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1
What Is Twitter (and What It Is Not)

Limitations are in place to help us. “No more than ten items” in the
grocery store’s Express Lane. “Maximum Capacity” of a meeting
suite, so you have room to network and socialize. “You’re carry-on
bag must fit in this space…” for the airlines, to accommodate every-
one’s luggage. (If only more people paid attention to that one!)
These limitations, although we might not always like them or abide
by them, are there to help us out. I still remember how angry I was
as a kid when a ride operator would break out the “great stick of
judgment” (You know the one—most of it painted red while the rest
was topped off in green?) after spending hours in line. Of course,
when I would feel myself achieve zero gravity on the roller coaster’s
first drop, I understood the reasoning behind this limitation: For my
own good.

Limitations tend to become unpopular when it comes to communi-
cations, though. When you have something to say, it can be a little
aggravating to be told you have only so many words and so much
time to get your point across.

So when people ask me about Twitter and say, “I only have 140
characters to make a point? Doesn’t really give me a lot to do or say,
now does it?” Let me give a few examples of what you can say with
140 characters…or less:

We have nothing to fear but fear itself. (41 characters)

Imagination is more important than knowledge. (46 characters)

Remember no one can make you feel inferior without your consent.
(65 characters)

People with clenched fists cannot shake hands. (48 characters)
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And finally there is this:

Twitter is changing the way we talk to one another and the way businesses
relate with clients, all within 140 characters or less. (130 characters)

8 Chapter 1 What Is Twitter (and What It Is Not)

FIGURE 1.1
Twitter takes the world’s thoughts and whittles them down to quick, 140-character-sized blog
posts.

Welcome to Twitter, the fastest growing Social Media initiative since
Facebook and MySpace. In 2006, the “microblogging” website went
online and between 2007 and 2008 its popularity exploded, along with
other websites and online developers creating a variety of services (good
and bad) for this unassuming yet innovative communications tool.

Still, Twitter is far from mainstream, and a lot of people have questions
about it. A lot of questions, it seems. The ones I hear the most often are

• Is Twitter like an Instant Messenger?

• Why would I care what you are doing?

• Isn’t following someone kind of stalker-ish?

• What exactly is Social Media?

How about along with these four, we take a moment to understand
exactly what Social Media (a term often associated with Twitter) means.
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With the background and foundation in place, we can then continue
working on what Twitter is and how you can get the most out of it.

A Brief History of Social Media
To understand and appreciate what Twitter is, we have to step back to the
early nineties when the Internet was very one-sided. When I say “one-
sided” I mean that information was presented in a stationary, static for-
mat. Hypertext Markup Language (HTML) after all was just that: plain old
text. Granted, you could format it, add pictures to it, and hop from page to
page and place to place; but that was about it as far as interactivity went.

To become an active participant in a webpage’s message and chiming in
on a topic discussed, some websites might offer a contact page where your
comment, feedback, or criticism might reach someone and maybe, if
timed right, would be implemented into a website’s development when the
content would be updated, provided it was updated. (Updating content in
the early days of the Internet was a labor-intensive process.) For many
years, the Internet worked this way and was regarded as a wonderful
resource of information, the digital library that never closed and where an
answer remained a mouse-click away. Still, the information remained
static and constant, rarely offering visitors the chance to participate.

First Forums, Which Begat Blogging

With the development of more powerful scripting languages such as ASP
and PHP, web developers began experimenting with more interactive web-
sites where visitors could interact with one another and even leave com-
ments pertaining to topics started by the host website’s subscribers. These
dynamic websites were called Forums and are still in use, most popular at
fan sites for various entertainment outlets, and also on tech-related web-
sites such as Apple, Adobe, and Digital Juice.

Visitors to a forum subscribe, giving themselves a username, profile, and
any other personal details they wish to share into the site’s database.
Members then surf from topic to topic, finding one that piques interest and,
if interested, chime in with a reply to the main topic. These discussions are
also called threads, and the replies within replies can sometimes become
threads of their own. If you are a member of a forum, you can start up a
topic, and within the replies you can offer other resources for forum mem-
bers to review. Members subscribed to a specific thread can receive email
notification that someone had replied to them, and then forum members
can click on the link provided, log into the forum, and reply.

A Brief History of Social Media 9
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FIGURE 1.2
To encourage interaction and build communities, forums (like this one found at
DigitalJuice.com) would be offered at host sites.

Around 2000, RSS was beginning to take shape as a language that people
would need to know and adopt. RSS (which stood for Really Simple
Syndication) would serve as the foundation for “weblogs” or what people
would commonly refer to as blogs. The difference between a blog and a
forum is that a blog is usually written by one writer, or a core group of
writers. Subscribers can interact with the authors via comments, but they
themselves cannot start up a new topic as they can in a forum. Another
major difference between blogs and forums is that unlike a forum where
you have to go to the host website to interact, the blog’s content on sub-
scribing comes to you through an RSS reader like Bloglines (http://blog-
lines.com) or Google Reader (http://google.com/reader/). Now, topic by topic,
subscribers and guests to the blog are given the chance to interact with its
author, commenting with resources to share. Blog comments are an open
invitation to both guests and subscribers, unless moderated by the blog’s
hosts. Another unique capability with RSS is that now the content can be
syndicated through other blogs, increasing traffic for both the host blog
and the blog referencing the original content. Now topics previously con-
fined to a host forum could be distributed through a vast network com-
monly known as the blogosphere.

10 Chapter 1 What Is Twitter (and What It Is Not)
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FIGURE 1.3
Weblogs, or more commonly referred to as blogs, changed the way Internet users interacted
with websites.

This ability to interact with the creative minds behind the website’s con-
tent and with other subscribers served as the foundations of Web 2.0, a
more interactive form of the Internet where instead of information pre-
sented in a static manner, the content of a website was always changing,
evolving through involvement of online communities built around the
subject matter discussed.

Proceeding with Podcasting

In 2004, blogging ascended to a higher form of communication, thanks
to one of RSS’s pioneers and a former MTV VeeJay. Dave Winer and Adam
Curry developed a new RSS tag—the <enclosure> tag—to allow RSS to syn-
dicate more than just text and images. By adding an enclosure tag, the
RSS feed was now able to distribute more robust media such as audio and
video files.

And thus, podcasting came to be.

A Brief History of Social Media 11
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FIGURE 1.4
Podcasts (such as George Hrab’s Geologic Podcast, pictured here) encouraged interaction
between the shows and their listeners.

Podcasting (a subject I am intimate with as I first embraced it as a listener
in October 2004, became a producer in January 2005, and released my
first book on the topic in October of that same year) can be best described
as “DVR meets the Internet”. When you find a podcast that you like, be it
audio, video, or enhanced, you subscribe to it. Much like a DVR, after you
subscribe to a podcast, episodes are stored on your computer or portable
media player until you view or listen to it. Unlike audio or video stream-
ing that happens at a prescheduled time and is not stored locally on your
computer, or webisodes (exclusive video content usually found only on the
Internet) that are made available for a period of time and then taken
offline, podcast media gives full control to subscribers. In other words, the
media is yours to keep. Whether it is the video antics of Tiki Bar TV
(http://tikibartv.com), the variety of free novels from Podiobooks.com
(http://podiobooks.com), the mysterious and macabre from Stranger
Things (http://strangerthings.tv) or the SpyCast™ presented by the
International Spy Museum (http://spymuseum.org), podcasting offers a
variety of programming for all.

12 Chapter 1 What Is Twitter (and What It Is Not)
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Podcasting also encourages listeners to give feedback and, in many cases
with services such as TalkShoe (a website that offers podcasters the ability
to host a “call-in style” show, and found at http://talkshoe.com), become
active participants in the podcast. Much like with blogging and forums,
listeners and viewers are encouraged to write in or leave voice mail for
the show, and in many cases their feedback and participation can drive
the show. Regardless of whether producers are podcasting audio or video,
many of the creative minds behind productions in the podosphere will
attest that listener feedback, view mail, and the community feel of the
podcast audience is what keeps everyone going to the next episode, and
the next season.

The Rise of Social Networking

With the popularity of content being delivered to computers via RSS,
another form of communication evolved. It, too, tapped into the capabili-
ties of RSS and offered subscribers a way of networking with others, simi-
lar to actual networking opportunities you would have at a conference,
an expo, or a formal business function. As this networking was happen-
ing online, though, there was an informal air about these “meet and
greets,” and although some participants regarded the ability to build
these networks to build either on their business (regardless of the com-
pany’s size), others regarded these online connections as a way to chat
informally with people that “grokked” (for the fans of Robert A. Heinlein)
with them. This became known as social networking, where how you con-
nected and communicated with others in your virtual community was left
up to you. Were you establishing a profile to make professional contacts,
or were you there to enjoy the company? Social networking enables you
to do both.

Social networking can include millions of members on one site with
smaller, more concentrated communities forming within the host site.
There are many social networking sites online, all of them offering vari-
ous services and benefits to its members. A few of note include the follow-
ing:

• Friendster (http://friendster.com)—Founded in 2002, this site holds
the title as the first “socal networking site” as it offered to its mem-
bers the ability to share photos and videos with those in its network,
and helped complete strangers connect and nurture new friendships.
The current membership of Friendster is more than 90 million regis-
tered users worldwide and is considered by many as the cornerstone
of online social networking.

A Brief History of Social Media 13
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FIGURE 1.5
Social networking sites, such as Facebook, brought people of like interests, passions, and past
experiences together for resource exchanges, reminiscing, and quick contact.

• LinkedIn (http://linkedin.com)—Following in the footsteps of
Friendster is the less-fun, professionally polished networking site,
LinkedIn. Although this site does not offer the same social aspects of
Friendster, LinkedIn does offer a more corporate approach to social
networking. On LinkedIn, it’s less about “Did you see what happened
on Lost the other night?” and more about “How do I get a job work-
ing at the studio behind Lost?”. Here, users post their job experience,
ask for references and endorsements, and interact with others in their
profession through online discussion groups. When it comes to job
hunting, particularly in tech-related fields, LinkedIn is an essential
tool.

• Flickr (http://flickr.com)—Sometimes, Flickr is disregarded as a
social networking site, but look at what it offers: a place for photog-
raphers both amateur and professional to display their work, the
ability to comment on photographs, the option to build networks
with individuals and groups, and RSS feeds granting others to sub-
scribe to photography feeds. That is Flickr, and that is social network-
ing. It is still one of the most popular websites online, hosting
billions (that’s billions with a “b”) of photographs for your viewing
pleasure.

14 Chapter 1 What Is Twitter (and What It Is Not)
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• Digg (http://digg.com)—Often imitated, never duplicated, Digg
grants its members the ability to share online content with one
another. This is why for many blogposts, podcasts, YouTube videos,
and other online media outlets, you can see “Digg This” at the end
of the posting. Registered users vote whether they like it , and the
more an item is “digged” (or would that be “dug”…I’ll have to look
into that…), the longer it is featured in certain sections of Digg’s host
site. Digg also encourages community by offering discussion plat-
forms on why something is Digg-worthy.

• MySpace (http://myspace.com) and Facebook
(http://facebook.com)—We now come to the 800-pound gorillas of
social networking sites, MySpace and Facebook. The argument that
both websites are different and should never be compared to one
another still rages online, but I will argue that these two sites—both
giving Friendster credit for their genesis—are kissing cousins of each
other. MySpace and Facebook both offer users interfaces to build net-
works with old friends, make comments to one another, post photos,
find others of like-interests, and even create discussion groups. Both
are leaders in social networking sites. As reported by
TechCrunch.com at the beginning of 2009 (http://bit.ly/MSvFB),
MySpace supports an active membership of more than 125 million,
while Facebook continues to grow in popularity with more than 200
million users. Both also have a love-hate relationship with their
users. Both sites enable users to connect with old friends from college
and high school. MySpace can slow down browser performance,
though, with its liberal surrendering of design attributes and audio-
video embedding options for users. Facebook’s Achilles’ Heel is the
time needed to weed though the invitations to causes, games,
“pokes” and various groups.

There are many others out there—Technorati, last.fm, uStream.tv,
GoodReads, FriendFeed, Ning—and more social networking sites than I
can sign up, set up a profile, and manage on a daily basis. It seems that
since 2005, social networking has exploded on the Internet, changing the
way information is exchanged; relationships are cultivated between cor-
porations and clientele. With all this user-generated content available in
text, audio, and video, Social Media has now become the new buzz word of
business. Encompassing blogging, podcasting, and social networking,
Social Media is the new wave of communications that both the casual
user and the professional can find something they like. Social Media can

A Brief History of Social Media 15
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be geared strictly as free entertainment for some, whereas others use it as
a powerful marking tool reaching 100 percent of their target audience.

It was in the middle of this wave that on March 2006, Twitter came to be.
Since 2007 and 2008, this unassuming communications tool experienced
a membership boom of over 750 percent. People can now let their respec-
tive network know where they are, what they are doing in that moment,
and even provide exact coordinates as to where they are doing what they
are tweeting.

And now, the guy who wrote the definitive book on podcasting is writing
the definitive book on Twitter. So you have questions? No problem. I have
the answers. And yes, although I could answer your questions in 140
characters or less, I’m going to allow myself a bit more latitude.

What Is Twitter?
This has become, in the past year, a Question of the Ages: What is Twitter?
The two comments I get the most often are “I tried Twitter and I don’t get
it.” Or “Why do I care what I’m doing?” At first glance, it does seem a lit-
tle confusing as to exactly what it is, and with the many third-party
applications that are out there, it can easily be confusing as to exactly
what it is and what it can do.

Twitter’s Role in Social Media

Twitter, at first glance, might have seemed late to the party (going live in
2006); but with the earlier cited 750 percent growth, Twitter has become
one of the essential tools in enjoying Social Media and implementing
Social Media in business. The reason for its growth can be its initial ease
of use.

Hold on a moment? If Twitter is so easy to use, why dedicate a whole book
to it?

There is a lot to Twitter after you get past the initial introduction, but
even when you get past the learning curve, you can see where Twitter fits
in the grand scheme of Social Media. Twitter serves as a true union of
Social Media with social networking. How it bridges the gap between net-
working and Media is in how you build your network and then chat
about what you are doing. From a marketing perspective, this is a dia-
logue you have opened with an audience that—on making the decision to
follow you—wants to know exactly what you are up to. This is a great
time to share with your network your brand or product because your

16 Chapter 1 What Is Twitter (and What It Is Not)
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audience has made the decision to find out more—truly, a marriage of
networking with creating media. Although it probably did not start out to
do so, Twitter has raised the bar for other social networks online, and
throughout the book we explore some of the applications of Twitter, both
for a personal and professional use, and work on ways of building your
online community, maximizing your time and investment online.

What It Does

If you have never blogged or even considered hosting a blog, Twitter is a
bit like the test drive of blogging. Whether you call it nanoblogging or
microblogging, Twitter is like a blog or your “status” in Facebook. You type
your thoughts or actions at that particular moment into the offered inter-
face at http://twitter.com. Unlike the Facebook status or a blog, though,
you have a number starting at 140 and counting down with each charac-
ter you type. This includes spaces. This limitation makes you pair down
your posting (or a tweet) to the bare essentials. “What are you doing?” No
room for (a lot of) pontification. You tweet and you are done. When you
send out a tweet, those in your network (your Followers, which are listed
by their avatars in a grid on the main page of your Twitter account) all
see your tweet. That is how Twitter works. It’s your quick response to the
world outside.

What You Should Do to Make It Work

Right now, when you log into the website, Twitter directs you to a static
web page displaying the tweets of your followers. You also have options to
access the replies to your followers. You can also access from here Direct
Messages that are tweets sent to you and only you, Favorites that are
tweets that you just want to hang on to because they were that cool, and
finally the Everyone option that enables you to take a look at all the
tweets happening on the Twitter network.

Safe to say, that is a LOT of tweets.

Many people work with Twitter this way, refreshing their browser window
when they feel the need to check Replies or if they want to keep track of
those in their Twitter feed. Is this an efficient way to monitor Twitter? Not
really. Part of the appeal of Twitter is catching people in the moment, of
sharing an experience with other followers (or your community that
sports a variety of colorful names like Twitterverse and Twittersphere), but a
manual refresh is just one more thing you need to do to make Twitter go.

What Is Twitter? 17
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18 Chapter 1 What Is Twitter (and What It Is Not)

FIGURE 1.6
The popularity of Twitter has now encouraged developers to create better and badder third-
party applications (like DestroyTwitter, featured here) to enhance your Twitter experience.

This is why incorporating a third-party application with Twitter is a real
benefit. Instead of having to refresh and refresh your browser window, a
third-party application fetches your tweet for you at intervals you set and
will even alert you when people reply or directly message (or DM) you.
Popular applications that bring the tweets to you include

• Twitterific

• Twhirl

• DestoryTwitter

• TweetDeck

These applications take care of the refreshing for you, can help you
organize who is in your network, and in some cases filter out any
unwanted noise in your feed. These applications also allow you to tweet,
reply, and even retweet (repeat another’s tweet under your own account
without the need to copy and paste) from its interface. This does not
mean you never need to visit your homepage on Twitter.com, but with
these additions to your Twitter account (many of them offered for free), it
does increase the efficiency of your Twitter experience.
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What Twitter Isn’t
Although I am touting all the wonderful things about Twitter in this
introduction, that does not necessarily mean that Twitter is for everyone,
or that it made the best first impression. I don’t think it is a failure of
Twitter, but more of a misconception of exactly what Twitter is. Twitter
could be called the Swiss Army Knife of Social Media, considering all of its
capabilities and possibilities; but where Twitter fails is when new users
believe it is something that it is not.

Twitter Is Not a Chat Application

Some approach (and walk away disappointed) when they discover that
Twitter is not an Instant Messenger (or IM), or try to use it as an IM appli-
cation with one wicked delay!

Twitter does seem to resemble a chat application like Skype, AIM (AOL
Instant Messenger), iChat, or the various chat add-ons you might find in
MySpace or Facebook, but it is not meant to be a chat application nor
was it ever built to be one. For one thing, while you are replying to
another follower’s tweet, this is not a private conversation you are having.
You are sharing whatever you are discussing with this individual with
your entire network. In other words, you are inviting everyone into the
conversation. You can use DMs to have truly private conversations, but
considering the third-party application (if the person you talk to is using
one), there might be a long delay before you get an answer.

The most blaring reason not to use Twitter as an IM is simply because of
the 140-character limitation. It’s there to keep your communication to the
basics, to keep Twitter and the conversation with the communication
moving. If you cannot keep a single statement within one (or two) tweets,
it’s time to move the talk to Skype, iChat, or Facebook Chat.

The 140-character limitation is also Twitter’s strongest attribute because it
forces you to avoid going on tangents, long-winded replies, and other ten-
dencies that happens with other IM applications. Hours of chatter on true
IMs are gone, provided you are using Twitter correctly. Speak your peace
in 140 characters or less, return to your previous work, and if you are
alerted to a reply or a series of replies, it is your option to reply. In an IM
Chat, whether it is you and another or a conference call, the conversation
is driven by instantaneous, continuous communication. By design, Twitter
is not meant to be a timesink. (It can be, but all in how you use it.) Stick
to its restrictions, and if you feel the need, invite the follower to join you
on a true instant messenger, provided you can afford the time.

What Twitter Isn’t 19
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FIGURE 1.7
The 140-character limitation built into Twitter keeps you on topic, avoiding tangents you might
go on in true chat applications.

Twitter Is Not a Blog

You have seen me refer to Twitter as “the test drive of blogging,” but let
me be clear on something: Twitter is not a blog. True, Twitter does use RSS
feeds to allow your tweets for the day to appear as a blogpost. True,
Twitter is asking you what you are doing at that very moment. True, peo-
ple do follow you much in the same way that people subscribe to your
blog.

Twitter can do all this, just like a blog; but trust me—it’s not a blog.

Blogs usually follow a theme, or if they are of a more personal nature
they can follow a variety of subjects. Twitter covers everything including
the kitchen sink and, depending on the person tweeting, things you would
never want to do in, on, or anywhere near the kitchen sink! Following a
single topic in Twitter can be a bit challenging. It’s possible, but limited to
how much you can say about the topic at hand. Additionally, you can
reply and comment on a topic in Twitter; but if a week later, you want to
return to that original tweet, you would find that a challenge because you
would need to weed through a week’s worth of tweets before finding it.
Then you would have to bring others in your network up to speed on

20 Chapter 1 What Is Twitter (and What It Is Not)
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exactly what you are talking about. With blogs, you have posts catego-
rized, organized, and always with a reference point that its comments
continuously reference.

What Twitter Isn’t 21

FIGURE 1.8
Blogposts like this one, although Twitter can provide links to them, would be impossible (or
downright annoying) to display through a series of tweets.

Also, blogposts can be more than 140 characters. Some postings can be
140 words or even, if the blogger is particularly passionate, 1,400 words!
There is also the ability to make images, audio, and video part of a blog-
post whereas Twitter can only give reference links. Twitter, although it
might behave like a blog in many ways, is far from a proper blog. Yes,
you can use Twitter as a blog (and many users choose to do so), but in
many cases Twitter is serving as the nanoblogging extension to a larger
blog elsewhere on the Internet.

Twitter can serve, though, as a nice primer to how it is to blog. If you find
Twitter a lot of fun, check out WordPress (http://wordpress.org) or a similar
blog host. Within minutes, you can have a true weblog up and running,
and with a few clicks you can even have a plug-in that automatically
tweets for you when your latest blogpost goes live.
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Twitter Is Not Like Facebook, MySpace, or Other Social
Networks

“I really don’t have the time for Twitter.”

This is probably the biggest excuse I hear from people on why they are
not giving Twitter a shot. Where is this coming from? Could it be the
hours of productivity lost when going to MySpace and weeding through
the variety of Friend Requests, trying to figure out which profiles are truly
legitimate people and how many are simply spambots (automated pro-
grams that search out accounts, send requests to join your network, and
serve as portals to other “unsavory” websites) posing as bikini-clad singles
“ready to meet you”; or could this animosity to Twitter come from the sev-
eral hundred “Li’l Green Patches,” “Pillow Fights,” and “Mob Wars” you
needed to ignore on your Facebook page? Or how about, in the Ning
Community you recently joined, there is a discussion you feel compelled
to jump into; and an hour later you are still working on that discussion
post? Whether it is approving others to join your Flickr feed (and trying to
figure out if they are Friends, Friends & Family, or simply a “Contact”) or
if you find yourself drawn into a thread appearing on a forum you just
joined, the perceived investment of time into Twitter seems to be a major
barrier for others to clear.

Twitter took that into account, and it keeps it simple. You have only three
options when you are notified that someone is following you on Twitter:

• Follow

• Not Follow

• Block

Simple as that.

So now you start following that person. Now what? Do you stare down
your Twhirl or Twitterific until your new-found community member
responds, or do you take more of a “Jack Torrance” approach to your web
page on Twitter.com and continue to refresh…and refresh…and
refresh…and as the snow continues to fall outside your office, you refresh
your browser…and refresh…and refresh….

All work and no play makes Jack a dull boy.

No, of course you don’t do that! (But if you do, I’d avoid the hedge mazes
if I were you…) Once you decide to either follow, not follow, or block a fol-
lower, you return to work as usual. Twitter, by design, was meant to run
in the background. You can cast a cursory glance at what is happening in
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your feed, and if something catches your interest, you reply. If someone
sends you a direct message, maybe your attention is needed provided you
want to reply to the DM. Twitter is the definition of low maintenance.
Perhaps, if you want to delete previous tweets, or if you are searching out
followers in your community, you no longer want to follow or feel uncom-
fortable in having them follow you, the interface does not lend itself to
user-friendly actions. You cannot “Select All” of previous tweets and press
a delete key, and you cannot search out Twitter users unless you remem-
ber their name or handle. However, building your network takes only a
few minutes. How deep your involvement with your Twitter network falls
back on you and the parameters you set. Twitter becomes high mainte-
nance only if you allow it to be.

Now that we know enough about Social Media to be dangerous, what
Twitter is, and what Twitter isn’t, the time has come to stop talking about
how cool Twitter is and discover it for yourself. It’s time to set up an
account and reach out to a group of friends and strangers, all with differ-
ences and commonalities. With me and my 35,000 (and some change)
previous tweets as your guide, I’ll help you get the most out of those 140-
characters you’re allowed. Welcome to the local coffeehouse that never
closes, to the mixer that goes global, to the think tank of minds and
hearts from places near and far.

Welcome to Twitter.

What Twitter Isn’t 23
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One topic that continues to capture the attention of 
both in-house search engine marketers and those at 
agencies is the question of whether organic rankings 

can replace paid-placement rankings. Weaning oneself of PPC 
search listings when top organic listings have been achieved 
seems like a no-brainer. However, in this truth, I’ll illustrate how 
pulling your PPC ads after achieving high organic position might, 
in fact, be a very bad idea.

Many SEO practitioners share a pitch that, with their help, you, 
the marketer, will be able to achieve top organic position for your 
favorite (or most valued) keywords 
and kick the PPC search habit 
forever. It sounds very tempting, 
and getting top organic positions 
does have a huge incremental 
value. This is particularly true if the 
page that ranks well contains a clear 
offer leading to a good conversion 
rate and site stickiness. So, knock 
yourself out and engage in SEO because (unless your landing pages 
are horrid and result in a high abandonment rate) you’ll benefi t from 
the visibility and “free” traffi c that only costs you hours of work to 
achieve. However, you must remember that the ability to achieve 
top organic placement above any universal search elements is 
increasingly in doubt, except perhaps for a brand search.

Also consider that Search Engine Results Pages (SERPs) are 
no longer a “one size fi ts all” scenario. Personalized search will 
increasingly scramble the search results and, therefore, rank. Also, 
different syndication partners display listings differently. (Some even 
customize the algorithms for organic display.) So, you may feel like 
you’ve got high organic rank, whereas your true visibility is nowhere 
near as great.

Even if you were to apply the old-school mentality and assume that 
great SEO is consistent across all usage instances and decide to turn 
off PPC search for that keyword in those engines, you should consider 
the following issues:

…pulling your PPC 
ads after achieving 
high organic 
position might, in 
fact, be a very bad 
idea.

01_0789738325_Pt1.indd   1801_0789738325_Pt1.indd   18 1/27/09   8:48:31 AM1/27/09   8:48:31 AM



19

Competitive mix—What is the mix of paid and organic listings? 
Are there competitors surrounding your paid and organic listings 
or the listings surrounding those of channel partners? If you are 
surrounded by enemies, gaining good PPC visibility will likely 
be more strategically important. Competitive mix analysis isn’t 
a matter of black-and-white distinctions, because some of your 
channel partners may not be exclusive to you or may result 
in a lower immediate and lifetime profi t than you’d realize by 
capturing the customer yourself. Don’t get too scientifi c in this 
analysis because as we’ll see, 
the decision may be a slam 
dunk either way.

Messaging differences—What 
is the messaging of your 
organic link? The organic title 
and description displayed are 
at least partially under your 
control, as is the copy on the 
landing page associated with 
the high-ranked listing. As you 
well know, messing with any on-page elements after achieving 
high rank is dangerous, so if the marketing messages on your 
organic pages are not conducive to converting visitors, you may 
need to rely on your paid-placement titles, descriptions, and 
landing pages to effectively communicate your message and 
offer to site visitors. Even if your organic listings have spot-on 
messaging and the landing pages are great, do you have more 
than one offer or more than one target audience? If the answer 
is affi rmative, you will want to avail yourself of the fl exibility that 
PPC listings offer.

Conversion differences—Here’s where things get interesting. 
You have far more fl exibility with ad copy and landing pages with 
PPC search than you do with organic, so consider the conversion 
rate differences during your analyses.

The preceding issues aside, the ultimate proof is in the test. To test 
the true value of the additional PPC listing, you need to determine the 
net additional costs and the net additional benefi t or profi t. The test 
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If you are 
surrounded by 
enemies, gaining 
good PPC visibility 
will likely be 
more strategically 
important.
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my team uses is the “pulse test,” which is structured as a one-week-
on and one-week-off test wherein the PPC listings are paused. You’ll 
want to keep a close watch on all your key post-click metrics for both 
organic and paid search.

Let’s do the math

For most marketers, variables include conversion to lead/sale and 
(in the case of an e-commerce site), revenue/profi t. Some lead-
generation success metrics include scores (indicating the projected 
quality of the lead), so you may need to measure this, too:

1. If you are already running paid campaigns, use the results as 
your baseline, and if not, use the organic-only traffi c, conversion, 
and revenue/profi t/lead quality numbers as your baseline. Run 
the test for a full week and collect the data. If you are a smaller 
marketer and a week does not result in a statistically signifi cant 
number of orders or leads, run the test for a couple of weeks or 
longer.

2. The next step is to switch states. Turn on/off the paid search 
listing and look at the delta in overall clicks, as well as the clicks 
from each source. The fi rst calculation you’ll want to make is the 
net click gain. You might fi nd that there is some cannibalization 
wherein the paid listing takes clicks from your organic listing. 
But the net clicks delivered by the paid listing are used to 
calculate your true CPC. (That is, you want to add the cost of the 
cannibalized clicks to the net gain of clicks to determine true 
CPC.)

3. Finally, calculate the difference in total conversions and resulting 
revenue/profi t/lead quality between both states. Pay particular 
attention to the differences between the organic and paid 
channels, as well as the net gain. You might fi nd that paid search 
brings in a different, more valuable customer.

When I’ve tested this with clients, these calculations have always 
showed high ROI for the PPC campaign, even when cannibalization 
is factored in. The better the paid landing page, the higher 
the net gain in ROI. So far, I haven’t found an instance 
where organic is enough. But I’ll keep testing.

01_0789738325_Pt1.indd   2001_0789738325_Pt1.indd   20 1/27/09   8:48:32 AM1/27/09   8:48:32 AM



Google  
Bookmarks Delicious Digg Facebook StumbleUpon Reddit Twitter

http://www.informit.com/store/product.aspx?isbn=0789738317
https://www.google.com/accounts/ServiceLogin?hl=en&continue=http://www.google.com/bookmarks/mark%3Fop%3Dadd%26bkmk%3Dhttp://www.informit.com/promotions/promotion.aspx%3Fpromo%3D136443%26title%3DInformIT:%2BFREE%2BSocial%2BMedia%2BMarketing%2BeBook&nui=1&service=bookmarks
https://secure.delicious.com/login?v=4&jump=http%3A%2F%2Fdelicious.com%2Fsave%3Furl%3Dhttp%253A%252F%252Fwww.informit.com%252Fpromotions%252Fpromotion.aspx%253Fpromo%253D136443%26title%3DInformIT%253A%2520FREE%2520Social%2520Media%2520Marketing%2520eBook%26notes%3D%26tags%3D%26v%3D4%26noui%3Dno%26share%3Dyes%26jump%3Dyes%26time%3D1255027450%26recipients%3D
http://digg.com/submit?phase=2&url=http://www.informit.com/promotions/promotion.aspx?promo=136443&title=InformIT:+FREE+Social+Media+Marketing+eBook
http://www.facebook.com/sharer.php?u=http://www.informit.com/promotions/promotion.aspx?promo=136443&t=InformIT:+FREE+Social+Media+Marketing+eBook
http://www.stumbleupon.com/submit?url=http://www.informit.com/promotions/promotion.aspx?promo=136443&title=InformIT:+FREE+Social+Media+Marketing+eBook
http://www.reddit.com/login?dest=%2Fsubmit%3Furl%3Dhttp%253A%252F%252Fwww.informit.com%252Fpromotions%252Fpromotion.aspx%253Fpromo%253D136443%26title%3DInformIT%253A%2BFREE%2BSocial%2BMedia%2BMarketing%2BeBook
http://twitter.com/home?status=InformIT:+FREE+Social+Media+Marketing+eBook+http://www.informit.com/promotions/promotion.aspx?promo=136443


Everything you must know to optimize your site, 
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write for users... implement search-friendly content management... avoid problems 
with rich content technologies such as Flash and aJaX... create metatags that 
actually work... use public relations, blogging, and other techniques to drive 
traffic... budget and manage search optimization projects... and much more.
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When you really think about organic search and how it 
works, you’ll fi nd it’s a lot like public relations. (In fact, 
SEO can play an enormous role in a PR strategy, which 

we’ll examine in Truth 22, “Using SEO PR as a link strategy”). 
SEO isn’t advertising. In advertising, you buy broadcast or print 
or outdoor media, and then get to put pretty much whatever you 
want in that space or time for as long as you want—or can afford.

Organic search is different. The pages that appear in organic search 
results are the pages the search engine’s algorithms think belongs 
there. Like issuing a press release or speaking with the media, you 
put information “out there” and hope for the best. To be sure, you 
can infl uence what’s out there. You can put a positive spin on it, 
emphasizing some points, while de-emphasizing others.

But at the end of the day, what appears in the search results—not 
unlike what appears on the evening news or in the morning paper—
isn’t solely determined by you. Search engine algorithms make the call.

Heaven knows, you’re not the only one out there clamoring for 
attention—so are your competitors. And so, unfortunately, your 
detractors are vying for the same attention. SEOs often recommend 
a simple test: Conduct a query on your company name, or the names 
of your brands or products, names of your management team, 
accompanied by the qualifi er “sucks.” Too often, businesspeople 
are utterly shocked and horrifi ed at what shows up in organic search 
results, not to mention being at a complete loss when it comes to 
coming up with a strategy to actually combat those negative results.

If not for forever, organic search results can live on for a really, 
really, really long time. Take the case of the Kryptonite lock. Several 
years ago, a guy named Chris Brennan discovered that you could 
easily open one of these expensive, top-selling bicycle locks with 
a few twists of a cheap and ubiquitous Bic pen. Brennan posted 
a couple of how-to videos on the Web. And boom—the discovery 
turned into a viral phenomenon, a high-profi le news story, and 
unsurprisingly, a PR catastrophe for Kryptonite.

Fast-forward four or fi ve years, and search on Google for 
“kryptonite lock.” The fi rst two results are for the manufacturer’s 
websites. But the #3 result—way up high on the page—is a 
Wired magazine story entitled, “Twist a Pen, Open a Lock,” dated 
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4September 17, 2004. The next result is an entry on the super-popular 
blog, Engadget, from a few days earlier, with the headline “Kryptonite 
Evolution 2000 U-Lock hacked by a Bic pen—Engadget.” YouTube 
videos of the foiled locks are featured. A number of articles harshly 
criticizing Kryptonite’s response to the revelation are next in the 
search results. There are links to audio fi les, such as a radio show 
segment that asks: “Can Plastic Pen Defeat Kryptonite Bike Lock?”

You get the idea. The company tripped up. Back in September 
2004, Kryptonite was subjected to a PR fallout.

On the Internet, as far as Kryptonite is concerned, the fallout is still 
falling, regardless of the fact that nearly fi ve years have elapsed since 
the crisis. As far as anyone searching “kryptonite lock” is concerned, 
Bic pens are opening Kryptonite locks in the here and now. That’s 
because the overwhelming number of page 1 search results for 
“kryptonite lock” refer not to the company, not to the product, not 
to information about bike security, testimonials from satisfi ed users, 
reviews of the products, new company or product announcements, 
or retail results. Search “kryptonite lock,” and you’ll get all Bic pen, 
almost all the time.

Yikes!

Whose fault is that? After all, the term “Dell Hell” no longer 
appears on the fi rst page of results when you search the computer 
manufacturer—although it did, and remained there for a long, long 
time, after Dell incurred the wrath of A-list blogger Jeff Jarvis in the fall 
of 2004, at pretty much exactly the same time the Kryptonite storm 
unleashed its fury. In fact, today the fi rst page of Google results for a 
search on “Dell” contains only one negative result. And it’s quite far 
down the page, well “below the fold.”

That search results are dominated by negatives for Kryptonite and 
relative positives or neutrals for Dell is no accident. It’s not that the 
search results are more or less relevant for either company or brand. 
In both Kryptonite’s and Dell’s case, the results are very relevant. Yet 
there’s certainly no confusing which set of search results you’d rather 
have show up on a search for your company, product, or brand name.

It is no accident that Dell managed to wipe the lion’s share of 
negative results from the fi rst page of search results. Dell had more 
negative web content created about it than Kryptonite ever generated 
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with the Bic pen debacle. But Dell paid attention. It changed its 
practices as a result of the Dell Hell fallout and instigated a signifi cant 
push to respond to media, bloggers, and its own customers about 
what it was doing to be a better company.

Dell created new web content. It took action, and those actions 
prompted untold legions of others to create new Dell-related content 
on the Web. This new content relates to its products, practices, 
and successes rather than its failings. Over time, the weight (or is 
buoyancy a better term?) of this new, positive, and better content 
took its toll. Bit by bit, result by result, the positive feedback rose 
higher and higher in organic search results. Although there are few 
absolute truths in SEO, there are some. One of those truths is when 
something rises in rank, something else will have to fall. There simply 
cannot be two #1 results.

SEO may not have been the central goal of Dell’s crisis 
management PR strategy, but you can be sure SEO was certainly a 
core goal of the campaign. Although what dogged Kryptonite fi ve odd 
years ago remains front-and-center, Dell’s problems remain, relatively 
speaking, largely consigned to the archives.

Search results are not something you can control. But if you’re 
smart, and if you know what you’re doing, you can wield plenty of 
infl uence over what shows up in them—and even over what doesn’t.

It all boils down to one simple 
rule: Fight content with content. 
Although you can’t remove the 
negative, you can accentuate the 
positive. Although you can’t rewrite 
yesterday’s news, you can develop a 
plan to create newer, fresher, more 
relevant, and more recent content 
over time. There’s no quick fi x for 
eradicating negative search results, 
but over time, “bad” results can be 
pushed farther and farther down 
the search engine results 
page as it’s superseded 
by relevant and fresher 
results.

Search results are 
not something you 
can control. But if 
you’re smart, and 
if you know what 
you’re doing, you 
can wield plenty 
of infl uence over 
what shows up in 
them.
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Targeting Your Profile
In This Chapter:
• Welcome to Facebook Marketing

• Signing Up for Facebook

• Understanding Your Profile

• An Overview of Facebook

“[In] the last hundred years…the way to advertise was to get into the

mass media and push out your content…In the next hundred years

information won’t be just pushed out to people, it will be shared among

the millions of connections people have. Advertising will change. You will

need to get into these connections.”

Mark Zuckerberg

CEO Facebook

Welcome to Facebook Marketing
Welcome to Facebook—a premiere social networking site, meeting place
for about 80 million users, and marketer’s dream—if you know how to mar-
ket there. We want to say from the outset that the old marketing standby,
interruption marketing, in which the viewer has to sit through an ad, won’t
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cut it on Facebook. We’re into a whole new realm of marketing now, with new terms such
as content marketing and viral marketing.

It’s a new world for marketers, who are just coming to grips with that new world. The
potential is enormous, and the payoff is huge—if you play by the Facebook community’s
rules. It’s not as though marketing is imposed on Facebook users who don’t want to
see it. Most Facebook users are interested in what you have to offer, if you present it
effectively—and correctly.

That’s what this book is all about—the marketing revolution that is social networking.
Contrary to what you may have heard, marketing is not an anathema in social
networking—far from it. But marketers have a steep learning curve.

This book penetrates the world of social networking from a marketer’s perspective.
Again, let me emphasize that marketing is not at all unwelcome on Facebook, but it can’t
look like standard, old-world marketing.

This book shows you what works and what to avoid. The main difference between old-
world and new-world marketing is that now your potential customers are much more in
control of their environment, and you’re the one who has to fit in. Unlike the passive con-
sumers targeted by television advertising, Facebook users can talk to each other, form
groups, and polarize for or against what you have to offer.

It’s no longer the corporation with the biggest budget that wins. Stunning marketing
upsets are occurring in the social networks every day. Your creativity—and your ability to
engage users—determine your success.

That’s a fundamental change: your potential customers are now in charge of the market-
ing environment, and you must be the one who fits in, not the reverse. Yet the rewards
are immense, so it’s worth your while to understand the new rules. It’s a matter of watch-
ing and learning, so we’ll look at what works and what doesn’t, at case studies, at inter-
views with marketers, and more.

Dozens of tools are available to marketers on Facebook, but you have to be careful. If you
screw up, or try to bludgeon your potential customers with your message, you will be
dead in the water. Either you’ll be ostracized, or Facebook will remove your account for
spamming.

This chapter introduces the basics of Facebook—topics and resources we’ll take for
granted in the coming chapters, such as Facebook profiles, the Wall, friends, and more. In
other words, this chapter lays the foundation for the rest of the book.

If you’re already an accomplished Facebook user, you might want to skip to Chapter 2,
“Facebook Groups.” Otherwise, let’s begin with an overview of Facebook.

6 Facebook M ark et ing: Leverage Socia l  M edia  to  Grow Your  Bus iness
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Chapter  1 Target ing Your  Prof i le

Welcome to Facebook
Facebook has about 80 million users. This is smaller than the biggest social networking
site, MySpace (a whopping 200 million registered users), but bigger than the business-
contact-oriented LinkedIn (about 20 million or so).

Even though it’s not the biggest, I believe that Facebook provides the best opportunity
for marketers. LinkedIn has a reputation for being primarily for the over-35 group, and
people there are interested in their careers; they aren’t as concerned with socializing. It’s
not a site you spend hours on; it’s more of a business environment.

And, for my taste, MySpace is too chaotic and coarse to provide a fruitful environment for
marketers. MySpace has the registered users, but the pages can be so hard to deal with
that, unlike Facebook, I don’t feel like browsing people on MySpace. People tend to spend
much more time on Facebook than they do on MySpace.

The Facebook demographics are the most opportune for marketers. Facebook started on
February 4, 2004 (MySpace started in August 2003 and LinkedIn in May 2003) as a site for
college students. You had to have a college email address (ending in .edu) to join.

That changed in September 2006. Then anyone with a valid email address could join, but
from a marketer’s point of view, Facebook’s beginnings were crucial. It still has the repu-
tation of being upscale compared to MySpace, and the typical user is still college-age—
with plenty of disposable income.

MySpace is a zoo that screams at you from the page, and LinkedIn is a reserved, formal
world of business contacts. Facebook is home to an extremely desirable demographic—
educated 18-to-26-year-olds—and it’s where they feel comfortable. It’s where they live
with their friends online, and it’s where you usually have the best chance of marketing.

What’s the attraction of Facebook? What draws people and keeps them there hour
after hour?

In a word: friends. That’s what social networking is all about. And Facebook excels at con-
necting users with friends and keeping them in touch. That’s a vital need for many col-
lege students—not only while they’re in school, but after they leave. For that reason,
you’ll see the average demographic on Facebook age as time goes on.

Not only can you add other users as your friends, which gives them access to your infor-
mation, you also can stay in touch with them. You can drop by their pages and leave
them notes on “the Wall,” as we’ll see in this chapter. You can send them messages. (For
some reason, many Facebook users treat Facebook messages as more handy than stan-
dard email.) You can tell them about events you’ve registered with Facebook.

Even better—and this is the truly valuable part, and one of the main draws of
Facebook—you can watch what your friends are doing minute by minute. Facebook

7
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watches your friends’ activities and reports them to you (consistent with the level of
privacy that your friends have set). So you can see what your friends are up to as they
perform Facebook actions.

This is one of the main ways that Facebook forms its cohesive community—by keeping
you in touch with what your friends are doing without any special action on their part.
It’s a sort of proximity-by-proxy thing, and it’s the closest that two people in different
states might come to staying in touch. For that reason, many Facebook users keep a
Facebook window open at all times when they’re doing other work on their computer—
to watch their friends.

You can also give your status on Facebook, and anyone can see what you’re doing. For
example, you can list yourself as online, as working, as having fun—whatever.

From the users’ point of view, Facebook is really all about connecting with your friends. In
fact, Facebook offers suggestions on your Friends page, listing Facebook members you
may already know. It finds these people by checking what networks you’ve joined and
what friends you may have in common with other users.

If this chapter’s overview of Facebook leaves you feeling lost, take a look at a good intro-
ductory book on Facebook, because the rest of this book takes the basics for granted.

What insightful pieces of advice would you most want new marketers on Facebook
to know?

Be as authentic in your marketing as possible. Inside social networks, trusted refer-

rals are the most powerful marketing message. Find ways to expose your target

audience to people who authentically evangelize your product or service for you.

This is the main value add of marketing in social networks—the social graph is

available to you.

Justin Smith, Editor, InsideFacebook.com, the first blog devoted to Facebook and the Facebook Platform

Getting Started with Facebook
When you navigate your browser to Facebook at http://www.facebook.com, you see the
page shown in Figure 1.1.

This page looks a little less than welcoming. To actually enter Facebook, sign up now.
Enter your email address and a password in the boxes on the right, as well as your birth-
day. Click the Sign Up button to complete the sign-up process. Among that information is
data that will appear on your profile—your geographic region and so on. (You’ll see how
to edit your profile later.)

8 Facebook M ark et ing: Leverage Socia l  M edia  to  Grow Your  Bus iness
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Chapter  1 Target ing Your  Prof i le

Figure 1.1

The Facebook start-up screen.

After your username (your email address) and password are set, you can enter them on
the left in the www.facebook.com page, as shown in Figure 1.1. Click the “Remember me”
check box to make Facebook automatically log you in every time you return.

After you’ve completed the sign-in process, you see the page shown in Figure 1.2, asking
what you want to do next. This is your Facebook home page. It’s always accessible by
clicking the word Facebook in the upper left while you’re logged in. (Note that the home
page may have changed by the time you read this; Facebook is always tinkering with its
appearance.)

Facebook offers the following items on the home page:

• Find Friends: Finding your friends makes your Facebook experience better. You can
search for classmates or coworkers, for example.

• View your friends’ profiles: Follow links to your friends’ profiles to see what they’ve been
doing on Facebook.

• View and edit your profile: Fill in details and upload a profile picture to help your friends
recognize you.

Note that there’s also a group of tabs near the top of the home page—Profile, Friends,
and Inbox. Of these, the profile is where you typically spend the most time. It’s how you
present yourself publicly to other Facebook members.

9
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Figure 1.2

The Facebook home page.

Here’s an overview of these tabs. You’ll spend a lot of time with them in Facebook:

• Profile: A user’s profile is usually the center of his or her Facebook experience; it displays
the user to the Facebook community. Your photo is here, your personal information (as
much as you want to show), your mini-feed (which keeps you in touch with the activi-
ties of other friends), and so on. This is also where other users can drop in and leave you
messages (on your “Wall,” as you’ll see shortly).

• Friends: The Friends tab opens the Friends page, where you manage and add friends.
Here you can group your friends into lists, add or remove them, and more. This is a very
important page for the friend-oriented Facebook user.

In addition, this is where Facebook suggests people it thinks you might know, and
whom you might want to become friends with.

• Inbox: This is the message center of Facebook. Here’s where you read your messages. (By
default, you’re also notified at your regular email address when a Facebook user sends
you a message—but you have to log into Facebook to read it.) Here you can compose,
read, and send messages to other people, friends, and lists of friends.

That’s right—you can send messages to whole lists of friends (and each friend list can
contain 1,500 friends). However, you have to be careful not to spam. Users can report
you with a single click if you do spam, and you risk losing your account. We’ll see how to
create friend lists in this chapter.
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Chapter  1 Target ing Your  Prof i le

Note that you can keep track of your friends’ current status on the right side of Figure 1.2.
For example, you can read that “Rodney Rumford is loving multiple social networks.”You
can set your status on your profile at any time, and any changes you make are updated
on your friends’ home pages.

Note also that at the bottom of the home page is your news feed. When you get some
friends, you can keep track of their doings here. Take a look at the news feed shown in
Figure 1.3.

11

Figure 1.3

The home page’s news feed.

Whenever a friend takes some public action (this person can decide what’s publicly
watchable), it shows up in the news feed. Later in this book, we’ll look at how to use the
news feed for business purposes.

The news feed is one of the most important parts of Facebook, because it keeps users in
touch with what’s going on with their friends, even when their friends don’t know they’re
being watched. This feature is one of the primary reasons that people get obsessed with
Facebook.

Because the Profile, Friends, and Inbox tabs are central to the Facebook experience, we’ll
look at each one in the following sections.
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The Profile Tab
Your profile is your public face on Facebook. If you’re a business, you might be loathe to
put personal information on Facebook. Large corporations skip profiles and go directly to
pages (see Chapter 3,“Creating Your Own Pages”). Pages are appropriate for businesses,
bands, stars, and so on. Pages don’t have friends; instead, they have fans.

But if you’re not a large corporation yet, and you want to get some good Facebook pub-
licity, I encourage you, as a business, to get some personal profiles going. If you don’t
want to do that, and you’re not a known presence on the Internet yet, you might consider
whether Facebook is right for you. Remember, it’s all about content marketing, and you
want to get people as involved with you as you can get them.

Figure 1.4 shows my profile (I admit the photo is a bit grim!). You can access your profile
at any time by clicking the Profile tab that appears at the top of all pages while you’re
logged in.

12 Facebook M ark et ing: Leverage Socia l  M edia  to  Grow Your  Bus iness

Figure 1.4

My profile page, top half.

It’s a long web page, so the bottom half appears in Figure 1.5.

Because the profile is so important, let’s take it apart piece by piece.
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Figure 1.5

My profile page, bottom half.

Across the Top

Across the top of the profile page, you see the Facebook logo in the upper left. Clicking
that at any time takes you back to your home page if you’re logged in. You’ll always see
the Facebook logo and therefore can access your home page. You can also click the
“home” link at the top right of any Facebook page to get back home. Also note the link
next to the Profile tab that says “edit.”You can edit your profile here, as you’ll see in a
moment.

The final elements across the top of the profile are these links:

• home: Takes you to your home page.

• account: Lets you set account info, such as credit card info in case you want to buy gifts.

• privacy: Lets you customize privacy settings, such as who can see what in your profile.

• logout: Logs you out.

The “account” link takes you to the page shown in Figure 1.6.

13
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Figure 1.6

The account page.

On the account page, here are the items you can change:

• Name

• Contact Email

• Password

• Security Question: You can change the question Facebook asks you to verify that it’s
really you.

• Credit Cards: You can change or edit the credit card information you use to buy people
gifts on Facebook.

• Deactivate Account

The “security” link takes you to the page shown in Figure 1.7.

Here are the items on the security page:

• Profile: Controls who can see what in your profile.

• Search: Controls how people can search for you.

• News Feed and Mini-Feed: Controls what’s visible in the news feed and mini-feed.

• Applications: Controls the security settings for the Facebook applications you install.

We’ll take another look at the security page soon. When you’re on Facebook, security and
privacy are major issues.
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Figure 1.7

The security page.

The Search Bar

The search bar is directly under the Facebook logo in the upper left in Figure 1.4. You can
search for people (as well as groups, events, applications, and so on) just by entering their
name and pressing Enter.

Various search options are available. You can select them by clicking the down arrow next
to the word Search. This opens the menu shown in the upper left of Figure 1.8.

The items on the search menu indicate the ways in which you can search:

• Basic Search

• Find Classmates

• Find Coworkers

• Profile Search

• Browse

Using this search box is a good way to reconnect with friends.

15
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Figure 1.8

Search options.

Under the search box is a list of links; in my profile, they are as follows:

• Photos: Displays the photos you’ve uploaded—and photos from your friends.

• Video: Displays your videos—and videos from your friends.

• Groups: Displays the groups you belong to—and groups recently joined by your
friends.

• Events: Lists the upcoming Facebook-registered events you may be connected to—and
those of your friends.

• Notes: Allows you to publish commentary, which can include figures. Your friends can
comment on your notes. And you can see your friends’ notes as well.

Clicking any of these links takes you to a new page. For example, Figure 1.9 shows my
notes page.

After I create this new note, a Notes section is added to my profile. It summarizes the new
note so that friends visiting my profile can see there’s a new note and read it. This offers
marketing opportunities, because you can broadcast your notes to other friends. More
about this is coming up later.

Finally, moving down in the search bar, underneath the Photos, Videos, Groups, and so on,
is an ad. We’ll have a great deal more to say about ads later in the book.
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Figure 1.9

The notes page.

What, in your experience, is the single most important topic or technique to know
about Facebook marketing?

Become a part of the online conversation and don’t just throw up a display ad.

Don’t assume traditional targeting and banner creatives work within Facebook,

because almost all users will simply tune out. Your audience on Facebook is prima-

rily young adults that have been weaned on digital media who are very savvy

when it comes to understanding whether they are being talked to or talked with in

the online world. Talk with them by creating compelling content and applications

that engage users so they share your messaging with their friends. The best adver-

tising is a recommendation, and social networks’ viral aspect enables advertisers to

tap into this virality, assuming the message and the interaction with the consumer

is right.

Eddie Smith, VP, Marketing & Business Development, SocialMedia Networks
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Name, Photo, Networks, and Status

You can see my photo in my profile. If you want to upload or change your photo, just
click the “edit” link on the Profile tab. Then click the Picture tab in the new window that
opens, browse for a new photo with the Browse button, and upload the photo with the
Upload Picture button.

Your name appears next to your photo, as shown in Figure 1.8. Want to change your
name? Click the “account” link in the upper right of your profile, and then click the
“change” link in the Name item.

Note also the status line that appears in my profile—“having fun,” as shown in Figure 1.8.
That status also appears in all your friends’ home pages (as in “Steven is having fun”). You
can set that status by clicking the status text (“is having fun”), entering your new text, and
pressing Enter.

Setting your status can be a mild marketing opportunity. For example, if you were a shoe
manufacturer, you might write “is enjoying his new spelunking shoes to the max.”
Unfortunately, you can’t use any HTML, such as a link to your company’s website.

You can, however, include an URL in your status. Facebook will treat it as a clickable URL.

Under your status are the networks you belong to, and your gender. As with nearly all
items in your profile, these can be restricted, making them invisible to people you want
to keep out.

Under my photo are five icons; they correspond to
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• Education and Work

• Gifts

• Photos

• Groups

• The Wall

When you click an icon, the browser moves to the matching section in your profile. In
other words, the same page stays open, but another section is moved to the top of the
browser window. When you install Facebook applications on your profile, they each get
an icon here too.

Note that above these icons are the words “I am online now.”, indicating that I’m available
for messages. If I weren’t online, you’d see other items. In particular, you’d see links like
these:

• View Photos of Steven (1)

• View Steven’s Friends (6)

• Send Steven a Gift

• Send Steven a Message

• Poke Him!

02_0789738023_ch01i.qxd  8/5/08  10:42 AM  Page 18



Chapter  1 Target ing Your  Prof i le

Also note the link View My Friends (6) beneath my photo. If you click it, the browser navi-
gates to the same page that clicking the Friends tab takes you to; this is discussed later in
this chapter.

The Mini-Feed Section

On the right of Figure 1.8 is my mini-feed. This is the first of the profile “sections” we’ll
cover. A section in your profile has a title bar (reading “Mini-Feed” in this case), and you
can rearrange sections in your profile just by dragging their title bars. So if you want the
mini-feed to appear below the Photos section, just drag it there. Facebook will remember
the new arrangement.

What’s a mini-feed, and how does it differ from your news feed? As you saw on the home
page, a news feed keeps you in contact with all your friends and what they’re doing. You
can also subscribe to various news sources in your news feed.

A mini-feed, on the other hand, appears on your profile page and includes items and
updates about you. As you can see in Figure 1.8, for example, all the items in my mini-feed
begin with my name, such as “Steven joined the group Browns and Beyond.”We’ll cover
groups in detail in Chapter 2. A group lets friends connect around common interests, and
they can leave messages for each other on the group’s page.

In other words, my mini-feed keeps track of what I’ve been doing on Facebook for users
who view my profile. (Again, you can set the access that various groups of users have to
that information.) The items in the mini-feed are often hyperlinks. For example,“Browns
and Beyond” in my mini-feed is a link to the group Browns and Beyond. In the mini-feed
item “Steven added new photos to Hawaii Trip,” Hawaii Trip is a link to my photo album of
photos from our Hawaiian vacation. If you see someone’s name (not your own) in your
mini-feed, that’s a link to that person’s profile.

Note also the down-pointing arrow in the title bar of the mini-feed section. You can
collapse or expand the sections in a profile by clicking that arrow. When you collapse a
section, it closes to just its title bar, and the arrow turns into one that points to the right.
(You can see an arrow like that in the Information section of my profile in Figure 1.5.)

The Friends and Friends in Other Networks Sections

You can see thumbnail photos of my friends in the Friends section of my profile in
Figure 1.8. Clicking one of them takes you to that person’s profile, which is pretty cool.

Directly under the Friends section in the profile is the Friends in Other Networks section,
visible in Figure 1.5. There you can see a breakdown of my friends by network—
Richmond, VA; Ithaca, NY; and so on. Clicking one of these networks opens a new page
showing my friends in any of those networks. Figure 1.10 shows my friend in Ithaca, NY.

19
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Figure 1.10

Friends in a network.

Note that there’s also a “Networks you belong to” subsection at the bottom of the Friends
in Other Networks section, as shown in Figure 1.5. As you can see, I belong to the Ithaca,
NY network, which in my case is the default geographic network that Facebook always
signs you up for.

You can join other networks if you like. Just click the “accounts” link in the upper right of
any Facebook page after you’re logged in. Click the Networks tab, opening the page
shown in Figure 1.11.

You can join networks in this page. As the directions say, just enter a city, workplace,
school, or region in the Network name box, and click Join Network.

Friends are the most intimate community you have in Facebook. After that, groups are
the next community you can join—typically made up of groups of friends. After that
come networks, which group people by city, workplace, school, or region. And you can set
the privacy of your profile so that various pieces of data are restricted to friends and/or
networks. It’s all part of Facebook getting you involved.
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Figure 1.11

Managing networks.

The Photos Section

The Photos section of your profile gives people access to any photos you’ve uploaded.
These don’t have to be personal photos. They can be business photos of products or cat-
alog items.

In the Photos section of my profile are my Hawaii photos. Clicking that album opens it, as
shown in Figure 1.12.

Want to create your own album? Click the Create a Photo Album link shown in Figure 1.12,
which opens the page shown in Figure 1.13.

You can create a new photo album on this page, as I’ve done in Figure 1.13. This photo
album is of my trip to Hawaii, but you can upload your business offerings, creating a rudi-
mentary online catalog for interested friends.

You can also set who can see your new album, as shown in Figure 1.13, where I’m saying
the Everyone can see the new album. Other choices limit viewership to your friends and
your network, or friends of friends, or just friends.

21
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Figure 1.12

Photo album overview.
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Figure 1.13

The Add New Photos page.
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Clicking the Create Album button in Figure 1.13 takes you to a new page, as shown in
Figure 1.14.

23

Figure 1.14

Adding photos to an album.

In Internet Explorer, Facebook asks you to install an ActiveX control to handle the upload-
ing. Go ahead and install the ActiveX control (you have to click the yellow security bar
that appears at the top of the display in Internet Explorer and select the Install item).
When you install the ActiveX control, you see the display shown in Figure 1.14, where you
can select the photos you want to upload to your new album.

When you click the Upload button in Figure 1.14, your photos are uploaded to Facebook.

How do you access the new album? You click the Photos icon in your profile and select
the album you want, which opens the album. Nice.

The Groups Section

As you can see in Figure 1.5, under the Photos section is the Groups section, which lists
the groups you belong to. I belong to two groups, and they’re both listed.

As mentioned, groups are collections of users centered around a common interest, such
as opera—which is why I belong to the I Love Opera! group. Clicking the I Love Opera!
link in the Groups section of my profile opens the I Love Opera! group page, as shown
in Figure 1.15.
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Figure 1.15

The I Love Opera! group.

Groups are powerful tools for marketers, as discussed in Chapter 2.

The Information Section

Just under the mini-feed section is the Information section, as shown in the top right
of Figure 1.5. This section displays the information you specified when creating your
account, such as your email address and other contact info (again, you can restrict who
gets to see this information).

You can fill out your profile, adding more information than the basics Facebook asks for
when you sign up. We’ll cover how to edit your profile in a few pages.

Be careful what you make publicly visible in your Information section. There might be no
need for casual browsers to see your email address, for example. You can set privacy lev-
els using the “privacy” link that appears on any Facebook page when you’re logged in.
We’ll cover that in this chapter as well.

The Education and Work Section

As you can also see on the right of Figure 1.5, your profile also contains an Education and
Work section, allowing you to list your high school and college, as well as your place of
work. In fact, Facebook asks you for this information when you sign up.
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Like the Information section, you can restrict who gets to see what information in your
Education and Work section.

The Gifts Section

You can give gifts to others in Facebook; they appear in the Gifts section of your profile.
As you can see in Figure 1.5, someone sent me a duck, one of the few free gifts on
Facebook.

Usually, gifts aren’t free—you have to pay for them. It doesn’t mean anything more than
just getting a virtual gift that you can display, but it costs real money. The fact that thou-
sands of people buy gifts is a testament to the power of Facebook as a marketing tool.

The Wall Section

At the bottom right of Figure 1.5, you can see the Wall section—a wildly popular item in
Facebook. Here you can leave messages, links, or videos for others.

The Wall is a way to connect to your friends. As you see in Figure 1.5, some of my friends
have been connecting to me. You can even leave yourself a note on the Wall. Just type
into the “Write something on your own Wall...” box and click the Post button. You can
attach video and links with the links under that box.

When you get a message on your Wall, several links appear at the bottom of the new
message. For example, if you get a message from Albert Einstein, you see a link to “Write
on Albert’s Wall,” which allows you to get back to Einstein immediately by writing on
his Wall.

There’s also a Message link, that, when clicked, opens the Message system. You can mes-
sage the person who posted on your Wall. All you have to do is to enter your subject and
your message and click Send.

There’s also a Delete link that lets you delete Wall posts, which is a good idea when things
start to get too cluttered.

That completes our overview of what’s in your Facebook profile.Your profile might acquire
more sections over time. For example, as you add Facebook applications (discussed in
Chapters 9 and 10), each application may get a new, titled section in your profile.

What if you want to change your profile information? That’s easy.

Editing Your Profile

You can edit your profile at any time. Just click the “edit” link on the Profile tab. This opens
the profile editor, shown in Figure 1.16.
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Figure 1.16

Editing your profile.

Facebook wants you to enter as much information about yourself as it can get. Although
you might think that’s not a good idea, there are trade-offs—ones that might be of inter-
est to marketers. The more information you enter, the more Facebook targets the unso-
licited information it sends you.

In other words, Facebook targets ads to specific demographics in a way that’s more pre-
cise than just about any other marketing platform you can name. That’s one reason your
marketing dollars on Facebook can go further than many other places.

Another aspect of the unsolicited information that Facebook hones according to the
information you give it about yourself has to do with which friends it suggests you might
want to add. And that can be useful.

Facebook is always after you to add more information to your profile. For example, if you
open the Information section in your profile, you’ll probably see a yellow box with a link
to “Fill out your Profile.”That link opens the profile editor shown in Figure 1.16.

The tabs in the Facebook profile editor are as follows:

• Basic: This is basic information, such as sex, birthday, hometown, and so on, but the
information here can get pretty personal—such as what your religious beliefs are.

• Contact: This tab asks for your contact information. It’s pretty probing, asking for your
phone number, cell number, email address, and street address.

You might feel queasy about supplying such a depth of personal information, and if so,
by all means, don’t. Many young people, raised in an environment where everything is
shared, seem to have no problems putting down the most intimate details. But that
doesn’t mean you have to.
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If you’re a marketer, on the other hand, this may be information that you’d love to
share—such as your phone number. Note that there’s also space for a website URL
here—prime contact info for businesses.

• Relationships: This is where you can use Facebook as a dating service. You can list your-
self as single or “In an open relationship.” And you can indicate your specific relationship
preference by selecting a check box in the “Interested in:” section: Men or Women. The
“Looking for:” section lets you check Friendship, Dating, A Relationship, or Networking.

• Personal: This tab lets you list your interests. There are text boxes here for Activities,
Interests, Favorite Music, Favorite TV Shows, Favorite Movies, Favorite Books, Favorite
Quotes, and About Me.

• Education: The Education tab lets you list—surprise!—your education history. You can
list your high school and multiple colleges/universities, including your major.

• Work: There are boxes on this tab for Employer, Position, Description, City/Town, and
Time Period. There’s no option if you’re an employer or self-employed, though.

• Picture: This tab allows you to upload the profile photo you want and delete photos you
don’t like.

You won’t edit your profile every day, but it’s good to know that you can do so when
needed.

But what about that sensitive data you entered? How can you restrict who sees it? For
that, take a look at the next topic.

Setting Profile Privacy

As mentioned, privacy is a big issue on Facebook. Fortunately, you can set the privacy
level for a great number of items in Facebook.

To customize your privacy settings, click the “privacy” link in the upper left of any
Facebook page when you’re logged in. You see the page shown in Figure 1.17.

The sections shown in Figure 1.17 are as follows:

• Profile: Controls who can see your profile and personal information.

• Search: Controls who can search for you and how you can be contacted.

• News Feed and Mini-Feed: Controls what stories about you get published to your profile
and to your friends’ news feeds.

• Applications: Controls what information is available to applications you use on
Facebook.
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Figure 1.17

Setting your privacy.

Let’s look at the profile security settings. Click the Profile link, opening the page shown in
Figure 1.18.
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Figure 1.18

Setting your profile privacy.
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Note that the Basic tab is chosen by default. Here are the items in this tab:

• Profile: Controls who can see your profile.

• Basic Info: Sets access to your Sex, Birthday, Hometown, Political Views, and Religious
Views.

• Personal Info: Sets access to your Activities, Interests, Favorite Music, Favorite TV Shows,
Favorite Movies, Favorite Books, Favorite Quotes, and About Me.

• Status Updates: Sets access to your status data (such as “Steven Holzner is having fun.”).

• Photos Tagged of You: When you upload photos, you can tag each one with the names
of the people in the photo. This box lets you set access to such photos.

• Videos Tagged of You: You can also tag uploaded videos with people’s names. This box
lets you set access to such videos.

• Online Status: Specifies whether people can see if you’re online.

• Friends: Controls access to your friends list.

• Wall: Controls access to your Wall.

• Education Info: Controls access to your education info—college and the like.

• Work Info: Controls access to your job info.

Each of these items can be set—using the drop-down list box next to it—to one of these
values:

• My Networks and Friends

• Friends of Friends

• Only Friends

• Customize

As you can see, the primary groups you can restrict access to are the groups that social
life on Facebook revolves around—friends and networks. Friends you select yourself, but
by choosing a network, you may be letting in swarms of people you don’t know, so being
able to restrict network access is great.

In fact, you might want to restrict the access of certain networks while allowing access by
others. That’s what the Customize item is for. Clicking that item displays the window
shown in Figure 1.19.

Using the customize window, you can admit everyone in the Ithaca, NY network while
excluding everyone in the Gonzo Wackos network. (Actually, there is no such network—
not yet, anyway.)
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Figure 1.19

Customizing network privacy.

That’s all fine, but what about the more personal information, such as your email address,
home address, and phone numbers? You don’t have to share your address or phone
numbers with Facebook, but you need to give Facebook your email address, or it won’t
open an account for you.

You set the privacy of these items using the Contact Information tab, as shown in
Figure 1.20.

Here are the contact information items you can set privacy for:

• IM Screen Name

• Mobile Phone

• Land Phone

• Current Address

• Website

• Email

As with the Basic privacy information, you can set these items to My Networks and
Friends, Friends of Friends, Only Friends, or Customize.
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Figure 1.20

Setting your contact information privacy.

That completes our overview of setting profile privacy items. As you can see, you can
restrict access to your data. But note that the most restrictive settings still allow friends,
so if you’re a privacy freak, plan accordingly.

That completes the first of the three main tabs you see in every Facebook window when
you’re logged in—the Profile tab (including the edit link in that tab). There are two more
tabs—Friends and Inbox—and we’ll take a look at them next.

The Friends Tab
The Friends tab is all about managing your friends. How do you acquire friends on
Facebook?

Searching for Friends

You do a search. Just enter the name of someone you’re searching for in the Search box
in the upper left, and press Enter. A list of matches to your search appears, as shown in
Figure 1.21.
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Figure 1.21

Searching for potential friends.

Note the Add to Friends link next to the first match. Clicking that link opens the page
shown in Figure 1.22, which allows you to add a personal greeting to your prospective
friend.
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Figure 1.22

Adding a friend.
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Facebook also displays a graphic with two words in it that you’re supposed to enter, as
shown in Figure 1.22. You’ll see this every time you want to send a message; it’s a spam-
avoidance measure. (If you’re thinking of spamming Facebook messages on behalf of a
business, you should rethink.) Clicking the Add Friend button sends this message to your
prospective friend by email, and a link if he agrees to add you as a friend. After this per-
son adds you, he appears in your collection of friends.

Managing Your Friends

To manage your friends, click the Friends tab, opening the page shown in Figure 1.23.
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Figure 1.23

Managing your friends.

Want to leave a message on somebody’s Wall? Just click her image, and you’ll go to her
profile.

By default, all your friends are displayed, but you can look at various subsets. Clicking the
down arrow on the Friends tab displays the menu shown in Figure 1.24.
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Figure 1.24

The Friends tab’s menu.

The items are as follows:

• Status Updates: Shows friends with updated status lines.

• Online Now: Shows your friends who are online now.

• Recently Updated: Shows which of your friends have recently updated their profiles.

• Recently Added: Shows your most recently added friends.

• All Friends: Shows all your friends (the default).

• Invite Friends: Allows you to email friends who aren’t already on Facebook to invite
them to join.

• Find Friends: Opens a page that has various ways of searching for prospective friends.

For example, selecting the Online Now item opens the page shown in Figure 1.25, listing
which of my friends are online right now.
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Figure 1.25

Which of my friends are online now.

Creating Friend Lists

You can also organize your friends into lists, which is convenient when you want to email
a bunch of friends at once. You can have up to 1,500 friends in a list, which is good for
getting the word out.

To create a friends list, click the Make a New List button on the right of the Friends tab.
Enter the name of the new list, as shown in Figure 1.26 (in this case, that’s Ithaca List).

The next step is to add the friends you want in the new list, as shown in Figure 1.27. Here
you type the names of the friends you want to add—or you can select multiple friends at
once using the Select Multiple Friends link.
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Figure 1.26

Creating a new friend list.
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Figure 1.27

Selecting friends.
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As you add new friends to the list, they appear on the page, as shown in Figure 1.28.
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Figure 1.28

Adding friends.

Later you can manage the list using the “Manage this list” and “Delete this list” links you
see near the bottom of Figure 1.28.

That introduces as much as you need to know about friends and managing friends for
the chapters to come.

Next up: the Inbox tab.

The Inbox Tab
Clicking the Inbox tab displays the page shown in Figure 1.29.

As you can gather from the name, the Inbox is how you handle messages in Facebook.
The name is actually somewhat of a misnomer, because you send messages from here as
well (although Inandoutbox doesn’t have quite the same ring to it).

Five tabs are visible in Figure 1.29:

• Inbox: Shows your inbound messages.

• Sent Messages: Shows your sent messages.
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• Notifications: Shows your notifications, which happen when someone adds you as a
friend or writes on your Wall.

• Updates: Shows the updates Facebook wants you to know about.

• Compose Message: Lets you create messages and send them.
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Figure 1.29

The Inbox.

Reading Messages

Want to read an entire message based on the summary you see in the Inbox? Just click
the text of the message in the overview. A new page with the full message appears, as
shown in Figure 1.30.

You can type a reply and click Send to answer the sender.
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Figure 1.30

Examining a message in the Inbox.

Avoiding Spam

If you receive a message from someone who isn’t your friend, you see the Report
Message link when you read the message, as shown in Figure 1.30. You can use it to
report a message as spam. Here’s what Facebook’s help topic on Report Message says:

“I was warned for sending spam messages.

“You received this warning because you sent messages that other users reported as
spam. Facebook does not allow users to send messages promoting or advertising a
product, service, or opportunity. In order to prevent this from happening in the
future, please refrain from sending messages of this kind.”

Obviously, you want to avoid spamming members using messages, or you could lose
your Facebook account.

Reading Notifications

Also check out the Notifications tab, shown in Figure 1.31.

Your news feed tells you what your friends are doing, your mini-feed tells your friends
what you are doing, and your notifications tell you what’s been happening to you.
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Figure 1.31

Some notifications.

Composing Messages

You can create and send messages by clicking the Compose Message tab, as shown in
Figure 1.32.
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Figure 1.32

Composing a message.

Type the name of a friend, a friend list, or an email address in the To: box. Enter the sub-
ject of the message in the Subject box and the body of the message in the Message box.
Attach any videos or links you want, and click Send. Presto.
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We’re almost done with this foundation chapter. But what would an introduction to an
online resource be without the help system?

Getting Help
You can access Facebook’s help files by clicking the Help link at the bottom right of any
page. Clicking the link opens the page shown in Figure 1.33.

41

Figure 1.33

The help page.

Note in particular the Getting Started Guide link at the top of the help page. That link
used to be the first thing you saw on your home page—until recently, when Facebook
moved it to the help page.

The Getting Started Guide, shown in Figure 1.34, is a fine resource for new Facebook
users.

In the guide, you’ll find information on—most important in Facebook—how to find
friends, how to search for coworkers and classmates, and how to search by name. You’ll
also find a tour of what Facebook has to offer; it’s extremely useful to new Facebook
users.

In other words, the Getting Started Guide is highly recommended.
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Figure 1.34

The Getting Started Guide.

The rest of the help system is set up as a FAQ (Frequently Asked Questions) list. For exam-
ple, selecting the Friends and Networks link in Figure 1.33 takes you to the friends FAQ.

Questions in the friends FAQ function as links to explanatory articles:

How do I add a friend?

How do I suggest a friend to someone?

Is there a way to cancel a friend request?

If I ignore a friend request, will they find out?

How do I remove a friend?

If I remove someone as a friend, will they be notified?

Who shows up in the “friends box” on my profile?

FAQs are fine, but if you’re like me, you want to be able to contact someone in case your
question isn’t in the FAQs (although, they are pretty thorough). You can contact a real
person for help at http://www.facebook.com/help/contact_generic.php, as shown in
Figure 1.35.

42 Facebook M ark et ing: Leverage Socia l  M edia  to  Grow Your  Bus iness

02_0789738023_ch01i.qxd  8/5/08  10:42 AM  Page 42



Chapter  1 Target ing Your  Prof i le

Figure 1.35

Contacting a real person for help.
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1
How YouTube Can Help You Market
Your Business

YouTube is a site where you can watch just about any type of video
imaginable. There are videos of cute kittens, indie rock bands,
standup comedy routines, stupid human tricks, vintage television
commercials, high school musicals, film school projects, home
movies, breaking news clips, personal video blogs—you name it.
Users have uploaded literally millions of video clips, and everyone
can watch them in their web browser at no cost.

Most of the videos on YouTube are amateurish, produced by non-
professionals with simple webcams or consumer camcorders. But
within the mix are an increasing number of more professional clips,
designed to promote a particular product or business.

That’s right: Businesses small and large have discovered YouTube. In
fact, YouTube is the hottest new medium for online marketing; if
your business has an online component, you could, and should, be
promoting it via YouTube videos.

A Short History of YouTube
If you’ve never visited the YouTube website (shown in Figure 1.1),
you’ve missed out on the hottest thing on the Internet today. In fact,
YouTube has become so pervasive and so innovative that Time mag-
azine named it Invention of the Year in 2006—which is pretty good
for a site that came to life only the year before.
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FIGURE 1.1
The YouTube site—home base for all your online video marketing.

YouTube: The Early Days

YouTube was the brainchild of three former PayPal employees: Chad
Hurley, Steven Chen, and Jawed Karim. The three founders had left their
former company and were looking for a new business opportunity. After
exploring a few less interesting ideas, they eventually realized there was a
real need for a service that facilitated the process of uploading, watching,
and sharing videos. Hence the development of YouTube.

The trio registered the domain name YouTube.com on February 15, 2005
and then started developing the technology for the site—in Hurley’s
garage. Chen, the programmer of the bunch, worked with Adobe’s Flash
development language to stream video clips inside a web browser. Hurley,
a user interface expert, adopted the concept of tags to let users identify
and share the videos they liked. Together they came up with a way to let
users paste video clips onto their own web pages, which expanded the
reach of the site.

The development work done, a public beta test version of the site went
live in May 2005. After a few months of working out the kinks of the site,
the three men officially launched YouTube in December 2005.

8 Chapter 1 How YouTube Can Help You Market Your Business
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YouTube Launches—And Gets Acquired

YouTube proved immensely popular from virtually the first day in busi-
ness. Site traffic that first month was three million visitors, which is pretty
good for a startup. The number of visitors tripled by the third month
(February), tripled again by July (to 30 million visitors), and reached 38
million visitors by the end of the site’s first year in business. That made
YouTube one of the top 10 sites on the Web, period—and one of the fastest
growing websites in history.

That kind of growth didn’t go unnoticed, especially by competing web-
sites. The biggest of the competing sites, Google, set out to buy the com-
pany, and did so in October 2006. Google paid $1.65 billion for
YouTube—an incredible sum for such a young company, and one that
had yet to generate significant revenues.

This put YouTube smack in the middle of the mighty Google empire. That
said, YouTube continues to operate independently of the mother ship; the
site looks and acts pretty much the same today as it did in the pre-Google
days. The only big difference is volume. The number of videos and users
on the site continue to grow, which is great for businesses looking to take
advantage of the opportunity.

YouTube Today

How big is YouTube today? According to the market research firm
comScore, YouTube consistently rates in the top five of all websites, with
close to 80 million visitors per month. And those visitors are watching a
lot of videos—more than three billion videos a month, or a third of all the
videos viewed on the Web.

Not surprisingly, it appears that YouTube is replacing traditional televi-
sion viewing for many users. According to Google, an average YouTube
viewer spends 164 minutes online everyday; in contrast, viewers spend
just 130 minutes per day watching traditional television. Where would
you rather put your marketing message?

Is Video Right for Your Business?
Large businesses have long embraced video marketing in the form of tra-
ditional television advertising. But television ads were outside the purview
of smaller businesses unless they could afford a late night spot on a local
channel.

Is Video Right for Your Business? 9
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Thanks to YouTube, however, businesses both large and small can effec-
tively market themselves via online videos. The cost of posting a video to
the YouTube site is zero; the only cost is the expense of shooting and edit-
ing the video. This makes YouTube marketing affordable for virtually any
business.

But is video the right way to promote your business? If you’ve never pro-
duced a video or television ad, you might not be sure. But in many cases,
a short video can have a tremendous positive effect on your website’s traf-
fic or in orders generated via an 800-number.

Let’s face it: Consumers love to watch videos. We’re becoming less a soci-
ety of readers and more one of watchers; the average consumer would
rather watch a video than read a text-based advertisement. Like it or not,
you need to be aware of and adapt your marketing mix to this trend.

And here’s the thing: The more interesting the video, the bigger the audi-
ence it will attract. You can include a lot of information in a short three-
minute video, and you can present that information in an entertaining
and engaging fashion. People like to be entertained, educated, and
informed, and online video can do all three things—and, in the process,
provide a clear picture of the product or service you’re offering.

DoubleClick conducted a survey in 2006 that codified the benefits of
online video advertising. Here’s what it found:

• A high percentage of audiences interact with video ads, via
mouseovers, use of the video control buttons, and so forth.

• Viewers click the Play button in video ads twice as often as they click
traditional image ads. In addition, click-through rates are four to
five times higher than with traditional text or image ads.

• Viewers actually watch video ads. On average, video ads play two-
thirds of the way through.

Here’s how Rick Bruner, research director at DoubleClick, assessed the
results:

Online video ads are quickly becoming the medium of choice to drive both
brand awareness and sales. The results show that there are clear ROI advan-
tages to placing video ads. We expect to see strong growth in the number of
companies reaping the benefits of online video advertising in the coming
months and years.

Done effectively, a YouTube video can add a viral component to your
company’s website. You see, when you post a video to YouTube, that video

10 Chapter 1 How YouTube Can Help You Market Your Business
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takes on a life of its own. It will be viewed by thousands of YouTube users,
posted to numerous websites and blogs, emailed around the Internet—you
name it. Just make sure you tailor your message to the YouTube crowd,
and you can start generating traffic from the millions of people who fre-
quent YouTube each day. Any user watching your video is now a potential
customer—assuming that you include your website’s address or other con-
tact information in the video.

What Types of Businesses Can Use YouTube?
It doesn’t matter what type of business you run or how large that business
is. You can create effective videos that will attract YouTube viewers and
drive more business to your website or 800-number. All types of businesses
are getting into the YouTube scene: local businesses, major national mar-
keters, ad agencies, real estate agencies, consultants and motivational
speakers, Internet-only retailers—you name it.

For example, Nike (www.youtube.com/user/Nikesoccer) enlisted Brazilian
soccer star Ronaldinho to produce a gritty clip that the company then
uploaded to the YouTube site. Word-of-mouth quickly built, and YouTube
viewers started to email the video to friends and embed it in their blogs
and MySpace/Facebook pages. The video was viewed more than 3 million
times; all that exposure cost Nike next to nothing to produce—and
absolutely nothing to distribute.

Of course, you don’t need to be a big company like Nike to benefit from
YouTube marketing. Take, as another example, A-Cappella.com, an
Internet retailer of CDs, DVDs, sheet music, and books for unaccompa-
nied (a cappella) singing groups. During the 2007 holiday season, a video
of Indiana University’s Straight No Chaser vocal group took off on
YouTube, registering 400,000 views per day. Captivated viewers found 
A-Cappella.com, which offered a DVD of the group’s performance. The
company, which normally handled about 60 orders per day, suddenly
found itself swamped with orders—eventually selling more than 5,300
copies of the group’s DVD. And it all happened without spending a penny
on advertising.

Other companies, large and small, have benefited from the exposure of
YouTube videos. H&R Block, Intuit, Levi’s, Mountain Dew, MTV, Smirnoff,
and Warner Brothers are just a few of the recognizable names promoting
their products and brands on YouTube; hundreds of smaller companies
are also making YouTube part of their marketing mix.

What Types of Businesses Can Use YouTube? 11
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Companies of all types market on YouTube. Movie studios and record
labels were some of the first to jump on the YouTube bandwagon, but you
can find videos from companies in all manner of industries, from travel
agencies to pottery shops to real estate agencies. If what you’re selling is
in any way visual, which almost everything is, YouTube is a perfect
medium for your company’s advertising message.

What Kinds of Videos Can You Produce?
What types of videos do companies use to market their products and serv-
ices on YouTube? There’s a lot of variety, depending on the type of busi-
ness or product marketed. You can find everything from television
commercials, movie trailers, and infomercials to product demonstrations,
video blogs, and real estate walk-throughs.

The key is to offer a video that YouTube users actually want to watch.
That means a video that has some sort of entertainment, educational, or
informational value. In other words, your video needs to entertain, edu-
cate, or inform—or no one will watch it.

Inform and Sell

One way to do this is to create the YouTube equivalent of an infomercial;
that is, a video that shows the viewer how to do something useful, func-
tioning as a teaser for the additional products and services you sell. For
example, let’s say you sell automobile parts. To promote your product,
you create a short YouTube video about how to change your car’s oil or
how to adjust the engine’s timing. At the beginning and end of the video
you display a title card or graphic with your website address and maybe
even your company’s toll-free phone number. Because the video is rich in
informational content (the how-to info), it attracts viewers—some of
which will be interested enough to click through and purchase the parts
you have for sale.

The key is to provide enough useful information to be of practical value
to viewers, and then make it easy for those viewers to click through to
your site for more information or to purchase what you have for sale. It
can’t be a straight advertisement; it has to be real information, presented
in as direct a fashion as possible.

12 Chapter 1 How YouTube Can Help You Market Your Business
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Educate and Sell

Another approach is to create a how-to video—that is, show the viewer
how to do something useful. For example, if you sell appliance parts, you
could create a video showing how to change the water filter in a refrigera-
tor or the light bulb in a dryer. If you offer custom woodworking services,
create a video showing how to build a bookcase or install wood trim. If
you own a tire store, create a video showing how to check tire pressure or
change a flat. You get the picture.

The key here is to offer truly useful content. Nothing theoretical or ethe-
real; down-to-earth practicality is what attracts YouTube viewers. Make
the task common enough to draw a large audience, produce an easy to
follow step-by-step tutorial, and then use the video to sell other goods and
services.

Entertain and Sell

Informing and educating are important and will draw a fair number of
YouTube viewers if you do it right. But everybody likes to be entertained,
which is why pure entertainment videos typically show up at the top of
YouTube’s lists of most-viewed videos.

What’s entertaining? Well, that depends on what you do and what you
offer for sale. I like the example of Blendtec (www.youtube.com/user/
Blendtec), a small company that sells high-end blenders. In a creative
spurt, the company came up with a concept it calls “Will It Blend?” that
it turned into a series of videos that spread across the Internet like wild-
fire. The videos, all extremely entertaining, showed the company’s
founder placing various objects—a video game cartridge, marbles, light
bulbs, a can of soup, and so forth—into Blendtec blenders. A flip of the
switch, and the viewer quickly discovered the answer to the question. The
result was an Internet phenomenon as the videos turned viral—and all
produced on a budget of less than $100.

note
Read a profile of Blendtec and its YouTube marketing immediately following

Chapter 3,“Tips for Producing More Effective YouTube Videos.”

Blendtec’s example shows how a company can benefit from a creative
idea, executed in an entertaining fashion. There is nothing particularly
informative or educational about the “Will It Blend?” spots, but they are
fun to watch. And as YouTube continues to prove, videos that are fun to
watch get watched—a lot.

What Kinds of Video Can You Produce? 13
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How Can You Use YouTube to Market Your
Business?

Different companies have different goals for the online component of
their marketing mix. Maybe they’re trying to generate brand awareness.
Maybe they’re trying to promote a particular product or drive sales to
their retail store or website. Whatever your goal, YouTube can and should
be an important part of your overall marketing mix.

In addition, you can use YouTube for purposes other than sales. For
example, you can incorporate YouTube as part of your product or cus-
tomer support mix, use videos for product training, and even incorporate
YouTube for recruiting and employee communications. Anything you can
say in person or to a group of people, you can say in a video and distrib-
ute via YouTube.

YouTube for Brand Awareness

Large national companies and major advertisers often use YouTube to
enhance the awareness of their brands. Instead of focusing on individual
products or services, these videos push the company’s brand, often in the
same fashion used in traditional television advertising.

In fact, online videos are better at imparting brand awareness than are
traditional TV ads. A Millward Brown study found that online viewing led
to 82% brand awareness and 77% product recall, compared to just 54%
brand awareness and 18% product recall for similar television ads.
Experts believe this is because online viewers are more engaged than tele-
vision viewers; the Web is a more interactive medium than the passive
viewing inherent with television.

Brand awareness videos are typically entertaining, using a soft-sell
approach to ingrain the brand’s name and image in the minds of viewers.
The Coca-Cola Company took this approach in 2006, creating a Holiday
Wishcast mini-hub on the YouTube site. This hub employed the com-
pany’s famous animated polar bears and other holiday branding, subtly
pushing Coke as the drink of choice for the holiday season.

YouTube for Product Advertising

If you can use YouTube to push an overall brand, you can use it to push
individual products, too. This requires a more direct approach, although
it’s still important to make the video informative, educational, or enter-
taining.

14 Chapter 1 How YouTube Can Help You Market Your Business

03_0789737973_ch01.qxd  7/22/08  1:28 PM  Page 14



To promote a product, you want to show the product in your advertising,
as Blendtec did with its blender videos and Nike did with its clips for
Tiempo Ronaldinho shoes. You can show the product in action or used as
part of a demonstration or tutorial. Just make sure you include lots of
close-up product shots and link back to your own website—where more
product information is available.

YouTube for Retail Promotion

You can also use YouTube to promote a company’s retail stores. These
videos can be general in nature (which gives the videos a long shelf life),
or more specifically targeted to shorter-term promotions (“check out this
weekend’s specials!”).

But a video that is nothing more than a store advertisement probably
won’t attract a lot of viewers. A better approach is to find a way to show-
case the store without resorting to claims of 20% off and “this weekend
only” specials. For example, you might want to record a short store tour
or highlight individual departments or services within the store. Make the
video informative, and you stand a better chance of grabbing eyeballs.

YouTube for Direct Sales

YouTube is a terrific channel for generating direct sales for products and
services. All you have to do is show the product in action or provide a clip
of the service in question, and then ask for the sale by directing the
viewer to your website.

One of the best ways to showcase a product is in an instructional video—
the online equivalent of an old-school infomercial. Do you remember Ron
Popeil’s late-night TV ads for slicers and dicers? Create a shorter version of
said Ronco ads, but focusing on the useful attributes of your product, and
you’ll gain YouTube viewership.

The key to converting eyeballs to dollars is to generously highlight your
company’s website address or 800-number within the body of the video.
Put the contact information at the front of the video, at the end of the
video, and overlaid at the bottom of the screen during the body of the
clip. Make it easy for interested viewers to find more information or place
an order. (And, to that end, there’s nothing wrong with mentioning the
product’s price somewhere in the video.)

How Can You Use YouTube to Market Your Business? 15
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YouTube for Product Support

Not all companies use YouTube to generate new business; some compa-
nies do so to support existing customers. Consider some of the most com-
mon customer problems and questions, and produce one or more videos
addressing those issues. If you can help your customers help themselves,
you provide them with a useful service and reduce your company’s sup-
port costs—all with a free YouTube video.

Let’s say that, for example, you sell do-it-yourself DVD racks—the kind
that have to be assembled. Let’s also assume that some of your customers
have trouble putting the racks together, resulting in a flood of calls to
your customer support center. If you record a short video demonstrating
how to put one of your racks together and post that video to YouTube,
you can direct your customers to that video if they have problems. For
that matter, you can embed the YouTube video into your website, using
YouTube to host the video. It doesn’t matter where customers view the
video, YouTube or your site; what matters is that they get their problems
solved at little or no expense to you.

note
Learn more about embedding YouTube videos on your company’s site in

Chapter 11,“Incorporating YouTube Videos on Your Own Website.”

The same goes if you have specific product support or technical support
issues. If you’re a computer manufacturer, you might create a video show-
ing users how to install more memory or connect an external hard drive.
If you’re a car manufacturer, you might create a video showing drivers
how to change a brake light or check their car’s oil level. You get the
idea—use YouTube to turn a problem area into a public relations victory.

YouTube for Product Training

Your company can also use YouTube for internal purposes. Take, for
example, the issue of product training. You have a new product to intro-
duce and a sales force to train. How best to reach them? In the old days,
you’d fly salespeople from around the country to a central office and put
on a day’s worth of hands-on training. Doing so, however, is both time-
consuming and expensive.

Instead, consider using YouTube for your product training. Create a series
of short training videos, upload them to YouTube, and provide access to
all your company’s salespeople. Sales force personnel can watch the
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videos at their leisure, without losing valuable sales time trekking back to
the office for training. You save money, your salespeople save time, and
you create an archive of product information that anyone can access at
any time.

note
If you create a video for internal use, make it a private video so that it won’t be

viewable by the public. Learn how to do this in Chapter 9,“Uploading Your

Videos to YouTube.”

YouTube for Employee Communications

You can use YouTube for all manner of company communications.
Instead of holding a big company meeting just so that the big boss can
give his yearly state of the company address, have him record the address
and post it on a private channel on YouTube. Employees can watch the
prez say his thing from the comfort of their own desks, while they’re on
the road, or even at home.

In fact, many companies find that YouTube is a fast and effective way to
disseminate all kinds of employee information. Done right, it gets infor-
mation out there in near–real-time, with all the benefit of face-to-face
communication, which is a lot better than sending impersonal memos via
email.

YouTube for Recruiting

Finally, don’t underestimate YouTube as a recruitment tool for new
employees. If you have a company welcome video, post it on YouTube
and make it public. Think of this as a PR exercise to attract new talent to
your company, which means doing it up right—it’s as much a marketing
project as it is something from the HR department.

You can link to the video from all your recruiting materials, even from
any traditional ads you place. Don’t limit yourself to a single long puff
video: Produce separate videos for individual departments, as well as to
illustrate company values, employee benefits, facilities, and the like.

tip
Your current employees are your best recruitment tools. Include plenty of

employee interviews in your recruitment videos to help personalize your com-

pany and to put a friendly face on the corporation.

How Can You Use YouTube to Market Your Business? 17
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The Big Picture
As you can see, there are lots of ways your company can make use of
YouTube videos—from traditional brand and product marketing to cus-
tomer support and employee communications. In almost all instances,
you don’t have to spend a fortune doing it; as you’ll learn, you can pro-
duce YouTube videos in a quick and inexpensive fashion. And, of course,
you don’t have to give a penny to YouTube; everything you post on the
YouTube site is completely free of charge.

The key is to not over think or over analyze the opportunity. Don’t be
afraid to get started, even if your first videos are modest with little budget
behind them. YouTube makes it easy to dip your toes in the water; you
can’t reap the benefit until you get online! ■

18 Chapter 1 How YouTube Can Help You Market Your Business
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Available Now!

THE TRUTH ABOUT 
PROFITING FROM  
SOCIAL NETWORKING
Patrice-Anne Rutledge

ISBN: 9780789737885 

The Truth About Social Networking will offer 50 “truths” 
about the social networking phenomenon including 
strategic advice and guidance on topics such as using 
social networking to find a job, recruit employees, 
promote a social cause, develop a business, and launch 
and advertise a product. This book will also offer advice 
on making the most of online connections, social 
networking strategies, tips for guarding your privacy,  
and a look at the future of social networking, all written  
in a practical, user-friendly style.  

BUY 2 from INFORMIT 
and SAVE 35%
Enter the coupon code SOCIALMED during checkout.

BUY 2 from INFORMIT 
and SAVE 35%
Enter the coupon code SOCIALMED during checkout.

THE FACEBOOK ERA
Tapping Online Social Networks  
to Build Better Products, Reach New 
Audiences, and Sell More Stuff
Clara Shih

ISBN: 9780137152223

The Facebook Era is here, and whether you’re in sales, 
marketing, recruiting, or some other area of business, 
online social networks are completely transforming 
the way businesses are run. For leaders who can 
understand, navigate, and leverage this phenomenon, 
there is tremendous opportunity to gain a competitive 
edge. This book explores the online social graph 
phenomenon and the steps everyone from the CEO 
down to the entry-level information worker must take to 
best leverage this new and growing trend.

http://www.informit.com/store/product.aspx?isbn=0137152221
http://www.informit.com/store/product.aspx?isbn=0789737884


SAMS TEACH YOURSELF 
YOUTUBE IN 10 MINUTES
Michael Miller 

ISBN:9780672330865  

YouTube is one of the hottest sites on the Internet today, 
a video sharing site that lets users upload and view  
all sorts of video clips online. YouTube consistently 
ranks in the top ten of all websites , with close to 80 
million visitors per month. More than 100 million clips 
are viewed on the site each day; 65,000 new videos  
are uploaded every 24 hours. In short, YouTube is  
a true phenomenon-as witnessed by the success of 
previous YouTube books.

Sams Teach Yourself YouTube in 10 Minutes is a quick 
reference and how-to guide to using the YouTube site. 
It covers basic site navigation, how to watch and share 
videos, and how to upload and manage your own videos.

SAMS TEACH YOURSELF 
LINKEDIN IN 10 MINUTES
Patrice-Anne Rutledge

ISBN: 9780672330858

LinkedIn is a business-oriented social networking site 
founded in December 2002 and launched in May 2003 
mainly used for professional networking. As of February 
2009, it had more than 35 million registered users, 
spanning 170 industries.

Sams Teach Yourself LinkedIn in 10 Minutes will cover 
LinkedIn’s many features in a user-friendly, easy-to-read 
style. This book will also offer advice on how to move 
beyond a basic profile with a few contacts to develop  
a true online network that generates maximum results  
in the least time.

Available Now!

BUY 2 from INFORMIT 
and SAVE 35%
Enter the coupon code SOCIALMED during checkout.

BUY 2 from INFORMIT 
and SAVE 35%
Enter the coupon code SOCIALMED during checkout.

http://www.informit.com/store/product.aspx?isbn=0672330865
http://www.informit.com/store/product.aspx?isbn=0672330857


SEARCH ENGINE  
MARKETING INC,  
2ND EDITION
Driving Search Traffic to  
Your Company’s Web Site
Mike Moran and Bill Hunt 

 ISBN: 9780136068686   

In this book, two world-class experts present today’s  
best practices, step-by-step techniques, and hard-won 
tips for using search engine marketing to achieve your 
sales and marketing goals, whatever they are. Mike 
Moran and Bill Hunt thoroughly cover both the business 
and technical aspects of contemporary search engine 
marketing, walking beginners through all the basics 
while providing reliable, up-to-the-minute insights for 
experienced professionals.

At the heart of the new edition is the companion CD-ROM 
packed with over 3 hours of video and valuable resources. 

DO IT WRONG QUICKLY
How the Web Changes the  
Old Marketing Rules
Mike Moran

ISBN: 9780132255967

Do it Wrong Quickly explains why it is important to move 
out of the comfort zone of doing things the old traditional 
way. Most important, it will show the you how to do Web 
marketing in today’s fast pace, fast track world.

In this book, Internet marketing pioneer Mike Moran 
shows you how to do that–step-by-step and in detail. 
Drawing on his experience building ibm.com into one of 
the world’s most successful sites, Moran shows how to 
quickly transition from “plan then execute” to a non-stop 
cycle of refinement. You’ll master specific techniques for 
making the Web’s “two-way marketing conversation” work 
successfully, productively, and profitably. Next, Moran 
shows how to choose the right new marketing tools, craft 
them into an integrated strategy, and execute it…achieving 
unprecedented efficiency, accountability, speed, and results.

Available Now!

BUY 2 from INFORMIT 
and SAVE 35%
Enter the coupon code SOCIALMED during checkout.

BUY 2 from INFORMIT 
and SAVE 35%
Enter the coupon code SOCIALMED during checkout.

http://www.informit.com/store/product.aspx?isbn=0136068685
http://www.informit.com/store/product.aspx?isbn=0132255960


THE NEW LANGUAGE  
OF MARKETING 2.0
How to Use ANGELS to  
Energize Your Market
Sandy Carter 

ISBN:9780137142491  

Today, marketers have an array of radically new Web 
2.0-based techniques at their disposal: viral marketing, 
social networking, virtual worlds, widgets, Web 
communities, blogs, podcasts, and next-generation 
search, to name just a few. Now, leading IBM marketing 
innovator Sandy Carter introduces ANGELS, a start-
to-finish framework for choosing the right Web 2.0 
marketing tools—and using them to maximize revenue 
and profitability.Carter demonstrates winning Web 2.0 
marketing at work through 54 brand-new case studies: 
organizations ranging from Staples to Harley Davidson, 
Coca-Cola to Mentos, Nortel to IBM itself. 

Available Now!

BUY 2 from INFORMIT 
and SAVE 35%
Enter the coupon code SOCIALMED during checkout.

NEW  
OnWebMarketing  
Podcasts!

Step into the world of digital marketing 
techniques, web online strategy,  
search engine marketing, search engine 
optimization, social media, and the  
nexus between marketing & technology 
with conversations and tips from the 
world’s leading practitioners.

http://www.informit.com/store/product.aspx?isbn=0137142498
http://www.informit.com/podcasts/channel.aspx?c=1b448e73-aa3f-48f9-98ad-f8ecf5d4cb55


Coming Soon

SAMS TEACH YOURSELF 
TWITTER IN 10 MINUTES
Tee Morris

ISBN: 9780672331244  |  AVAILABLE OCTOBER 2009

A clear, super quick, easy-to-understand guide for  
new twitter users

•	 	Fast	access	to	instructions	for	every	common	task,	
plus reliable, concise answers to the most widely 
asked questions

•	 	Organized	into	lessons	that	distill	the	most	crucial	
information on each twitter topic

•	 	Tips	and	cautions	point	out	shortcuts,	solutions,	 
and help readers avoid common pitfalls.

MOBILE MARKETING
Facilitation Skills for  
Software Project Leaders
Cindy Krum

ISBN: 9780789739766  |  AVAILABLE OCTOBER 2009

The quick, complete, easy-to-use guide to optimizing your 
web marketing for the iPhone and other mobile web devices!

•	 	Nearly	50	bite-size,	fast-paced	strategies,	tactics,	 
and insights for profiting from mobile marketing

•	 	Covers	all	that	matters,	including	planning	 
and executing mobile marketing campaigns, 
minimizing cost, maximizing ROI, and sustaining 
customer engagement

•	 	Easy-to-read,	up-to-date,	and	practical:	 
distills the entire mobile marketing field into  
what you need to succeed!

Preorder today!
BUY 2 from INFORMIT 
and SAVE 35%
Enter the coupon code SOCIALMED during checkout.

Preorder today!
BUY 2 from INFORMIT 
and SAVE 35%
Enter the coupon code SOCIALMED during checkout.

http://www.informit.com/store/product.aspx?isbn=0672331241
http://www.informit.com/store/product.aspx?isbn=0789739763
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CREATE YOUR OWN BLOG
6 Easy Projects to Start  
Blogging Like a Pro
Tris Hussey 

ISBN:9780672330650  | AVAILABLE OCTOBER 2009

Buy this book, read it, follow its step-by-step 
instructions — and have a killer blog the very 
same night!

•	 	Step-by-step	blogging	projects	cover	six	of	
the most common types of blogs: personal 
blogs, business blogs, blogs for podcasting, 
video, artists’ portfolios, and “lifestreaming”

•	 	Includes	easy	primers	on	blog	technology,	
culture, writing, promotion, and much more

•	 	By	one	of	North	America’s	top	bloggers	—	 
a charter member of the Professional  
Bloggers Association

BLOGGING TO DRIVE 
BUSINESS
Eric Butow  |  Rebecca Bollwitt

ISBN: 9780789742568 | AVAILABLE NOVEMBER 2009

The no-nonsense, how-to guide to creating blogs 
that build business and drive profits — with 
coverage of the newest Web 3.0 technologies!

•	 	Specific	dos	and	don’ts	for	creating	thriving	
business blogs that meet financial and  
strategic goals

•	 	Best-of-breed	case	studies	include	Adidas,	 
Wal-Mart, Google, and HP

•	 	Business-driven	coverage	of	new	Web	3.0	tools,	
including widgets, mashups, personal agents 
and the semantic Web

•	 	By	the	creators	of	top	business	blogs	including	
TrainHarder.com and NoBoundaries.org

Coming Soon

http://www.informit.com/store/product.aspx?isbn=9780789742568
http://www.informit.com/store/product.aspx?isbn=9780672330650


Coming Soon

SOCIAL MEDIA MARKETING
Publicity Through Viral Marketing
Liana Evans

ISBN: 9780789742841  |  AVAILABLE NOVEMBER 2009

How marketers can capitalize on the explosion in 
social media by getting to know their customers more 
intimately than ever before!

•	 	Twitter,	Facebook,	YouTube,	LinkedIn	and	beyond:	
powerful new social marketing solutions for 
companies of every size, in every industry

•	 	Deeper,	more	useful	coverage	of	social	media	
strategy than any other book: a complete reference, 
tutorial, and hands-on action guide, all in one

•	 	By	Li	Evans,	one	of	the	worldwide	Social	Marketing	
Optimization (SMO) community’s leading voices

WORDPRESS IN DEPTH
Gavin Powell  |  Michael McCallister

ISBN: 9780789742759  |  AVAILABLE DECEMBER 2009

The ultimate guide to WordPress: everything bloggers 
need to know to build, design, manage, and customize 
their WordPress blogs!

•	 	For	all	15,000,000	WordPress	publishers:	 
6 million hosted WordPress.com bloggers and 9 
million who own and run the software themselves

•	 	Detailed,	step-by-step	coverage	of	everything	 
from installation and security to publishing  
and customization

•	 	Includes	advanced	coverage:	creating	new	themes,	
widgets, and much more

BUY ROUGH CUT!

http://www.informit.com/store/product.aspx?isbn=9780789742841
http://www.informit.com/store/product.aspx?isbn=9780789742759


BUY ROUGH CUT!

FACEBOOK MARKETING
Designing Your Next Marketing 
Campaign, Second Edition
Justin R. Levy

ISBN:9780789743213  |  AVAILABLE JANUARY 2010

Facebook Marketing, Second Edition, is crafted to help 
you get to the next phase of your marketing strategy 
surrounding Facebook and succeed in doing so. You will 
discover each feature Facebook has to offer, including 

•	 Facebook	Applications

•	 Facebook	Connect	

•	 Live	Stream	Box

•	 	You’ll	learn	from	the	trailblazers	through	thoughtful	
case studies that highlight success and reveal 
progress. 

Coming Soon

AUDIENCE, RELEVANCE,  
AND SEARCH
Targeting Web Audiences  
with Relevant Content
James Mathewson  |  Frank Donatone  |   
Cynthia Fishel

ISBN: 9780137004201 

In this book, three pioneering IBM content and search 
experts show how to get closer to this goal than ever 
before. You will discover how to write highly relevant 
content containing the keywords and long-tail phrases 
your targeted users actually use. By doing so, you will 
learn how to go beyond merely “maximizing” traffic to 
actually delivering the right content to the right visitors  
at the right time. 

http://www.informit.com/store/product.aspx?isbn=9780137004201
http://www.informit.com/store/product.aspx?isbn=9780789743213


Find trusted answers, fast
Only Safari lets you search across thousands of best-selling books from the top 
technology publishers, including Addison-Wesley Professional, Cisco Press,  
O’Reilly, Prentice Hall, Que, and Sams.

Master the latest tools and techniques
In addition to gaining access to an incredible inventory of technical books,  
Safari’s extensive collection of video tutorials lets you learn from the leading  
video training experts.

Wait, there’s more!
Keep your competitive edge
With Rough Cuts, get access to the developing manuscript and be among the first  
to learn the newest technologies.

Stay current with emerging technologies
Short Cuts and Quick Reference Sheets are short, concise, focused content  
created to get you up-to-speed quickly on new and cutting-edge technologies.

Free trial—Get started today!  
informit.com/freetrial  

Try Safari Books Online FREE 
Get Online Access to 7,500+ Books and Videos

http://safari.informit.com
http://my.safaribooksonline.com/home?subpage=anonUItrial&CID=200812-informit-newsl-podcast&portal=informit


To learn more about LiveLessons visit   
mylivelessons.com

•   LiveLessons allows you to keep  
your skills up to date with the 
latest technology training from  
trusted author experts.

•    LiveLessons is a cost effective 
alternative to expensive off-site  
training programs.

•   LiveLessons provides the ability  
to learn at your own pace and  
avoid hours in a classroom.

LiveLessons: self-paced, personal 
video instruction from the world’s 
leading technology experts
•  INSTRUCTORS YOU TRUST
•  CUTTINg edge TOpICS
•   CUSTOMIZed, SeLF-pACed 

LeARNINg 
•  LeARN BY dOINg 

The power of the world’s leading experts at your fingertips!

pACkAge INCLUdeS: 
•  1 DVD featuring 3 - 8 hours of 

instructor-led classroom sessions 
divided into 15-20 minute  
step-by-step hands-on labs

•  Sample code and printed  
study guide

http://www.informit.com/promotions/promotion.aspx?promo=135366
http://www.informit.com
http://www.mylivelessons.com


  InformIT is a brand of Pearson and the online presence 
for the world’s leading technology publishers. It’s your source  
for reliable and qualified content and knowledge, providing 
access to the leading brands, authors, and contributors  
from the tech community.

informIT.com THE TRUSTED TECHNOLOGY LEARNING SOURCE

LearnIT at InformIT
Looking for a book, eBook, or training video on a new technology? Seeking 
timely and relevant information and tutorials. Looking for expert opinions, 
advice, and tips?  InformIT has a solution.

•�� �Learn�about�new�releases�and�special�promotions�by� 
subscribing to a wide variety of monthly newsletters.  
Visit informit.com/newsletters.
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•�� �Read�the�latest�author�articles�and�sample�chapters�at� 
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•� �Access�thousands�of�books�and�videos�in�the�Safari�Books� 
Online digital library. safari.informit.com.
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