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# (hashtag), 16, 125, 243
@ (on Twitter), 16, 65, 112, 113

A
Alpha Moms, 46–47
AlterPoint, 26
Armano, David, 26
Arrington, Michael, 20
Atkinson, Cliff, 15, 16, 154
Audacity, 96, 162, 164
Augmented reality, 226–227, 243
AuthorSTREAM, 157, 162, 164, 

165–166, 225

B
Backchannel: defi ned, 15, 243; 

displaying, in PowerPoint, 155; 
taking advantage of, in 
presentation, 16

Baer, David, 223–224
Baker, Glen, 43–45
Beal, Andy, 58
Bendt, Steve, 27, 28
Berners-Lee, Tim, 228
Bernoff, Josh, 15, 40, 46, 48–49, 57, 

68, 74
Best Buy. See Blue Shirt Nation 

(Best Buy)

Better Beginnings (Taran), 200
Beyond Bullet Points (Atkinson), 154
Bio, 34, 53. See also Profi le
Biology in Brief (Lipton), 238, 239 
Blog Marketing (Wright), 67
Bloggers, types of, 67
Blogs: attracting traffi c to, 63–67; 

comments feature of, 61–62; 
creating, 62–64, 67–68; Fortune 
100 companies using, 137; tools for 
monitoring, 57; tools for sharing 
content of, 101–104; Web sites vs., 
61–62. See also Google Blogger

Blue Shirt Nation (Best Buy): 
crowdsourcing by, 45; overview of, 6, 
27–29; reason for success of, 40, 41

Bookmarking, social, 73–77
Bookmarklets, 228–229
Braiker, Zach, 126, 127
Brainstorming, with whiteboard, 174, 

203, 205–206
Brandjacking, 40
Brogan, Chris, 8, 35–37, 50, 65, 

152–153, 237, 238
Brookes, Dave, 122
Bullet lists, transformed into visuals in 

PowerPoint, 151, 153–154
Business networks, 68–73
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C
Camtasia Studio, 157, 159–162, 182
Capital Payroll Services: online 

training program, 81–88; 
relationship-building using social 
media, 88–98; social media video 
initiative, 161–168

Carroll, Dave, 24
CelluLink, 25–26
Cisco, 180
“Cisco Fatty” incident, 109–110
Citibank, 183
Citrix Online, 181, 183–184, 185
Cloud: accessing information in, 

23; defi ned, 62, 243; tools for 
presentations in, 209–212

Collier, Mack, 20–21, 101, 183
Comments: on blogs, 42, 57, 61–62, 

65; on Facebook, 80–81; Twine and, 
229, 230

Communication: by audience 
members during presentations, 
13–14, 15–16; before implementing 
new strategy or product, 34, 37–39; 
story-based model of skills for, 
169–172; strategies for successful, 
36–37; using multiple social media 
for, 8–9. See also Storytelling, digital

Communications identity, 34–35
Compete.com, 49
Conklin, Stanley: gave series of 

webinars, 184–195, 200–202, 215; 
upgraded presentation with visuals, 
145–152, 153, 154, 160–161

Content ownership, 14–15
Conversation: continuing, after Web 

conferences, 214–215; Internet as, 
15; presentations as, 12, 20, 30; 
Twitter as real-time, 124–125

Conversation Prism, 17
Cooper, Anderson, 111

Copy2Contact, 202
Cornwell, Malcolm, 37
Corrie, Anda, 123
Crowdsourcing, 45–46, 243
Current Media, 122
Customer service: ROI on using social 

media for, 26–27; social media’s 
impact on, 24–25

D
Daley, Danielle, 225
Dashboard, 155, 243
Davis, Eleanor, 75–76
Delicious.com: examples of using, 

75–77; overview of, 73–75
Dell Computers: crowdsourcing 

by, 45; Dell Outlet Twitter 
initiative, 7, 120–121; social 
media use by, 120

Democratization, of information 
distribution, 23–24

Digg.com, 19–20
DimDim, 203–206
DIRECTV, 26
Duarte, Nancy, 154, 174, 199, 

203, 225

E
Education, impact of social 

media on, 6
Elliot, Timo, 155
Endicott, Jim, 13
Engle, Karen, 139–142
Enriquez, Juan, 238
Etsy, 123
Events: on Facebook, 206–208; real-

time, social media as component 
of, 21–23; world, social media’s 
infl uence on, 236–237

ExxonMobil, brandjacking 
incident, 40
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F
Facebook: Fortune 100 companies 

using, 137; overview of, 78–81; 
producing events on, 206–208; 
video capability of, 144; webinar 
support from, 184, 189, 201

Facilitators, presenters as, 20
Falls, Jason, 41
Followers (on Twitter), 111–114, 243
Fortune 100 companies, social 

media use by, 137
Fripp, Patricia, 197–198

G
Gardner, Heather, 110
Gargiulo, Terrence, 168–172, 

173, 174
Gilbert, Steve, 96, 161–168
Godin, Seth, 37, 50, 172–173, 175
Goeghegan, Michael, 49
Google Alerts, 55–56
Google Analytics, 49
Google Blogger, 61, 63, 64, 

142–143
Google Reader, 56
Google Wave, 111, 230–232
Gore, Al, 145, 154
Graphics. See Visuals
Groundswell (Li and Bernoff), 15, 40, 

46, 48, 68, 74

H
Hashtag (#), 16, 125, 243
Heath, Chip, 13
Heath, Dan, 13
Hilton, Perez, 37
Hiring process: social bookmarking 

in, 75–76; Twitter in, 109–110
Holtz, Shel, 39–43
Homeless people, social media used to 

help, 50–52, 98–101, 126–127

How to Present with Twitter (and Other 
Backchannels) (Mitchell), 16

HTML (Hypertext Markup 
Language): defi ned, 244; familiarity 
with, for blogging, 62–63, 64, 
101–103, 142–143; newsletter in, 
218, 219; saving PowerPoint fi le in, 
155, 156; widgets in, 105

Hyperlinks, truncated, 115

I
Iacoboni, Marco, 235–236
ID. See Profi le
Identity: communications, 34; tools 

for managing, 58. See also Profi le
In the Land of Diffi cult People 

(Gargiulo), 168
An Inconvenient Truth (Gore), 

145, 154
Intel, 26
Internet: barriers to leadership 

eliminated by, 175; as ongoing 
conversation, 15; as planetary 
nervous system, 238–239

Iran, 236–237
Israel, Shel, 179–180

J
Jantsch, John, 53
Jeary, Tony, 13, 227
Jestice, Rebecca, 234
JetBlue Airlines, 121
Johnston, Morgan, 121
Jones, J. A., 104–105
Judge, Barry, 28

K
Kanter, Beth, 101
Karter, Trish, 126
Keynote, 144, 152, 154, 161, 209, 210. 

See also PowerPoint
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Koelling, Gary, 27, 28
Krippendorff, Kaihan, 235
Kubrick, Stanley, 236
Kutcher, Ashton, 111

L
Li, Charlene, 15, 40, 46, 48–49, 

57, 68, 74
Life Inc. (Rushkoff), 238
Life Is a Series of Presentations 

(Jeary), 13
LinkedIn, 68–73
Lipton, Bruce, 238, 239
Lists: bullet, transformed into 

visuals, 151, 153–154; on Twitter, 
116, 117, 244

LiveMeeting, 181, 184

M
Made to Stick (Heath and Heath), 13
Madonna, 37
Making Stories (Gargiulo), 168, 173
Marketing: convergence between 

training and, 7–8, 49; social 
media used to build relationship 
for, 88–98

Marriott, Bill, 7
Mashable.com, 81, 231
Mashing: defi ned, 244; overview of, 

98–101; services for, 101–104
Masters, Rita, 43–44, 65
Mayfi eld, Julie: hired Web content 

expert, 161; oversaw publication of 
newsletter, 216–220; produced series 
of webinars, 184–195, 200–202; 
taught presenter to use visuals in 
presentation, 146–152

Media, social media vs. traditional, 
19–21

Meetings. See Events; Online meetings
Mel’s Grocers, 139–142

Microblogging, 110
Microsoft: crowdsourcing by, 

45; Offi ce Web Applications, 
210; Publisher, 217–219; Web 
conferencing tools, 181, 184

Mirror neurons, 235–236, 244
Mitchell, Olivia, 15–16
Mobile devices, presentations from, 

224–226
Monroe, Jane, 25
Monroe, Keith, 81–82, 92
MySpace, 78

N
Nanotechnology, 234–235
New strategy/product: communication 

before implementing, 34; 
traditional vs. modern scenario for 
implementing, 37–39

NewHope, 50–52, 98–101
Newsletter, post–Web conference, 

215–220
1984 (Orwell), 236
Ning, 127–134; communicating with 

members, 133–134; example of 
online training program network, 
81–82, 87–88; number of users of, 
109; overview of, 127–129; planning 
and creating network, 129–133; 
purposes of networks, 128

O
OneNote, 212–214
Online classroom training, web 

conferences/webinars vs., 
182–183

Online meetings, 179–220; Facebook 
events, 206–208; online presentation 
tools for, 209–212; overview of, 
179–180. See also Web 
conferencing
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Open Offi ce, Impress presentation 
program, 209

Orwell, George, 236

P
Parr, Benn, 231
Participatory information exchange 

(PIE), 30
Petouhoff, Natalie L., 26–27
PharmaFriend, 139–142, 144
Photobucket, 84, 86, 87
Picnik, 99–100
Pike, Bob, 199
Plaxo, 68
Podbean, 96
Podcasts, 96, 162, 164, 244
Polling questions, 190, 191
Pomona PetroChemical, 37–39
Porter, Emily: set up online training 

program, 81–88; used social media 
to build relationships, 88–95

Posterous.com, 104
Powell, Allie, 50–52, 98–101
PowerPoint: creating video from slide 

show in, 155–161; creating visuals 
using, 144–152; displaying Twitter 
backchannel in, 155; popularity of, 
4, 13; realizing potential of, 
152–154; TED presentations 
created with, 138; transforming 
bullet points into visuals in, 
151, 153–154; webinar using, 
187–190

Premiere Pharmaceuticals, 145–148, 
184, 215–216, 219

Presentations: capturing audience 
attention for, 13; changed 
paradigm for, 11–12, 33–34; 
communication by audience 
members during, 13–14, 15–16; 
as conversation, 20; defi ned, 12; 

from mobile devices, 224–226; 
people interested in using 
social media for, 4–5; tools for, 
in cloud, 209–212; traditional vs. 
modern preparation for, 37–39

Presenter Pro, 225–226
Presenters, as facilitators, 20
Procter & Gamble, 45, 49
Profi le: building, 66; as online identity, 

34; planning, 53–54; tools for 
managing, 55, 59; on Twitter, 111, 
113–115

Public relations (PR), social media as 
responsibility of, 41

Pulver, Jeff, 124, 125

R
Razz, 226
Relationships, building: social media 

initiative for, 88–98; of trust, 35–36, 
38–39, 93

Reputation, tools for monitoring, 
57–59

Return on infl uence (ROI), 50
Return on investment (ROI), 26
Retweet (on Twitter), 112, 244
Reximedia, 225–226
Richards, Michael, 50
RSS (Really Simple Syndication): 

defi ned, 244; Google Alerts and, 
55–56; for podcasts, 96, 97; on 
YouTube, 144

Rushkoff, Douglas, 238
Russell, Carol, 223–224
Rutledge, Patrice-Anne, 220

S
Sawyer, Karen, 76–77
Scribd.com, 96–97, 98
Search engine optimization (SEO), 

53, 69
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Second Life, 232–234, 236
Seesmic Desktop, 115–116
Semantic web, 227, 229
SharePoint, 181, 209, 210
ShareThis, 101–104
Skype, 181
Slide:ology (Duarte), 154, 

174, 199
SlideRocket, 210–212, 225
SlideShare, 162, 164–165, 225
Small businesses, social bookmarking 

used by, 76–77
Smith, Julien, 8, 35–37, 49, 152–153, 

237, 238
SMS (Short Message Service), 

123–124, 244
Snag-It, 83–84, 85
Social bookmarking: examples of 

using, 75–77; overview of process 
of, 73–75

Social capital, 35, 37
Social media: categories and examples 

of, 18; as component of 
real-time events, 21–23; 
Conversation Prism formed 
by, 17; Fortune 100 companies 
using, 137; human evolution and, 
237–238; impact on training and 
development, 6–7; marketing 
using, 7; people using, for business 
purposes, 4–5; perceived value of 
networking on, 223–224; power 
of individual with, 24; tips on 
getting most out of using, 126–127; 
traditional media vs., 19–21; using, 
to build trust before implementing 
new strategy/product, 38–39; 
using multiple, for successful 
communication, 8–9; women’s 
participation in, 46–48; world 
events infl uenced by, 

236–237. See also Social media 
strategy

Social Media Answers, 57
Social Media Club (Los Angeles), 

21–22
“Social Media: Embracing the 

Opportunities, Averting the Risks” 
(Russell and Baer), 223

Social media strategy: to build 
relationships, 88–98; for customer 
service, 24–25, 26–27; monitoring 
component of, 54–59; for online 
training program, 81–88; people in 
organization responsible for, 39–41; 
responsibility for implementing, 
43–45; steps in implementing, 26; 
tasks necessary for, 41–43; tips on 
profi les for, 53–54. See also Blue 
Shirt Nation

Social networks, custom, 127–128. 
See also Ning

Southwest Airlines, 7
Stories: brain anatomy and, 235–236; 

communication skills model based 
on, 169–172; tribes as defi ned by, 
172–176

Storytelling, digital: power of, 
166–168; reasons for implementing, 
168–169

Strategic Communications: hired to 
improve presentation, 145–146; 
hired to manage Twitter campaign, 
216; produced series of webinars, 
184–195, 200–201

Sturgess, Denise, 38

T
Tagging, impact on brand or profi le, 

74–75
Taran, Carmen, 200, 225
Taylor, Carl, 89–95, 167, 168
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Taylor Guitars, 24
TechCrunch, 20, 81
Technographics Profi ling Ladder, 40, 

46, 48–49
TED, 138, 237–238
Terberg, Julie, 225
Teusner (Australian winery), 122
35mm slides, 11, 145, 225
Tolle, Eckhart, 181
Training: convergence between 

marketing and, 7–8, 49; impact of 
social media on, 6–7, 25; online 
program for, 81–88; in use of social 
media, 41

Tribes: defi ned, 37, 173; stories as 
defi ning, 172–176

Tribes (Godin), 50, 172, 175
Trust, relationship of, 35–36, 

38–39, 93
Trust Agents (Brogan and Smith), 8, 

35, 37, 50, 57, 152, 237
The Truth About Profi ting from Social 

Networking (Rutledge), 220
Tweet (on Twitter), 2, 16, 87, 

109–110, 244
TweetDeck, 56, 117
Twine, 227–230, 244
Twitter, 109–127; @ on, 16, 65, 112, 

113; backchannel on, 16, 155; 
brandjacking incident on, 40; case 
studies of business use of, 120–123; 
creating online pictorial stories for, 
117–120; current status of, 110–111; 
following and getting followers on, 
111–114; Fortune 100 companies 
using, 137; hashtag (#), 16, 125, 
243; hiring process using, 109–110; 
Iranian election and, 236–237; 
maximizing impact of using, 126–
127; monitoring feeds on, 56–57; 
online training program using, 87, 

88; organizing desktop for, 115–117; 
posting to, with SMS, 123–124; 
Profi le on, 111, 113–115; as 
real-time ongoing conversation, 
124–125; relationship between 
Facebook and, 81; setting up 
account with, 111; truncated 
hyperlinks on, 115; webinar 
support from, 184, 189, 201

Twitterville (Israel), 179
2001: A Space Odyssey, 236

U
United Airlines, damaged guitar 

incident, 24, 54

V
Verizon, 26
Videos: Camtasia Studio for 

producing, 157, 159–161, 182; as 
component of Web conferencing, 
181–182, 195–197, 200; example 
of company using, 161–168; 
transforming PowerPoint 
slide show into, 155–161; 
Windows Media Encoder for 
producing, 157, 158–159, 182; 
YouTube hosting, 141–144, 
157, 163

Virtual water cooler, 220
Virtual worlds, 232–234
Visuals, 137–176; to ease problems 

with new software introduction, 
139–142; transforming bullets
 into, 151, 153–154; using 
PowerPoint to create, 
144–152; value of, 138; 
Whrrl tool for creating, 
117–120. See also Videos

VOIP (Voice over Internet 
protocol), 181
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W
Wallis, Richard, 234
Web 2.0, defi ned, 2
Web conferencing: audience invisible 

when, 194–195, 199; brainstorming 
with whiteboard during, 203, 
205–206; follow-up after, 214–215; 
history of, 180–181; OneNote for 
planning and producing, 212–214; 
online classroom training vs., 
182–183; publishing newsletter 
after, 215–220; social media’s role 
to support, 22–23, 183–184; tips on, 
197–200; using DimDim for, 
203–206; video component of, 
181–182, 195–197, 200. See also 
Webinars

Web sites: blogs vs., 61–62; 
supplementing book, 3; tools for 
evaluating impact of, 49

Webinars: to boost online shopping, 
47–48; defi ned, 181, 190; online 
classroom training vs., 182–183; 
series of, supported by social 
media, 184–195, 200–202; tips 
on giving, 197–200; video in, 
181–182, 195–197, 200. See also 
Web conferencing

Whiteboard, brainstorming 
with, 174, 203, 205–206

Whrrl, 118–120
Widgetbox.com, 105, 106
Widgets: custom, 104–106; 

ShareThis, 101–104
Wiggly Wigglers blog, 7
Wikis, 68
Williams, Gary, 88–94
Windows Media Encoder, 157, 

158–159, 182
Women: as driving force behind 

social media, 66; social media 
participation by, 46–48

WordPress, 67, 98–99
Wright, Jeremy, 67

X
Xcelsius, 155

Y
YouTube: content ownership and, 

14–15; as video host, 141–144, 
157, 163

Z
Zoho Show presentation 

program, 209
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