 504
joankoerber-walker.com, 306–307
Jobs, Steve, x, 88, 208, 474
jodygnant.com, 329, 337
John, Claudette, 269
Johnson, Lynne D., 139, 410
Joint Contact website, 304
Joomla, 261
Joomla platforms, 106
Jott, 9, 472–473, 488
Jott accounts, 481
Journaling, benefi ts of, 141
Jula, Bill, 575

expert insight of, 570–574
Julie/Julia Project, 152–153
Junk e-mail, 66–70
Junk mail, 61
Justin.tv, 320–323, 334

Kahn, Bob, 109
Kaixin, 480
Kaixin001 network, 50
Kan, Justin, 320, 321, 322, 323, 

327, 334
Kaplan, Jeff, 381
Kardashian, Kim, 291
Karim, Jawed, 258
Kawasaki, Guy, 292
Keiser University College of Golf, 

tweets from, 300
Key Global Telecom Indicators, 

458
Key messages, of web pages, 97
Keynote presentation, 259
Key search terms, 244
Keyword alt tags, 426
Keyword density, search engine 

optimization and, 424–425
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Keyword hyperlinks, 426
Key Word macro, 447
Keyword marketplace, 264
Keyword placement, 103
Keywords, 162, 435

choosing, 54, 265, 266
in CPC marketing, 444
in fi le names, 426
in search engine optimization, 

418–419
understanding, 453
in web page copy, 105

Keyword stuffi ng (spamming), 
418, 425

KickApps, 128–129, 140
KickApps.com, 128–129
Kilobytes (KB), 256
Kincaid, Bill, 236
Kingdon, Mark, 339, 348, 351, 

352, 358, 369
expert insight of, 363–365

Kirchner, Tara, expert insight of, 
197–200

kitd.com/kickapps, 128
Kleinberg, Adam, 561, 563
Knowledge management systems, 

167
KodakGallery.com, 189
Koerber-Walker, Joan, 308, 313
Korb, Eric R., 338
Koven, Andrew, 472
Krueger, Julie, 584
Krums, Janis, 301
Kuenn, Arnie, 314
Kurtz, Howard, 324, 338
Kutcher, Ashton, 291

l2myowndevices.com, 531
Labatt Brewing SMS advertising 

campaign, 467
Laconica, 304
Lady Gaga, 291, 556
Lai, John, 334
Laipply, Judson, 276
Landing Page Eyetracking Study, 

95–97
Landing pages, testing, 100–101
Lantz, Edward, 460
Laws, e-mail related, 67–69. See 

also copyright entries
LBS terminology, 45. See also 

Location-based services 
(LBS)

Leaders, 29
Lead nurturing, social media ROI 

of, 524–526

Less-than-perfect maxim, 
213–214

Leuf, Bo, 169
Levelator software, 219, 225–226
Level treadmill, 373
Levine, David, 338
Levy, Alan, 251, 324, 334

expert insight of, 244–246
Libby, Dan, 398
Liberated Syndication, 218–219
Licensing business, Flickr as, 199
Life, documenting, 198
Lifecasting, 259, 321

expert insight on, 329–332
as a journalistic process, 330

Life cycle, of social network, 29
Life events, on Facebook, 36
Like button, 33
“Like”-ing, 32
Like pages, 33
Lim, Jeong-Hyun, 275–276
Linden Dollar, 350
Linden Labs, 354, 359, 363–365
Linden Research Inc., 346
Linden World, 347
LinhTang.com, 455
LinkedIn, 28, 31, 127, 571

book sales through, 544–545
in Canada, 200
expert insight on, 404–406
in Ireland, 157

LinkedIn.com, 409
LinkedIn profi les, 222
Link farms, 422, 425
Linking, to social profi les, 163
Linking strategies, 422–424
Link juice, 424
Linklogs, 148
Link Love, 14, 149, 164, 554
Links, to podcasts and videos, 553
links:www.yourdomain.com, 592
Listing quality, 264
Lists

on Foursquare, 47
on Twitter, 43

Liveblogging, 145
Livecasting, 10, 12, 143, 317–338

benefi ts of, 317–318
early, 319–320
exploring, 335–336
history of, 318–323
information about, 323–327
to-do list for, 334–335

LiveJournal, 144
Lively, 339
Lively virtual world, 356

Live Messenger, 526–528
LivePerson, 496–497
LivePerson Chat box, 497
Livestreaming, 545–546, 548
Local campaigns, 105
Local community sites, 133
Localization, 562
Local searches, approach to, 132
Location-based games, 470
Location-based services (LBS), 

468–469
Location-based social media, 28, 

44–45
benefi ts of, 44
benefi ts to businesses, 45
Foursquare, 46–47

Locker Gnome, 549
Logitech Vid HD, 500–501
LonSafko.com, xviii, 554
Loopt.com, 469
Lord of the Rings Online, 373
Los Angeles Fire Department, 

tweets from, 300
LSL (Linden Scripting Language), 

357
Lu, YiYing, 297
Lufthansa global network, 452
Lufthansa Group, 451–452
Lufthansa social media 

campaign, 452
Lulu Blooker Prize, 152
Lurkers, 29, 125
Lurking, 125
lynnedjohnson.com, 139
Lyons, Jonathan, 596, 600

m3bg.com, 407
MacDonald, Ian, 136
Machlouzarides, Haris, 248
Macromedia, 432
Mafi a Wars, 384–386
Maier, Chris, 480
Malamud, Carl, 318
Mann, Steve, 319
Manna, Joseph, 363, 368
Manycam, 320
Marketers, objectives of, 

262–263
Marketing, 5–6. See also Affi liate 

marketing; E-mail marketing; 
Psychological marketing; 
Search Engine Marketing 
(SEM)

of books, 20–21
on Fast Pitch!, 573–574
mobile in-game, 471
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relationship-centric 
conversational, 195

Marketing automation 
application, 360–363

Marketing budget, 265
Marketing channels, analyzing, 

593
Marketing effects, of day parting, 

74
Marketing fi rms, as a resource, 

582
Marketing opportunities, free, 

188
Marketing performance, 541
Marketing Sherpa report, 96
Marketing strategy, offl ine, 105
Marks, Kevin, 210
Marriott, Bill, 542–543
MarsEdit, 163
Massively Multiplayer Online 

Games (MMOGs, MMOs), 
343–345, 375–376. See also 
mmosite.com

Massively Multiplayer Online 
Role-Playing Games 
(MMORGs, MMORPGs), 
343–344, 371, 372–375, 377, 
388. See also MMORPG 
entries

console-based, 380–381
features of, 373
with mobile phone users, 470
raids in, 379–380
single-player options in, 380
user-generated content for, 380
virtual economies in, 378–379
world’s largest, 381

Mavens, 471
Max, Tucker, 152
Mayor, on Foursquare, 47
Maze Game (“The Maze,” 

MazeWar), 344–345, 374
MCI mail system, 112
McPhee, John, 570, 575
Measurement, of return on 

investment, 589–590
Measurement tools, determining, 

590
Media. See also Existing media

analyzing, xiii
power shift in, 534–535

Media fi le hosting, 241
Media-hosting providers, 219
Media investments, in Turkey, 

392
Media Player, 257

MediaSauce, 26, 417–418, 
420–421, 423

Megastarmedia.com, 421
Mehta, Dharmesh, 205, 530

expert insight of, 526–528
Members, of forums, 122–123
Membership life cycle, 29
Memory Alpha, 172
Menchaca, Lionel, 299
Merholz, Peter, 142
Mesh, 358. See also Open mesh
Message boards, 117, 118
Messaging, 26, 488

on Facebook, 36
Messaging applications, 489–497
Messaging convergence, 472–473
Meta Content Framework (MCF), 

398, 410
Meta-data, in photo-sharing 

content, 198
Meta-descriptions, search engines 

and, 420
Meta-keywords, 436, 453

search engines and, 420
Meta network, 435
Meta tags, 191, 192, 203, 287

in search engine optimization, 
418–419

Metaverse, 349
as a meeting place, 352

Metrics, 21
B2B success, 99–100
blended success, 99
implementing, 114, 589–590
for web pages, 99

Mexico, international perspective 
on, 227–228

Miceli, Dawn, 212
Microadvertising, 295–296
Microblogging, xiii, 10, 11–12, 

39, 145–146, 289–315, 496, 
556–558

benefi ts of, 289–290, 312
in China, 480
history of, 290–291
information about, 291–294
in the mainstream, 293
during natural disasters, 

300–301
popularity of, 293–294
to-do list for, 311–312
upside of, 298–305

Microblogging communities, 290
Microblogging strategy, 557–558
Microblogging terminology, 556
Microblogging tools, 557

Microblogging websites, 
alternative, 302–305

Microblogs, 290–291
in Social Media Trinity, 551

Microcontent trend, 293
Microphones, 216
Microposts, 293

trivial nature of, 294–295
Microsoft Messenger, 125
Microsoft Türkiye, 393
Microsoft Windows Live 

Messenger, 494–495
growth of, 526–528

Microspam, 295
Microsphere, problems with, 

294–298
MillwardBrown.com, 480
Mind-set challenge, 582
Mini-wiki, 175
Minors, protecting, 38–39
Mistweets, 298
Mixin website, 304
MMA Consumer Best Practices 

Guidelines, 466
mmaglobal.com, 473
MMORPG articles, 394. See 

also Massively Multiplayer 
Online Role-Playing Games 
(MMORGs, MMORPGs)

MMORPG business models, 375
MMORPG characters, 

373–374
MMORPG players, 372
MMORPG websites, 394
mmosite.com, 389. See also 

Massively Multiplayer Online 
Games (MMOGs, MMOs)

Mobile advertising, on Bluetooth, 
467–468

Mobile applications, 460–463, 481
history of, 460–461

Mobile data services, 462
Mobile devices (mobiles), 10, 14, 

44–45, 110, 113, 457–485. 
See also specifi c devices

benefi ts of, 457–463
in China, 480
expert insight on, 478–479
information about, 463–475
to-do list for, 481
as web remote controls, 463

Mobile gambling, online, 470
Mobile gaming, 469–470
Mobile-generated reviews, 

464–465
Mobile in-game marketing, 471
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Mobile Internet users, most 
popular online activities 
among, 460

Mobile LBS marketing, 469
Mobile marketing, 

465–467, 482
future of, 471–472

Mobile Marketing Association 
(MMA), 466, 467, 473

Mobile marketing blogs, 481
Mobile music, 484–485
Mobile news service, 462
MobileOne, 469
Mobile phones, 457–458. See also 

Cell phones; specifi c devices
convergence with video 

cameras, 261
social media and, 463–464

Mobile product sales, 462
Mobile revolution, 507–508
Mobile SMS advertising, 467
Mobile spam advertising 

messages, 466
Mobile technology, prevalence 

of, 463
Mobile telephones, Live 

Messenger and, 527–528. See 
also; specifi c devices Mobile 
phones

Mobile telephone technology, 
473–475

advancement of, 482
Mobile telephone web 

access, 464
Mobile user-generated content, 

464–465
Mobile viral content, 471
Mobile viral marketing, 471
Mobile Weather, 458
Mobile web, 481
Mobile web marketing, 467
Mobisodes, 463
mod.ber blog, 142
Moderators (mods), 121
Mojo Video Marketing, 271
Moms outreach program, 280
Monster.com, 462, 571
Monthly day parting, 75
Morris, Tee, 212, 235
Morville, Rosalind, 84
Mosaic, 89
Moskovitz, Dustin, 31
Motorola, 484–485
MovableType, 144
MP3 format, 208, 209
Mr. Youth, 107

Mullenweg, Matt, xiv, 165, 170, 
192–193

expert insight of, 155–156
Multicasts, 338
Multifunctional services, 472–473
Multiplayer gaming systems, 374
Multiplayer RPG players, 376–377
Murphy, Brian, 116
Music

mobile, 484–485
mobile data services for, 462
as a podcast introduction, 

214–215
pod-safe, 228

Musicblogs, 148
Music libraries, 237
MyGads, 175–177

as a resource for businesses, 
176–177

MySkyStatus, 452
MySpace, 127

expert insight on, 478–479
myspace.com, 484

Naef, Michael, 564
expert insight of, 561–563

NASA, tweets from, 300
nationalpcsolutions.com, 438, 

455
National promotions, 280–281
Negative comments, disarming, 

580
Nekomimi Lisa, 319
Nelson, Ted, 413, 439
Netiquette, 123, 124
“Net promotions,” 129
NetRadio Company, 318–319
Network Control Protocol 

(NCP), 62
Network information, producers 

of, 109
Networking

participation in, 56–57
steps in, 573–574

Networking event company, 571
Networks

building, 56
trusted, 25–26, 27, 28, 81, 118, 

339
Neverwinter Nights, 374
News, on Twitter, 535
News-based blogs, 144
News events, on Twitter, 301–302
News Feed, on Facebook, 35
News feed tweets, 312
Newton, Isaac, viii

New Zealand, international 
perspective on, 332–334

NeXT personal computers, 88
Niche vertical networks, 433
nickyee.com, 375
Nicole Walker Photography, 

242–244
NicoleWalkerPhotography.com, 

244, 250
Nierengarten, Mike, 477, 483
Ning, 433
Ning platforms, 106
Nintendo DS, 471
“No follow” blogs, 422–423
Notifi cations, Facebook, 34
Novices, 29
nuance.com, 488

OAuth 2.0, 434
Object-oriented programming, 

168
Odeo, 309
Offi ceMax.com, 584, 587
Offi ceMax blogger event, 583–584
Offi ceMax PR team, 584, 587
Offl ine events, promoting, 

327–328
Offl ine marketing strategy, 105
ON24, 514–515
1.54-second rule, 71–72, 81, 98
One-way links, 422
Online activities, most popular, 

459–460
Online advertising, 52–55

types of, 55
Online broadcasting, 317
Online business network, for 

professionals, 571
Online collaboration, 175
Online communities, 28, 142–143

building, 76–78
Online coordination tools, 

519–520
Online currency, 50
Online forums, product-related, 

15–16
Online gaming, 13, 371
Online interactions, 110
Online mobile gambling, 470
Online photo-sharing websites, 

189
Online photo theft, 191
Online reputation, 51
Online reviews, 129
Online search, 263
Online shops, 544
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Online surveys, 177
Online video games, 372
Online visibility, social media ROI 

of, 476–477
ooVoo, 504–506
Open Diary, 144
Open Handset Alliance (OHA), 

474–475
OpenID, 432
Opening sentences, testing, 73
Open mesh, 432. See also Mesh
Open rate, 65
OpenSocial, 112, 432
Open social networking, 432
Open source content 

management systems, 261
OpenTok, 508–509
Open Visual Communications 

Consortium, 503–504
Open wikis, 171–172
Operator 11 Exchange, 320
Oppenheimer, Peter, 209
Opt-ins, 66

targeting, 77
Opt-outs, 66
OraTweet tool, 304
O’Reilly, Tim, 147
Organic listing (search), 412
Original content, creating, 50
Ott, Scott, 152
Out-house resources, 

582–583
Outside staff, as a resource, 

581–582
Ovide, Shira, on journalism 

twittering, 301–302

Pac-Man, 374
Page, Larry, 429
PageRank, 424
Page rank, 429. See also Web page 

ranking
Page titles, 104–105
Paid listing, 442
Paid search, 264
pajamasmedia.com/instapundit, 

150
Paper Models Inc., 351–352, 353, 

354, 449–450
Parallels APS Package, with 

Persony, 516
Pardo, Rob, 381
Parker, Ryan, 116
Participation, in forums, 118
Pass-alongs, 66
Pax, Salam, 152

PayPal, 258
Pay-per-click (PPC) advertising, 

443
Pay-per-click marketing plan, 

52–53, 264, 442, 443, 454
Pay-to-play revenue model, 375
PC Gamer, 389
peabodymemphis.com, 596
Peabody Rooftop Parties, 

return on investment of, 
594–596

Peer perspective, 536
Peer-to-peer (P2P) fi le sharing, 

279
People You May Know, on 

Facebook, 37
Perfect World, 375
Performance-based models, 282
Permalinks, 155
Permission-based marketing, 293
Permissions, granting, 80
Perry, Katy, 291
Persistent content, 434
Persona, analyzing, 543
Persona editor, 432
Personal blogs, 155
Personal photo gallery, 189
Personal podcasting, 210
Personnel recruitment, using 

social media, 393
Persony, 515–516
Peterme.com, 142
Petty, Paul, 447–449, 455
Pfi zer Türkiye, social media and, 

393
Phone In/Phone Out 

features, 493
Phones. See iPhone; Mobile 

phones; Mobile telephones; 
Smartphones

Photoblogs, 148
Photobucket, 127
Photo editing software, 

190–191
free, 191

Photo galleries, 162, 189, 495
Photographs

in blogs, 553
copyright protection for, 

191–192
digitizing, 190
editing, 203
enhancing, 190
organizing, 187
transferring to computer, 190
uploading, 191

Photo piracy, 191–192
Photo sharing, 9, 10, 29, 187–205, 

243
benefi ts of, 187–189
on Facebook, 35
growth of, 189–190
information about, 190–192
techniques and tactics for, 

192–194
to-do list for, 203

Photo-sharing content, meta-data 
in, 198

Photo-sharing groups, 192–193, 203
Photo-sharing resources, 188–189
Photo-sharing services, uploading 

photos to, 191
Photo-sharing websites, 188, 

189–190
history of, 189–190
revenue from, 192
services of, 191

Photoshop, 190, 559, 560
Photoshop Elements, 190
PhotoSwarm, 10
Picasa, 10
Ping network, 239
PinkMediaLLC.com, 58
Pioneer Electronics (USA), 15, 16–17
Piracy, privacy vs., 191–192
Pirillo, Chris, 12, 56, 550

expert insight of, 545–549
PI Social Media Network, 194–196

growth of, 195
social media ROI of, 429–431

Pivot album, 330
PI Window on Business blog, 194, 

195, 196, 429–431
Pixelmator, 190
Pizzica, Rob, 281
Places, in Facebook, 35, 47
PlaceShout, 291
Plaxo, 491
Playcafe, 320
PlayStation Portable, 471
Plesio, in Bulgaria, 407
Plug-ins

identifying, 553–554
for posts, 161–162

Plurk, 303
PodBean, 219, 240–242, 249
PodBean.com, 211, 240
Podbean online e-commerce tool, 

242
Podbean Skin, 241
Podcast bit rate, 208
Podcast blogs, 148
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Podcast Capture, 216
PodCast.com, 221
Podcast components, 211
Podcast content, user-generated, 

225
Podcast Directory, 239
Podcast distributors, 221
Podcast fi le format, 229
Podcast fi le size, 208
Podcast hardware, 220
Podcast hosting websites, 249
Podcasting, 207–231

benefi ts of, 208
for business, 224–226
expert insight on, 224–226
history of, 208–210
information about, 210–212
personal, 210
quality in, 225, 226, 230
researching, 225
spending related to, 226
tips, techniques, and tactics for, 

212–221
to-do list for, 228–229
value of, 212

Podcasting audio content, 211
Podcasting for Dummies, 212, 

213, 224, 231, 235
Podcasting for Dummies primer 

e-book, 212
Podcast Producer Server, 216–217
Podcast publishing tools, 241
Podcast publishing wizards, 218
Podcasts, 9, 233

creating, 212, 249
defi ned, 234–235
editing, 217–218
introducing, 214–215
links to, 553
planning, 213–214
professional, 225
publishing, 218–219, 235
recording, 216–217
search engine optimization 

and, 428
signing off, 217
special effects in, 219
value of, 234
videos as, 273

Podcast software, 220
Podcast websites, 219, 221

personalized, 242
Podcatching, 239
podiobooks.com, 224, 227, 231
Pod-safe music, 228
Points, 45

Poke, 35
PokerRoom, 470
Political blogs, 145
Political debates, streaming, 

326–327
Politics1.com, 145
Pollard, John, 473
Polycom RealPresence, 503–504
Popick, Janine, 179, 185
Portable live video streaming 

computer system, 321
Positive brand experiences, 

sharing, 129–131
Positive change, effecting, 330
Posting often, 159
PostRelease, 15, 16, 18
PostRelease.com, 23
Posts, 117, 122, 148

creating killer, 162
images in, 160
plug-ins for, 161–162

Post-sale stage, 94
Powell, Julie, 152–153
Power blogging, 50 rapid fi re tips 

for, 159–163
Powered, Inc., 76–78, 83
PowerPoint, 259
Pownce, 291, 297–298, 315
Premium Doodle, 563
Present.ly website, 304
Presidential candidates, tweets 

from, 300
Preview pane, 65
Primary social networks, 195
Prims, 356
Print ads, eliminating, 578
Printer resolution, 102–103
Privacy, piracy vs., 191–192
Privacy settings, on Facebook, 38
Private estates, 359
procureinsights.wordpress.com, 

196
Procurement Insights blog, 194, 

196, 429–431
Product recommendations, 536
Product-related online forums, 

15–16
Professional consumers, 537, 

567
Professional podcasts, 225
Professionals, online business 

network for, 571
Profi les

creating, 56
on social networks, 558–559
on Yelp, 134

programmersheaven.com/
webtools/Spam-Checker/
spamchecker.aspx, 70

Project Runeberg, 171
Project Xanadu, 413, 439
Prologue tool, 303
Promoted accounts, 296
Promoted trends, 296
Promoted tweets, 296
Promotion, lifecasting as a tool 

for, 330
Prospecting, using webinars, 179
Prospects, converting to 

customers, 9
Provenance Hotel Group, 

568–570
ProxiBlaster.com, 467
PRsarahevans.com, 224, 231

fundraising via, 223
“Psychological Hot Buttons” 

document, 97
Psychological marketing, 97
Public Enemies, social media ROI 

of, 384–386
Public Enemies Jobs, 386
Public Enemies Loot, 386
Public Enemies Week, 386
Public relations (PR) fi rms, as a 

resource, 582
Publishing podcasts, 218–219
Publish-subscribe model, 509
Puma engagement marketing 

campaign, 471
Python code, 321

Qlogs, 148
QQ online currency, 50
Quality, of listings, 264
Quality content, 567

assuring, 246
Quality podcasting, 225, 

226, 230
Question blogs, 148
QuickTime, 238, 256–257

Pro version of, 238
QuickTime Audio, 237
QuickTime Player, 216, 239
QuickTime Video, 238
Qzone network, 50

radar.oreilly.com/
archives/2007/04/draft-
bloggers-1.html, 147

Radian6, 518–519, 591
Radian6.com, 201
Radiolocation, 468
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Radio One, 434
Radio stations, conventional, 

324–325
Raids, 379–380
Randomly generated e-mails, 68
rcFoamFighters, 447–448
rcFoamFighters.com, 449, 455
Readers (aggregators), 10, 13, 400
READMAIL command, 62, 84
RealAudio, 318
Real estate fi rms, social media 

and, 524–526
Real Estate NZ, 333
Really Simple Syndication (RSS), 

10, 13, 123, 209–210, 212, 
239, 397–410. See also RSS 
feeds

benefi ts of, 397
history of, 398–399
information about, 399–405, 408
readers and, 555
to-do list for, 408

“Real or fake?” game, 559–560
RealPresence Mobile, 503
Real-time communication, 

487–488
Real-time social engagement, 

mobile phones and, 464
Real/virtual world currency 

connection, 379
Recording podcasts, 216–217
Redirects, 425
Redman, Brian E., 142
Regional campaigns, 105
Registration, for forums, 121
Regus survey, 158
Relationship-centric 

conversational marketing, 
195

Relationships
building, 6
creating, 5

Relevant value, creating, 560
RenRen, 452, 480
RenRen network, 50
Reputable links, external, 422, 

423, 426, 436, 592
Reputation, online, 51
Reputation-building 

communication, 79
Reputation management, 580
Request for Proposal (RFP), 100
Request for Quote (RFQ), 100
Research

on China, 51
using the web for, 50

Research page, 94
Research stage, 91
Resource Interchange File 

Format (RIFF), 208
Resources, xiv

identifying, 577–587
sharing, 428

Return on investment (ROI), 
xiv. See also “ROI of Social 
Media, The”

from campaigns, 593
of demographic groups, 542
determining, 540–541, 549
from e-mail advertising, 61
measuring, 589–590
from SEM keyword campaign, 

446
of social media, xv–xvi

Return on Objective (ROO), 402
Retweets (RTs), 43, 298
Revenue generation, 153
Revenue models, 32
Revenue sharing, with YouTube, 

448
Reviews, mobile-generated, 

464–465
Rewards/incentives, 45
Reynolds, Glen, 150
Ribeiro, Walt, 320, 337
Ricci, Lawrence, 403, 409
Rich client application, 527
Rich media, 210–211, 255, 263

for mobile phones, 463
Rich photo sharing, 527
“Rich Site Summary,” 398
Rig, the, 347
Risk taking, 20
Risley, David, 159, 166
River Project, 299
Robbin, Jeff, 236
Robinson, Ray, 369
ROI case studies, 579
“ROI of Social Media, The,” 

xv–xvi, 15–18, 48–49, 76–78, 
106–108, 129–131, 153–154, 
177–179, 194–196, 222–224, 
242–244, 280–281, 305–308, 
327–328, 360–363, 384–386, 
401–403, 429–431, 447–449, 
476–477, 524–526, 544–545, 
559–561, 568–570, 578, 
583–584, 594–596

Rojas, Peter, 146
Role-playing games (RPGs), 374

community aspect of, 388–389
expert insight on, 387–390

Role-playing virtual worlds, 374
Rolling Stones live broadcasts, 

318
Rooftop parties, return on 

investment of, 594–596
Rosedale, Philip, 346–347
Rosen, Ira, 271
Rowley, Sandy, 421, 422
RSS2, 242. See also Really Simple 

Syndication (RSS)
RSS-DEV Working Group, 398
RSS feeds, 160, 229, 242, 

278–279, 287, 324
subscribing to, 399

Rubbish e-mail, 61
Ruby, Sam, 398
Rypple social performance 

management platform, 201

SaeHan Information Systems, 
208–209

“Safe Unsubscribe” tool, 80
Safko, Lon, 340, 347, 348, 447

work with American Cancer 
Society, 353–354

Safko International Inc., 340
Sales, psychology of, 90
salesforce.com, 517–519
Sales funnel, 6, 90

stages of, 90–92, 113
“Sales Manifesto” (Burnes), 

26–27
Salton, Gerard, 413
Sanchez, Cory, 271
Sanger, Larry, 174, 175
San Miguel, Renay, 594
Sans serif fonts, 102–103
Satellite Radio stations, 324
savecarrollmusic.com, 8
Saverin, Eduardo, 31
Scalable Video Calling (SVC), 

506, 507
Scheduling service, 561–563
Schindler, Don, 417–418, 421, 423
School supply drive, 106–108
Schwartz, Jonathan, 146
Scoble, Robert, 56, 57, 147, 259, 

292, 305
scobleizer.com, 147
scrappleface.com, 152
Screen resolution, 102–103
Screen sharing tools, 511
Scripting News blog, 398
Scripting thoughts, 259–260
Sculpted prims (sculpties), 356–357
Search, 10, 13–14
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Search engine algorithms, 
417–418

Search engine bids, 446
Search engine charges, 446
Search engine criteria, 429
Search Engine Marketing (SEM), 

52, 411, 412, 441–455. See 
also Advertising

charging for, 446
expert insight on, 450
information about, 441
social media and, 454
social media ROI of, 

447–449
tips, techniques, and tactics 

for, 447
to-do list for, 453–454

Search engine optimization 
(SEO), 14 , 411–439, 
552–553

benefi ts of, 412–413, 442
history of, 413–414, 442–443
importance of, 437
information about, 411–412, 

414–425, 443–447
search engine marketing and, 

441, 442, 453
tips, techniques, and tactics for, 

425–429
to-do list for, 435
toolkit, 127

Search engine rankings, 103. See 
also SEO ranking; Web page 
ranking

Search engine results page 
(SERP), 262, 420, 423

Search engines
blog-specifi c, 149
in CPC marketing, 444, 445
top fi ve, 443

Search interface, 416
searchmarketing.yahoo.com, 262, 

271
Search page, 94
Search stage, 91
Search.Twitter.com, 591
Seasonality, 74, 75, 76
SecondLife.com, 356, 369
Second Life (SL), 12–13, 339, 340, 

346–348, 349
companies utilizing, 354, 364
diversity of, 364
enterprises in, 351–355
expenses in, 359
expert insight on, 363–365
participating in, 356–358

real/virtual world currency 
connections in, 379

The Social Media Bible in, 
355–356

Second Life avatars, 358
Second Life economy, 350
Second Life Mainland, 351
Second Life platform tools, 364
Second Life Relay for Life 

Launch Event, 354
Second Lifers, 357
Second Life stats, 359–360
Second Life URL (SLURL), 355
Second Life viewing, 360
Seesmic, fundraising via, 223
Seesmic Desktop, 557, 591
Segmenting, 71, 72–73, 81
Self-made posted videos, 275–278
Self-policing, 246
Self-service e-mail marketing, 

177–179
Selvadurai, Naveen, 46
SEM entries
SEM campaigns, starting, 444, 

447. See also Search Engine 
Marketing (SEM)

SEM keyword campaign, return 
on investment from, 446

SEM keyword marketing 
campaign, 442

SenSei Library, 343, 344
SenSei System, 340–342, 345–346
SEO advantages, 554–555. 

See also Search engine 
optimization (SEO)

SEO ranking, 416. See also Search 
engine rankings

Serif fonts, 102–103, 114
Serifs, 102
70-plus demographic, 528
Sevinç, Paul, 561
Sewell, Paul, 485
Shadow of Legend, 470
Sharing, 162
Sharing applications, 511–524
Sharing information, on 

Facebook, 32
Sharing tools, for interpersonal 

communication, 511–524
Shopping cart abandonment, 71
Shout-outs, 45
Sierra Network, 374
Simitri Group, 51
Simonetti, Ellen, 152
Simple Markup Language (SML) 

tools, 170

Simply Hired website, 405–406
Sims (simulators), 340, 357
Single computer electronic 

mail, 62
Single-player gaming, 380
Site maps, creating, 426
site:www.yourdomain.com, 592
sixapart.com, 146
Sketchblogs, 148
Skins, 241, 242
Skyblog, 182
SkyDrive, 495
Skype, 498–499
Skype software, 216
Skyrock, 182–183
Small business advertising, 263–264
Small businesses

educational resources for, 
178–179

as a target audience, 178
Small-fi le-size compressed video, 

257
Smartphone apps, for audio 

editing, 218
Smartphones, 482

as digital cameras, 190
Smart playlists, 238, 251
SMS advertising, 465, 467. See 

also Systems Management 
Server (SMS)

SMS text messaging, 460–461
SmugMug, 10
Snake, 469
SNDMSG (Send Message) 

command, 62, 84
Snow Crash (Stephenson), 346
Soap operas, 73–74
Social architecture, of virtual 

environments, 376
socialbakers.com, 367
Social bookmarking, 408
Social bookmarking accounts, 222
Social bookmarks, 400–401
Social business software (SBS), 

511, 521
SocialCast tool, 304
Social Commerce network, in the 

United Kingdom, 136
Social integration, 514–515
Social media. See also “ROI of 

Social Media, The”
benefi ts of, 362
blogging, 159
book creation as, 19
in Bulgaria, 406–407
in Canada, 200–202
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in China, 49–51, 480
components of, 1
for creating a fan base, 448
defi ned, 3–14
e-mail marketing and, 82, 178
effectiveness of, 5, 541
in Germany, 451–453
in Greece, 247–248, 365–367
hotel revenue and, 568–570
impact of, 4
implementing, 524
international perspective on, 

xvi
in Ireland, 156–158
as a learning process aid, 247
location-based, 28, 44–45
management buy-in to, 

578–579
in Mexico, 227–228
mobile phones and, 463–464
in New Zealand, 332–334
Peter Booth Wiley expert 

insight on, 19–22
potential of, 247
power of, 49
questions related to, vii–viii
raising funds with, 222–224
reach of, 328
as a resource, 577–578
return on investment of, 

xv–xvi, 578
search engine marketing and, 

454
in Switzerland, 267–269
tactics and tools of, xi–xiii, 1
terminology of, 1, 33–35, 41–42, 

45, 64–66, 67, 68
in Turkey, 390–393
using for complaints, 8

Social media activities, educating 
employees about, 361–362

Social media applications, 
exploring, 529

Social Media Bible, The, viii. See 
also theSocialMediaBible
.com

design of, xvii
in Second Life, 355–356

Social Media Bible Beach, 351
Social media categories, 9–14
Social media content, 214
Social media experts (gurus), 

xiv–xv
Social Media Garden, 355
Social media genres, xiv–xv
Social media guidelines, 525

Social media infl uencers, in New 
Zealand, 334

Social media interactive e-mail 
signature, 567–568

Social media interpersonal tools, 
488

Social media listening tools, 519
Social media marketing, 5–6, 

593–594
for businesses, 57

Social media marketing strategy
developing, xi
integrating and measuring, xiv
integrating into the Social 

Media Trinity, 565
Social media obsession, 295
Social media outreach, 106–108
Social media overload, 295
Social media portals, searching 

on, 412
Social media portfolio, video 

sharing and, 273
Social media primer webinars, 

525
Social media profi les, updating, 

427
Social media properties, 

improving online visibility 
via, 476–477

Social Media Series webinar 
campaign, 178, 179

Social media strategy, developing, 
533, 599–600

Social media subscribers, 
communication with, 248

Social media success, steps to, 
533–534

Social media tools
from Doodle, 563
for search engine marketing, 

450
Social Media Trinity, xiii, 551–564

integrating marketing strategy 
into, 565

Social media websites
advertising on, 199
joining, 427

SocialMention, 557, 591
Social networks, xiii, 10, 

25–59. See also Forum social 
networking

in China, 285
Chinese vs. American, 50–51
on Facebook, 37
international, 433
in Mexico, 228

opportunities related to, 362
to-do list for, 56
in the United Kingdom, 

135–136
Social network life cycle, 29
Social networks, 6, 558–559

beginnings of, 27–28
brands in, 153–154
contributing to, 30
examples of, 30–32
getting news from, 535
primary, 195
in Social Media Trinity, 551
understanding, 28
uses for, 20
visibility on, 595

Social network sites, in China, 
480

Social network strategy, 559
Social network terminology, 558
Social network tools, 558–559
Social platforms, capability of, 

136
Social profi les, linking to, 163
Social software, wikis as, 168
Social video platforms, 510
Soft bounces, 66
SoftVoice, 340, 345–346
Software

conversation-tracking, 55
for forums, 127
podcast, 220
social business, 511
sound editing, 216, 249
video editing, 260–261

Solimini, Anthony, 51
Sound Check, 238
Sound editing, 228
Sound editing software, 216, 249
SoundJam MP, 236
Sound Studio software, 216
Sousveillance, 143
Southwest Airlines, 48–49

tweets from, 298–299
Southwest.com, 58
Spaces, 495
Spagnoletto, Patrizio, 271

expert insight of, 262–266
Spam, 61, 66–70, 80, 81. See also 

Forum spamming; Keyword 
stuffi ng (spamming); Mobile 
spam advertising messages

Spam fi lters, 69–70
Spamming blogs, 148
Special effects, in podcasts, 219
“Speed Networking” events, 571
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Spiders. See Bots
Splogs, 148
Spoink website, 304
Sponsored Search, 262, 263
Sponsorship, 548
Spread spectrum, 467
Spreecast, 509–510
Spreecast account, 510
Spuds, 521
Spyfu.com, 593
“Squared Circle,” 198
Srivastava, Kakul, 14, 460
Staff, as a resource, 

581–582
Staffen, Julia, 130, 138
Staples, Inc., 106–108, 115
Status, 35
Status updates, 305
Status website, 304
Steaz, social media campaign for, 

280–281
Steffen, Alex, 151
stephenfarrington.com, 205, 231, 

251
Stephenson, Neal, 346
Sticky post, 15
Sticky web pages, 86
Stone, Biz, xiv, 39, 314

expert insight of, 309–311
Strategies. See also Social media 

marketing strategy
implementing, 589–590
integrated, viii, xiv, 565–575

Streaming, 338
Streaming online, 327
Streaming video, 257, 326
Strickland, Jonathan, 183, 228, 

285
Strompolos, George, 288

expert insight of, 281–284
Strong, Kaila, 314
Strout, Aaron, 78, 83
StumbleUpon campaign, 476
Subdirectories, 427
Subdomains, 427
Subject line, e-mail, 64–65, 71, 

72–73
Subscribe feature, on Facebook, 

34
Subscriber demographics, on 

Facebook, 247–248
Subscriptions, 34

to forums, 123
Success

accelerating, 404–406
three pillars of, 51

Successful campaigns, 580–581
Sullivan, Andrew, 145
Sun Microsystems, 353
SuperCard, 169
SuperUser, on Foursquare, 47
support.twitter.com, 40
Surfi ng, 88
Surveillance, sophisticated, 

591–592
Susning.nu, 171, 172
Sutherland, Ivan, 340
Sweet spot, 444
Swiss companies, social media 

links to, 267–268
Switzerland

international perspective on, 
267–269

social networking in, 267
SWOT analysis, xiii
syENGAGE, 333
Systems Management Server 

(SMS), 310, 311, 314. See also 
SMS entries

Tags, 33–34
Talent showcasing, 243
Tang, Linh, 455

expert insight of, 449–451
Target audience, 54
Target customers, analyzing, 178
Targeted customer base, 243
Targeting, geographical, 265
Targeting opt-ins, 77
Technology, dependence on, 297
Technorati, 149
Teen engagement, 106–108
Teen Second Life, 348
Telephones. See Cell phones; 

iPhone; Mobile phones; 
Mobile telephones; 
Smartphones

Telepresence, 349
Tencent network, 50
10-Question Social Media Expert 

Test, 579
Terra, Evo, 212, 235, 231

expert insight of, 224–226
Test campaigns, 580–581
Text chat, in web conferencing, 

325
Text message shortcuts, 125
Text messaging, 11–12. See also 

SMS text messaging
microblogging as, 289
Twitter for, 39, 40
using SMS, 314

Text speak, 40
theSocialMediaBible.com, ix, 

xvii, 57, 80, 82–83, 115, 135, 
137, 138, 148, 156, 164, 165, 
177, 182, 184–185, 200, 204, 
212, 215, 221, 226, 230, 246, 
250, 254, 258, 266, 270, 274, 
276, 277, 284, 286, 287, 290, 
302, 303, 311, 313, 332, 336, 
352, 358, 360, 365, 368, 381, 
390, 394–395, 406, 408, 409, 
419, 435, 437, 447, 451, 454, 
461, 479, 482–483, 488, 528, 
529, 530, 553–554, 579, 586, 
594, 599

Thin clients, 374
Think Big blog, 328
Think Big Kansas City, 327, 328
thinkbigkansascity.com, 328, 337
Think Big Partners, 327–328
Third-party markets, in game 

guides, 389, 390
Threads, 119–120, 122
Three-dimensional (3D) 

environments. See Virtual 
worlds

300CForums.com, 18
THRiVE Chequing, 200–201
Thumbnail images, on company 

websites, 194
TibiaME, 470
Ticker, on Facebook, 37
Tiers, 359
Time, value of, 573
Time.com, 151
Timeline

on Facebook, 34, 36
on Twitter, 43

Title tags, search engines and, 
420. See also Web page titles

To-do lists, xvi–xvii, 56, 81, 
113–114, 137, 159–163, 184, 
203, 228–229, 248–249, 
269, 286, 311–312, 334–335, 
367–368, 394, 408, 435, 
453–454, 481, 529

Tokbox, 508
TokShow, 508–509
Tomlinson, Ray, 62, 84
ToolTips, 341
Top-level page, 93
Torley, Jude, 157
Tourism, 247
“Track, test, adopt, thrive” 

concept, 54–55
Traction, 559, 560
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Tractionco.com, 561, 563
Trademarks, 103
Trader Media Group, 136
Traditional marketing, analyzing, 

539
Traffi c

accurately targeting, 98
driving to videos, 261

Traffi c analytics, 592
Training, companywide, 524–526
Train the trainer program, 525
Transcoding, 506–507
Transformation, need for, 27
Transmission Control Protocol/

Internet Protocol (TCP/IP), 
87

Travel Cycle, 21
Trending topics, with Twitter, 42
Trilateration, 468
Trillr website, 304
Trip Advisor, 247
Trips feature, with Gowalla, 47
Trivedi, Amar, 334
Trolling, of wikis, 171
Trolls, 123–124
Trott, Ben, 146
Trott, Mena, 146
Trumba, 520–521
Trumba Connect, 520–521
Trust, 51

building, 79
search engine algorithms and, 

418
Trusted community, creating, 

137
Trusted networks, 25–26, 27, 28, 

81, 118, 339
TSMB dashboard, 143
TubeMogul, 592
Tumblogs, 148
tumblr, 305, 557
Turkey, international perspective 

on, 390–393
Turkish companies, social media 

and, 391–392, 393
Turnkey social marketing 

solutions, 130
Twain, Mark (Samuel Clemens), 

11
Tweeple, 40, 41, 42
Tweeps, 42
TweetChat room, 584
Tweetdeck, 557, 591
Tweeters, 291–292, 298
Tweeting, 292–293
Tweet measurement, 590–591

Tweets, 40, 41, 291, 298, 310, 311, 
496

managing, 557
Tweetup, 42
TWIT Army, 305
Twitpic, 557
TwitPic.com, 43
Twitter, 11, 28, 30, 39–44, 

495–496, 556–558. See also 
B2B Twitter

advertising on, 296
benefi ts of, 40–41
benefi ts to businesses, 41
for business, 305–308
in Canada, 200
customer complaints on, 8
engaging customers on, 48
expert insight on, 309–311
fundraising via, 223
groups on, 312
growth of, 291
hotel revenue and, 568–570
interacting on, 154
mobile aspect of, 310–311
mobile phones and, 464
news on, 535
popularity of, 294
spam on, 295
in Turkey, 392
using, 39–40

Twitter accounts, 40
Twitter address, 568
Twitter app, 40
twitter.com, 39, 314
Twitter.com/atkinsinsider, 78
Twitter community, 41
Twitterfeed, 159
Twitter follower rate, 569
Twitter followers, 42
Twitter jargon, 298
Twitter microblogging, 145–146, 

291
Twitter outages, 296–297
Twitter profi le, 42
Twittersphere, 40, 42, 298
Twitter terminology, 41–42
Twitter Timeline, 43
Twitter training, for hotels, 569
Twittervision, 298
Two-way communication, 8, 82, 

119, 203–204, 290
Typeface styles, 102–103
TypePad blog, 306

Ultima Online, 380, 387, 388
Ultimate Online, 343

umi, 504
Uncyclopedia, 172
Unethical linking strategies, 423
Unger, Gary, 545, 550
United Airlines, unpleasant 

experience with, 7–8
“United Breaks Guitars” video, 

7–8
United Kingdom, international 

perspective on, 135–136
United States

Chinese social networking vs. 
that of, 50–51

Internet usage in, 459
United States Copyright Royalty 

Board, 325
UNSC Campaign, 395–396
Unsolicited commercial e-mail 

(UCE), 67, 68
Unsubscribes, 66, 80
Urgent Couriers, 333
URLs (uniform resource 

locators), search engines and, 
420, 428

URL shorteners, 557
US Airways plane crash landing, 

301–302
USB-compatible microphones, 

216
U.S. copyrights, 215
Usenet, 118, 142
User-defi ned content, 155–156
User feedback, in 

podcasting, 212
User-generated content, 339
User-generated podcast content, 

211, 225
User groups, 124–125
Users, of wiki pages, 169–170
uspto.gov, 215
Ustream, 12, 362, 537
Ustream.tv, 326

“V,” Gary, xiv. See also 
Vaynerchuk, Gary

Value, creating, 572
Value-Added Resellers (VARs), 

118
Value propositions, evaluating, 71
Vandalism

on Wikipedia, 174–175
on wikis, 171

Van Dijck, Peter, 257
Vasilev, Roman, 353
Vaynerchuk, Gary, 587

expert insight of, 585–586
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Verifi cation codes, for forums, 

122
VerticalMeasures.com, 314
VerticalResponse.com, 185
VerticalResponse, Inc., 177–179
Vertical Web Portals (Vortals), 

426
VHS conversion providers, 278
VHS-to-DVD recorders, 278
VHS videos, converting to digital, 

278, 286
Via, 41
Video, 10, 11

in business, 598–599
defi ned, 255–256

Videoblogging, 585
Video blogs, 148, 257, 326
Video calling, 505
Video calling capability, with 

Skype, 499
Video cameras, 259

mobile phone convergence 
with, 261

Video channels, in Bulgaria, 407
Video chat room service, 505
Video conferencing, 503, 504

corporate, 506
Video conferencing applications, 

488, 498–510
Video distribution problem, 257
Video editing software, 260–261
Video gallery, 162
Video games, online, 372
Video playback, 239
Video posts, 279
Video recording, 548
Videos, 161

creating, 259, 269, 270
distributing, 261
editing, 260–261
engaging, 253–254
links to, 553
as podcasts, 273
posting, 286
uploading, 259, 278–279

Video sharing, 9, 258, 273–288
benefi ts of, 274–275, 287
history of, 275
information about, 258, 

275–279
monitoring, 592
social media portfolio and, 273
to-do list for, 286

Video sharing websites, 275

Video storage, 257
Video streaming, 257, 362
Video stream sessions, 

508–509
Video watching, on YouTube, 282
Video web logs. See Vlogs
Vid HD, 500–501
Vidyo, 506–507
Viral marketing campaigns, 

471
Virtual community, 28
Virtual economies, 350–351, 

378–379
Virtual electronic retailing (V-E-

Tailing), expert insight on, 
449–451

Virtual environments, social 
architecture of, 376

Virtual games
history of, 374–383
information about, 372–374

Virtual gaming, 371–396
benefi ts of, 371–372
monetizing, 394–395
to-do list for, 394

Virtual items, supply-and-demand 
market for, 379

Virtual libraries, 237
Virtual objects, 357
Virtual plague, 377–378
Virtual products, 350
Virtual reality (VR) platforms, 

340
Virtual reality systems, 347
Virtual trade shows, 574
Virtual worlds, 10, 12–13, 

339–368
benefi ts of, 339–340
design of, 349
doing business in, 368
history of, 340–348
information about, 348–360
joining communities in, 368
moneymaking in, 350–351, 352
to-do list for, 367–368
trying, 367–368

Visibility, on social 
networks, 595

visitcyprus.com, 247, 248
visitthelab.com, 281
Vistaprint, return on investment 

of, 153–154
Vlogger communities, 257
Vlogging

appeal of, 259
experiencing, 270

Vlogs (video blogs), xi, 148, 
253–271, 273

benefi ts of, 253–254
creating, 254
effectiveness of, 254
expert insight on, 262–266
history of, 255–259
information about, 259
tips, techniques, and tactics for, 

259–261
to-do list for, 269

Vodcasting, 209
Vogt, Kyle, 321
Voice commands, 346
Voice over Internet Protocol 

(VoIP), 369
in Second Life, 358

Voice over Internet Protocol 
software, 216, 326

Voice over Internet Protocol 
(VoIP) technology, in video 
conferencing, 498

Voice recognition, 341
Vonage, 369
Vonage software, 216
VSee, 501–502

Wales, Jimmy, viii, 174
Walker, Chris, 244, 250
Wall, on Facebook, 34
Walsh, Peter, 583–584
Warez, 120
washingtoniennearchive.blogspot.

com, 152
Waveform Audio (.wav) fi les, 208
Wearable Wireless Webcam, 143, 

319
Web, brief history of, 86, 87–89. 

See also World Wide Web 
(WWW)

Web 2.0–based podcast player, 242
Web 2.0 services, 175
Web addresses, 568

world’s fi rst, 89
Web audio calling, 498–499
WebcamMax, 320
Webcams, 334–335
Webcasting, 325–326, 514
Webcasts, 325
Web conferencing, 325–326, 335

customized, 515
Web Conferencing 2.9, 515–516
Web conferencing services, 511, 512
Webconfs.com, 420–421
Web development, high-end, 570
Weber, Catherine, 526, 530
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webermediapartners.com, 526, 
530

Web events, 583–584
WebEx, 511–513
WebEx Event Center, 512–513
WebEx Training Center, 512
Web-hosted content management 

systems, 521
Webinars, 178, 179, 325–326, 

335, 336, 338. See also 
GoToWebinar

fully integrated, 514
social media primer, 525

Web page design, 90
Web page information, fi nding, 93
Web page planning, 93–94
Web page programming, 102
Web page ranking, 417, 429. See 

also Search engine rankings
Web pages, 85–116

appeal of, 95
content of, 419–421
creating and modifying, 106
design elements of, 95–97, 

100–101
designing, 94
ideal, 92
key messages of, 97
metrics for, 99
monitoring, 590
testing, 100–101
to-do list for, 113–114
understanding, 89–100
well designed, 114

Web page techniques/tactics, 
101–106

Web page titles, 104–105, 423, 
436. See also Title tags

Web radio, 318
Web remote controls, mobile 

devices as, 463
Web servers, 89
Website content, distributing, 397
Website credibility, determining, 

92–95
Website linking, 422–424
Website platforms, 106
Websites. See also Forum 

websites
growth of, 85, 86
as marketing tools, 411
photo-sharing, 188
programming, 106
wikis as, 167

Website traffi c reporting, 242
Web traffi c, monitoring, 592

Weibo, 452, 480
“We Live in Public” experiment, 

319–320
Westwinds Church, tweets from, 

300
“What’s in It for Me?” (WIIFM) 

rule, 70, 71–72, 81, 97, 98, 
212, 230, 249, 287, 311, 312, 
335, 336, 423, 436, 454, 553, 
557

Wheel, The, 158
White Hat SEO, 427–428
Whole Foods Market, tweets 

from, 300
Widgets

identifying, 553–554
with ON24, 515

Wiki Answers, 172
Wiki conferences, 172
wikiHow, 172, 180–182

contributors to, 181–182
wikiHow.com, 186
wikiHow.com/User:Elocina, 186
wikiindex.org, 184
Wikimedia Foundation, 173, 175
Wiki method, 180
Wiki models, 181
Wiki pages, creating and editing, 

169–170
Wikipedia, viii, 171–172, 184

criticisms of, 174–175
importance of, 175
information about, 172–175
as a source of information, 

175
vandalism on, 174–175

Wikipedia Foundation, viii
Wikipedia.org, 172
Wikis, 167–184, 598

advantages of, 181–182, 
184–185

defi ned, 167
history of, 168–169
information about, 169–177
intentional disruption of, 171
security of, 170–172
to-do list for, 184

Wikitext, 170
Wikitravel, 172
Wiki Way, The: Quick 

Collaboration on the Web 
(Cunningham & Leuf), 169

WikiWikiWeb, 168, 172
Wiley, Peter Booth, xv

expert insight of, 19–22, 23
wiley.com, 23

WileyPLUS, 22
Williams, Evan, 39, 

142, 144
Williams, John, 340
Wilson, Nicole, 186
Windows 3.0, 257
Windows Live Instant Messenger, 

205
Windows Live Messenger, 

526–528
Windows Live Writer, 163
Windows Media Player, 257
WineLibrary.com, 587
Wine Library TV, expert insight 

on, 585–586
Winer, Dave, 209, 398

tweets from, 299
Wine Vault, The, 333
Winfrey, Oprah, 556
Wise, Dr., 340
wonkette.com, 151
Word Density Analyzer Macro, 

424
WordPress, 144, 155, 159, 160, 

164, 261, 553
for creating a fan base, 448
mobile phones and, 464

WordPress blog, 306
WordPress blogging platform, 

554, 555
WordPress Forum, 120
WordPress.org, 165, 553
WordPress platforms, 106
“Work Life Organized Blogcast,” 

584
worldchanging.com, 151
World of Warcraft (WoW), 13, 

345, 371, 373, 374, 375, 
378, 381. See also wow.
allakhazam.com

World Wide Web (WWW), 413. 
See also Web entries

creation of, 88
wow.allakhazam.com, 389
Wozniak, Steve, 346
Writing, benefi ts of, 141
WYSIWYG (what you see 

is what you get) editing 
features, 170

Xanga.com, 309
XAuth, 434
Xbox, Halo 3 on, 381–382, 

383
Xbox 360, 345
Xbox LIVE, 345, 371
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XML site maps, 423. See also 
Extensible Markup Language 
(XML)

XpleoMedia.com, 116

Yahoo!
open and social strategy of, 

199
search algorithm for, 417

Yahoo! Messenger, 493, 494
Yahoo! Overture, 443
Yahoo! products, 263
Yahoo! Search, 262–266
Yahoo! Videoblogging Group, 257
Yammer, 9, 11, 303, 557
Yee, Nick, 375–376
Yelp, 47, 131

businesses reviewed on, 135

growth of, 132
social element of, 133

yelp.com, 138, 139, 465
Yelp communities, 134
Yelper reviews, 132–133
Yelpers, goal of, 135
Yelp preference, 134
Youku, 452
Young, Simon, 334
YouTube, 7, 261, 288

benefi ts of, 450
Blendtec commercial video on, 

274–275
content partnerships in, 

281–284
for creating a fan base, 448
fundraising via, 223
Google and, 258

“Guitar” video on, 275–276
popularity of, 254, 255
producing content for, 282
uploading videos to, 275, 

278–279
videos on, 257, 258
video watching on, 282

youtube.com/joankw, 307
YouTube Insight, 592
YouTube partnership, 448
YouTube partnership program, 

283–284
Yuku, 127–128, 137
Yuku.com, 127–128

Z06Vette.com, 17
Zuckerberg, Mark, 31
Zúniga, Markos Moulitsas, 151
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