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Social audit, 171-177, 209-210

Social bookmarks, 34, 66, 77, 78, 1¢%

Social calendar networks, 35-37

Social commerce, 162, 225-226

Social customer relationship 1management
(sCRM). See Customc'r rlationship
management

Social dashboards.

attention dashboaxds as, 114-115, 116, 163

examples of, 186
as social marketing compass platform,
212-213
Twitter and, 58
use of, 43-46
Social effect, 115-118
Social graph theory, 223
Social maps, 109, 160-167. See also
Conversation Prism
Social marketing compass, 210-215

Social media. See also specific social media by

name (e.g. blogs, podcasts, etc.)
adaptation to, 23, 170, 177, 202, 247, 256
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centralized vs. decentralized approach to,
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communication via (see Communication)

content of (see Content)

culture of specific, 10, 128-129, 176

customer service impacted by, 3, 7-8, 54,
137-139, 247-249, 250

dashboards (see Social dashboards)

defining, 20-21

democratization through, 2, 3, 7, 15-17

destination from, 89-95

domain/usernames in, 98, 149-150

education/training on use of, 128-129,
140-141, 152-155

ethnography and, 10, 165, 176, 241, 260

global networking via, 15-16, 65, 223

humanization of brand via, 8-9, 11-12, 13,
17, 44, 104, 131-132, 215, 240, 256-260
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immediacy of, 110-111
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Marketing)

military uscge o1, 134-136
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plans, 28, 215-220

policies and guidelines on usage, 28, 103,
136-150, 155

proprietary information and, 40, 143, 148

psychographic groupings via, 9-10, 177

reach of, 25-26, 115-118, 173
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return on investment measurements for
(see Return on investment)

rules of engagement for, 142-144, 150-152

searches of (see Searches)

security issues with, 134-136

signal-to-noise ratio in, 119-120, 266

social commerce via, 162, 225-226

social map of, 109, 160-167 (see also
Conversation Prism)

social objects in (see Social objects)

sociology and, 10, 71-72, 107-108, 129,
240-242, 260

statistics on (see Statistics)

syndication to (see Syndication networks)

terminology associated with, 21-23

threats and opportunities of, 105, 134-136

tips for using, 53-61
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traditional media vs., 14-15, 110-111, 212

aggregation of (see Aggregation networks)

anthropology and, 10, 71-72, 129, 240, 260

attention issues related to, 111-115, 116,
163

SocialMention, 189

Social network fatigue, 119-120

Social networks. See also specific social
networks by name (e.g. Twitter, Facebook,

audit of, 171-177, 209-210 etc.)
board of advisors on, 231-236 applications and widgets embedded in, 48,
budgets directed to, 14-15, 274 213
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branded/purpose-driven, 47-49
comments on, 15, 29-30, 34, 35, 46, 77, 85,
114, 123-125, 142, 162, 186-187, 276, 288
crowd-sourced content driven from, 34-35,
162, 163
customer relationship management
through, 54, 137-139, 247-249, 250
demographics of users, 9-10, 177, 223
examples of, 48-49
fan pages of, 46-48, 223-224
friending in, 38
groups in, 47-48
influencers in (see Influencers)
in-network aggregation of, 86-87
military usage of, 134-136
productivity impacted by, 134-135
profiles in, 98-99, 123, 150
searches of (see Searches)
security issues with, 134-136
social mapping of, 163
as social marketing compass platform, 213
social network searches, 74
social objects in (see Social objects)
syndication to (see Syndication networks)
use of, 46-49
wall posts in, 46, 123, 282
Social objects. See also specific objects
(e.g. content, video, images, etc.)
aggregation of (see Aggregation networks)
community building around, 72-73
descriptions of, 68, 75
distribution of, 76-77
liking, 78-79
links to, 77-78
metadata for, 75-76
optimization of, 68, 73-76
social effect impacting reach ;f.115-118
syndication of, 81-95
tagging, 66, 68, 75-76
titles of, 66, 68, 75
use of, 71-73
Social searches, 74
Social Technograpiice 197-199
SocialText, 254
SocialThing, 84
Sociology, 10, 71-72, 107-108, 129, 240-242,
260
Sony, 92
Sorg, Dusty, 47
South by Southwest (SXSW), 63-64
Southwest Airlines, 29-30, 185, 264, 286
Special offers, 53, 64-65, 266-267, 284, 285.
See also Discounts
Spirall6, 14, 172, 187
Sponsored conversations, 267-269
Sprint, 264
Spy.appspot.com, 140
Starbucks, 55, 59, 221, 288, 289
Statistics:
on blogs, 26, 174
on crowd-sourced content communities,
34
on images/photos, 39
on social media generally, 15
Statusphere, 109-110
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StockTwits, 60

Stone, Linda, 112, 113

StrongMail, 91

StumbleUpon, 77

Swartz, Jon, 248

Syndication networks:
aggregation versus, 82-88
autoposts and, 88
defining customer’s experience/destination

via, 89-95

establishment of, 81-82

Sysomos, 172

Tableau Software, 248
Tags:
hashtags, 76, 263, 264-266
for social objects, 66, 68, 75-76
Tan, Wendy, 54
Tastemakers, 180, 182, 212
Technorati, 66, 186, 212
Terminology:
metrics, 272-%2/,
social media-aseociated, 21-23
37Signals, 27
Thomas; Jesse, 109, 160, 210
Thomsor1. ieuters, 289
Thweats and opportunities, 105, 134-136
350: 287
Tires Online, 288
TinyPetition, 58
TipJoy, 60
Titles of social objects, 66, 68, 75
TNS Cymfony, 189
Tolany, Bill, 248
Topsy, 74
Toyota, 289
Trackur, 189
Traditional media:
budget shifts away from, 14-15
social marketing compass role of, 212
user-generated news reports vs., 110-111
Training. See Education/training
Transparency, 22-23, 142, 159
Trend/keyword marketing, 263-264
Trendrr, 189
Tumblr, 84, 88-89
Turner Broadcasting, 58
Tweetbeep.com, 140
TweetDeck, 114, 185, 186
Tweetstats, 140
Twelpforce program, 61, 137-139
Twist, 140
Twitition, 58
Twittad, 267-268
Twitter:
aggregation and syndication via, 84, 87-89,
114-115
automated responses via, 250
branded channels, 57
Browser, 140
business development via, 55-56
content distribution and, 77
conversation marketing via, 54
curation via, 56
customer ordering via, 53-54
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Twitter (Continued) Value cycle, 159-160
customer service/CRM through, 54, Values, core, 103, 214
137-139, 247-249, 250 Vendor relationship management, 58-59,
direct sales via, 55 252-253
e-mail marketing links to, 91 Victoria’s Secret, 221
employee recruitment via, 59 Video broadcast networks, 65-69, 164. See also
event/social calendaring and, 35-36, 59-60 Livecasting; YouTube
Facebook vs., 223 Virgin America, 264
focus groups via, 55 Virtual worlds, 164
fund raising via, 60 Visible Technologies, 189
geo location marketing via, 57-58, 63-65 Vizard, Mike, 252
hashtags, 76, 263, 264-266 Volkswagen, 288
hosted conversations via, 58 VoltAge, 44, 45
ideation via, 59 Von Coelln, Eric, 286
importance of, 222 VRMLabs, 252

information networks via, 56-57

in-network aggregation of, 87 .
Login, 44, 46 Wallington, Jack, 288

Mailana, 194 Wall posts, 46, 123, 282

Warden, Pete, 194

Web 2.0, 75, 77, 245
Weblebrities, 268

Websites, corporate, 29, 275-276
Web Squared, 17, 77-7"8

military usage of, 134-136

monetization trends for, 52-53
pay-per-tweet for, 267-269

policies and guidelines for usage of, 137-140
research/intelligence gathered via, 60

retweets via, 77, 114, 115, 265, 268, 276 Wells Fargo, 204

searches, 66, 74, 108, 139, 185, 186 Wetpaint, 25¢

social objects in, 77 Whitaker, Tenathan, 158

special offers via, 53, 64-65, 266-267 W}ute, wenay, 265

sponsored conversations on, 267-269 W—“O € ro?ds Market, 57, 185, 248
statusphere and, 109-110 Wisg 1alkin, 188

tips for using, 53-61 Vf}dgets, 4.8, 213

Trending Topics, 265 Wiggly Wigglers, 59
Twitter-Friends, 192 W}hpedla, 20, 31

use of, 51-52 Wikis, 31-32, 164

Windows Live Messenger, 222

Word of mouth marketing, 54, 115-118
WordPress, 41

World Wildlife Fund, 48

user-generated change via, 58
vendor relationship management via, 58-59
word of mouth marketing via, 54

United Airlines, 55 Wu, Fang, 72
United Linen, 57
Universal Music, 267 Yahoo!, 74, 187, 289
Unmarketing, 13-15 Yelp bé ' '
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Upcoming.org, 35, 3€ YouTube, 65-69, 77, 174

URL shorteners, 117
U.S. military, 134-126

User-generated change, 58 Zappos, 54, 100, 284, 286
User-generated content, 31-32, 33-35, 75, ZDNet, 248

110-111 Zuckerberg, Mark, 224
Usernames, 98, 149-150 Zuckerberg's Law, 222-223

Ustream, 37 ZyngaPoker, 286



