
Index

Symbols and Numerics
# (hashtag symbol), 156. See also hashtags
@mention, 323
@reply, 43, 156, 158, 208–209, 323
@username, 156, 207
3 Fs of Online Reputation Management, 267–269
6connex.com, 104
30-Minute Social Media Marketing (Susan 

Gunelius), 313
80-20 rule, 23, 53, 59, 192

• A •
abbreviations, 181, 183
About box (Facebook profi le/Page), 185
About.com Blogging, 118, 246, 291, 310
About.com Blogging Forum, 81, 256
About.com Directory of Sites that Accept and 

Publish Guest Blog Posts, 256
Abram, Carolyn, 132
AbsoluteWrite.com, 291
accessibility, brand building and, 28
acknowledgment of consumers, 59
acronyms, 181–183
Activity Feed, 246
ad-supported syndication, 128
add-ons, 229
AddThis, 77, 251, 252
Adobe Connect, 103–104
Adobe Online Marketing Suite, 275
Adobe Photoshop, 95
Adobe Reader, 115
Advanced People Search, 143
Advanced Twitter Search, 265–267, 318
advertising, 70, 111, 271
AFAIK (as far as I know), 181
Alexa, 42, 80
All Rights Reserved license, 56
alt-tags (alternative text tags), 123
Amazon Digital Platform, 87
analysis of results, 259–281

metrics, 269–272
monitoring your reputation, 259–267
ongoing research, 275–278
responding to criticism and inaccuracies, 

267–269

revising your strategy, 278–281
tools for, 272–275

Analytics tab, 148
animated gifs, 167
announcements, in tweets, 160
answering questions

in conversational marketing, 213–214, 229
in short-form marketing, 144–145, 160

AOL instant messaging, 225
applications (apps)

Facebook, 135, 139–140
LinkedIn, 146
for social networks, 215–216
third-party, 230–231
Twitter. See Twitter apps

archives
blog, 71
defi ned, 323
Twitter, 60, 156, 159, 211
webinar, 141

ARMS Theory of Brand Building, 28
Armstrong, Heather B., 60
article directories, 83
ArticleDashboard.com, 82
articles, 14, 81–83, 307
Associated Content, 82
@mention, 323
Atom, 323
@reply, 43, 156, 158, 208–209, 323
attributions, 59, 158, 323
@username, 156, 207
Audacity, 102
audience

for blog comments, 199
in content marketing mindset, 23
content sharing by, 250–252
conversational content for, 231–232
conversing with, 192–193
identifying your, 39–43
niche social networking sites, 150
tracking, 273
views of change, 278–279

audience segment, 39–40, 231, 328
audio

conversational content, 224–225
long-form content, 101–103
publishing, 306–307
stock, 63–65
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automated messages, 59
automated services, 159
avatar, 203–204, 219–220, 323
awareness, in ARMS theory, 28

• B •
B4 (before), 181
B4N (bye for now), 182
BackTweets (Twitter app), 186
bait and switch, 242
bandwidth, 323
BBL (be back later), 182
bbPress, 221
Bebo, 150
Behance (LinkedIn app), 146, 244
behavioral targeting, 39–40
BFN (bye for now), 182
Bigstock, 64
Bing, rankings on, 179–180, 184
bios, for guest blogging, 81
bit.ly, 87, 162, 183, 228, 300
BlackPlanet, 150
blip.tv, 96, 222
blog comment moderation, 76, 234–236, 324
blog comment policy, 205, 236, 324
blog comment(s)

avatars for, 203–204
comment form fi elds, 201–202
competitors’, 37
in conversational marketing, 197–198
conversations from, 76, 202–203
defi ned, 324
increasing, 204–205
spam, 200–201
writing, 199–200

blog host, 325
Blog Link (LinkedIn app), 142
blog posts

about ebooks, 87
content requirements, 287–288
in conversational content marketing, 193
defi ned, 71, 324
as entry points, 18
length, 76

blog statistics, 324
Blogger, 72, 303, 310
bloggers, 71, 80–81, 90, 323, 327
blogging, 18, 29, 323
Blogging All-in-One For Dummies (Susan 

Gunelius), 47, 71, 309
blogging application, 323
blogosphere, 324
blogroll, 324
blog(s)

conversations from, 76
on core branded destination, 45, 48, 49, 71

creating, 71–75
defi ned, 323
design, 47, 74–75
free tools for, 295
guest blogging, 80–81
links to, 135, 142
long-form marketing with, 71–81
moderating comments on, 234–236
online infl uencers on, 42
promoting, 79, 135, 142
publishing, 75–76, 303
in quick start plans, 318–319
RSS feeds and subscriptions, 77–79
sharing content, 77
social media icons on, 245–246
widgets for, 168

BlogTalkRadio, 102, 224, 257, 306–307
Blubrry, 102
bounce rate, 324
Box.net, 146
brand

defi ned, 25–26, 324
positioning, 26–27
representation of, 140, 158, 233
in reputation monitoring, 262–265
and style/voice of content, 109–110, 172–174

brand advocates, 195–196
brand building

ARMS theory, 28
by consumers, 195–196
as content marketing benefi t, 15–16
developing content for, 25–28
fundamental steps, 11

Brand Perception Snap Shot, 27
brand value, 269
branded online destination

blog, 71
building multiple, 48–49
in conversational marketing, 190, 237
core, 45–49, 71, 86–87
design of, 46–47, 63–65
Facebook, 134
forum, 220
integrated content for, 243–249
your competition’s, 35, 36

branded video channels, 96
BRB (be right back), 182
browser, 324
BTW (by the way), 182
BubbleTweet.com (Twitter app), 163
budget, content marketing, 286–287
bulletin boards (forums), 216–221, 325
business name, in reputation monitoring, 

262–264
buzz, 324
buzz words, 173
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• C •
Cadillac, 26
Call Recorder for Mac, 118
cameras, video, 95
CamStudio, 99
Camtasia Studio, 99
CAN-SPAM Act (2003), 58, 106
CAPTCHA (Completely Automated Public 

Turing test to tell Computers and 
Humans Apart), 324

captions, for photos/images, 164
Careers tab, 147
Cascading Style Sheets. See CSS
Catalyst to Click Theory, 243
category, 324
CBS, 73
CFR (Code of Federal Regulations), 58, 184
change, audience’s views of, 278–279
chat tools, 225–226
Cheat Sheet, 33
ChirpCity (Twitter app), 158
Cisco, 103
Citrix, 103
clickexpo.co.uk, 104
clicks, tracking, 228
CMS (content management system), 324
CNP (continued in next post), 182
Code of Federal Regulations (CFR), 58, 184
CoffeeCup, 299
color (of long-form content), 112
comment form fi elds, 201–202
Comment Moderation, 235–236
Comment text box, comment form, 202
commenting, 197–198. See also blog comment(s)
Comments plug-in, 246
communication, customer-centric, 12–13
Compete rankings, 42, 80
competition, researching your, 34–38
Completely Automated Public Turing test to 

tell Computers and Humans Apart 
(CAPTCHA), 324

compounding effect of blogging, 18, 29
connection requests, LinkedIn, 141, 143
consistency, 11, 192
Constant Contact, 107, 276
consumers

brand building by, 195–196
emotional involvement of, 63
purchase processes, 11–12

content. See also specifi c types
choosing forms of, 44–45
control of, 60–62
cross-promoting and interlinking, 52–53
for Facebook, 138

free versus premium, 49–50, 56
lifespan, 60
reach, 21–22
requirements for, 287–288

content creation
resource needs for, 284
tools, 295–301

Content Form 7, 229
content management system (CMS), 324
content marketing

building brand and relationships, 25–28
current focus, 10–17
defi ned, 325
direct response versus, 108
do’s and don’ts, 55–60
fi nding new tools for, 279
following others’, 279
great examples, 30–31
long-term strategy, 29
publishing mindset for, 23–25
reach of online content, 21–22
resources for help, 309–313
search engines in, 17–21
setting guidelines for, 288–289

content marketing plan, 51–65
adding new efforts to, 280–281
branded online destination, 63–65
content as sales precursor, 62–63
and control of content, 60–62
cross-promoting and interlinking content, 

52–53
do’s and don’ts of content marketing, 55–60
link building versus baiting, 53–54
reviewing, 280

content marketing strategy, 33–50
core branded online destinations, 45–49
free versus premium content, 49–50
goals and content forms, 44–45
identifying your audience, 39–43
long-term, 29
researching your competition, 34–38
revising, 278–281

Content Marketing Strategy Template, 33, 51
Content Marketing Strategy Worksheet, 33, 51
content marketing team

budget for, 286–287
existing employees on, 285–286
expectations and requirements for, 287–289
fi nding and hiring members, 289–292
identifying your needs, 283–285
monitoring performance, 292

content publishing mindset, 23–25
content publishing tools, 303–307
content scraping, 124
control (of content), 60–62
controversy, blog comments and, 204
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conversational content
adjusting tone and, 231–232
effi cient, 227–231
etiquette for, 233
evaluating and tweaking, 234–237
keywords and links, 232–233
writing, 191–192

conversational content marketing
building relationships, 194–196
conversing with your audience, 192–193
defi ned, 189–190, 325
quick start plans, 319, 320, 322
short-form and, 178
starting a dialogue, 190–191
Twitter in, 159, 161

conversational marketing tools
blog comments, 197–205
forums, 216–221
in other social media, 221–226
social networks, 211–216
Twitter, 206–211

conversations, online. See online conversations
conversations and sharing content 

marketing, 17
copyright, 55–58, 306, 325
copyright licenses, 55–56, 163–164
copywriting, rules of, 111–112
Corbis Images, 64
core branded online destinations, 45–49, 

71, 86–87
Core FTP, 117, 299
CoTweet (Twitter app), 163
Craigslist.org, 47, 291
Creately, 170
Creative Commons licenses

applying, 164–165
defi ned, 325
for ebooks, 86–87
as marketing tool, 61
for stock images and audio, 63, 65
types, 56–57

credibility, 27, 143
criticism, responding to, 267–269
cross-promotion

with blog feeds, 78, 79
interlinking and, 52–53
on LinkedIn, 142–143
photos, 165
short-form content, 186
with widgets, 167–168

CSS (Cascading Style Sheets), 75, 313, 325
customer-centric Web sites, 12–13
customer loyalty, 11, 24–25

• D •
Dailymotion, 96, 222
dashboard, 325
Dave’s Site, 82
Delicious, 222
Dell, 30–31, 165–166
Demand Studios Blog Distribution Network, 

79, 128
demographic targeting, 39–40
Digg, 127, 193, 222–223
Dimdim, 104
direct marketing efforts, 13
direct message (DM), 156, 209–210
direct response marketing, 108
directions, in tweets, 160
discounts, in tweets, 160
discussions, resource needs for, 285
distribution, press release, 88–89
DIYthemes, 74
DM (direct message), 156, 209–210
document collaboration tools, 117
domain name, 147, 325
Dreamstime, 64
duplicate content, 125

• E •
e-mail marketing, 106–108
e-mail sign up forms, 106
e-mail signature, 106
e-mail surveys, 276
e-mails, mass, 195
eBlogTemplates.com, 74
ebooks, 84–87, 325
editorial calendar, 284
80-20 rule, 23, 53, 59, 192
Elad, Joel, 141
Elance.com, 47, 292
Elegant Themes, 74
Email Address fi eld, comment form, 202
Emma, 107, 276
emotional involvement, consumers’, 63
employees

existing, 14–15, 285–286
fi nding and hiring, 289–292

endorsements, 58, 184
engagement, tracking, 275
engagement marketing, 10
Entrepreneur Connect, 150
entry points, Web site, 18
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etiquette
for content marketing, 58–59
for conversational content, 233
for short-form content, 177–178
Twitter, 158–159

event management services, 104
Eventbrite (Facebook app), 139, 210
events

live tweets of, 163–164
online, 103–106

Events (Twitter app), 216
Events tab (Facebook), 215
excessively complimentary comments, 200
ExecTweets (Twitter app), 158
existing employees, 14–15, 285–286
expectations

for content marketing plan, 29
for content marketing team, 287–289
setting realistic, 44

experience, as job requirement, 290
exposure

cross-promoting and interlinking content, 52
long-form content, 119–128
short-form content, 179–186

eyeball impressions, 271
EzineArticles.com, 82, 307

• F •
Facebook

and brand representation, 140
content for, 138
conversational marketing with, 192, 211–212, 

214–216
friend requests, 133–135
integrating content, 244
Like button, 229
links on, 135
publishing with, 138, 304
in quick start plans, 318–320
researching competition on, 35, 36
and search rankings, 180, 185
setting up Facebook Pages, 135–137
setting up profi le, 132–134
short-form marketing with, 132–140
tags, 175
third-party apps, 230

Facebook Applications Directory, 135, 139–140
Facebook apps, 135, 139–140
Facebook badges, 247
Facebook Birthdays, 230
Facebook Chat, 230
Facebook Events, 320

Facebook For Dummies (Leah Pearlman and 
Carolyn Abram), 132

Facebook groups, 138–139, 212
Facebook Help Center, 132, 311
Facebook Page Directory, 35
Facebook Pages

conversational marketing with, 211–212
personalized URL, 134, 137
profi le versus, 133
in quick start plans, 319, 320
and search engines, 185
setting up, 135–137

Facebook Pages Twitter app, 244
Facebook People Search tool, 35
Facebook Places, 230
Facebook Share button, 77
Facebook SlideShare app, 215, 244
Facebook social plug-ins, 246–247, 251
Facebook Wall, 133
Facepile plug-in, 246
fair use, 57, 325
feed, blog, 77–79, 325
feed reader, 78, 325
feedback, from target audience, 277–278
FeedBurner, 78, 318
fi ght, in 3Fs, 268
fi le sharing tools, 117
File Transfer Protocol (FTP), 117, 325
FileZilla, 117, 299
Find Friends, 134
Find People, 143
Fitton, Laura, 312
fl ame wars, 233
fl ash, 325
Flickr

photo sharing, 64, 165, 168, 175, 225
publishing on, 305–306
in quick start plans, 321

Flickr to Facebook tool, 244
fl ight, in 3Fs, 267–268
fl ood, in 3Fs, 268–269
Follow button, 156, 248
followers

competitors’, 36
direct messages to, 209–210
following others’, 158
retweets from, 160–161
on Twitter, 157–159

fonts, for long-form content, 112–113
footers, 86, 325
formatting

long-form content, 112–114
press releases, 88
short-form content, 174–175
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forum signature, 218–219
forums, 216–221, 325
Four Rights of Advertising, 111
free content, 49–50, 56
Free Press Release, 89
free syndication, 128
FreeFoto.com, 64
Freelance Writing Jobs, 291
Freelancer.com, 47, 291
freelancers, 286–287, 289–292
freemium, 325
FreeWordPressThemes.com, 74
frequency (of short-form content), 177
friend requests, 133–135
friending, 133
Friends Search, 134
FTP (File Transfer Protocol), 117, 325
FTP tools, 117, 299

• G •
gadgets, 244
games, Facebook, 140
GarageBand, 102
gateways, 61–62
GeoChirp (Twitter app), 158
getpaint.net, 95
Getty Images, 64
gibberish comments, 200
Gickr.com, 167
gifs, animated, 167
GIFup.com, 167
GIMP, 95, 167, 297
goals

in results analysis, 279–280
setting, 44–45

GoArticles.com, 82
goexhibit.com, 104
Gold Careers Page, LinkedIn, 147
Google. See also keyword searches

calculating incoming links, 126
in content marketing, 17–21
defi ned, 325
entry points, 18
fi nding target audience, 40
fl ooding negative content, 269
indexing of tweets, 159, 175, 206
keyword analysis, 18–20
rankings, 179–180, 184
reputation management with, 20–21, 261–264
video searches, 42, 221

Google Advanced Search, 21, 34, 262–264
Google AdWords Keyword Tool, 19, 120–122
Google AdWords Traffi c Estimator, 20, 120, 121
Google Alerts, 21, 34, 261–262, 300

Google Analytics, 122, 126, 273–274, 300
Google Blog Search, 42, 80, 256
Google Blogger For Dummies (Susan Gunelius), 

303, 310
Google Bookmarks, 301
Google Buzz, 150
Google Docs, 117
Google Groups, 36
Google Presentations, 146
Google Reader, 78
Google Talk, 226
Google Trends, 54
Google Webmaster Tools, 37, 126, 273
GoToMeeting, 103
grammar, 111–112, 290
Gravatar, 203
groups

and company profi le pages, 147
competitors’ participation in, 36
conversational marketing in, 212
Facebook, 138–139
LinkedIn, 145–146
searches for online infl uencers, 43

Gruen, Michael, 312
guest blogging, 80–81, 255–256, 325
Gunelius, Susan, 47, 71, 175, 303, 309, 310, 313
Guru.com, 292

• H •
hard metrics, 269–275
HARO (Help a Reporter Out), 253–254
hashtags

in conversational marketing, 206
defi ned, 156, 325
identifying tweets with, 175, 184
searching for, 158, 265
for tweet chats, 210–211

header, 325
headings, 113, 124
help, resources for, 309–313
Help a Reporter Out (HARO), 253–254
Hiam, Alexander, 2
hidden keywords, 125
hit, 325
Hohuli, 170
home page, 325
honesty, 177
HootSuite, 228, 230
host, 325
HTH (hope this helps), 182
HTML (Hypertext Markup Language), 75, 82, 

202, 313, 325
HTML editors, 299
HTML tags, 113, 123–124
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HubPages, 82
hyperlinks. See links
HyperText Markup Language. See HTML
Hyundai, 26

• I •
IANAL (I am not a lawyer [but]), 182
IAW (I agree with), 182
IceRocket, 42
iFreelance.com, 47
images

animated gifs, 167
avatars, 203–204, 219–220
free tools for, 296–298
infographics, 169–170
for long-form content, 113
publishing, 305–306
short-form marketing with, 164–166
stock, 63–65
for Twitter profi le, 154, 155

Imator, 167
IMO (in my opinion), 182
impression-based online advertising, 271
impressions, tracking, 271
inaccuracies, responding to, 267–269
incoming links, 37, 126–127, 200
indirect marketing efforts, 13
infl uencers, online. See online infl uencers
Infographic Labs, 169
infographics, 169–170
information, in tweets, 160
instant messaging, 225–226
integrated content marketing teams, 292
integrated marketing

audience’s sharing of content, 250–252
defi ned, 325
interlinking your content, 242–250
offl ine and online, 241–242
on others’ online destinations, 253–257

interlinking content
cross-linking versus, 52–53
and incoming links, 127
integrating marketing, 242–250
from new efforts, 280

Internet users, global, 21–22
interruption marketing, 10
interviews, recording, 118
intralinking content, 52
INXPO, 104
IOW (in other words), 182
iStockphoto, 64
ITA (I totally agree), 182

iThemes, 74
itradefair.com, 104
iTunes, uploading content to, 102, 307

• J •
Jaiku, 152
jargon, 173
Jing, 99
JK (just kidding), 182
JMO (just my opinion), 182
job postings, writing, 290–291
Junta42 blog, 118

• K •
Kent, Peter, 20
key connections, identifying, 234
Keyword Discovery, 20, 122
keyword searches

for article publishing sites, 82
fi nding target audience with, 40
and fl ooding negative content, 269
for guest blogging opportunities, 81
for reputation monitoring, 260–267

keyword stuffi ng, 124
keywords

in conversational content, 232–233
defi ned, 325
hidden, 125
researching, 18–20, 120–123
and SEO, 124, 180
in short-form content, 175
tracking, 273

Kick-ass Copywriting in 10 Easy Steps (Susan 
Gunelius), 175

Kindle eReader, 87
Komodo Edit, 299
KWIM? (know what I mean?), 182

• L •
L8R (later), 182
Last.fm, 150
laws, content marketing, 55–58
layout, blog, 73–74
libel, 58
licensed syndication, 103, 128
Like Badge, 247
Like Box, 246
Like button, 246, 247, 320
likes, in Facebook, 135–136
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link baiting, 53–54, 127, 327
link building, 53
link-fi lled comments, 200
LinkedIn

apps, 146, 215–216
company profi le page, 147–150
connection requests, 143
conversational marketing with, 211–216
creating profi le, 141–142
Facebook apps for, 139
groups, 145–146, 212
integrating content on, 244
links from, 142–143
publishing on, 304
in quick start plans, 318
recommendations, 143–144, 147–148, 214–215
researching your competition, 35, 36
short-form marketing, 140–150

LinkedIn Answers, 37, 144–145, 213–214, 229
LinkedIn Behance app, 146, 244
LinkedIn Blog Link app, 244
LinkedIn For Dummies (Joel Elad), 141
LinkedIn Groups Directory, 145
LinkedIn Learning Center, 141, 311–312
LinkedIn SlideShare app, 146, 244
LinkedIn Twitter app, 244
links

in blog comments, 199
to blogs, 135, 142
in conversational content, 191, 232–233, 237
on core branded destinations, 47
defi ned, 325
to ebooks, 87
and guest blogging, 256
hidden, 125
incoming, 37, 126–127, 200
number of, 125
paid text, 125
and SEO, 124, 179–180
in short-form marketing, 172
in signatures, 106, 218–219
track-back, 37, 38
in tweets, 161
to Twitter, 142–143

Listorious (Twitter app), 158
Live Stream plug-in, 246
live streaming events, 105
live tweets, 163–164
Livestream, 105
LocaFollow (Twitter app), 158
Localtweeps (Twitter app), 158
Login button, 246
LOL (laughing out loud), 182

long-form content
building relationships with, 126–127
enhancing, 114–118
formatting, 112–114
increasing exposure of, 119–128
rules for, 111–112
search engine optimization, 92, 96, 119–126
short-form versus, 171–172
style and voice for, 109–110
syndicating, 128
writing shareworthy content, 110–111

long-form content marketing
defi ned, 17, 70–71, 327
in quick start plans, 318, 320, 321

long-form content marketing tools
articles and Web site contributions, 81–83
audio and podcasts, 100–103
blogs, 71–81
e-mail marketing for, 106–108
ebooks, 84–87
online events, 103–106
presentations, 91–92
press releases, 87–89
videos, 93–100
white papers, 89–90

long tail search engine optimization, 122, 327
long-term content marketing strategy, 29
loyalty, customer, 11, 24–25

• M •
magazine-style layout, 73
MailChimp, 107
Many Eyes, 170
market research, 275–278
Marketing For Dummies, 3rd Edition (Alexander 

Hiam), 2
Mashable Jobs, 291
mass e-mails, 195
memory, in ARMS theory, 28
@mention, 323
message boards (forums), 216–221, 325
metrics, performance, 29, 228, 269–272
microblogging, 151–153, 304, 327. See 

also Twitter
microphones, 95
mindset, content marketing, 23
moderators, 217
monitter (Twitter app)

fi nding conversations, 191
reputation monitoring, 21, 163, 264–265
researching your competition, 34
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as third-party app, 230
and tweet chats, 210

morgueFile, 64
Most Commented Widget, 229
MTF (more to follow), 182
Muck Rack (Twitter app), 158
My LinkedIn Profi le (Facebook app), 139
MyBlogGuest, 81, 256
MySpace, 150

• N •
Naked Pizza, 30, 46
Name fi eld, comment form, 202
Nearby Tweets (Twitter app), 158, 230
needs

identifying your, 283–285
of target audience, 41–42

negative comments, 159
NetworkedBlogs, 135, 139, 243
Newstex, 79, 103, 128
Newsvine, 223
nice post comments, 200
niche, 327
niche social networking sites, 150
Ning, 150
NRN (no response necessary), 182

• O •
offensive content, 177
offl ine content marketing, 241–242, 249
offl ine support, 285
on-site searches, for competition, 35
online conversations. See also conversational 

content marketing
from blog comments, 76, 202–203
fi nding and joining, 190–191
in results analysis, 277–278
of your competition, 35–37

online destinations
branded. See branded online destinations
others’, 253–257

online events, 103–106
online infl uencers

connecting with, 42–43
fi nding and connecting with, 194–195
on Twitter, 157

online marketing, traditional, 13
online polls, 276–277
online surveys, 276
openPR, 89

opinions, in tweets, 160
orkut, 150
OTOH (on the other hand), 182
OTTOMH (off the top of my head), 182
Overview tab, LinkedIn, 147
Ow.ly, 162, 183

• P •
Page Badge, 247
page rank, 327
page view, 327
pages, blog, 71
paid text links, 125
Paint.NET, 170, 297–298
Pamela Call Recorder, 118
paragraph length, 112
PDF format, 115
PDFCreator, 115
Pearlman, Leah, 132
perceptions, tracking, 271
performance, monitoring, 292. See also analysis 

of results
permalink, 327
persistence, brand building and, 11
personalization (of Twitter profi le), 155
Photo Badge, 247
photo sharing sites, 64, 165, 168, 175, 225
Photobucket, 165
photos, 164–166, 225
phpBB, 220
Picapp, 64
Picasa, 165, 225
Picasa Web Albums, 165
Picasion, 167
Picnik, 95, 170, 219, 297
ping, 327
playlists, 100
plug-ins

for blog comments, 203
for conversational content, 228–229
Facebook social, 246–247, 251
WordPress.org, 72, 77

Plurk, 152
Podbean.com, 102, 225, 307
podcasts

in conversational marketing, 224–225
defi ned, 327
in long-form content marketing, 100–103
publishing, 307

PodOmatic, 225
Poll Authority, 277
Polldaddy, 41, 229, 277, 298
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polls, 41, 276–277, 298
Polls (Twitter app), 216
Poston, Leslie, 312
posts, blog. See blog posts
PR Newswire, 88
PR.com, 89
premium content, 49–50
presentations, 91–92, 305
press releases, 87–89, 327
privacy

on Facebook, 133–134, 138, 184
laws, 58
on LinkedIn, 140–141, 184, 212
on Twitter, 158, 184

private messages, 212–214
problem solving, in tweets, 160
ProBlogger Job Board, 291
Products and Services tab, LinkedIn, 147
professional blogger, 327
Profi le Badge, 247
profi les

competitors’, 36
in conversational marketing, 211–212
defi ned, 327
Facebook, 132–134
for forums, 216–217
LinkedIn, 141–142, 147–150
promoting blogs with, 79, 135
promoting integrated content with, 249
in short-form marketing, 184
Twitter, 152–156

ProfNet Connect, 254–255
ProfNet Opportunity Submission Form, 254–255
promotion. See also cross-promotion; 

self-promotion
audio content and podcasts, 102–103
blogs, 79, 135, 142
ebooks, 87
and incoming links, 127
integrated content, 242, 244–245, 248, 249
online events, 105–106
presentations, 92
press releases, 89
videos, 100
Web articles, 83
white papers, 90

promotional avatar, 220
Promotions (Facebook app), 139
Promotions tab (Facebook), 215
proofreading skills, 290
PRWeb, 89
public domain, content in, 56
publishing

audio, 306–307
blogs, 75–76, 303

comment policies, 205
content publishing mindset, 23–25
on Facebook, 138, 304
images, 305–306
integrated content, 253–257
on LinkedIn, 304
podcasts, 307
presentations, 91–92, 305
tools for, 303–307
on Twitter, 159–160, 304
videos, 305
Web articles, 83

purchase processes, consumers’, 11–12
push marketing strategies, 13

• Q •
questions, answering

in conversational marketing, 213–214, 229
in short-form marketing, 144–145, 160

quick start plans, 317–322
blog-focused, 318–319
for Facebook, 319–320
for YouTube, 321–322

• R •
Radian6, 275
random character trio comments, 200
Really Simple Syndication. See RSS
recognition, in ARMS theory, 28
recommendations

LinkedIn, 143–144, 147–148, 214–215
in tweets, 160

Recommendations plug-in, 246
recording (of interviews), 118
Red Pen Rule, 175–176
reddit, 223
referrers, 273, 327
relationship brands, 25
relationship building

with content marketing, 15, 25–28
with conversational content, 190, 194–196
on Facebook, 134
with long-form content, 126–127
with short-form content, 184–185
on Twitter, 157, 208

remote employees, managing, 292
@reply, 43, 156, 158, 208–209, 323
republishing (of Web articles), 83
reputation monitoring

with Google Advanced Search, 21, 262–264
with Google Alerts, 21, 261–262
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with Monitter, 21, 264–265
search engine, 20–21
with Twitter, 264–267
your online, 259–267

requirements, for content marketing team, 
287–290

research
on audience, 39–43
on competition, 34–38
by consumers, 12
on forums, 217
for guest blogging, 80
keyword analysis, 18–20, 120–123
on online infl uencers, 195
in results analysis, 275–278
on video content, 94

responses
to blog comments, 205
to criticism and inaccuracies, 267–269
to @replies, 208–209

restraint, in brand building, 11
results. See analysis of results
retooling

content marketing strategies, 278–281
Web articles, 83

Return on Engagement, 271–272
Return on Impression (ROI), 270–271
Return on Objectives, 271–272, 279
Return on Opportunity, 271–272
retweet (RT)

in conversational marketing, 207–208
defi ned, 156, 328
etiquette for, 158
and SEO, 180

Retweet button, 77, 251
Retweet.com Button, 229
Retweetist (Twitter app), 186
reviews

consumer, 12, 58
sponsored, 329

rights managed content, 56
RL (real life), 182
ROI (Return on Impression), 270–271
ROTFL (rolling on the fl oor laughing), 182
royalty-free licenses, 56
RoyaltyFreeMusic.com, 64
RSS (Really Simple Syndication), 77, 128, 328
RSS Graffi ti, 243
RT. See retweet

• S •
Sabin-Wilson, Lisa, 72, 295
Sahlin, Doug, 2
sales, 62–63
screen shots, 115–116
Screencast-o-Matic, 99
screencasts, 99–100

ScreenFlow, 99
Search Engine Journal, 126
Search Engine Land, 126
search engine optimization (SEO)

for conversational content, 232–233
defi ned, 119, 328
help with, 125–126, 312
keyword research for, 120–123
for long-form content, 92, 96, 119–126
mistakes with, 124–125
for short-form content, 175, 179–180, 184–185
and spam, 200
writing content for, 123–124

Search Engine Optimization For Dummies (Peter 
Kent), 20

search engine reputation management 
(SERM), 328

Search Engine Roundtable, 126
search engines

defi ned, 328
entry points, 18
heading tags in, 113
keyword analysis with, 18–20
rankings by, 179–180, 184, 200
reputation management with, 20–21

security, customer loyalty and, 24
seeding blog discussions, 204–205
segment, audience, 39–40, 231, 328
self-promotion

in content marketing, 23, 59
in conversational content, 192, 199
80-20 rule, 23, 53, 59, 192
in long-form content, 70
and new content marketing efforts, 281
in short-form content, 132, 178

sentiment, in metrics, 272
SEO. See search engine optimization
SEOmoz, 125, 312
SERM (search engine reputation 

management), 328
ShareThis, 77, 229, 251, 252
shareworthy content

defi ned, 18, 328
in infographics, 170
long-form, 110–111
short-form, 175–176
for Twitter, 160–161

sharing
audience’s content, 192–193
audio and podcasts, 101–102
blog content, 77
ebooks, 86–87
integrated content, 250–252
as metric, 272
photos, 165–166, 225
presentations, 91
resource needs for, 284
videos, 96
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short-form content
on blogs, 75
etiquette for, 177–178
formatting, 174–175
improving exposure of, 179–186
long-form versus, 171–172
search engine optimization, 179–180
trimming, 181–184
Twitter apps and tricks for, 184–186
voice for, 172–174
writing, 175–176

short-form content marketing
defi ned, 17, 131–132, 328
in quick start plans, 318–319, 321

short-form content marketing tools
animated gifs, 167
Facebook, 132–140
infographics, 169–170
LinkedIn, 140–150
niche social networking sites, 150
photos and images, 164–166
Twitter, 151–164
widgets, 166–168

sidebar, 328
signature

e-mail, 106
forum, 218–219

silo marketing, 328
Silver Careers Page, LinkedIn, 147
Simple:Press, 220
Site Meter, 274
6connex.com, 104
Skype, 118, 226, 292
slang, 174–175
SlideShare

ebooks on, 87
Facebook app, 215, 244
integrating content on, 244
interlinking content with, 52
LinkedIn app, 146, 244
publishing presentations on, 91–92, 305
Twitter app, 216

SlideShare search, 257
slideshows, widgets for, 168
Small Business Trends, 89
SmartFTP, 299
Smashing Apps, 246
Snagit, 116
SnipURL, 162, 184
Sociable 3.0, 77
social bookmarking

in conversational marketing, 193, 222–223
defi ned, 328
and incoming links, 127

Social Identities, 46, 155

social media. See also specifi c types
conversational marketing on, 221–226
icons for, 245–246
tracking mentions, 275

social media marketing
conversational versus, 190
defi ned, 328
following others’, 279
resources for, 313
traditional online and content versus, 13–14
Twitter in, 159, 161

Social Media Marketing All-in-One For Dummies 
(Jan Zimmerman and Doug Sahlin), 2

social networking. See also specifi c sites, 
e.g.: Facebook

competitors’ profi les, 36
and conversational marketing, 211–216
defi ned, 329
niche, 150
and short-form content marketing, 150

social Web, 329
SocialOomph (Twitter app), 163, 230
soft metrics, 269–271
spam

blog comment, 200–201
and content marketing etiquette, 59
defi ned, 329
handling, 236
and SEO, 124–125

specialized knowledge, 290
sponsored review, 329
sponsored tweet, 329
spreading the word, in ARMS theory, 28
Squidoo, 82
stability, customer loyalty and, 24
StatCounter, 275
StatPlanet, 170
stock audio, 63–65
stock images, 63–65
Stockmusic.net, 64
stock.xchng, 64, 296
streaming (of events), 105
StudioPress, 74
StuffIt, 117
StumbleUpon, 127, 193, 222, 322
style

and brand image, 27
of conversational content, 190
of ebooks, 85
expectations about, 288
of long-form content, 109–112

Subscribe to Comments plug-in, 203, 229
subscriptions

to blog comments, 203, 205
to blogs, 78–79
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defi ned, 329
to forum threads, 218

subtitles, 124
Sullivan, Danny, 179, 180
SurveyGizmo, 276
SurveyMonkey, 41, 276
surveys, 276
sustainability, customer loyalty and, 24
symbols, for short-form content, 181–183
syndication

defi ned, 329
licensed, 103, 128
of long-form content, 128

• T •
TA (thanks again), 182
tabs, social network, 215
tags. See also hashtags

defi ned, 329
HTML, 113, 123–124

TALKS SEO techniques, 123–124
target audience

for conversational marketing, 190–191
defi ned, 329
identifying your, 39–43
long-form content for, 70, 110–111
in results analysis, 277–278
and style/voice, 110

Templatic, 74
testimonials, 58, 143, 184
text symbols, 181–183
themes, WordPress, 74
third-party applications, 230–231
30-Minute Social Media Marketing (Susan 

Gunelius), 313
threads, 217
3 Fs of Online Reputation Management, 267–269
TIA (thanks in advance), 182
TicketLeap, 210
TinyURL, 162, 184
tips, in tweets, 160
titles, 123
tone

for conversational content, 190, 231–232
for ebooks, 85

Top Commentators Widget, 229
top content, tracking, 273
topics, selecting, 84, 101, 176
Topsy (Twitter app), 186
Total Recorder, 118
Toyota, 26
TPTB (the powers that be), 182
track-back links, 37, 38
trade shows, virtual, 104
traditional online marketing, 13
traffi c, in metrics, 272, 273

trolls, 205, 233
TTYL (talk to you later), 182
TU (thank you), 182
TubeMogul.com, 96, 222
Tumblr, 152
tutorials, 38, 99
Twazzup (Twitter app), 186, 210, 230, 265
Tweepz.com (Twitter app), 186
Tweet buttons, 248
tweet chats, 52, 210–211, 322
TweetBeep (Twitter app), 21, 186
TweetChat, 210
TweetDeck (Twitter app), 162, 210, 228, 230, 265
TweetMeme, 77, 251
TweetReach (Twitter app), 186
tweets

content for, 159–160
defi ned, 152, 156, 329
deleting, 206
Google indexing of, 175, 206
hashtags for, 175, 184, 206
links in, 161
live, 163–164
sponsored, 329

TweetScan (Twitter app), 186
Twellow (Twitter app), 186, 256, 318
TwellowHood (Twitter app), 158
TwitBackgrounds.com, 155
TwitBacks, 155
TwitLonger (Twitter app), 206
Twitpic (Twitter app), 225, 321
Twitter

background design, 46
branded online destination on, 46, 155
conversational marketing on, 192, 206–211
etiquette, 158–159
followers. See followers
integrating content on, 244
joining LinkedIn profi le and, 142–143
lifespan of streams, 60
limitations of, 175
links to blog, 135
live tweets, 163–164
photo sharing, 225
profi le, 152–156
promoting integrated content on, 248
publishing content on, 159–160, 304
in quick start plans, 318, 319, 321
reputation monitoring on, 264–267
researching your competition with, 35
resources, 312
retweets. See retweet (RT)
and search rankings, 180
short-form marketing on, 151–164
terminology, 156–157
trending topics, 54
URL shorteners, 161–162
widgets, 167–168
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Twitter Advanced Search, 21, 157, 256
Twitter alerts, 21
Twitter apps. See also specifi c entries

defi ned, 156, 329
fi nding content with, 162–163
fi nding online infl uencers with, 42, 43
fi nding people to follow with, 158
for following others, 279
improving exposure with, 185–186
local, 158
monitoring reputation with, 21, 264–265
in quick start plans, 318
third-party, 230–231

Twitter For Dummies (Fitton, Gruen, and 
Poston), 312

Twitter stream, 156
Twitterfeed, 78, 135, 163, 243, 318
twtQpon (Twitter app), 163
TY (thank you), 182
TypePad, 72

• U •
Uniform Resource Locator. See URL
unique visitor, 329
unisfair.com, 104
updates, Facebook, 138
uploading

to iTunes, 102, 307
photos, 165–166, 225
videos, 95–96

URL (Uniform Resource Locator)
on blog comment form, 202
defi ned, 329
personalized, 134, 137

URL shorteners
for conversational content, 228
defi ned, 330
free, 300
for short-form content, 156, 183–184

@username, 156, 207
UW (you’re welcome), 182

• V •
value, adding

in content marketing mindset, 24
with core branded destination, 47
with short-form content, 175–176
and spam, 236

Vaynerchuk, Gary, 22, 27, 30

vBulletin, 220
VerticalResponse, 107, 276
Viddler, 96, 222
video blogging, 330
Video tab (Facebook), 215
video(s)

content for, 94–95
in conversational marketing, 221–222
creating and uploading, 95–96
promoting, 100
publishing, 305
screencasts, 99–100
searching, for online infl uencers, 42
YouTube channels, 97–99

Vimeo, 96, 222
virtual trade shows, 104
virtual workers, managing, 292
visit, 330
visitors

defi ned, 330
tracking, 273–275
unique, 329

vlogging, 330
voice

and brand image, 27
for long-form content, 109–112
for short-form content, 172–174

• W •
W3Schools, 82, 313
Walt Disney Company, 11, 48
warnings, in tweets, 160
Watershed, 105
Web 2.0, 329
Web analytics

defi ned, 330
free, 300
identifying audience needs, 41–42
monitoring performance with, 292

Web contributions, 81–83
Web host, 325
Web log. See blog(s)
Web sites. See also branded online destination

customer-centric, 12–13
posting jobs on, 291–292
social media icons on, 245–246

webcams, 95
WebEx, 103
webinars, 103–104
Weblog. See blog(s)
Website fi eld, comment form, 202
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WeFollow (Twitter app), 42–43, 158, 279
WFM (works for me), 182
What You See Is What You Get (WYSIWYG), 330
white papers, 89–90, 330
Whole Foods Market, 30, 36
widgets

in conversational marketing, 229
feeding content with, 244
in short-form marketing, 166–168
Twitter, 248

Wikipedia, 150
Windows Live Messenger, 225
Wine Library, 22, 30
WomenOnBusiness.com, 89
WooThemes, 74
word-of-mouth marketing, 195–196
Wordle, 170
WordPress, 146, 220
WordPress Codex, 295, 310
WordPress For Dummies (Lisa Sabin-Wilson), 

72, 295
WordPress Themes, 74
WordPress.org

comment moderation with, 235
creating blogs with, 72, 74, 295, 318
plug-ins, 74, 77
retweet button, 251
RSS widget, 78
Subscribe to Comments plug-in, 203
WordPress Codex, 295, 310

Wordtracker, 20, 122
WP Mods, 246

writers, 286–287, 289–292
writing policies, setting, 288–289
writing rules, for long-form content, 111–112
WTG (way to go), 182
WYSIWYG (What You See Is What You Get), 330

• Y •
Yahoo!, calculating incoming links with, 126
Yahoo! Buzz, 223
Yahoo! Buzz Index, 54
Yahoo! Messenger, 225
yfrog (Twitter app), 225, 230
YouSendIt, 117
YouTube

in conversational marketing, 222
fi nding online infl uencers with, 42
publishing on, 305
in quick start plans, 320–322
uploading videos to, 96

YouTube channel browse, 257
YouTube channels, 94, 97–99, 321
Yugma, 104
YW (you’re welcome), 182

• Z •
Zimmerman, Jan, 2
Zoomerang, 277
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