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ABtests.com, 149
ADG Creative, 132
Adobe Flash, 156–157
advertising options and services

click-through rates and, 16, 26, 
143, 146, 149

cost per engagement 
(CPE), 124

Facebook ads, 59, 136–137, 
142, 151

Facebook Sponsored Stories, 
136–137, 142

LinkedIn ads, 59, 106–107
testing, 142
trending topics and, 124–125
Twitter ads, 59, 124–125, 126

agile marketing, 181–182, 184
Alterian, 20
Amazon

cookies and tracking 
methods, 162

personal search histories and, 
37, 162

American Express, 125
Android smartphones, 156, 163, 

164, 166
annuity

defi ned, 8
social media as, 8–9, 96

Apple, 156
application programming 

interface (API), 50
apps, mobile, 163–165
App Used/App Shared 

Stories, 136
Argyle Social, 107, 115
“Art of the Sale” clip, 86
attribution

defi ned, 47–48
fi rst- vs. last-action attribution, 

47–49, 52–53
audiences, building

developing an audience, 9, 
21, xviii

targeted audiences, 56, 73
See also reach, building

audio content, 85
author photos. See pictures and 

photos

Baer, Jay, 51
B2B (business-to-business) vs. 

B2C (business-to-consumer) 
marketing

agile marketing, 181–182, 184
direct mail vs. B2B social media 

marketing, 8–9
marketing status quo 

and, 3–4
reach building and targeting 

strategies, 55
relationship-based sales, 5
social media as tool for, 4–6, 

xviii–xix
subject matter expertise, 5
video content, usefulness 

of, 71
See also social media 

marketing
B2B social media marketing. See 

social media marketing
B2BSuperStars.com, xxi
B2BWorkbook.com, xxi
Belniak, Alan, 181
Bing search engine, 32, 38
bitly, 36, 91, 111
BlackBerry devices

blog and web views on, 
156, 160

content creation for, 87
mobile apps, lack of support 

for, 156, 163–164
Blendtec, 72
blog categories, 80–81
blogger.com, 82
blogs, content creation for

company bloggers, recruiting 
and training, 81–82, 191

guest blog posts, 92
mobile content, 87, 157, 

160, 164
plagiarism, avoiding, 87–88
video content for, 85–86, 87
writing skills and, 74, 84–85, 

87–88, 96
blogs, lead generation and

about, 77–78, 89–90, 93–95, 
118, 175

as annuity, 8–9, 96
audio content on, 85
automatic publishing to social 

media and, 27
business blogs, 79–92
calls to action in, 89–90, 

96, 160
corporate blogs, origins of, 

78–79
engagement with readers and, 

90–91
on Facebook, 91
as hub of social media leads, 

77–78
industry resource, 

becoming, 89
interview experts, 96
leads as trackable blogs, 

89–90
leaving comments, 78, 91
link building and traffi c 

increases, 33, 35, 39
on LinkedIn, 91
Lynden Inc. example, 6
measuring success, 91–92
publishing/posting frequency 

for, 81–82, 88–89
sharing content, 86, 91
sharing e-mail content, 

87, 150
on Twitter, 91, 118
visual content for, 86
white papers and, 79, 87
WordPress for, 82, 160
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blogs, setting up
addresses, 82
audio content, creating, 85
business blogging checklist, 

84–92
content creation for, 17–19, 

79–92
conversation, meaning in, 78
curated posts, 87–88
embedded polls in posts, 123
featuring blog content, 83–84
guest blog posts, 92
hosting, 82–83
mobile access to, 87, 130
nuts and bolts of, 82–84
optimizing content, 92
pictures and photos, 83
recruiting and training 

employees to post, 81–82
thinking part of, 79–80
titles, 88
unifi ed keyword action items 

in, 36–37
Blog Tree, The, 86
Blumthal, Eric, 104
BMC Software, 85
Board Reader, 20
Boeing Airplanes, 123, xviii
Boggs, Eric, 107
BreakingPoint Systems, Inc.

blog categories, integration of, 
80–81

blogs campaign success story, 
44–46

brochures, eliminating, 88, 169
Brogan, Chris, 7
B-roll, 72
Burns, Lisa A., 72
business blogging checklist, 

89–90
business blogs, 79–92

See also blogs, lead generation 
and

Business Marketing 
Association, 167

business objectives. See lead 
generation process, social 
media

buzz, generating, 63, 167, 170

calendars. See editorial calendars
calls to action (CTAs)

about, 14, 16–17
in blog posts, 89–90, 96, 160
click-through rates and, 16, 26, 

143, 146, 149
in ebooks, 69
in e-mails, 143–144, 146
on landing pages, 26

publishing vs. marketing 
perspective of, 16

testing and optimizing, 26
Careers tab, LinkedIn, 100
cascading style sheets (CSS), 

157–158
change, resistance to, 190, 193
Check-in Story, 136
Chernov, Joe, 86
Ciena, 133–134
Cisco

B2B Facebook Pages and 
Groups, 128

corporate blogging 
initiatives, 78

video initiatives, 86
Citrix, 174
click-through rates, 16, 26, 143, 

146, 149
cloud-based computing, 191
cloud-based video 

presentations, 133
COCA (cost of customer 

acquisition)
calculating, 42–43, 52
social media as good for, 

46–47, 52
comarketing, trade shows as, 

168, 175
company profi les. See blogs, 

setting up; Facebook profi les; 
LinkedIn company profi les; 
Twitter B2B accounts

Comstock, Beth, 192–193
connections

asking for to build reach, 
57, 140

e-mails for building, 149–150
LinkedIn requests for, 98

content
business value of, 17
vs. context, 16–17, 29–30, 161

content audits, 71
content consistency plans, 59, 62
content creation

audio content, 85
big ideas, sharing, 172, 180
for BlackBerry devices, 87
for blogs/business blogs, 17–19, 

79–92
content discovery and, 19, 

20, 27
for ebooks, 65–69
for e-mail marketing, 143, 

145–151
entertaining value of, 66, 70, 

72, 74
entertainment and interest as 

goal of, 66, 70, 72, 74

for Facebook, 129, 131–139
LinkedIn company profi les, 

97–100, 108
mobile content, 87, 157, 

159–161, 164
mobile content creation, 

159–161
mobile content for blogs, 87
people, talking about, 19
picking sides and opinions, 18
for reach building, 17–19, 

58–59
remarkable content, importance 

of, 17–19, 58–59
saying something new, 18–19
shipping and iteration, 

frequency of, 22–23, 
180, 184

speed of creation, rates of, 18
titles, 30, 67, 74, 88, 145, 151, 

xviii
Twitter B2B accounts, 116–118
for video, 85–86, 87
video content, 85–86, 87
visual content for blogs, 86
for webinars, 69–71, 75

content discovery
consistent sharing and, 19–20
dedicated monitoring and, 

20, 27
maximizing for lead generation, 

17–21
reach building through sharing, 

19–21
remarkable content, importance 

of, 17–19
content discovery framework, 20
content offers. See offers
Content Rules (Handley), 71
content sharing

blog post sharing, 91, 118
blogs and, 91
e-mail and, 150
LinkedIn, business sharing on, 

102–108
linking vs. social media sharing, 

34–35
polls on Twitter, 123
on status updates, 102–103, 

108, 133–135, 144
on Twitter, 91, 102–103, 

117–118, 120–122, 126
Twitter chat, 122

contests
to drive site traffi c, 175
on Facebook, 23–24, 137
reach building methods 

and, 57
on Twitter, 120
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context
vs. content as king, 16–17
as foundation of search, 29–30
mobile content and, 161

conversion rates
defi ned, 26
landing pages and, 14–16, 26
optimizing for lead generation, 

13–17, 26
cookies for tracking, 49, 162
Corning Incorporated, 72
corporate blogs, origins of, 78–79

See also blogs, setting up
corporations, lack of public trust 

in, 78–79
Corson, Aaron, 106
cost of customer acquisition. See 

COCA
cost per engagement (CPE), 124
cost per lead

estimating, 60–61, 125, 
126, 136

reducing, 5, 75, 136, 137, 147
CoTweet Enterprise, 20, 115
count5, 104
CRM systems, 49–50, 53, 62, 101
crowdsourcing content, 170
CSS (cascading style sheets), 

157–158
cssZenGarden.com, 157
CTAs. See calls to action
customer relationship 

management (CRM) systems, 
49–50, 53, 62, 101

customers, understanding
attribution and, 48–49, 52–53
B2B vs. B2C marketing, 4–5
information consumption 

patterns, 19–20, 79
social media, lack of focus on, 

187–188

data analysis, as skill, 10–11, 
12, 41

data gathering
Amazon tracking methods, 

37, 162
business blogs, using for, 80
customer relationship 

management (CRM) systems, 
49–50, 53, 62, 101

Facebook Like button and, 35, 
58, 118–119, 133–134, 141

Facebook News Feed and, 
129–130, 134, 141

Google Reader, 88, 89, 106
industry terms on Twitter, 122
marketing and sales database 

integration and, 50–51, 53

storytelling using data, 196
for tracking social media ROI, 

49–50
data storage. See CRM systems
“Day Made of Glass” viral 

video, 72
Dell, 129, 179
Digi-Key, 120
direct mail vs. B2B social media 

marketing, 8–9
“DNS Is Sexy” campaign, 171–172
domain name systems (DNS), 171
Domain Story, 136
Dyn, Inc., 171–172
Dyntini events and giveaways, 

171–172

ebooks
calls to action in, 69
content creation for, 65–69
content links in, 68
e-mail share buttons in, 87, 150
emphasis boxes for, 68
fi les names for, 68–69
headers and headlines for, 68
as infotainment, 66, 70
pictures in, 68
social sharing links in, 69
takeaways in, 69
templates and styles for, 67
titles for, 67, 74
Twitter, sharing on for lead 

generation, 120–121
vs. white papers, 66, 68

Ecomagination Challenge, 36, 192
EdgeRank engagement 

algorithm, 130–131, 137, 
140, 141–142

Edison Research, 115, 160
editorial calendars

blog publishing frequency 
and, 81

content consistency plans and, 
59, 62

idea shipping and iteration, 
22–23, 180, 184

for LinkedIn information 
sharing, 102–103, 108

monthly sprints, agile 
marketing, 181, 184

for organization and time 
management, 188

for regular content and reach 
building, 19, 20, 27

education websites (.edu 
domains), 32

Egeling, Mark, 105
80/20 rule, 37
Eloqua, 86

e-mail inboxes
Gmail, 150
Outlook e-mail, 150
as pervasive communication 

tool, 149
socializing, 150–151
as social tool, 143

e-mail marketing
benefi ts of, 150
calls to action for in, 

143–144, 146
clear expectations, need for in, 

149–150
content creation for, 143, 

145–150, 151
Facebook connections for, 

133–134, 149–150
landing pages offers in, 146, 149
lead generation with, 

145–148, 151
LinkedIn opt-ins and sharing 

in, 144
negative view of, 145
publishing rates, frequency 

of, 144
publishing/sending, frequency 

of, 148
socializing e-mail inboxes for, 

150–151
subject lines in, 145, 151
testing ideas and designs for, 

143, 148–149, 151
trust building in, 144
usefulness in messages, need 

for in, 146
e-mail newsletters

Facebook sign up for, 133–134
opt-ins vs. calls to action 

for, 144
Twitter, promotion of on, 119

e-mail share buttons, 87, 150
engagement

bloggers and readers, 90–91
EdgeRank algorithm, 130–131, 

137, 140, 141–142
in e-mail marketing, 

measuring, 148
Facebook and lead generation, 

138, 140–141
Twitter, prospect engagement 

on, 123–124
exit strategies, 183–184
experiment retrospectives, 

24–25, 27

Facebook
about, 127, 129
advertising options on, 59, 

136–137, 142, 151
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Facebook (continued)
benefi ts of, 127–130, 141–142
blog post sharing on, 91
content creation and sharing 

on, 129, 131–139
contests on, 23–24, 137
EdgeRank engagement 

algorithm, 130–131, 137, 
140, 141–142

e-mail marketing and, 133–134, 
144, 149–150

giveaways on, 137
lead generation and, 138, 

140–141
lead generation on, 131–138, 

140–142
mobile access to, 130
photos on, 135–137, 141
reach building with, 129
as search and discovery tool, 

17, 38, 128–129
Sponsored Stories on, 

136–137, 142
video platforms on, 137–138

Facebook Groups, 128
Facebook landing pages, 

133–134, 141, 149
Facebook Like button

data gathering and, 35, 58
offers on landing pages and, 

133–134, 141
Twitter, sharing content and, 

118–119
Facebook Marketing: An Hour a 

Day (Smith), 127
Facebook News Feed, 129–130, 

134–135, 141
Facebook Pages

advertising options and services 
on, 135–137, 142

Cisco company Pages 
example, 128

company website links to, 
129

fans and lead generation on, 
136–137

Liking a Facebook Page, 
118–119

linking pages for leads, 
132–133

vs. profi les, 127–128
websites, Page links on, 

128–129, 175
  welcome pages, 132–133, 141

Facebook profi les, 127–128
Facebook status updates

vs. LinkedIn updates, 102
posting content for lead 

generation, 133–135

Facebook Wall
posting content offers on, 

134–135
posting newsletters on, 

133–134
posting on others’ Wall, 140

failure, accepting, 24
fans. See followers and fans
fi nancial annuities, 8
fi rst-action attribution, 48–49, 

52–53
Fishkin, Rand, 158
Fitton, Laura, 110
Flash, 156–157
Fluke Corporation, 119
followers and fans

Facebook Like button and, 35, 
58, 132–133

reach building, simplicity for 
fans and, 57–58

Twitter followers, gaining, 
118, 125

volunteers, asking for, 123–124
Fournaise Marketing Group, 3
Foursquare, 164–165, 172–173
funding, social media project

B2B vs. B2C marketing, 5
benefi ts of long run results vs. 

paid services, 59
cost per lead and, 5, 60–61, 75, 

125, 126, 137, 147
costs as roadblock to success, 

188–189
overcoming cost and funding 

roadblocks, 188–189
start-up approach to, 182–183

Gartner, Inc., 155
General Electric (GE)

Ecomagination Challenge, 
36, 192

GE Global Research, 83–84
giveaways

on Facebook, 137
at trade shows, 171, 172
See also contests; takeaways

“Global Marketing Effectiveness 
Program, 2011,” 3

Gmail, 150
Godin, Seth, 180
Google

authority search and, 32
blog options on, 82
corporate blogging initiatives 

by, 78
current search algorithm 

used, 34
video site maps on, 73–74

Google�, 34–35, xx

Google AdWords
for e-mail marketing 

campaigns, 151
keyword research tool, 36, 80
vs. LinkedIn ads, 106–107

Google Alerts, 20
Google Analytics

blog hosting and, 83
for Facebook traffi c, 131
for mobile traffi c, 165
for monitoring and tracking, 

20, 36, 50, 80, 131, 165
Google circles, xx
Google �1 feature, 35
Google Gmail, 150
Google Reader, 88, 89, 106
Google Webmaster Tools, 80
GoToWebinar, 69

groups
Facebook Groups, 128
Google circles, xx
LinkedIn Groups, 98, 103–105, 

108, 175
guest blogs posts, 92

handheld.css, 158
Handley, Ann, 71, 116, 148
hashtags, Twitter

about, 114–115, 121–123, 171
#b2vchat hashtag, 122
#DNSIsSEXY hashtag, 102
#in business sharing 

hashtags, 102
headlines. See titles
HootSuite, 102, 109, 115, 122, 

135, 188
Hoover’s, 165
HTML5, 87, 157, 164
HTML vs. plain text, 147, 148
HubSpot

blog offers and calls to action, 
89–90

as dedicated monitoring tool, 
20, 50, 121–122

Facebook welcome page offers 
on, 132–133, 141

on lead generation and 
LinkedIn, 97

on lead generation and 
webpage content, 58

for unifi ed keyword strategies, 36

ideas, generating, 22–23, 180, 184
inbound links

about, 32, 33–34
asking for from peers, 33–34
for reach building, 57
vs. social media shares, 34–35
trade shows and, 168
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inbound marketing, 6, 39, 58, 
116, 169

Indium Corporation, 82, 93, 179, 
xviii

infographics, 86
information (IT) departments, 

relationships with, 190–191
infotainment, 66, 70, 72, 74
innovation, failure and, 

24–25, 27
integration

blog categories and, 80–81
in marketing and sales 

databases, 50–51, 53
in social media marketing, 

importance of, 9–10, 11
Intel Corporation, 139
INXPO, 174
iOS operating system, 156
iPad tablets

as contest prizes, 120
mobile apps for, 164
popularity of, 87, 157

iphone.css, 158
iPhones

mobile apps for, 163
mobile design and format for, 

157–158
popularity of, 156
See also mobile devices

iterating, shipping ideas and, 
22–23, 180, 184

Jobs, Steve, 24

Kerley, Christina “CK,” 157, 165
keyword rank

decline in, 37–38, 39
rank, defi ned, 37
vs. authority in search, 32–33

keywords
action items and testing, 

36–37, 39
blog categories and, 80–81
in blog posts, 80
blogs, lead generation and, 

36–37, 80–81
context as foundation of search 

and, 29–30
Google AdWords’ keyword 

tool, 36
in LinkedIn profi les, 98–99
Twitter optimization on, 120
unifi ed keyword strategies, 

35–37, 39, 80, 168
See also search engine 

optimization
Khan, Irfan, 155
Kodak, 105

landing pages
conversion rates of, 14–16, 26
defi ned, 14
“DNS Is Sexy” example, 

171–172
e-mail offers and, 146, 149
Facebook offers on, 133–134, 

141, 149
“going naked” on, 15
high-converting landing pages, 

14–15
mobile landing pages, 

161–162
testing and optimizing, 26
tweeting, 119, 126
vs. website pages, 14–15

last-action attribution, 48–49, 
52–53

Launch (Stelzner), 174
lead generation process, social 

media
basics steps of, 13–17
blogs and, 77–78, 89–90, 

93–95, 118
content discovery, maximizing 

for, 17–21
content discovery maximization 

and, 17–21
conversion ubiquity, creating, 

13–17
e-mail marketing and, 146–148, 

151
on Facebook, 131–138, 

140–141
“going naked” in landing pages 

and, 15
high-converting landing pages, 

14–15
landing pages and, 26
leads, defi ned, 13–14
on LinkedIn, 102–103, 

105–106
marketing testing frameworks, 

23–25
negative view of, 22
offers and, 15–16, 22
optimization and, 25–27
as primary goal of social 

media marketing, 196, 197, 
xviii–xix

reach building and, 17, 
19–21

shipping and iterating, 22–23
test and fail fast testing 

methods for, 22–25
trade vs. B2B publishing needs 

and, 16, 21–22
on Twitter, 102, 109, 115–116, 

118, 122, 135, 188

virtual conferences and, 
173–175

webinars for, 22, 69–71, 75, 
121–122

leads, defi ned, 13–14
legal approvals, as roadblock, 

185–186
Like button, Facebook. See 

Facebook Like button
link building success, strategies 

for
about, 32–34
blogs and, 33, 35, 39
digital brochures for, 169
inbound links into PR, 34
linking to links in e-mail offers, 

146
reach building and, 57–58

LinkedIn
about, 97
advertising options and services 

on, 59, 106–107
business sharing for value on, 

102–103, 108
content sharing on, 102–103, 

108, 144
customer acquisition on, 97
e-mail marketing, connecting 

for, 149–150
job listings on, 100–101
networks, connecting and 

growing, 98–99
Outlook and inbox 

socialization with, 150
as search and discovery tool, 

17, 38
sharing blogs posts on, 91
Twitter and, 102

LinkedIn Answers, 105–106
LinkedIn company profi les

Careers tab, 100
vs. company business cards, 99
connection requests, 98
keywords in, 98–99
Products & Services tab, 

101, 102
profi le pictures, 83, 99
recommendations for, 101–102
setting up, 97–100, 108

LinkedIn Groups
about, 98, 103–105
company-sponsored 

groups, 104
connecting and networking 

with, 103–104
for driving website traffi c, 175
joining and sharing on, 

102–104, 108
lead generation on, 102–105
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LinkedIn News, 88, 102
LinkedIn status updates

e-mail opt-ins sharing with, 144
vs. Facebook updates, 102
publishing/posting updates, 

frequency of, 102–103, 108
Livestream software, 138
location

sales vs. marketing, 164–165
trade shows and, 171–172
virtual conferences and, 

173–175
location-based social networks, 

172–173
Lynden, Inc., 6

MailChimp, 134
management support, lack of, 

11–12, 46, 187
marketers, professional skills 

needed for
accounting and budgeting, 

43, 52
connection building, 57, 140
data analysis and math, 10–11, 

12, 41
failure, acceptance of, 24
fearlessness, 46
goal-oriented project 

management, 57, 94–95, 140
leadership and management, 11
overview of, 10–12
storytelling, 10–11
target audience, understanding 

of, 73
writing skills, 74, 84–85, 

87–88, 96
marketing and sales database 

integration, 50–51, 53
MarketingProfs, 116, 148
marketing superstar lessons

BreakingPoint Systems blogs 
success, 44–46

Corning video market success, 
72–73

GE Ecomagination Challenge 
success, 192–193

Indium sales leads success, 
93–95

Intel social media marketing 
success, 139–140

marketing teams, start-up 
approach to

about, 177–184
agile marketing and, 181–182, 

184
big ideas, sharing, 172, 180
executive support, lack of in, 

46, 187

exit strategies, 183–184
funding, 182–183
next-generation B2B team 

building, 10, 11–12
optimization, reviewing 

for, 182
passion for social media, 

building, 177–180, 184
shipping ideas and iterating, 

22–23, 180, 184
marketing tests. See testing, 

marketing methods
Material Safety Data Sheet 

(MSDS), 159
math and data analysis

as marketer’s skills, importance 
of, 10–11, 12, 41

return of investment (ROI) and, 
42, 51–52

Mayer, Marissa, 157
meta description for optimization, 

31–32
See also keywords; unifi ed 

keyword strategies
Microsoft

corporate blogging 
initiatives, 78

Outlook e-mail software, 150
on paid search and Yahoo! 

ads, 38
middle of the funnel (MOFU) 

offers, 65–66
mobile apps, 163–164
mobile content creation

about, 159–161
for blogs, 87, 157, 163
company blogs and, 160
context of content and, 161

mobile devices
Android smartphones, 156, 

163, 164, 166
BlackBerry devices, 87, 156, 

160, 163–164
blog and website views on, 

156, 160
iPad tablets, 87, 120, 157, 164
iPhones, 156, 157–158, 163
smartphones, 155–157

mobile marketing
e-mail marketing and, 148
Facebook livestreaming and, 

138
location, sales vs. marketing 

and, 164–165
popular content, discovering, 

165–166
prioritizing mobile traffi c, 

165–166
site view testing, 166

websites, mobile-optimization 
for, 157–15

Mobile Revolution and B2B, The 
(Kerley), 157

mobile sites, 158
mobile style sheets, 157–158
mobile web

Adobe Flash, 156–157
iOS operating system and, 156
landing pages for, 161–162

MOFU offers, 65–66
monitoring and tracking

cookies for, 49, 162
dedicated monitoring and 

content discovery, 20, 27
Facebook News Feed, 129–130, 

134–135, 141
online metrics, ease of tracking, 

10–11
web analytics for, 20, 36, 50, 

80, 131, 165
monthly sprints, 181, 184
MSDS, 159

Nason, Josh, 171
NetLine, 87
NetQos, 44, 46
network administrators, 

relationships with, 190–191
News Feed, Facebook, 129–130, 

134–135, 141
newsletters. See e-mail newsletters
New York Times, 21–22
NJC Printing, 106
Now Revolution, The (Baer), 51

offers
content offers, 74–75
in e-mails, 146
on Facebook landing pages, 

133, 141, 149
Facebook Wall content offers, 

134–135
lead generation process and, 

15–16
location-based social networks 

and, 173
MOFU and TOFU offers, 65–66
sharing in social media, 

negative view of, 22
social media content offers, 

74–75, xx–xxi
titles of, 74
on web pages, 14–16
See also calls to action

Omniture, 20
online events. See virtual 

conferences; webinars
on-page SEO, 30–32
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See also search engine 
optimization

OpenSiteExplorer.com, 39
optimization, 25–26

See also search engine 
optimization

opting in, reach building and, 
57–58

Oracle, 163
Outlook e-mail software, 150

Page Like Story, 136–137
Page Post Like Story, 136, 137
Page Post Story, 137
passion, building, 177–180, 184
personal search histories, 37
pictures and photos

on blogs, 83
in ebooks, 68
on Facebook, 135–137, 

141–142
in Facebook contests, 137
slides in webinars, 70
in social media profi les, 83, 99
tweeting, 123
on Twitter profi les, 83
visual storytelling, power of 

and, 135, 141–142
pivoting, 56
podcasts, 85
polarization in marketing, 11, 18
polls, tweeting, 123
Post-it Notes, 56
Products & Services tab, 

LinkedIn, 101, 102
profi les. See blogs, setting up; 

Facebook profi les; LinkedIn 
company profi les; Twitter 
B2B accounts

promoted account, Twitter, 
125, 126

promotions. See contests; 
giveaways; offers; takeaways

publishing industry/publishers
thinking like, 16
trade vs. B2B marketing needs, 

21–22
web vs. print as medium, 22

publishing/posting frequencies
on blogs, 81–82, 88–89
of e-mails, 148
idea shipping and iteration, 

22–23, 180, 184
on LinkedIn, 102–103, 108
reach building and, 58–59, 62
on Twitter, 117–118, 126
See also editorial calendars

Radian6, 20, 115

Radicati Group, 143
rank in search. See keyword rank
Rapportive, 150
reach, defi ned, 55
reach building, social media

about, 55–56
action, as essential to part 

of, 17
better reach building questions, 

56, 61
connections, asking for, 57
content consistency plans, 

59, 62
content creation for, 17–19, 

57–59
content discovery 

framework, 20
contests and, 57
on Facebook, 129
lead generation and, 17, 

19–21
link building and, 57
nearsightedness, avoiding, 61
paying for reach, 59–61
publishing/posting frequency 

and lead generation, 
58–59, 62

sales/selling skills and, 56
storytelling skills and, 58
tangential reach, 56, 61
targeting vs., 55–56
through sharing, 19–21, 27
time-tested methods for, 57–58, 

61–62
relationship-based sales, B2B vs. 

B2C, 4–5
remarkable content. See content 

creation
return on investment (ROI)

attribution, fi rst- vs. last-action, 
47–49

calculating, 189
COCA, calculating, 42–43, 52
COCA, social media and, 

46–47, 52
data gathering and, 49–50
marketing and sales database 

integration and, 50–51, 53
math of ROI, 42, 51–52
measuring, 42, 47, 50–51
sales cycles, knowing, 43
social media, importance of 

in, 41
social media ROI formula, 42, 

51–52
TLV, social media and, 

46–47, 52
TLV, understanding, 42, 

43–44, 52

trade shows and, 168
retweets, 113–114, 119, 121, 

146, 148
roadblocks to success. See social 

media roadblocks, clearing
ROI. See return on investment
RSS readers, 88, 106

sales
existing tools, using, 71
location, marketing vs. sales, 

164–165
marketing and sales database 

integration, 50–51, 53
reach building and selling 

ability, 56
relationship-based sales, B2B vs. 

B2C, 4–5
Salesforce.com

about, 38, 50, 51
B2B mobile apps by, 163
LinkedIn company profi le for, 

100–101
Schmidt, Eric, 18, 155
Scoble, Robert, 78
search

about, 29
context as foundation of, 

29–30
crowdsourcing content, 170
fi rst search engines, 29–30
keyword rank and, 32–33
keyword-stuffi ng and, 32, 34
LinkedIn profi les and, 98–99
social search vs. search 

engines, 38
Twitter Search, 17, 20, 109, 

117, 122, 170
search engine industry

competition to, 38
current shift in, 38

search engine optimization 
(SEO)

authority, changing, 32–35
context as foundation of search 

and, 29–30
key optimization aspects, 

30–32
keyword rank, decline of, 

37–38, 39
keyword rank vs. authority in, 

32–33
meta description for, 31–32
on-page SEO, 30–32
page text and, 30–31
page titles and, 30
Twitter benefi ts of, 110
unifi ed keyword strategies and, 

35–36
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search engine optimization (SEO) 
(continued)

URL structure and, 30
video content and, 73
websites, mobile-optimization 

for, 157–158
website traffi c, driving and, 

26–27
search engines

Bing, 32, 38
Facebook as, 17, 38
fi rst search engines, 29–30
vs. social search, 38
Yahoo!, 38
YouTube as, 38, 73
See also Google

SEOmoz.org, 35, 36, 158
share buttons, 87, 150
shipping and iteration, idea, 

22–23, 180, 184
Short, Rick, 115, 178
shorts meetings, 181–182
Siegler, M.G., 109
slides, webinar, 70
smartphones

about, 155–157
Android smartphones, 156, 

163, 164, 166
BlackBerry devices, 87, 156, 

160, 163–164
blog and website views on, 

156, 160
content creation for, 87
HTML e-mails and, 148
iPhones, 156, 157–158, 163
mobile apps for, 163–164
See also mobile marketing

SMASH IT, 18–19
Smith, Mari, 127, 140
SMPs, 139
social advertising. See advertising 

options and services
social media

about, 42, 51–52
as annuity, 8
passion for, building, 177–180, 

184
as search and discovery tool, 

17, 38
SEO, importance of to, 37–38

SocialMediaB2B.com, xviii, xxi
Social Media Examiner, 174, 175
social media marketing

B2B, when it isn’t right for, 6–8
benefi ts and goals of, 3–4, 

8–9, 41
changes in, resistance to, 190, 

193
vs. direct mail campaigns, 8–9

executive support, lack of in, 
46, 187

fi rst movers in, 197
integration, importance of in, 9, 

11–12, 50–51, 53, 80–81
lead generation as primary goal 

of, 196, 197, xviii–xix
marketing status quo and, 3–4
polarization in, 11, 18
ROI, importance of in, 41
traditional marketing vs., 8–9
unifi ed keyword strategy for, 

35–36, 39
social media practitioners (SMPs), 

139
social media roadblocks, clearing

change, resistance to, 190, 193
colleagues, lack of belief in 

benefi ts, 193
cost and funding diffi culties, 

188–189
customer base, unawareness of 

social media in, 187–188
executive support, lack of, 11, 

46, 187
focusing and staying 

objective, 94
global social media strategies, 

scalability and, 192
identifying and predicting 

roadblocks, 193
information technology (IT) 

department, relationship 
with, 190–191

legal approvals, 185–186
measuring tools and analysis, 

lack of, 138–140
network access blocks, 186
skilled staff, lack of, 189–190
starting, lack of direction in, 

191–192
steady innovative content, 

maintaining, 73
time management and 

organization, lack of, 188, 
191–192

social media ROI formula, 42, 
51–52

social network access blocks, as 
roadblock, 186

social networks
Foursquare, 164–165, 172–173
Google�, 34–35, xx
location-based networks, 

172–173
See also Facebook; LinkedIn; 

Twitter
social networks, building and 

growing

with e-mail connections, 
149–150

on LinkedIn, 103–104
on mobile web, 151
See also specifi c social networks

social profi les. See blogs, setting 
up; Facebook profi les; 
LinkedIn company profi les; 
Twitter B2B accounts

start-up marketing approach. See 
marketing teams, start-up 
approach to

status updates
Facebook, 102, 133–135
LinkedIn, 102–103, 108, 144
Twitter, 144

SteelMaster Buildings, 135
Stelzner, Michael A., 174–175
storytelling

importance of, 75
as marketer’s skill, importance 

of, 10–11, 12
reach building and, 58
using data and, 196
with video, 71–72
visual storytelling, power of, 

135, 141–142
style sheets, 157–158
subject matter expertise, B2B vs. 

B2C, 5
SugarCRM, 50, 51
Sun Microsystems, 78
superstardom B2B steps to 

success
blogs, 96
content offers, 74–75
e-mail, 151
Facebook, 141–142
for lead generation, 27
LinkedIn, 108
mobile marketing, 165–166
reach building, 61–62
return on investment (ROI), 

52–53
roadblocks, clearing, 193
search engine optimization, 39
start-up approach to social 

media, 184–185
trade shows, 175–176
Twitter, 126

Sysomos, 111, 115, 123

takeaways
in ebooks, 69
for webinars, 70

tangential reach, 56, 61
targeted audiences, 56
targeting vs. reach building, 55–56
TBG Digital, 137
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team building. See marketing 
teams, start-up approach to

TechCrunch, 109
testing, marketing methods

e-mail marketing ideas, 
147–149, 151

failure and innovation in, 
24–25, 27

lead generation, test and fail 
fast testing for, 22–25

marketing testing frameworks, 
23–25

Texas Instruments, 18–19
ThomasNet, 38
3M, 56
360 Signs, 33
titles

for blogs, 88
for ebooks, 67, 68, 74
e-mail subject lines, 145, 151
importance of, 74
with keywords, 30, xviii
SEO and page titles, 30

TLV (total lifetime value)
social media as good for, 

46–47, 52
understanding, 42, 43–44, 52

top of the funnel (TOFU) offers, 
65–66

TradePub.com, 87
trade shows

big idea generation in, 172
booths, inbound marketing 

approach to, 169
as comarketing, 168
“cooler” events for, 

creating, 172
as coomarketing, 168, 175
crowdsourcing content, 170
following instead of collecting, 

169–170
giveaways, using, 171, 172
invitations, personalizing, 

169–170
leads generation with social 

media in, 167–168, 169, 171
locating-based social networks 

and, 172–173
reaching building, online and 

offl ine, 173, 175
socializing trade shows, 

169–170, 176
Twitter, driving traffi c using, 

171
virtual conferences and, 

173–175
word of mouth and, 170–172

trending topics, 124–125
Trust Agents (Brogan), 7

trust building
corporations, blogs and lack of 

public trust in, 78–79
in e-mail marketing, 144
establishing in social media, 

169–171
TweetChat.com, 122
TweetDeck, 102, 109, 115, 117, 

122, 135, 188
tweets

advertising options and, 
124–125

landing pages, tweeting, 119, 
126

mentions and replies in, 112
photos, tweeting, 123
polls, tweeting, 123
retweets, 113–114, 119, 121, 

146, 148
Twitter

advertising options on, 59, 
124–125, 126

direct messages on, 114
followers, gaining, 58, 

118–119, 125–126
hashtags, 102, 114–115, 

121–123, 171
lead generation tools for, 102, 

109, 115–116, 118, 122, 
135, 188

LinkedIn and, 102
off-platform benefi ts of, 110
profi le pictures, 83
promoted accounts on, 125, 

126
prospect engagement on, 

123–124
publishing/posting tweets, 

frequency of, 117–118, 
126

retweets, 113–114, 119, 121, 
146, 148

testing ads on, 126
trending topics on, 124–125

Twitter, lead generation and
about, 118–122
blog post sharing, 91, 118
brand mentions, responding 

to, 122
business sharing on, 102–103, 

117–118, 126
contests, 120
contests and, 120
“DNS Is Sexy campaign” 

example, 171–172
ebooks and white papers, 

120–121
e-mail connecting with, 

149–150

e-mail newsletter promotions, 
119

GE Ecomagination Challenge 
example, 36, 192

industry terms, listening for, 
122

keywords, optimizing for, 120
Liking a Facebook page, 

118–119
linking to older content, 121
methods for pushing the 

envelope, 124–125
polls, sharing, 123
reach building on, 17
status updates, 144
third-party articles, 119
Twitter chats, 122
video sharing, 119–120
webinars on, 121–122

Twitter B2B accounts, 116–118
Twitter chats, 122
Twitterfeed, 27, 118, 126, 163
Twitter For Dummies (Fitton), 110
Twitter IDs, 112, 114, 116–117, 

121, 144
Twitter Search, 17, 20, 38, 109, 

117, 122, 170
Twitter status updates, 144
Twitter User Home Page, 111
Twtpoll, 123

unifi ed keyword strategies
blog content and, 36, 80, 168
building, 35–36, 39
testing keyword action items, 

36–37, 39
trade show websites and, 168

URL shorteners, 58, 91, 111
URL structure, SEO and, 30

video content
audio content, 85
B2B video, three 

commandments of, 72
for blogs, 85–86, 87
B-roll, 72
casting in, 72
cloud-based video presentations, 

133
content creation for, 85–86, 87
on Facebook, 138
humor in, 86
length of, 72
lighting and sound in, 86
SEO and, 73
storytelling with, 69–71, 71–72, 

135, 141–142
Twitter, sharing on, 119–120
viral videos, 72–73
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video content (continued)
web video vs. other formats, 

71–72
video site maps, 73–74
viral videos, 72–73
visual content. See infographics; 

pictures and photos; video 
content; YouTube

volunteers, asking for, 123–124

Walkley, T. Michael, 87
Wall Street Journal, 22
Walter, Ekaterina, 139
Washer, Tim, 86
web analytics

blog hosting and, 83
for keyword traffi c driving 

review, 36–37, 39
metrics, uselessness of some, 

197–198
for mobile web traffi c, 165
for monitoring and tracking, 

20, 36, 50, 80, 131, 165
for reach building, 62
Twitter and analytics 

dashboard, 125
for web and landing page traffi c 

driving, 26–27
WebEx, 69, 174
webinars

benefi ts of, 22, 69–71, 75
content creation for, 69–71, 75
e-mailing content to attendees 

for, 70

in-person audiences in, 70
slides, using, 70
takeaways for, 70
on Twitter, 121–122

weblogs, 78. See also blogs, 
setting up

websites
driving traffi c to and analytics, 

26–27
education websites (.edu 

domains), 32
Facebook Page links on, 

128–129
landing pages vs. website pages, 

14–15
mobile-optimization for, 

157–158
mobile sites, 158
mobile sites, creating, 158
mobile views of, 156, 160
page text and keywords, 

30–31
website traffi c, driving

blog traffi c, measuring, 
91–92

link building and peer 
communication for, 
32–34, 39

LinkedIn Groups for, 175
optimization and, 26–27
on Twitter, 121
web analytics for, 26–27, 

36–37, 39, 165
web video. See video

web vs. print as medium, 22
white papers

as blog content, 79, 87
creating, 65, 66, 79
vs. ebooks, 66, 68
as LinkedIn content, 107
sharing for lead generation, 

107, 120–121
on Twitter, 120–121

WillItBlend.com, 72
word of mouth

buzz, generating, 63, 167, 170
location-based social networks 

and, 172–173
trade shows and, 170–171
on Twitter, 110

WordPress, 82, 160
WPtouch, 160
writing skills, 74, 84–85, 87–88, 

96

Yahoo! search engine, 38
Yelp, 38
YouTube

about, 73
“Art of the Sale” clip on, 86
Facebook and visual 

storytelling with, 135, 
141–142

as search engine, 38, 73
viral videos on, 72–73

Zarrella, Dan, 143, 146
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