
Index

• Symbols & Numerics •
# (hashtags), 19, 63–64, 282, 301
+1 button

e-mail notifi cations, controlling, 43
Facebook Like button, compared to, 

134–135
function of, 12, 70
in Google search results, 138, 141
post-related, 135
search, contribution to, 126, 134–137, 272
social ads, 195
tracking clicks, 189, 246–247, 256
on your website, 99, 136–137, 143, 266, 

271–272, 295
+1 Reports, 234
24/7 Hangout, 299

• A •
A/B test, defi ned, 97
About section of profi le, 26
activity stream, analyzing in Google 

Analytics, 245
Adams, Paul (author)

Grouped, 146
administrators for your Google+ Page, 104
AdSense, Google, 183, 249
AdSense Tracker, 249
adult material at Hangout, restricting 

access, 159
Advanced Segments in Google Analytics, 244
advertising (social ads)

campaign strategy, 195–198
creating, 186–188
Facebook compared to Google, 89–90
introduction, 183–185
linking your Google+ Page to ads, 188–189
Log In button integration, 196–197, 227

use of, 79, 81, 301
website, linking your Google+ Page to, 

189–194
AdWords, Google, 89, 99, 183, 186, 187
analytics tools

+1 tracking, 246–247
conversions, 247–249
enterprise level, 242
Facebook’s Insights, 89, 96
listening to audience, 251–252
overview, 96–98
post effects, 252–256
report notifi cations, 249–250, 252
spreadsheet, 23, 133
tracking growth with, 278–279
traffi c identifi cation from social signals, 

242–246
website, 242

Android operating system, 207–208
animated GIFs, 116, 284
appointment scheduling, 18
audience

On Air Hangouts, 170
appreciation for, 10–11
benefi ts of engaging, 123
building tips, 300–301
Facebook compared to Google+, 87
listening to, 251–252
luring existing audience to Google, 99–101
offering your audience to build another’s, 

151
relationship-building activities, 145–149
separating fans into audiences, 281–283
targeting messages to, 104
Twitter compared to Google+, 91, 92–93
understanding the Google+, 299–300

Author Stats, 234
Author tags, 143, 229–233, 275, 295
authors, linking to your website, 99, 128, 

226–227, 228, 232–233
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304 Google+ Marketing For Dummies 

• B •
Badge, Google+

at Blogger.com, 74
building audience with, 123, 233
optimizing for Search Plus 

Your World, 143
search advantage for your website, 99, 

128, 274, 294
setting up, 192–193, 224–226
social ad relationship to, 185, 188
website to set up, 123, 128
on YouTube, 143

banner image for Google+ Page, 104, 116
Beckham, David (soccer player), 291
birthday recognition, 147
bit.ly for link tracking, 97, 98
Black Eyed Peas concert, Hangout 

broadcast, 172–173, 286
blocking people, 45
blog

byline linking to Google+ profi le, 128, 228
sending posts to, 15
as social integration tool, 262

Blogger.com (website), 74, 154, 155, 262
bounce rate, defi ned, 224
brand, building your

current events, connecting to, 133
employees as agents of, 152–153, 220
Google+ Pages as sources of authority 

for, 219–220
with Hangouts, 267–268
shared interests as starting point, 11, 12
on your website, 226–227

broadcasting a Hangout event
benefi ts of, 170
examples of successful, 171–174, 

176–179, 286
overview, 18, 158
purpose, 169
setting up, 159–160

browser (Chrome), 71–72, 74, 96, 98
BuddyMedia (website), 95, 242
byline of blog articles, linking to Google+ 

profi le, 128, 228

• C •
Cadbury UK chocolate tasting Hangout, 

178–179, 283–284
Cain, Fraser (amateur astronomer), 171, 

287
Calendar, Google, using Events with, 17
call to action, 55, 195, 298
campaign strategy, social ad, 195–198
campaign tracking for posts, 97
caring genuinely about people, importance 

of, 146–147
Carnegie, Dale (author)

How to Win Friends and Infl uence People, 
11, 146

chains of infl uence, defi ned, 253
character limit on Twitter, 91
Chat, Google, 208–209
Chrome browser, 71–72, 74, 96, 98
Cinch.fm (website), 266
circles

adding people to, 38, 41
creating new, 41
deleting, 41
extended, 52
within Gmail, 76–77
Google+ Pages, relationship to, 16–17, 58, 

89, 119–121
Hangouts, using with, 32, 37, 159
narrowing news feed to specifi c, 40
organizing, 41–42
overview, 15–16
removing people from, 41
sharing from, 41
sharing list of people in, 55, 153
suggestions for people to add, 32
targeting posts to, 37, 40, 119–120, 122
workings of, 31–40

Circles icon on your Google+ Page, 112
Circles tab on profi le, 37
clicks, tracking with Google Analytics, 189, 

246–247, 251, 256
cloud, defi ned, 77
college, searching for people by, 34
comments

adding to your website content, 260
allowing, 118
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deleting, 45
disabling for your Google+ Page post, 114
e-mail notifi cations, controlling, 43
etiquette for, 44
during Hangouts, 166
importance of, 12
managing in Gmail, 70
measuring numbers of, 256
moderation in using, 22
search advantage of, 126
threaded, 22, 87, 93

contact info on your Google+ 
Page profi le, 116

Contacts
Android device integration, 207
circles, relationship to, 31, 32–34, 35
creating contacts, 210–211
CRM, relationship to, 205–206, 210–213
editing contacts, 212
Google Apps integration, 79
Google+ enhancements to, 48
Google+ integration, 21, 31, 75–77, 199
Google Voice integration, 207
merging contacts, 205, 212–213
search advantages, 125
website, 206

content
blog

byline linking to Google+ profi le, 128, 228
sending posts to, 15
as social integration tool, 262

comments, adding to your website, 260
featuring other people’s on 

your website, 264
news feed

accessing from Google bar, 68
creating on your website, 260
as online voice for your brand, 220
overview, 40
publishing on user’s, 267
volume of posts, adjusting, 42–43

optimizing for social use, 54–56
posting from other Google environments, 

69–72
posts

+1 button on, 135
analyzing effects of, 97, 252–256

blog, sending to, 15
circles, targeting to, 37, 40, 119–120, 122
cross-posting to multiple networks, 

avoiding, 22
e-mail notifi cations, controlling, 43
etiquette for, 43–45
on Google+ Page, 113–114, 121
image advantage, 282, 291
internal corporate use, 80
news feed volume, adjusting, 42–43
from other Google environments, 69–72
public, 39, 126
search optimization, 126, 140–141, 294
targeting to specifi c audiences, 37, 40, 

121, 122
trending terms, connecting to, 133, 297
virtue of regular, 122–123

searching, 63–65
sharing, 54–55, 197, 259

contests, 301
Context Optional/Adobe Social (website), 

95, 96
Contributor to fi eld in profi le, 50
conversations, focus on, 20, 148, 

255, 284, 285
conversions (sales), 133, 197, 247–249, 

301–302
Conversions section of Google Analytics, 

247–249
corporations

employees
connecting with Google+, 216–217
engaging in participatory Hangouts, 168
personalizing your company, 152–153, 

288, 293, 299
as promoters of your brand, 

152–153, 220
recommending Hangouts for, 164–165

executives, engaging with social media, 
153, 155–156, 164, 285

Google Apps for, 77–81, 91, 214–218, 294
hosting Google products internally, 77, 

214, 217–218
cover photo, 104, 116
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306 Google+ Marketing For Dummies 

CRM (customer relationship management)
Android, 207–208
bringing customers into internal domain, 

217–218
Contacts, 31, 75, 205–206, 210–213
Gmail, 202–204
Google Apps integration, 214–218
Google Chat, 208–209
Google+ Events, 209
Google Voice, 206–207
Hangouts, 210
introduction, 199–201
personal profi le, 201–202

cross-posting to multiple networks, 
avoiding, 22

cross-promoting, 100–101
current events, tying brand to, 133
Custom option in profi le, 52
customer relationship management (CRM)

Android, 207–208
bringing customers into internal domain, 

217–218
Contacts, 31, 75, 205–206, 210–213
Gmail, 202–204
Google Apps integration, 214–218
Google Chat, 208–209
Google+ Events, 209
Google Voice, 206–207
Hangouts, 210
introduction, 199–201
personal profi le, 201–202

• D •
Dalai Lama and Desmond Tutu, Hangout 

broadcast, 173–174
dates and times for optimum sharing, 

tracking, 255
Dell, Michael (entrepreneur), 153, 285
Dell Computer, Inc., 153, 285
demographics of Google+, 22, 32, 299–300
description in profi le, 47
developer, hiring for optimizing Google+, 

296–297
Direct Connect, 143, 194, 274
discounts, offering, 151
display ads, 185
Do Share extension for Chrome, 96, 98

domain, hosting Google products on 
corporate, 77, 214, 217–218

Domino’s Pizza, 156
Domo, 153
donation matching, 151

• E •
educational history in profi le, 48, 49, 140
educational panel as Hangout, 166–167
e-mail

advantages of search, 125
Chat settings in, 208
comment management in, 70
Contacts

Android device integration, 207
circles, relationship to, 31, 32–34, 35
creating contacts, 210–211
CRM, relationship to, 205–206, 210–213
editing contacts, 212
Google Apps integration, 79
Google+ enhancements to, 48
Google+ integration, 21, 31, 75–77, 199
Google Voice integration, 207
merging contacts, 205, 212–213
search advantages, 125
website, 206

controlling notifi cations via, 43, 118–119
CRM with, 202–204
integration of Google+ with Gmail, 21–22, 

72, 75–77
privacy settings for your address, 53
sending posts via, 15
targeting posts to e-mail addresses, 37, 

122
tracking customer information via 

notifi cations, 204
employees

connecting with Google+, 216–217
engaging in participatory Hangouts, 168
personalizing your company, 152–153, 

288, 293, 299
as promoters of your brand, 152–153, 220
recommending Hangouts for, 164–165

employer, searching for people by, 34
employment history in profi le, 29, 48, 49, 140
Enchantment (Kawasaki), 11, 146
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307307 Index

engagement
benefi ts of, 123
by executives, 153, 155–156, 164, 285
Hangouts

branded layers on top of, 267–268
bringing customers into internal domain 

for feedback, 218
circles’ role in creating, 32, 37, 159
CRM, relationship to, 210
customer relations with, 163–165
as face-to-face interaction, 54
internal business connections, 217
joining, 59–60
marketing strategy for, 165–171
as marketing tool, 123
overview, 18, 59, 157–158
promoting on other social networks, 101
Q&A hours, 153
scheduling, 17, 18
sharing opportunities in, 152
starting, 61–62, 159–161
tips and examples, 172–179, 284–288
value of, 12, 161–163, 278, 284, 293, 

298–299
YouTube videos, adding, 79

importance of, 301
methods for, 55, 56, 131–132, 297–298
news, creating your own, 155
optimizing posts for, 141
photos and videos, value in, 132
in search strategy, 129–134
tips and examples, 288–290

enterprise licensing and SMMS tools, 95
etiquette on Google+, 12, 43–45, 209
Events, Google+, 17–18, 209, 217
Events section of activity stream in Google 

Analytics, 245–246
Evernote, 15
executives, engaging with social media, 

153, 155–156, 164, 285
extended circles, defi ned, 52

• F •
Facebook

birthday reminder feature, 148
engagement on, 131

friends of friends, 52
Google+ compared to, 22, 32, 87–91, 277
Huffi ngton Post’s social integration 

of, 261
importing friends from, 34
Insights analytics, 89, 96
Like button compared to +1 button, 

134–135
Open Graph Protocol, 21, 143, 236
targeted demographics in 

advertising, 183
Facebook Application Development For 

Dummies (Stay), 259
face-to-face interaction, 209, 215–216
fan interaction with Hangouts, 172–173, 

174–175, 284–286
fi ll in the blank engagement method, 55
forum, creating on your website, 260
friends

adding to new profi le, 29
automating with Google+ API, 264–265
circles

adding people to, 38, 41
creating new, 41
deleting, 41
extended, 52
within Gmail, 76–77
Google+ Pages, relationship to, 16–17, 

58, 89, 119–121
Hangouts, using with, 32, 37, 159
narrowing news feed to specifi c, 40
organizing, 41–42
overview, 15–16
removing people from, 41
sharing from, 41
sharing list of people in, 55, 153
suggestions for people to add, 32
targeting posts to, 37, 40, 119–120, 122
workings of, 31–40

Facebook focus on, 89
importing from Facebook, 34
visitors to website, pulling friends in, 

258–259
website, featuring content from friends 

on, 264
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• G •
games, 21
Gmail

advantages of search, 125
Chat settings in, 208
comment management in, 70
Contacts

Android device integration, 207
circles, relationship to, 31, 32–34, 35
creating contacts, 210–211
CRM, relationship to, 205–206, 210–213
editing contacts, 212
Google Apps integration, 79
Google+ enhancements to, 48
Google+ integration, 21, 31, 75–77, 199
Google Voice integration, 207
merging contacts, 205, 212–213
search advantages, 125
website, 206

CRM with, 202–204
integration of Google+ with, 21–22, 72, 

75–77
Google. See also search; specifi c Google 

products and features
account setup, 25–30
Google bar (sandbar), 43, 67–72
integration with Google+, 1–2, 69–77
overview, 67
social ad development, 183
YouTube, 73, 79

Google+. See also marketing on Google+
account, creating, 25–31
audience for, 87, 91, 92–93, 299–300
demographics, 22, 32, 299–300
etiquette, 43–45
Facebook compared to, 22, 32, 87–91, 277
Google’s integration of, 1–2, 69–77
keeping up with changes, 2, 3, 25
marketing tools, 94–98
navigating in, 40–43
search integration into social stream, 92
social philosophy for interacting on, 54
Twitter compared to, 22, 91–94

Google AdSense, 183, 249

Google AdWords, 89, 99, 183, 186, 187
Google Analytics

+1 tracking, 246–247
conversions, 247–249
introduction, 241–242
listening to audience, 251–252
overview, 97
post effects, 252–256
report notifi cations, 249–250, 252
tracking growth with, 278–279
traffi c identifi cation from social signals, 

242–246
website, 242

Google+ APIs, 260, 262–264
Google Apps, 77–81, 91, 214–218, 294
Google+ Badge

at Blogger.com, 74
building audience with, 123, 233
optimizing for Search Plus Your World, 

143
search advantage for your website, 99, 

128, 294
setting up, 192–193, 224–226
social ad relationship to, 185, 188
value of, 233, 273–274
website to set up, 123, 128
on YouTube, 143

Google Calendar, using Events with, 17
Google Chat, 208–209
Google Chrome, 71–72, 74, 96, 98
Google+ Circles

adding people to, 38, 41
creating new, 41
deleting, 41
extended, 52
within Gmail, 76–77
Google+ Pages, relationship to, 16–17, 58, 

89, 119–121
Hangouts, using with, 32, 37, 159
narrowing news feed to specifi c, 40
organizing, 41–42
overview, 15–16
removing people from, 41
sharing from, 41
sharing list of people in, 55, 153
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309309 Index

suggestions for people to add, 32
targeting posts to, 37, 40, 119–120, 122
workings of, 31–40

Google Contacts
Android device integration, 207
circles, relationship to, 31, 32–34, 35
creating contacts, 210–211
CRM, relationship to, 205–206, 210–213
editing contacts, 212
Google Apps integration, 79
Google+ enhancements to, 48
Google+ integration, 21, 31, 75–77, 199
Google Voice integration, 207
merging contacts, 205, 212–213
search advantages, 125
website, 206

Google+ Events, 17–18, 209, 217
Google+ For Dummies (Stay), 9
Google+ Hangouts

branded layers on top of, 267–268
bringing customers into internal domain 

for feedback, 218
circles’ role in creating, 32, 37, 159
CRM, relationship to, 210
customer relations with, 163–165
as face-to-face interaction, 54
internal business connections, 217
joining, 59–60
marketing strategy for, 165–171
as marketing tool, 123
overview, 18, 59, 157–158
promoting on other social networks, 101
Q&A hours, 153
scheduling, 17, 18
sharing opportunities in, 152
starting, 61–62, 159–161
tips and examples, 172–179, 284–288
value of, 12, 161–163, 278, 284, 293, 

298–299
YouTube videos, adding, 79

Google+ Hangouts On Air
benefi ts of, 170
examples of successful, 171–174, 

176–179, 286
overview, 18, 158

purpose, 169
setting up, 159–160

Google+ History, 196–198, 227, 263, 267
Google+ Marketing For Dummies Google 

Group (website), 6
Google+ Page

advantages of creating, 99
AdWords campaign, 187
as brand authority sources, 219–220
building audience, 119–123
circles, relationship to, 16–17, 58, 89, 

119–121
design, choosing, 115–117
Facebook’s Page compared to, 89–90
fi nding, 57–58
Hangout setup from, 161
layout, optimizing, 111–113
marketing use of, 14
naming of, 104, 127, 140
navigating to after creating, 109–111
No Touch policy for, 16–17, 120
overview, 16–17, 56–57
page growth, tracking, 256
posting, 113–114, 121
profi le on, 108, 110, 114, 115–117, 140
searchability of, 127, 194, 224
setting up, 103–109, 294
settings for, 117–119
social ads, linking to, 188–189
Verifi ed check mark, 190, 224
website, linking to and from your, 

189–194, 221–226, 227, 275–276
website authority, building, 227–228

Google Play, 74
Google Reader, 70, 73, 125
Google Search Plus Your World

+1 button’s effect on ranking, 135–136
additions to Google Search, 137–139
defi ned, 73–74
Google+ activity effects, 130
post optimization, 140–141
profi le optimization, 140
search advantage of, 126
targeting your audience, 99
website optimization, 142–143
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310 Google+ Marketing For Dummies 

Google Voice, 76, 206–207
graphics

animated GIFs, 116, 284
cover photo, 104, 116
engagement value of, 132
overview, 20
photo interest, building community 

based on, 287–288
Picasa Web, 74
posts, advantage in, 282, 291
profi le, 26, 28, 104, 116, 140
settings for, 119
text/captions, adding, 134
Twitter compared to Google+, 94
using video to connect people 

to brand, 153
gratitude (thanks), importance in 

relationships, 148
Grouped (Adams), 146

• H •
Hangouts

branded layers on top of, 267–268
bringing customers into internal domain 

for feedback, 218
circles’ role in creating, 32, 37, 159
CRM, relationship to, 210
customer relations with, 163–165
as face-to-face interaction, 54
internal business connections, 217
joining, 59–60
marketing strategy for, 165–171
as marketing tool, 123
overview, 18, 59, 157–158
promoting on other social networks, 101
Q&A hours, 153
scheduling, 17, 18
sharing opportunities in, 152
starting, 61–62, 159–161
tips and examples, 172–179, 284–288
value of, 12, 161–163, 278, 284, 293, 

298–299
YouTube videos, adding, 79

Hangouts On Air
benefi ts of, 170
examples of successful, 171–174, 

176–179, 286

overview, 18, 158
purpose, 169
setting up, 159–160

hashtags (#), 19, 63–64, 282, 301
Hearsay Social (website), 95
History, Google+, 196–198, 227, 263, 267
H&M, 138, 139, 194, 290–291
HootSuite (website), 95
How to Win Friends and Infl uence People 

(Carnegie), 11, 146
Huffi ngtonPost.com (website), 261

• I •
icons, explained, 5
images

animated GIFs, 116, 284
cover photo, 104, 116
engagement value of, 132
overview, 20
photo interest, building community 

based on, 287–288
Picasa Web, 74
posts, advantage in, 282, 291
profi le, 26, 28, 104, 116, 140
settings for, 119
text/captions, adding, 134
Twitter compared to Google+, 94
using video to connect people to brand, 

153
individual, targeting update to, 37, 40, 122
infl uencers, connecting with, 147, 254, 255
Insights analytics on Facebook, 89, 96
Intel (website), 106, 281–283
interest, searching for people by, 35
introduction in profi le, 49, 116
invitations to events, 17
iPhone, Google Voice with, 207
Israel, Shel (author)

Naked Conversations, 146

• J •
James, Josh (entrepreneur), 153, 241
Jarvie, Scott (photographer), 287–288
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• K •
Kaskade (DJ), 174–175, 284–285
Kawasaki, Guy (author), 11, 146, 149–150
Kent, Peter (author)

Search Engine Optimization 
For Dummies, 3

keywords in posts, 141

• L •
languages used, tracking with Ripples 

feature, 254
Laporte, Leo (television host), 161
Lifehacker (website), 34
Like button compared to +1 button, 

134–135
<link> tag, 222, 232
link tracking, 97, 98
links

authors of articles to your website, 99, 
128, 226–227, 228, 232–233

search advantage of publicly shared, 126
to social ads, 188–189
URL shortening services (websites), 97
in your Google+ Page profi le, 117
to and from your website, 189–194, 

221–226, 227, 275–276
Local icon on your Google+ Page, 113
locking a post, 114
Log In button, Google+, integrating into 

social ads, 196–197, 227
Lowe’s Home Improvement, 106
loyalty, building through caring, 147

• M •
Make event using Hangouts, 177–178
manual measurement of post effects, 

255–256
marketing on Google+. See also 

relationships in Google+ marketing
building social on Google’s platform, 

21–22
introduction, 1–6, 9

joining the community, 11–13
measuring results

+1 tracking, 246–247
conversions, 247–249
enterprise level, 242
Facebook’s Insights, 89, 96
importance of, 298
listening to audience, 251–252
overview, 23, 96–98
post effects, 252–256
report notifi cations, 249–250, 252
spreadsheet, 23, 133
tracking growth with, 278–279
traffi c identifi cation from social signals, 

242–246
website, 242

strategizing
Hangouts, 165–171
overview, 103
search, 129–134
social ads, 195–198
Social APIs, 258–259
social media, 85–94

tools overview, 13–21
measuring Google+ activity

+1 tracking, 246–247
conversions, 247–249
enterprise level, 242
Facebook’s Insights, 89, 96
importance of, 298
listening to audience, 251–252
overview, 23, 96–98
post effects, 252–256
report notifi cations, 249–250, 252
spreadsheet, 23, 133
tracking growth with, 278–279
traffi c identifi cation from social signals, 

242–246
website, 242

media, creating your own news, 
154–155, 177

media integration (Google Play), 74
meme, defi ned, 297
Meme Generator, 134
messages, posting as page admin, 113
metadata. See tags
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microdata, 142, 229, 237
Microsoft, 153
Microsoft Exchange, 77
mobile devices

Android, 207–208
iPhone, Google Voice with, 207
joining Hangouts from, 59
Nexus (website), 208
posting content from, 71
streaming events to, 18
uploading photos and videos from, 20

moderators for your Google+ Page, 104

• N •
Naked Conversations (Israel and 

Scoble), 146
names

Google+ Page, 104, 127, 140
Hangout, 159
real name on profi le, importance of, 

26, 28
remembering people’s, 147
searching for people by, 35

new visitors, analyzing in Google Analytics, 
244–245

news feed
accessing from Google bar, 68
creating on your website, 260
as online voice for your brand, 220
overview, 40
publishing on user’s, 267
volume of posts, adjusting, 42–43

Nexus mobile devices (website), 208
No Touch policy for Google+ Pages, 

16–17, 120
notifi cations

controlling e-mail, 43, 118–119
Gmail integration, 204
Google Analytics reports, 249–250, 252
on Google bar, 68–69
to individuals about posts, 39
opting for from news feed, 43
settings, 69, 118

Notify About This Post, 39, 44

• O •
Obama, Barack (president), 176–177
Omniture, 153, 241
On Air, Hangouts

benefi ts of, 170
examples of successful, 171–174, 

176–179, 286
overview, 18, 158
purpose, 169
setting up, 159–160

Only You option, 52
Open Graph Protocol, 143, 236
openness, exhibiting (within reason), 148
Other profi les fi eld in profi le, 50

• P •
Page, Google+

advantages of creating, 99
AdWords campaign, 187
as brand authority sources, 219–220
building audience, 119–123
circles, relationship to, 16–17, 58, 89, 

119–121
design, choosing, 115–117
Facebook’s Page compared to, 89–90
fi nding, 57–58
Hangout setup from, 161
layout, optimizing, 111–113
marketing use of, 14
naming of, 104, 127, 140
navigating to after creating, 109–111
No Touch policy for, 16–17, 120
overview, 16–17, 56–57
page growth, tracking, 256
posting, 113–114, 121
profi le on, 108, 110, 114, 115–117, 140
searchability of, 127, 194, 224
setting up, 103–109, 294
settings for, 117–119
social ads, linking to, 188–189
Verifi ed check mark, 190, 224
website, linking to and from your, 

189–194, 221–226, 227, 275–276
website authority, building, 227–228
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313313 Index

Pages icon, 111
participatory Hangout, 167–169, 177–178
party mode for events, 18
people, building visibility around, 276–277, 

283, 284. See also relationships in 
Google+ marketing

personal profi le. See profi les
phone call as act of service, 151
phones

Android, 207–208
iPhone, Google Voice with, 207
joining Hangouts from, 59
Nexus (website), 208
posting content from, 71
streaming events to, 18
uploading photos and videos from, 20

photos and videos. See also YouTube
cover photo, 104, 116
engagement value of, 132
overview, 20
photo interest, building community 

based on, 287–288
Picasa Web, 74
posts, advantage in, 282, 291
profi le photo, 26, 28, 104, 116, 140
settings for, 119
text/captions, adding, 134
Twitter compared to Google+, 94
using video to connect people 

to brand, 153
Photos icon on your Google+ Page, 112
phpBB forum software (website), 262
Picasa Web, 74
pictures

animated GIFs, 116, 284
cover photo, 104, 116
engagement value of, 132
overview, 20
photo interest, building community 

based on, 287–288
Picasa Web, 74
posts, advantage in, 282, 291
profi le, 26, 28, 104, 116, 140
settings for, 119
text/captions, adding, 134

Twitter compared to Google+, 94
using video to connect people to 

brand, 153
Pinterest, 265
Pirillo, Chris (community builder), 288–289
Places You’ve Lived section in profi le, 50
+1 button

e-mail notifi cations, controlling, 43
Facebook Like button, compared to, 

134–135
function of, 12, 70
in Google search results, 138, 141
post-related, 135
search, contribution to, 126, 134–137, 272
social ads, 195
tracking clicks, 189, 246–247, 256
on your website, 99, 136–137, 143, 266, 

271–272, 295
+1 Reports, 234
poll as network engagement method, 55, 56
posts

+1 button on, 135
analyzing effects of, 97, 252–256
blog, sending to, 15
circles, targeting to, 37, 40, 119–120, 122
cross-posting to multiple networks, 

avoiding, 22
e-mail notifi cations, controlling, 43
etiquette for, 43–45
on Google+ Page, 113–114, 121
image advantage, 282, 291
internal corporate use, 80
news feed

accessing from Google bar, 68
creating on your website, 260
as online voice for your brand, 220
overview, 40
publishing on user’s, 267
volume of posts, adjusting, 42–43

news feed volume, adjusting, 42–43
from other Google environments, 69–72
public, 39, 126
search optimization, 126, 140–141, 294
targeting to specifi c audiences, 37, 40, 

121, 122
trending terms, connecting to, 133, 297
virtue of regular, 122–123
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314 Google+ Marketing For Dummies 

privacy
circles’ role in controlling access, 31
Google Apps, 78
profi le information, 47, 51–53
real name usage on profi le, 26, 28
tagging your Google+ Page, 119
targeting updates, 39

product sampling in Hangout, 168
Profi le Discovery fi eld, 49
Profi le icon on your Google+ Page, 112
profi les

CRM, relationship to, 201–202
editing, 51
Google (basic), 25–26, 172
Google+ Page, 108, 110, 114, 115–117, 140
Google+ personal, 26–31, 110, 114
optimizing, 47–53, 140
overview, 14
photo, 26, 28, 104, 116, 140
privacy issue, 47, 51–53
real name usage on, 26, 28
search optimization, 48–49, 140, 228
setting up, 25–31, 108, 116–117
visibility in Gmail Contacts, 75–76
website, connecting to your, 116, 128, 

227–228, 232–233
public

defi ned, 52
post, 39, 126
search advantage of shared links, 126

publishing on user’s news feed, 267

• Q •
questions engagement method, 55, 

131–132, 297–298

• R •
recognizing customers and followers, 151, 

168–169
recording of On Air Hangout, 170
referrals, tracking with Google 

Analytics, 251

registration through social networks, 
265–266

relationships in Google+ marketing
audience

On Air Hangouts, 170
appreciation for, 10–11
benefi ts of engaging, 123
building tips, 300–301
Facebook compared to Google+, 87
listening to, 251–252
luring existing audience to Google, 

99–101
offering your audience to build 

another’s, 151
relationship-building activities, 145–149
separating fans into audiences, 281–283
targeting messages to, 104
Twitter compared to Google+, 91, 92–93
understanding the Google+, 299–300

basic principles, 145–149
conversations, focus on, 20, 148, 255, 

284, 285
CRM

Android, 207–208
bringing customers into internal 

domain, 217–218
Contacts, 31, 75, 205–206, 210–213
Gmail, 202–204
Google Apps integration, 214–218
Google Chat, 208–209
Google+ Events, 209
Google Voice, 206–207
Hangouts, 210
introduction, 199–201
personal profi le, 201–202

Hangouts as tool for, 162, 163–165, 
167–169

importance of, 11–13, 298
revealing people behind your brand, 

152–156
seizing opportunity, 149–152
shared interests as basis for, 32

rel=”author”, 231, 275
report notifi cations in Google Analytics, 

249–250, 252
response tracking, 133
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315315 Index

Rich Snippets Testing Tool, 235–236
Ripples feature on Google+, 252–255
Ryan, Jeri (actor), 289––290

• S •
sales (conversions), 133, 197, 247–249, 

301–302
SalesForce Radian6, 242
sandbar (Google bar), 43, 67–72
Save This Search button, 88
scavenger hunt, 133
scheduling

with Events, 18
Hangout, 166–167

school, searching for people by, 34
Scoble, Robert (author), 146, 153
search

+1, power of, 126, 134–137, 272
authority enhancement, 228–238, 275, 295
Badge advantage for, 99, 128, 274, 294
content, 63–65
engagement value for visibility, 129–134
Facebook compared to Google+ 

capabilities, 88
Google+ integration into social stream, 92
Google integration of Google+, 73, 74–75
Google+ Page, fi nding, 110
Google+ Page’s searchability, 127, 

194, 224
Google Search Plus Your World

+1 button’s effect on ranking, 135–136
additions to Google Search, 137–139
defi ned, 73–74
Google+ activity effects, 130
post optimization, 140–141
profi le optimization, 140
search advantage of, 126
targeting your audience, 99
website optimization, 142–143

Hangouts, relationship to, 59
linking Google+ Page to your website, 

194, 224
overview, 19–20, 125–129
people, fi nding, 34–37, 51, 62–63, 121

posts, optimizing for, 126, 140–141, 294
profi le, optimizing for, 48–49, 140, 228
ranking in, 129–130
SEO

Google+ as tool for, 276
overview, 19
with social ads, 185
social media as, 21, 130, 237–238, 

295–296, 302
targeting audience with, 99–100

Twitter compared to Google+, 92
Search Engine Optimization For Dummies 

(Kent), 3
sentiments in responses, measuring, 256
SEO (Search Engine Optimization)

Google+ as tool for, 276
overview, 19
with social ads, 185
social media as, 21, 130, 237–238, 

295–296, 302
targeting audience with, 99–100

service, fi nding opportunities to offer, 
149–151

Share button, adding to website, 266, 
272–273

Share+ button in Google bar, 69
Share what’s new feature on Google+ 

Pages, 111
shared circles, searching for people by, 

35, 36
shared interests as basis for Google+, 

10–12, 19, 32, 53
sharing

circle members, 55, 153
by customers after purchase, 197
engaging audience by, 54–55
in Hangouts, 152
social design on website or app to 

enhance, 259
tracking, 254–256

shortening, link (websites), 97
showing interest, importance of, 149
SMMS (social media management 

systems), 95–96
snippets from Google+ for your website, 142
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316 Google+ Marketing For Dummies 

social ads
campaign strategy, 195–198
creating, 186–188
Facebook compared to Google, 89–90
introduction, 183–185
linking your Google+ Page to ads, 188–189
Log In button integration, 196–197, 227
use of, 79, 81, 301
website, linking your Google+ Page to, 

189–194
Social APIs

creating conversations on your website, 
259–262

Google+ APIs, 260, 262–264
Hangouts, branded layers on top of, 

267–268
introduction, 257–258
publishing and sharing to Google+, 

266–267
retrieving people and connections, 

264–266
strategy for using, 258–259
updates to Google APIs, 262–263

social design, 258–259, 276–278, 294
social extensions, Google ads as, 183
social media. See also specifi c social 

networks
creating your own news with, 154–155
cross-promoting among networks, 22, 

100–101
defi ned, 86
executives, engaging with, 153, 155–156, 

164, 285
as SEO, 21, 130, 237–238, 295–296, 302
strategizing for, 85–94

social media management systems 
(SMMS), 95–96

Social Plugins section of Google Analytics, 
246–247

Social section in Google Analytics, 243–244
social touch point, 188
SocialToo.com, 150
spamming with posts, avoiding, 33, 44
Stay, Jesse (author)

Facebook Application Development For 
Dummies, 259

Google+ For Dummies, 9

strategizing
Hangouts, 165–171
overview, 103
search, 129–134
social ads, 195–198
Social APIs, 258–259
social media, 85–94

streaming a Hangout event
benefi ts of, 170
examples of successful, 171–174, 

176–179, 286
overview, 18, 158
purpose, 169
setting up, 159–160

subject matter for posts, tracking, 256
subscription model for social network, 

89, 91
Switch to This Page prompt, 110

• T •
tagline

Google+ Page, 104, 116
importance of, 26, 47, 48, 127
keywords in, 140

tags
analyzing for popular posts, 256
Author tags, 143, 229–233, 275, 295
Google search results, 138
<link> tag, 222, 232
people or places in Google+ Page 

posts, 113
privacy issue, 119

talents of others, connecting to those who 
need, 147

targeted demographics, defi ned, 183
targeted marketing

Facebook compared to Google+, 89–90
Intel example, 281–283
posts to specifi c audiences, 37, 40, 

119–122
privacy issue, 39
with SEO, 99–100
World Wide Web’s opportunity for, 183

text (caption), adding to picture, 134
text ad, 185
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317317 Index

text message, receiving notifi cations 
via, 119

threaded comments, 22, 87, 93
times and dates for optimum sharing, 

tracking, 255
traffi c identifi cation from social signals, 

242–246
transparency, exhibiting 

(within reason), 148
trending terms

connecting to, 282, 301
defi ned, 64–65
hashtags (#), 19, 63–64, 282, 301
search advantage of, 88
Twitter compared to Google+, 91–92
tying posts to, 133, 297

Trending Terms section, 19
trolls, dealing with, 44–45
Tumblr, 262
Tutu, Desmond, Hangout broadcast, 

173–174
24/7 Hangout, 299
Twitter, 22, 91–94
TWIT.tv, 161

• U •
updates (posts)

+1 button on, 135
analyzing effects of, 97, 252–256
blog, sending to, 15
circles, targeting to, 37, 40, 119–120, 122
cross-posting to multiple networks, 

avoiding, 22
e-mail notifi cations, controlling, 43
etiquette for, 43–45
on Google+ Page, 113–114, 121
image advantage, 282, 291
internal corporate use, 80
news feed

accessing from Google bar, 68
creating on your website, 260
as online voice for your brand, 220
overview, 40
publishing on user’s, 267
volume of posts, adjusting, 42–43

news feed volume, adjusting, 42–43
from other Google environments, 69–72
public, 39, 126
search optimization, 126, 140–141, 294
targeting to specifi c audiences, 37, 40, 

121, 122
trending terms, connecting to, 133, 297
virtue of regular, 122–123

URL Destination goal, 249
URL for your Google+ Page, 116
URL shortening services (websites), 97

• V •
Venus transit information, 171, 286–287
Verifi ed check mark on your Google+ Page, 

190, 224
video (YouTube). See also photos and 

videos
creating your own news, 155
Google+ integration, 73, 79
Hangout integration, 158, 163, 169, 170
revealing your company with, 153

video chat (Hangouts)
branded layers on top of, 267–268
bringing customers into internal domain 

for feedback, 218
circles’ role in creating, 32, 37, 159
CRM, relationship to, 210
customer relations with, 163–165
as face-to-face interaction, 54
internal business connections, 217
joining, 59–60
marketing strategy for, 165–171
as marketing tool, 123
overview, 18, 59, 157–158
promoting on other social networks, 101
Q&A hours, 153
scheduling, 17, 18
sharing opportunities in, 152
starting, 61–62, 159–161
tips and examples, 172–179, 284–288
value of, 12, 161–163, 278, 284, 293, 

298–299
YouTube videos, adding, 79
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318 Google+ Marketing For Dummies 

visitors to website or mobile app, pulling 
friends in, 258–259

Vitrue (website), 95
voice mail options for Google Voice, 206

• W •
Webmaster Tools, 233–236
website

+1 button
e-mail notifi cations, controlling, 43
Facebook Like button, compared to, 

134–135
function of, 12, 70
in Google search results, 138, 141
post-related, 135
search, contribution to, 126, 134–137, 

272
social ads, 195
tracking clicks, 189, 246–247, 256
on your website, 99, 136–137, 143, 266, 

271–272, 295
adding social features to, 260
brand identity on, 226–227
connecting to/from Google+ presence, 

89–194, 116, 128, 221–228, 275–276
Google+ Badge

at Blogger.com, 74
building audience with, 123, 233
optimizing for Search Plus 

Your World, 143
search advantage for your website, 99, 

128, 274, 294
setting up, 192–193, 224–226

social ad relationship to, 185, 188
website to set up, 123, 128
on YouTube, 143

Google+ identity’s role in, 219–226
search, optimizing for, 142–143, 228–238
Social APIs

creating conversations on your website, 
259–262

Google+ APIs, 260, 262–264
Hangouts, branded layers on top of, 

267–268
introduction, 257–258
publishing and sharing to Google+, 

266–267
retrieving people and connections, 

264–266
strategy for using, 258–259
updates to Google APIs, 262–263

weekly hours Hangout with customers, 
164, 168

Will.i.am (musician), 172, 286
WordPress, 262

• Y •
You Might Like section, 32, 33
Your Circles option, 52
YouTube

creating your own news, 155
Google+ integration, 73, 79
Hangout integration, 158, 163, 169, 170
revealing your company with, 153
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