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Accenture, 46

Action, motivating community 

to, 153, 154, 177, 179–182

AddThis, 96

Advocacy, 24, 29, 99

Affinitive, 134, 135

Affinity for brand, 177–179. See 
also Customer loyalty

Airbus, 170, 171

Ajzen, Icek, 179

Alexa (www.alexa.com), 25, 168

Amazon.com, 46, 53

American Skiing Company, 136

Ann Taylor, 52

Answer Den, 120, 121

AOL, 5, 11, 12, 26

Apple, 46, 59, 60, 72–74

Applications, 73, 74, 151

Appropriate Infrastructure 

Development Group 

(AIDG.org), 78, 79

Armstrong, Heather, 152

ArsTechnica, 60

Assessment worksheet for online 

word of mouth marketing 

program, 185–191

Atomfilms, 87

AT&T, 44, 45

ATTblueroom, 45

ATTNews, 45

Audience

awareness of brand, 

measuring, 177, 178

competing for, 97

existing communities, 

86, 93, 94

measuring reach and impact 

of campaign. See Measuring 

success of online word of 

mouth

networks, infiltrating, 

86, 92, 93

public sentiment, 86–88

relevance, 24–26, 35, 165, 166

revelation of information, 86, 

88, 89

size, 167

status quo, challenging, 86, 

89–92

surveys, 163, 164, 169, 180

tools for sharing information, 

86, 95–97

Authority, 24, 27, 28, 172, 173

Availability, 62, 63

Badges, electronic, 16, 43, 142

Balloon Time, 93, 94

BarackObama.com, 58

BazaarVoice, 53

Beale, Scott, 14, 15

Benchmarks, 158, 160, 163, 172

Bento, Paulo, 92, 93

Best Buy, 40, 41

Bikeforum.net, 88

Blendtec, 68, 69

Blogger, 149
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BlogHer, 93, 94, 153, 154

BlogPulse, 23, 168

Blogs. See also Conversation 

forums; specific blogs

authority scores, 172, 173

company blog, 34, 39, 

40, 43

as consumer-generated 

media, 5

and dissemination of 

information, 7

and engaging online 

community, 135

future trends, 183

journalists, 32

negative buzz, 115–117

number of and competition 

for attention, 97

online conversations, tracking, 

167, 168

participation in, 34

reach, 24, 25

relevance, 26, 165

search engines, 23, 24, 27, 28, 

161, 167, 172

and social media campaigns, 

148, 149. See also Social 

media campaigns

templates for starting, 149

traditional media companies, 

32, 104–106

Transportation Security 

Administration (TSA), 

14, 15

updating entries, 150–152

Blue Shirt Nation, 41

BoardReader, 23

BoardTracker, 161

Boing Boing, 14, 150

Bookmarking Web sites, 78, 96, 

97, 143, 167, 170, 171

Boys and Girls Club of 

America, 95

Brooks, Zach, 151, 152

Bush, George W., 9, 10, 87

BuzzLogic, 172

Buzzmachine, 10

BzzAgent, 37, 39

Café Mom, 165, 166

CafePress.com, 55

Care2, 166

CareerBuilder.com, 72, 76, 77

Charity: water, 69–71

Charles Schwab, 138, 139

Charlie O’Donnell (This Is 

Going to Be Big blog), 151

Ciernak, Michal, 116

Citibank, 55, 56

Coca-Cola, 47

Colgate-Palmolive, 53

Comcast, 61, 114–117

Comcastmustdie.com, 115, 117

Comments

and assessing online 

influence, 22, 24, 29, 30

evaluating for level of 

engagement, 174

tone of, 175, 176

volume of, 22, 29

Commercial Electronic Office 

(CEO) blog, 40

Communication

and customer service, 122, 123

e-newsletters, 101, 135

ethical, 142

feedback. See Feedback

frequency of, 108

future trends, 183

honoring community 

members, 109

long-term plan, 109, 110
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measuring success of online 

campaigns. See Measuring 

success of online word of 

mouth

mobile, 106, 107, 183, 184

with networking agents, 33, 

34, 52, 65, 66

offline, 9, 37, 38, 165, 169

opt-in, 107

peer-to-peer, 105, 106, 108

transparency, 142

value, 109

Communispace, 135, 140

Compete (www.compete.com), 

25, 164, 168

Competitive advantage, 183

ComScore, 168

Consumer conversations

growing role of, 6

and information 

dissemination, 96, 97

Consumer feedback. See 
Feedback

Consumer-generated media. See 
Social media

Consumer panels, 34, 35, 38, 39, 

52, 101, 102

Consumer reviews. See Customer 

reviews

Consumerist blog, 117

Consumers, online relationship 

with, 39, 40. See also 

Customer relationship 

management

Contact Us section of Web site, 

53, 55, 56, 100

Contests, 34, 40, 43, 75, 76, 

103–105, 109, 135, 144

Conversation forums

blogs. See Blogs

building, 34, 39–44, 48

discussion boards, 5, 7

joining, 34, 44–48

social networks. See Social 

networks

Conversation materials, 56–59

CouponCravings.com, 78

Coupons

distribution through 

networking agents, 133, 134

downloadable, 55, 94

redemptions, 134, 180, 181

sharing, 39, 78

for word of mouth panels, 102

Customer databases, 34

Customer loyalty, 136, 137, 163. 

See also Affinity for brand

Customer relationship 

management, 33, 34, 39, 40, 

53, 55, 56, 100

Customer reviews, 6, 52–55, 

119–124

Customer satisfaction, 53, 55, 62, 

177, 179

Customer service, 55, 56, 

113–119

Customer surveys, 52. See also 

Surveys

Customercircus.net, 117

Daily Kos, 150

Data tracking, 144, 145

Databases, customer, 34

Davis, Grace, 150

Dedicated online media, 5

Delicious, 78, 143, 167, 170

Del.icio.us. See Delicious

Dell Computer, 10, 11

Desktop key word searches, 

161, 162

Desktop monitoring tools, 172

DeveloperWorks, 131
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DEWmocracy, 43, 44

Diabetes Mine blog, 152, 153

Dickson, Tom, 68

Digg.com, 78, 96, 167, 170, 171

Direct2Dell, 11

Discussion boards, 5, 7. See also 

Conversation forums

DoctorsWithoutBorders, 

153, 154

Dooce blog, 152

Drudge, Matt, 10

Drudge Report, 10

E-mail

causes, supporting, 70, 95

“Contact Us” queries, 

responding to, 55, 56

fraudulent (spoof) e-mails, 56

as means of accepting 

customer reviews and 

suggestions, 52, 59, 61, 108, 

116, 117, 122, 123

monk-e-mail, 77

news distribution, 86, 96, 97

notifying customers of updates 

and problems, 56, 59

one-to-one conversations with 

networking agents, 148

opt-in to mailing list, 107

peer-to-peer, 139, 140

response to posts, 116

and spread of messages, 6, 70, 

76, 77, 105, 134, 169

use of by networking agents, 9, 

26, 38, 51, 100, 169

value and information, 109

E-newsletters

signing up for offline, 90, 91

subscriptions to by networking 

agents, 9, 101

use of to engage community, 

135

Economist, The, 46

Electronic badges, 16, 43, 142

Eliason, Frank, 61, 115, 116

Employee social networks, 41, 42

Engadget, 88

Engage, 105, 106

Engagement

engaging process, creating, 67, 

71–77

level of, measuring, 173–175

networking agents, 103, 104

online community members, 

134–139

Epinions, 100

Evolution of Security, 14

Experience economy, 6, 7

Facebook

branded pages, 45–47

Comcast, 117

fan page, 149

Intuit, 104

Lulu.com, Storefront 

application, 48

PETA, 90, 91

QuickenOnline page, 103

SheSpeaks, 39

Southwest Airlines, 42

Stagecoach Island virtual 

world, 40

Wiggly Wigglers page, 155

Fact sheets, 56

Fan pages, 34, 41, 43, 45–48

Feedback

customer feedback, 52–56, 

100, 102, 103, 119, 122. See 
also Customer reviews

from networking agents, 

8, 33, 35, 38, 63, 67, 101, 

127, 130, 140

and open communication, 

39, 108
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panels, outside management 

of, 131

private online 

communities, 41

soliciting, 33, 52, 53, 

107, 108

Ferrari, Vincent, 11, 12

Film Couch, 80

Filmocracy, 105

Find.com, 153

First Taste, 102

Fishbein, Martin, 179

Flickr

AIDG, 78

AT&T, 44, 45

and Lenovo’s “Voices of the 

Summer Games,” 143

PBS, 105

Southwest Airlines, 42

Ford Motor Company, 56, 57

Forum discussions. See 
Conversation forums

Freeloader Nation, 104

Frequently asked questions 

(FAQs), 56

Frogpond, 37, 38

Frozen Pea Fund, 15

Furl.com, 78, 96

Future trends, 183, 184

GAP, the, 46

Garfield, Bob, 115, 117

General Mills, 102

General Motors Europe, 56, 57

Generation Benz, 131, 132

Gifford, Erin, 78

Gizmodo, 25, 26, 150

Google Alerts, 162

Google Analytics, 164

Google BlogSearch, 23, 83, 161

Gore, Al, 87

Gorringe, Heather, 154, 155

Grass roots movements, 

32, 58, 106

Greenpeace International, 46

Guided by History, 40

H. J. Heinz, 133, 134

Hallmark, 137

Han, Jeff, 72

Harrison, Scott, 69, 70

Health Insurance Portability 

Accountability Act 

(HIPAA), 138

HitWise, 73, 168

Hoboken411.com, 12–14

Home Shopping Network, 48

Hotel reviews, 121, 122

Huffington Post, 25, 26

Humanaught, The, 16

Humane Society of the United 

States, 95

Humor, 86–88

Hurricane Katrina, 149, 150

IBM, 131

Icerocket, 23, 161

IdeaStorm, 11

I’m Making A Difference, 94, 95

Incentives, 141–143

Infiltrating networks, 92, 93

Influence. See Online influence

Information, revealing, 

86, 88, 89

Information, tools for sharing, 

86, 95–97

Insignificant Thoughts, 12

Intel, 46

Intercontinental Hotels Group 

(IHG), 136, 137

Intuit, 46, 102–104

iPhone Blog, 60

iPhone 3G, 72–74

iTunes, 46, 80
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Jarvis, Jeff, 10, 11

Jedrzejewski, Michael, 47

JetBlue, 61

JibJab, 87

Key word searches, 22, 23, 

161, 162

Kleinberg, Scott, 59

Knowledge

of best available resources, 7

sharing, 77, 78, 109

and staying within area of 

expertise, 152, 153

Kraft Foods, 102

Kryptonite, 88, 89

Kurta, Eric, 12–14

Laine, Catherine, 78

Laughing Squid, 14, 15

Lenovo, 142, 143

LinkedIn, 42

Live chat, 62

Lulu.com, 48

MacBlogz, 60

Marketing program, assessment 

worksheet for developing, 

185–191

Marks, Billy, 103

Mass marketing, online word 

of mouth marketing 

compared, 35

Matchstick, 36, 39

McLaughlin, Ryan, 16

Measurement plan

benchmarking results, 

158, 160

research phase, 158, 159

steps in designing, 158

tracking campaign progress, 

158, 159

Measures of communication 

impact, 164–167. See also 

Metrics

Measuring success of online 

word of mouth, 143–145, 

157, 160, 181

benchmarks, 158, 160, 

163, 172

measurement plan, 158–160

measures, 160, 164–166, 176

methods of, 160–164

metrics, 167–182

need for, 157

outcome measures, 166, 167

Men’s Vogue, 46

Mercedes-Benz USA, 131, 132

Message boards, 23, 24, 88

Message environment, 85, 86

Message overload, 3, 4

Metrics

benchmarks, 158, 160, 

163, 172

outcome metrics, 176–182

reach metrics, 28, 167–171

relevance metrics, 171

Microsites, 34, 69

Microsoft, 95

Midtown Lunch blog, 151, 152

Mobile communication, 106, 107

MobileMe, 59, 60

Mohr, Jay, 103

Monitoring

analyses, 162, 163

automated systems, 173

desktop monitoring tools, 172

online conversations, 

21–23, 31

Monk-e-mail, 77

MotiveQuest, 29

MoveOn.org, 87, 88

Movie communities, 79, 80
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MSN, 26

My.BarackObama.com, 58, 59

Mycoskie, Blake, 80, 81

MySpace

Intuit, 104

PETA, 90, 91

National AIDS fund, 95

National Basketball Association 

(NBA), 46–48

National Comprehensive Cancer 

Network (NCCN), 138

Neeleman, David, 61

Negative buzz, responding to, 

59–62, 114–118, 122–124

Net Promoter Score, 181

Networking agents

communicating with, 33–35, 

52, 65, 66, 99

as consumer watchdogs, 

113, 114

described, 8, 9

examples of, 9–17

feedback from, 8, 33, 35, 38, 

63, 67, 101

finding, 19–24

as gatekeepers to online 

communities, 184

as information brokers, 9

long-term value, 100

online influence. See Online 

influence

online platforms, 7, 8

as opinion leaders, 1

relationships with, 33, 34, 36, 

48, 51, 52, 63, 65, 99

screening for, 34–39

thanking, 66, 124

trust of, earning, 51–63

updating, 59–61, 72

Networks, infiltrating, 86, 92, 93

New Balance, 72, 74, 75

News Web sites, 7, 12

News.com.au, 171

Newsvine, 170

Newsworthy stories, 67–71, 97

Nielsen Buzzmetrics, 168

Nielsen NetRatings, 168

Nokia, 36

Nonprofit organizations, 58

AIDG, 78

charity: water example, 69–71

Norton Advocates, 117, 118

Nuts About Southwest, 41, 42

Obama, Barack, 106

Oddcast, 77

O’Donnell, Charlie (This Is 

Going to Be Big blog), 151

Offline communication, 9, 37, 

38, 90, 91, 165, 169

Offline roles of networking 

agents, 9, 24, 30, 31

Online communities

branded, 141–143

building, 127, 131–139

creating, guidelines for, 130, 

140, 141

engaging members, 134–139

existing communities, 

86, 93, 94

honoring community 

members, 109

incentives, 141–143

maintaining, 139, 140

movie communities, 79, 80

networking agents, providing 

online space for, 129, 130

recruiting members, 132–134

success, measuring, 143–145. 

See also Metrics

tracking, 127, 143–145
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Online influence

advocacy, 24, 29, 99

authority, 24, 27, 28

future trends, 183, 184

measuring influence, 173

offline roles of networking 

agents, 9, 24, 30, 31

overview, 24, 31, 32, 51

quantifying, 22, 23

reach, 24, 25

and reader comments, 22, 24, 

29, 30

relevance, 24–27

Online newsrooms, 96, 97

Online panels, 34, 35, 38, 39, 

101, 102

Online pressrooms, 56

Online promoter scoreTM, 29

Online ratings and reviews, 6, 

52–55, 119–124

Online trails, 167

Online visibility, 177

Opinion leaders, 7, 8. See also 

Networking agents

Opt-ins, 107

Passenger, 131

PBS, 105, 106

PepsiCo, 43

Permissions, 107

PETA, 90–92

Peta2.com, 90, 91

PETCO, 120–122

PlanetFeedback, 100

Podcasts, 79, 80, 154, 155

Political organizations, 

58, 59, 183

Political satire, 86, 87

Polls, online, 34, 101, 133, 135, 

141, 144, 145

Posts. See Comments

PowerlineBlog.com, 10

Press releases, 96

Product and service issues, 

dealing with, 59–62. 

See also Negative buzz, 

responding to

Product development, 

101–103, 137

Promises, delivering on, 113, 

114, 122–124

PRWeb, 96

Pssst, 102

Public sentiment, 86–88

Quantcast (www.quantcast.com), 

25, 168

Questions and answers, Petco.

com, 120, 121

Radian6, 172

Rather, Dan, 9, 10

Ratings and reviews, 6, 52–55, 

119–124

Reach

of campaign, 165, 172

metrics, 28, 167–171

online influence, 24, 25

Reach of campaign, 165, 172

Reddit, 170

Reece, Connie, 15

Relationships with networking 

agents, 33, 34, 36, 48, 51, 52, 

63, 65, 99

long-term, 107–110

relationship platforms, 

100, 101

and social networks, 48

Relevance

measures of, 165, 166

of message, 24–26

metrics, 171, 172
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Remotely Connected, 105

Reputation management

and customer service, 113–119

monitoring online 

conversations, 21–23, 31

promises, delivering on, 113, 

114, 122–124

Research firms, 31, 162, 163

Resources, competition for and 

need for knowledge, 7

Responsiveness, 55, 56

Restaurant reviews, 121, 122

Reynolds, Susan, 15

Rittereiser, Cathleen, 15

Salon.com, 5

Satmetrix, 163

Schwab, 138, 139

Schwarzenegger, Arnold, 87

Screening for networking agents, 

34–39

Search engines

blogs and message boards, 23, 

24, 27, 28, 161, 167, 172

and networking agents’ 

opinions, 

16, 17

rankings, 177

widgets, 48

ShareThis, 96, 97

Sharing and passing along 

information, tools for, 86, 

95–97

SheSpeaks, 38, 39, 133, 134

Sierra Club, 95

Simmons Multimedia 

Engagement Study, 174, 175

Site Meter, 174

Smarthome, 62

Social media

audience relevance, 24–26, 35

campaigns. See Social media 

campaigns

communications, assessment 

worksheet for, 185–191

consumer-generated, 

5, 6, 162

extent of, 157

future trends, 183, 184

Social media campaigns

blogs, 148

creating a base for, 148, 149

current events, 

acknowledging, 148–150

elements of, 147, 148

informing and leading to 

action, 148, 153–155

overview, 147, 155

social network profiles, 148

topic of expertise, 

148, 152, 153

and understanding public 

concerns, 148–150

updating content, 

148, 151, 152

Web sites, 148

Social networks. See also 

Conversation forums

badges and buttons, use of, 16, 

43, 142

branded, 34, 39–42, 103, 104

Café Mom, 165, 166

Care2, 166

consumer-generated media, 5

and dissemination of 

information, 7

employees, 41, 42

engaging networking agents, 

103, 104

Facebook. See Facebook

Flickr. See Flickr

LinkedIn, 42
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Social networks (Continued )
MySpace, 90, 91, 104

and relationships with 

networking agents, 48

and social media campaigns, 

148, 149. See also Social 

media campaigns

Twitter. See Twitter

Veer Ideas, 75, 76

Sonicare Essence, 159

Sorg, Dusty, 47

Southwest Airlines, 41, 42

Sporting Portugal, 92, 93

Sporting.org, 92

Spout.com, 79, 80

Stagecoach Island, 40

Status quo, challenging, 86, 

89–92

Student LoanDown, 40

Stumble Upon, 78

SuperStatus.com, 104

SuperStatusContest.com, 104

Surveys

audience, 163, 164, 169, 180

customers, 52

Symantec Corporation, 

117, 118

Teach for America, 46

Techcrunch, 25, 26, 150

Technical Assistance Research 

Programs (TARP), 124

Technorati, 23, 27, 28, 152, 161, 

172, 173

Tenderich, Amy, 152, 153

Testimonials, 119. See also 

Customer reviews

Thanking networking agents, 

66, 124

Theory of Reasoned Action, 

179, 180

This Is Going to Be Big, 151

Tide detergent, 54, 55

TOMS shoes, 81–83

Tools for sharing information, 

86, 95–97

Topicality, 175

Traditional media

blogs and networking 

platforms, 104–106

online news and stories, 

reporting, 26, 27

shift to online, 183

Transportation Security 

Administration (TSA), 

14, 15

Travel reviews, 121, 122

TreeHugger, 150

Tribalization of Business 

study, 139

Trust

and authority, 172

media sources, 4–6

networking agents, earning 

trust of, 51–63

and transparent and ethical 

communication, 142

Trusted Media Index (TMI), 4

Tsunami Help Blog, 17

Tsunami Help Wiki, 17

TurboTax Inner Circle, 

102, 103

TV Guide, 37, 38

Twing, 23

Twitter

AIDG, 78

AT&T, 44, 45

Balloon Time, 94

Comcastcares, 61

Frozen Pea Fund, 15

Intuit, 104

JetBlue, 61
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and Lenovo’s “Voices of the 

Summer Games,” 143

PBS, 105

search engines, 24

Southwest Airlines, 42

Twitter Search, 24

TwitterTroll, 24

TypePad, 149

UNICEF, 46, 95

Updating and informing 

networking agents, 59–62

Value, offering, 67, 77–83

Veer, 72, 75, 76

ViewPoints, 100

Viral messages, 85, 86, 88–90, 

97, 99

Virtual meetings, 39, 54, 55

Virtual worlds, 40

Volume of posts, 167, 168

Wal-Mart, 53

Web activity reports, 164

Web sites

activity reports, 164

bookmarking Web sites, 78, 

96, 97, 170, 171

consumer feedback sites, 100

Contact Us section, 53, 55, 56, 

100

and dissemination of 

information, 7

future trends, 183

search engines. See Search 

engines

and social media campaigns, 

148, 154, 155. See also Social 

media campaigns

Tide detergent, 54, 55

traffic analysis, 168

Webinars, 103

WebMD, 5, 138

Wells Fargo, 40

Widgets

AddThis, 96, 97

on blogs, 151

Home Shopping 

Network, 48

Lulu.com Storefront Facebook 

application, 48

NBA All-Star Ballot, 48

ShareThis, 96, 97

TOMS shoes, 81, 82

use of, 48

on Web sites frequented by 

audience, 34, 48

Wiggly Wigglers, 155

Wikis, 17

WOM (word of mouth) 

units, 169

Woopra, 164

Word of mouth relays, 167, 

169, 170

Word of mouth (WOM) 

units, 169

WordPress, 149

Worksheet for developing online 

word of mouth marketing 

program, 185–191

Yahoo!, 26, 48

Yelp.com, 119, 120

YouTube

AT&T, 44, 45

Blendtec branded channel, 

68, 69

Greenpeace International, 46

Intuit, 103

and Lenovo’s “Voices of the 

Summer Games,” 143

and negative buzz, 114, 115
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YouTube (Continued )
Southwest Airlines branded 

channel, 42

TOMS shoes, 81

TurboTax branded 

channel, 103

Wells Fargo branded 

channel, 40

Zales, 53, 122

Zonday, Tay, 104
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