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				Introduction

				If you’ve been thinking about taking a class online (it’s all the rage these days), but you’re concerned about getting lost in the electronic fray, worry no longer. Social Media Marketing eLearning Kit For Dummies is here to help you, providing you with an integrated learning experience that includes not only the book and CD you hold in your hands but also an online version of the course at www.dummieselearning.com. Consider this Introduction your primer.

				About This Kit

				Each piece of this eLearning kit works in conjunction with the others although you don’t need them all to gain valuable understanding of the key concepts covered here. Whether you pop the CD into your computer to start the lessons electronically, follow along with the book (or not), or go online to see the course, this kit teaches you how to

				[image: check.png] Develop your branded look across social accounts through the use of color, style, and conversational tone.

				[image: check.png] Put together a social media marketing plan and an editorial calendar that keeps your tasks organized.

				[image: check.png] Tweet effectively and use other Twitter tools, such as hashtags and Twitter lists, to enhance your marketing efforts.

				[image: check.png] Automate some of your online marketing tasks with HootSuite.

				[image: check.png] Offer coupons and other special offers on Facebook and incorporate your e-commerce with your Facebook business Page.

				[image: check.png] Gain social authority and even expert status on LinkedIn.

				[image: check.png] Promote your business with videos on YouTube.

				[image: check.png] Claim your venue on Foursquare and Gowalla so that you can start using these services to attract new customers and keep loyal ones coming back.

				[image: check.png] Use online analytics tools to evaluate your social media marketing success and figure out how to tweak your campaigns to get the most out  of them.

				How This Book Is Organized

				In addition to containing eight lessons, this book has a CD and a companion website. I describe these elements here:

				[image: check.png] Lesson 1: Getting Started with Social Media Marketing: In this lesson, I introduce the idea of building your online presence and credibility — which is called your social authority — on the primary social platforms and help you develop a consistent branded look and message throughout. I also recommend some online tools that you can use for storing and accessing images and increasing your online visibility.

				[image: check.png] Lesson 2: Creating Your Strategic Marketing and Management Plan: The key to successful social media marketing is using attraction-based marketing strategies, and in this lesson I guide you through putting together a marketing plan using those strategies that work for you. I also tell you how to craft and distribute social press releases, and suggest some tools and techniques for staying organized and saving time so that you can accomplish all of your social media marketing goals. 

				[image: check.png] Lesson 3: Social Media Marketing on Twitter: Being fluent on Twitter can add tremendously to your social authority, so in this lesson, I show you how to use Twitter (and be a good Twitter citizen at the same time) and then suggest some ways that you can find your customers on Twitter, along with people who can help you in your marketing efforts. I guide you through interacting with colleagues and potential customers in Twitter chats and give you the tools and instructions you need for getting the most out of Twitter. 

				[image: check.png] Lesson 4: Social Media Marketing on Facebook: Facebook is the perfect platform for marketers, and I’ve packed this lesson with instructions on how you can optimize your Page, attract an audience, and reward fans with coupons and other special offers. I also help you decide how to integrate commerce with your Facebook Page. It’s true that you can market your business on Facebook for free, but if you’re also interested in purchasing advertising space on Facebook, you’ll find the information you need in this lesson.

				[image: check.png] Lesson 5: Social Media Marketing on LinkedIn: There’s much more to LinkedIn than job seeking and hiring. In this lesson, I help you navigate to the LinkedIn tools that are most relevant to your marketing efforts and tell you how to connect with people you already know as well as get introduced to new connections. One of the benefits of LinkedIn is that it provides a space for you to build your social authority — through answering questions and sharing your expertise in groups — so this lesson tells you what you need to know about participating in Answers and Groups.

				[image: check.png] Lesson 6: Social Media Marketing on YouTube: You might be surprised to learn that YouTube is a great marketing tool. This lesson is all about building social authority by posting videos on YouTube and even creating your own channel so that fans know where to find you. I also cover how to incorporate YouTube videos in your other social media efforts. 

				[image: check.png] Lesson 7: Social Media Marketing with Geolocation and Location Platforms: As more and more people acquire smartphones, the marketing opportunities grow. Geolocation and location-based services such as Foursquare and Gowalla let you offer deals and discounts when and where your customers are most likely to use them, through apps that are fun to use. In this lesson, you learn how to use these services to attract new customers and keep existing customers coming back. The good news is that you can repurpose existing marketing materials and online efforts to use with these services. 

				[image: check.png] Lesson 8: Analysis Calculation: Figuring Your Social ROI: With any marketing activity, you want to be able to measure your success, and social media marketing is no different. In this lesson, I tell you how to use the HootSuite dashboard for analyzing your efforts on Twitter, and I also cover the built-in analytics tools for Facebook, LinkedIn, and YouTube. 

				[image: check.png] About the CD appendix: The appendix briefly outlines what the CD that accompanies this book contains and what you’ll find in the online course, which is available here:

				www.dummieselearning.com

						The appendix also contains a few technical details about using the CD and troubleshooting tips, should you need them.

				[image: check.png] About the companion website: Three PDFs accompany Lesson 2. These PDFs are available for download at Dummies.com:

				www.dummies.com/go/socialmediamarketingelearningkit

				How This Book Works with  the Electronic Lessons

				Social Media Marketing eLearning Kit For Dummies merges a tutorial-based For Dummies book with eLearning instruction contained on the CD and in an online course. The lessons you find in this book mirror the lessons in the course, and you can use the two together or separately. Both the book and the course feature self-assessment questions, skill-building exercises, illustrations, and additional resources. In each lesson in the book, you’ll find these elements:

				[image: check.png] Lesson opener questions: The questions quiz you on particular points of interest. A page number heads you in the right direction to find the answer.

				[image: check.png] Summing Up: This section recaps the content you just learned.

				[image: check.png] Know This Tech Talk: Each lesson contains a brief glossary.

				Conventions Used in This Book

				A few style conventions will help you navigate the book piece of this kit:

				[image: check.png] Terms I truly want to emphasize are defined in Lingo boxes.

				[image: check.png] Website addresses, or URLs, are shown like this: www.dummies.com.

				[image: check.png] Numbered steps that you need to follow, and characters you need to type (like a user ID or a password), are set in bold.

				Foolish Assumptions

				I assume you know what eLearning is, need to find out how to implement social media marketing (and fast!) into your business plan, and want to get a piece of this academic action the fun and easy way with Social Media Marketing eLearning Kit For Dummies. Otherwise, I assume you have a  computer and an Internet connection — plus the know-how to use each  effectively — and the drive to boost your business through the social  media platforms.

				Icons Used in This Kit

				The familiar and helpful For Dummies icons guide you throughout Social Media Marketing eLearning Kit For Dummies, in the book and in the electronic lessons, too.

				

				[image: tip.eps]	The Tip icon points out helpful information that’s likely to make your job easier.  

				

				[image: remember.eps]	This icon marks an interesting and useful fact — something you probably want to remember for later use.  

				

				[image: warning.eps]	The Warning icon highlights lurking danger. When you see this icon, you know to pay attention and proceed with caution.  

				

				[image: practice.eps]	The Practice icon highlights where I’ve provided you with a short exercise to perform.  

				In addition to the icons, you also find these friendly study aids in the book that bring your attention to certain pieces of information:

				[image: check.png] Coursework: Look to this box for homework ideas that help you further hone your skills by applying what you’ve learned in a practical exercise. You will need to consider all the information and concepts you’ve learned in a section to complete a coursework assignment.

				[image: check.png] Extra Info: This box highlights something to pay close attention to in a figure or points out other useful information related to the discussion  at hand.

				[image: check.png] Go Online: This box sends you online to view web resources, complete activities, or find examples.

				[image: check.png] Lingo: When you see the Lingo box, look for a definition of a key term  or concept.

				Class Is In

				Now that you’re primed and ready, it’s time to begin. If you’re altogether new to using social media platforms for marketing purposes, this course starts at the beginning (see Lessons 1 and 2) and helps you get comfortable using these platforms to market your business. Whichever path you choose, you can use the book in tandem with the CD and the online course — the content of each reinforces the others.

				Please note that some special symbols used in this eBook may not display properly on all eReader devices. If you have trouble determining any symbol, please call Wiley Product Technical Support at 800-762-2974. Outside of the United States, please call 317-572-3993.  You can also contact Wiley Product Technical Support at www.wiley.com/techsupport.

			

		

	
		
			
				Lesson 1

				Getting Started with Social Media Marketing

			
				
					[image: 9781118034705-co0101.tif]
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				[image: check.png] Build social authority to build your online credibility.

				[image: check.png] Brand your social accounts with similar images and colors to create a coherent look and feel for your business online.

				[image: check.png] Write bios that engage potential customers in a way that would invite them to write back to you.

				[image: check.png] Create an online social business card with About.me.

				[image: check.png] Use Flickr to access photos from any computer.

				[image: check.png] Help potential customers find you through Google searches.

				[image: check.png] Create a gravatar that enables you to take your name, picture, and a whole list of your stats with you everywhere you go online.

					1.	What is online social authority and why do I need it?

						You might already have it offline!

						Find out here

					2.	What do I need to create my branded look?

						Depends on what you want your customers to know about you.

						Find out here

					3.	Do I need to use an image of myself or my company’s logo on my social accounts?

						Explore all the options.

						Find out here

					4.	I already have a bio I use in print, so why do I need a new one?

						Print isn’t the same as online.

						Find out here

					5.	What’s a foundational account, and why do I need one?

						Foundational accounts support the main social accounts in various ways.

						Find out here

				Are you ready for a big new adventure? Getting started with social media marketing can be just that — a big adventure! But what is social media marketing anyway? It’s a new way of marketing that has similarities to traditional marketing; both strive to reach potential customers and interest them in your product or service. It’s different because you use social media to engage these potential customers in a different way. Instead of advertising to them directly, you build an online presence that showcases your expertise so that your name — or your product — is the first one they think about when they need the kind of thing you offer. 

				So where do you begin in marketing via social media? The first step is building your online presence and credibility, which is called your social authority. You’ll also want to be sure you have a branded look across all your social accounts so that potential customers can easily remember you. Finally, you’ll want to set up a few foundational accounts, as I call them, that lend support to the main four social accounts (Twitter, Facebook, LinkedIn, and YouTube). For example, a foundational account could be a Flickr account for hosting photos. 

				The great thing about marketing through social media outlets is that you can take it slow by watching and listening at first. Then, as you feel more confident, you can join the conversation and add to it with your experience and expertise. Or you can jump right in and have fun, but realize that what you tweet, post, and comment on will be around for a long time! 

				Understanding Social Authority  and Why You Want It

				What is social authority and why should you want it? Both very good questions! Social authority is the online, social world equivalent of expert status in the offline world. When you’ve developed social authority status in your field on Twitter, Facebook, LinkedIn, and YouTube, you’re considered an influencer in that field online. 

				You gain that status through your tweets, posts, shares, and other online conversations (including blog posts and comments). No one walks up to you one day and says, “Now you have social authority in your field.” It’s something that you cultivate over time through consistent, clear, helpful information and advice about your niche.

				Building social authority

				Social authority is so important because being seen as an expert will attract new and old customers to your door. It’s also another avenue for marketing — an amazing avenue for marketing, actually! And as more people move to the online experience for researching, learning, and buying, your social authority will attract them to you and the content you have to offer.

				Every time you tweet, post, or share in the spirit of giving and sharing, you’re reminding people of you and your brand and your expertise and bringing them to your existing sites in ways you can hardly imagine. If you carry out your social media interactions with this giving spirit in mind, more people will share what you’ve said, and that’s the biggest boost you can have in your social authority.

				

				[image: remember.eps]	Social authority isn’t bestowed on someone who only pushes out old-school marketing ads. No. It’s given to those who, across all social media platforms, are attractive because of their giving and social nature that comes across in all they post. 

				To begin building your social authority, you need to do a couple of important things: 

				[image: check.png] Set up accounts on multiple social platforms. The four social sites (Twitter, Facebook, LinkedIn, and YouTube) in which you build your social authority and brand enable people who would have not found you any other way to find you now. Read that again. By having accounts across a variety of social media sites, you’re opening doors to more customers, clients, friends, affiliates, enthusiasts, cheerleaders, and spreaders of your brand. These folks will find you through searching on the keywords for your product or service and through the recommendations of other people online.

				[image: check.png] Develop a brand that identifies you. One of the ways to make sure you’re found and remembered across social platforms is to have a consistent look and message. In this lesson, I help you develop a consistent look with your profile pictures, background images, and bios. 

				Gauging your social authority

				How is social authority measured? Currently, this is being debated online. Some who’ve joined the debate present an argument for using something like Google’s PageRank system (see Figure 1-1) as a model for ranking social authority and influence. Google ranks websites by considering over 500 million variables and 2 billion terms. Web pages that Google believes are important receive a higher PageRank (10 is the highest) and appear closer to the top of search results.

				You want to make sure you have social history and connections already in play on the biggest social accounts.

				[image: 9781118034705-fg0101.eps]

				Figure 1-1

			
				Go Online

				You can begin gauging your social authority by using the following services: Klout (www.klout.com) or Grader.com (www.grader.com). I wouldn’t recommend concerning yourself with them too much until you’ve been using the social media sites for at least six months. Find your baseline now and then check back in a year.

			

				Developing Your Branded Look

				What is branding? What is my branded look and how do I create it? These are a few key questions to consider when you’re creating a branded look across all your social accounts. It’s all about keeping the colors, images, tag lines, titles and faces or logos the same across all social accounts. 

				The goal of branding is to be recognized very quickly. The reason for wanting to create a recognizable brand for yourself is that social streams like Twitter, Facebook, and now LinkedIn go by quickly. (I can see up to 100 tweets a minute stream across my Twitter account.) I recognize people on Twitter by their profile image more than their name, and notice them more readily on LinkedIn when I see that same image. I think you get the picture (pun intended).

			
				Lingo

				Branding means creating a look and feel that consistently represents you or your product.

			

				Here are some tips for creating your own personal brand: 

				[image: check.png] Use the same (or similar) image of yourself (or your business logo) for all social account profile images. You can use the same image, or different images from the same photo shoot as they will have the same colors and lighting.

				[image: check.png] Use the same keywords in titles and bios. Collect your keywords (business and personality) and use them in every social account bio or description field.

				[image: check.png] Use the same name for URLs. If you are branding yourself, make sure you always use your name the same way for account names and URLs. For example, my username on Twitter, Facebook, and other social media sites is phylliskhare, so the URL (which is based on that username) is consistent across all platforms.

						If you are branding your company, make sure you use your company name on your YouTube channel, Facebook business Page, and LinkedIn company page (more on LinkedIn company Pages in Lesson 5).

				[image: check.png] If you develop a background image (more on that coming up) use the same image everywhere you can add a background image. You can add background images to Twitter, YouTube, About.me, and others. You also have a large profile image space for your Facebook business Page that can be a portion of your large background image (or made to look like it) on other sites.

				If you are just now setting up your social accounts, you’re generating new usernames and passwords. I recommend you use a system for saving your usernames, IDs, and passwords for online and offline accounts. You can use a Microsoft Excel file or try www.clipperz.com or a Mac Keychain.

				If you already have a website, it’s a good idea to mimic its look across all the new accounts you’ve opened. If you aren’t fond of how your website looks at the moment, focus on a consistent design and color with these new accounts, and then redesign your website to match them.

				Either way, the point is to keep things consistent across all accounts. To manage that, you’ll create the basic components that all social accounts need: images and bios. Then you can go back and place them in each account!

				

				[image: tip.eps]	If you already have a graphic designer, throw this project to them for the best result. If you are a DIY kind of person, you can go through the steps and try to create something on your own. You can find many companies – some quite affordable – that are devoted to catering to people new to social media. A quick search online will yield many results for you to explore.

				Gathering images

				There are three types of images you’ll need for your new social accounts: a profile picture, a Facebook Page image, and a large background image for Twitter, YouTube, and About.me. 

				

				[image: tip.eps]	In order to make them really stand out, you can learn to adjust the brightness, contrast, size, and color by using an image editor. The top software for image editing is Adobe Photoshop. It’s designed for professional designers. Its little brother (in price and complexity) is Photoshop Elements. Both have all the functionality you’ll need to adjust and resize your images, but Photoshop Elements is made for consumers who want to be able to start using it without much of a learning curve right away. Another great image editor is GIMP, and it’s free! It’s not hard to use once you learn the basic tools. All three apps are available for Windows XP, Vista, and 7, and Mac OS X.

				For this section, I’ve created some novel ways to create these images using programs you probably already use. A professional designer wouldn’t do it the way I’m suggesting. In fact, they might scoff! If you’re game, try these steps; otherwise, make that phone call.

				Considering profile pictures and thumbnail images

				Studies show that a human face is what attracts people to an account, and we all want to be attractive! But what if you think your head shot isn’t attractive? You can use your business logo for a profile image, but it will make people stop and ponder whether they should connect with you. Even if you are online to promote your business (not you personally), consider using a real picture of you.

				[image: check.png] Twitter profile image: Your profile picture always accompanies your tweets, as shown in Figure 1-2. This image is extremely important, especially in Twitter, because of the high volume of tweets that can go by very quickly. People will start to recognize your tweets by your image before they read your name. The image resolution should be high enough so that the image is clear, but the file size cannot exceed 700KB. Whatever you upload, Twitter will resize the image to 73 x 73 pixels. File types supported are JPG, GIF, and PNG.

				[image: 9781118034705-fg0102.eps]

				Figure 1-2

				[image: check.png] Facebook Page profile image: A thumbnail image is created from your Page profile image and will accompany all your posts on your Page (or when you comment on other Pages). You can adjust the part of the profile image that becomes your thumbnail, but you can’t upload a separate image for it. The business Page profile image can be 180 x 540 pixels. The thumbnail is created from some part of that larger image.

				[image: check.png] LinkedIn profile image: You’ll want to use a simple headshot. The profile picture size is 80 x 80 pixels, so you’ll want to have a clean headshot with little or no background surrounding it. Image types you can upload are JPG, GIF, and PNG. Your image can be no larger than 4MB, must be at least 80 x 80 pixels, but can be no larger than 4000 x 4000 pixels.

				[image: check.png] YouTube profile image: Your YouTube profile image will show up on your channel in two places: at the top, next to the channel Subscribe button, and in the profile section. When you subscribe to other channels, your profile image displays next to your name on that channel’s page. You can upload a JPG, non-animated GIF, BMP, or PNG file that is 800 x 800 pixels. Do not upload pictures containing celebrities, nudity, or copyrighted artwork or images. The maximum file size is 2MB.

				Creating your profile headshot

				You can use your profile picture, which is square and under 700KB in size, in all social accounts, and in all the foundational accounts (Flickr, Gravatar, and Google Profiles). If you’re branding yourself, this absolutely needs to be a professional headshot. At least use the highest quality photo you can create yourself. Once you have a good photo, you’ll need to crop and size it. To crop and resize your own profile picture that you can use throughout your social media, follow these steps: 

					1.	Open the nicest image you have of yourself in a photo-editing program, such as Snipping Tool, GIMP, or Photoshop Elements.

					2.	From within your photo-editing software, crop your image as shown in Figure 1-3.

						Drag your cursor from the top-left corner close to your head to the bottom-right near your shoulders in the image, cropping out the background as much as possible. 

				[image: 9781118034705-fg0103.eps]

				Figure 1-3

						Keep your profile image under 700KB to guarantee that it will fit across all your social media.

					3.	When you have a cropped version that you like, save it to your hard drive for later use.

				Creating your Facebook Page image

				Unlike the other social media sites, Facebook gives you the opportunity to upload a larger image; one up to 180 x 540 pixels. You’ll need to create another profile image to use solely on your Facebook business Page. Be sure that you include the following:

				[image: check.png] Your company logo and a relevant background design. 

				[image: check.png] Your product and company info, including your e-mail address and company URL. (You should also list these details on your Info page, but because some people may not click the Info link, having those details on your Page image helps.) 

				Figure 1-4 shows an example of a Facebook Page image.

				[image: 9781118034705-fg0104.tif]

				Figure 1-4

				The following steps — which I created — are an extremely easy way to create a Facebook Page image. This method won’t create the highest quality image, though. You could use these steps to create a draft of what you want, and then let a professional designer make it the right size and resolution. Or upload it anyway to see how it looks! You might surprise yourself! 

					1.	Open your word-processor, insert a text box, and then right-click the text box and choose Format Text Box.

						The Format Text Box dialog box appears.

					2.	On the Size tab, as shown on the left in Figure 1-5, adjust the height to 5.83 and the width to 1.88. 

						This will act as the border for your finished image.

				[image: 9781118034705-fg0105.eps]

				Figure 1-5

					3.	On the Layout tab, shown on right in Figure 1-5, select the Behind Text icon.

					4.	Click the OK button.

					5.	Insert the images you are going to use for this Facebook profile image (logo, headshot, inspirational images).

					6.	Right-click each image and choose Text Wrapping⇒Through, as shown in Figure 1-6.

					7.	Click each image and resize by dragging the corners of the image.

					8.	Save your image to your hard drive for later use on Facebook.

				[image: 9781118034705-fg0106.eps]

				Figure 1-6

				Creating large background images

				Twitter, YouTube, and your About.me accounts also let you upload a large background image. Background images can feature your products or service and may include product details, promotions, company slogans, and/or your logo. Make sure your background is relevant so that you are using it to properly brand you.

				[image: check.png] Twitter: Include a company logo and contact info, with your e-mail address and website address in the top-left corner of your background. These URLs aren’t clickable. Twitter backgrounds must be smaller than 800KB and should be submitted as a JPG, PNG, or GIF. To minimize the risk of your background getting cut, size it at 1680 x 1200 pixels. 

						The Twitter feed covers the center part of the background, so you have to design around it. Leave 65 pixels extra for the top Twitter info and logo and an extra 200 pixels for the left side so that your content and info isn’t cut off by low-resolution monitors. 

			
				Go Online

				Some of my favorite background images really match the energy and focus of the person. Go to www.youtube.com/user/marieforleo to see what I mean! Doing this may make the difference between a user leaving your page or staying awhile. Design matters!

			

			
				Extra Info

				You can also tile your background. Create an image at any smaller size, such as 250 x 250 pixels, and select the Tile option when you upload it. This allows the page to load a bit faster than it does with a large profile image although on a high-speed connection, the load time difference isn’t noticeable.

			

				[image: check.png] YouTube: A YouTube background has a maximum image size of 256KB and defaults to centering on the page. Place a call to subscribe arrow in the top-left corner of the image to call attention to the Subscribe button.

				[image: check.png] About.me: Most pages feature a high-resolution picture of the owner. The maximum background size is 5MB. The contact information is created in an editing interface and isn’t part of the background image. If there are things you want to feature, like a book or CD cover, you can put the image on the background image and put the links to it in the contact editing interface. 

						While thinking about your background image for this site, click the Random Profile icon near the top of the page to look at other About.me pages for inspiration. There are many very creative and fun designs on this online business card/social resume site.

				

				[image: tip.eps]	I highly recommend you use someone who knows what they are doing to create this background image. It is well worth the time and money to have something professionally designed.  

				Writing your bios

				In keeping with the branded look and feel across all social platforms, you need both short and long bios. You most likely already have some sort of professional bio or resume. You can start with that and write one for your new social media accounts. A social bio is a bit more informal than a traditional resume. 

				

				[image: remember.eps]	Social media is all about the conversation, so for these bios, you need to think about how to connect and engage readers in a way that would invite them to comment or write back to you. 

				Notice the different space allocations you get for the different platforms:

				[image: check.png] YouTube gives you over 4,800 characters — that’s approximately 700 words — in their About Me section.

				[image: check.png] Facebook gives you over 2,000 characters — that’s approximately 300 words — plus other fields in the Info section.

				[image: check.png] LinkedIn gives you 2,000 characters for their Summary section plus a bulleted profile box with more information.

				[image: check.png] Twitter gives you 160 characters in their bio field.

				By the way, one of the foundational accounts (your Google profile) gives you close to 30,000 characters — that’s approximately 4,000 words! Most other social platforms have small bio fields that allow for 100–500 characters.

				The plan is to create a pithy, 160-character bio for Twitter. Then you will put that at the top of a 2,000-character bio. In a nutshell, the difference between a social bio and a traditional bio is voice (you use a more conversational voice, or tone, in a social one) and engagement (you should include more questions and show more personality in a social bio).

				A short bio

				The goal is to create a short bio that tells people what you do, with a little personality thrown in. If your business doesn’t have any personality, then don’t expect a lot of people to follow you on Twitter. You need to stand out just a bit. You don’t have to be humorous to do this, but you do need to show a human side. Here’s how to do it:

					1.	Open your word processor and come up with a list of your business words.

					2.	Create a list of your personality keywords, such as witty, fun, serious, curious, or excitable.

					3.	Reveal something surprising about yourself.

					4.	With your keywords in place, as shown on the left in Figure 1-7, begin your bio with the keyword that conveys what you do.

					5.	Finish your bio with what’s memorable about you.

					6.	Tweak it until you get your bio just right, and then save it to your hard drive for later use.

				

				[image: tip.eps]	Don’t include your political or religious affiliations in your bio, unless that is the heart of what you do in your business.   

				A longer bio

				Creating a longer bio for social media is a little different from creating a full resume you would send to a potential job opportunity. Yes, you’ll need to include all those things that a regular bio would contain — your work accomplishments, personality benefits, awards, and so on — but crafted in a little more informal way using short paragraphs and links to other sites.

				[image: 9781118034705-fg0107.eps]

				Figure 1-7

				A longer social media bio should be readable, divided into short paragraphs, and also needs to include the following:

				[image: check.png] What you bring to the table

				[image: check.png] Relevant accomplishments

				[image: check.png] Engaging questions, and an invitation to connect

				[image: check.png] Other social links

				

				[image: remember.eps]	For this bio, the first paragraph needs to be crafted in such a way that it can stand alone. This is the part of your bio that can be used when someone needs to introduce you in front of a group. This first paragraph will be very handy as you continue to develop in the social media world, as you can send it out very easily for radio interviews, webcast introductions, and the like.

				Use these steps to create the first draft of your longer social bio:

					1.	Write a statement that includes your name and business.

						Example: Phyllis Khare is author of several social media marketing books and consultant to businesses wanting to open more doors through their social accounts.

					2.	Include benefits from being connected to you and/or your business.

						Example: Connected to social superstars all over the world, she helps introduce companies to innovative ways to market in this new age of socially aware consumers.

					3.	Back that up with an example.

						Example: She’s the social media consultant to iPhone Life magazine, a hard copy magazine that’s now supplemented with all sorts of social accounts that have increased ad sales and subscriptions.

					4.	Explain how you and/or your business are connected in social media (list your other social media accounts here).

						Example: You can find her online business card at about.me/ phylliskhare. From there, you can find her on Twitter, Facebook, LinkedIn, YouTube, Foursquare, her blog, and DailyBooth. If you Google her, which she enjoys, you will find her many other places, too.

					5.	Add an engaging thought here about social media in general.

						Example: She feels that social media and the marketing that is currently done there is riding a big wave of transformation. Push marketing is (thankfully) giving way to pull marketing, and most businesses need to relearn how they promote themselves online to ride this wave successfully.

					6.	Add your previous work experience or general qualities you bring to business.

						Examples:

					•	She has a regular column, The Social Report, in iPhone Life magazine that is read by over 100,000 magazine and digital readers.

					•	She has two John Wiley & Sons books under her belt, both on social media marketing: Facebook Marketing All-in-One For Dummies and Social Media Marketing eLearning Kit For Dummies.

					•	She is in great demand all over the country for her two-day training programs that use innovative learning techniques to help businesses open their social accounts correctly.

					7.	Save the document for future use.

				You need to have a traditional resume or bio at your disposal, too. You will need that for the LinkedIn account, which is the most formal of the four main social accounts, and you’ll need all that information for a full profile there.

				Putting it together on your About.me page

				There are several places online to create a social bio page, or online business card. My favorite is www.about.me because of its amazing design, and it’s free! 

				Now that you have created your large background image and bios, you can put them all on one page and use that as your online social business card. See Figure 1-8 for an amazing example.

				The extra benefit of using this particular system is About.me’s analytics dashboard (see Figure 1-9) where you can see how many people have viewed your page, where they are coming from to view it, and how long they stick around while reading it. All good things to know. 

			
				Coursework

				Using information about you and the tips in this section, write short and long bios that keep with your branded look and feel. Social media is all about the conversation, so think about how to connect and engage readers in a way that invites them to comment or write back to you.

			

			
				Extra Info

				In a way, Google automatically creates an online business card for you. When you deliberately create an About.me page and fill in your Google profile and all your other social accounts, those things rise to the top when someone searches Google for your name. Google your name and notice what’s at the top of the list. As you build your social accounts, you’ll find that LinkedIn, your Google profile, and Twitter start to populate those top spots. This way, you can take control over what people know about you. Make sure you click the Google +1 button next to anything you think needs to be higher on the list! 

			

				[image: 9781118034705-fg0108.tif]

				Figure 1-8

				[image: 9781118034705-fg0109.tif]

				Figure 1-9

				To get to the About.me analytics dashboard, log in to your account from the top-right corner of any About.me page. The dashboard is clean and simple and incorporates Klout.com, too. We’ll explore this dashboard fully in Lesson 8.

				To put your bios on About.me, do the following:

					1.	Go to www.about.me.

						As shown in Figure 1-10, you will need to fill in your e-mail address, password and the URL you desire.

				[image: 9781118034705-fg0110.tif]

				Figure 1-10

					2.	Click the Create Your Profile button.

					3.	Fill in your First Name, Last Name, and short bio.

					4.	Click Next.

					5.	In the Edit Profile box, finish filling in your page.

						Click the tabs along the top to add a background, change your bio, choose color, text, and fonts, and add services.

				As you build your About.me page, you can edit your profile at any time  and — of course! — share your URL with others.

				Setting Up Foundational Accounts

				Before you launch your social media marketing efforts, you need to do a few important tasks:

				[image: check.png] Open accounts on services whose primary function is to support your social media marketing. 

				[image: check.png] Determine what your username is going to be. 

				[image: check.png] Decide what kind of profile image will represent you or your business.

				[image: check.png] Create a system that lets you keep track of your multiple usernames and passwords.

			
				Extra Info

				When you’re choosing your usernames for social accounts, remember that many usernames you create will end up being part of your account’s URL, and you’ll want to choose a name that’s in line with your brand. If you’re branding yourself, for example, using your real name with no spaces or special characters is a good idea, as in www.twitter.com/ phylliskhare for a Twitter account. A Facebook Page could also be your real name unless you want to draw a difference between your personal profile and a business profile. Still use your real name, but add something to it. For instance, the Facebook Page I use to market my business is called Socially Congruent with Phyllis Khare, so my vanity URL is www.facebook.com/sociallycongruent. You might be tempted to use an underscore in the username, like this: Phyllis_Khare. I don’t recommend doing this because many people access social media on mobile devices and typing the underscore on a mobile device can take several steps.

			

				To support the four main social accounts, I have selected a few foundational accounts: Flickr, Google Profiles, and Gravatar. These accounts have a social aspect to them, but you’re not opening them for that reason. Instead, you’re opening them because they support Twitter, Facebook, LinkedIn, and YouTube going forward in your marketing efforts. Here are some examples:

				[image: check.png] Flickr: Having your business photos and logos in Flickr makes it easy to use them in a Gmail signature.

				[image: check.png] Google Profiles: A Google profile filled in fully will rank very high in any search with your name. This is an opportunity for people to easily find correct, current information about you, your business, and all your social accounts.

				[image: check.png] Gravatar: A Gravatar account serves as an easy way to link your website or a social account of your choice with any comment you make on other blogs and sites, making your time spent online easier.

				To really rock social media marketing, you need to set up those foundational accounts and get your branded look in order. Let’s get started!

				Flickr: Your socially functional image account

				Having a socially functional image account comes in really handy. Flickr allows you to upload photos of your products or storefront that you can then link to from other sites. Many people make sure images they want to use are uploaded to their blog. That way, they can use the image’s unique URL when they need it, but some people don’t have a blog. That’s where sites like Flickr and the following are helpful:

				[image: check.png] Facebook: You can upload your images to Facebook and have a unique URL you can use anywhere else online.

				[image: check.png] MediaFire: This site has a free basic plan that you can use if you need to host just a few images. It’s easy to use and very helpful in keeping images organized for later use.

				[image: check.png] Animoto: This site is best for creating and sharing slideshows. You can use the free Lite account for any slideshow under 30 seconds (and in low resolution).

				Throughout this section, I focus on using Flickr. If you get into the habit of placing your photos on Flickr (or any image-hosting site), you’ll be able to

				[image: check.png] Access your photos from any computer. This comes in handy if any of your websites or social sites are down (Twitter is notorious for that) and you want to show someone a product image.

				[image: check.png] Have a unique URL for each picture. If you plan on using an image in your Gmail signature, for example, you will need to have a URL for the image, as you can’t just upload a photo for it from your computer.

				[image: check.png] Create collections, sets, and galleries that you can turn into slide shows. This comes in handy if you sell products. You can arrange a collection of your product pictures, create a slide show, and link to it from any of your social accounts. 

				Before you begin uploading and sharing images on Flickr, make sure you have the right to upload it. Image copyright is a big issue online. Here are a few points to  consider:

				[image: check.png] Anything you post online can be copied. If you want a little protection, add a watermark before you upload images. You can add a watermark in a photo-editing program or use an app like iWatermark http://plum amazing.com/mac/iwatermark for images you take on your iPhone.

				[image: check.png] You must have the right to upload an image. Don’t just right-click and copy anything on the Internet and use it.

				[image: check.png] If you select the Private option for any image that you’ve uploaded, people  can’t see it on a social site. I recommend that you don’t set privacy restrictions on an image if you want to use it on social sites for marketing.

			
				Extra Info

				Flickr is owned by Yahoo!, so creating an account (if you don’t already have one) is easy. You can sign in with any Yahoo! e-mail account; if you don’t have a Yahoo! account, you can either create one or sign into Flickr with your Facebook or Google account. Note: If you open a Flickr account with your Yahoo! account and later come back and click your Google account to open an account, you’ll end up with two separate Flickr accounts.

			

			
				Go Online

				Confused about what photos you have the right to use, or what level of protection you’d like to give for your photos? Go to the Creative Commons website at http://creativecommons.org to find more information.

			

				To upload an image to your Flickr account, follow these steps:

					1.	Click the arrow next to You in the menu at the top of the screen and then choose Upload Photos and Videos from the drop-down menu.

					2.	In the Upload to Flickr screen, shown in Figure 1-11, click the Choose Photos and Videos link to look for photos on your computer.

				[image: 9781118034705-fg0111.tif]

				Figure 1-11

					3.	In the Open dialog box, shown in Figure 1-12, select the photo you want to upload and click the Open button.

						If you want, you can upload additional photos. Click the Add More button to do so.

					4.	Choose a privacy option in the Set Privacy area below the upload box.

						The Public setting allows anyone to see your photos, and the Private  settings restrict the photos to only you, your friends, or your family.  If you’re using these photos as part of your social media campaign, choose Public.

				[image: 9781118034705-fg0112.eps]

				Figure 1-12

					5.	When you have all your photos selected and the privacy settings adjusted, click the Upload Photos and Videos button.

						A progress bar appears, showing how much longer until the photo is uploaded.

					6.	(Optional) Add a description by clicking the Add a Description link (shown in Figure 1-13); scroll down the page, add your description in the Description box, and then click the Save button.

						This is also a great time to organize photos. On this page, you can add tags and organize the uploaded photos into a set.

						Now your uploaded photos appear in your photostream on your  home page.

			[image: 9781118034705-fg0113.tif]

			Figure 1-13

				Once you have an image uploaded, you can share it. Follow these steps:

					1.	Navigate to your Photostream.

						You find your photostream by clicking the arrow next to the You button on the menu at the top of the page.

					2.	Click the image you want to share.

					3.	Choose View All Sizes from the Actions drop-down menu, as shown in Figure 1-14.

					4.	Click a size.

					5.	Right-click your image and choose Copy Image URL.

					6.	Paste the URL to post the image.

						For example, you might paste the URL in a tweet, in HootSuite, or in a Facebook post.

			[image: 9781118034705-fg0114.tif]

			Figure 1-14

				Google Profiles: Reaching more people through searches

				Even if you don’t have a Google account, it’s important that you set up a Google profile that shows your bio, picture, and other online places where people can find you. When prospective customers type your name into the Google search engine, your Google profile will be one of the top results and, in many cases, the first search result, as shown in  Figure 1-15.

				To create your Google profile, either sign in to your Google account or create one at www.google.com/accounts/newaccount. If you’re creating an account, the Create an Account screen appears. Fill in your information and follow all the screens to complete the setup process. Then, to edit your profile, follow these steps: 

					1.	At the top of your Accounts page, click the Edit Profile button.

					2.	When your profile page appears, as shown in Figure 1-16, edit by clicking in the right spot and start typing away.

						Add your bio on the About tab and a picture on the Photos tab.

				[image: 9781118034705-fg0115.eps]

				Figure 1-15

				[image: 9781118034705-fg0116.eps]

				Figure 1-16

					3.	When you’re done editing your profile, click the Done Editing button.

				You probably want to change the URL Google gave you that’s full of numbers to something more recognizable, such as gplus.to/yourusername. To do so, go to www.gplus.com. Enter your username in the Nick Name box (see Figure 1-17) and your Google ID number in the Your Google ID box. When you’re done, click Add.

			
				Extra Info

				Don’t forget to link to your social accounts, such as Twitter, Facebook, LinkedIn, and YouTube, in the Links box on the About tab.

			

				[image: 9781118034705-fg0117.eps]

				Figure 1-17

				Gravatar: Taking your name,  picture, and stats with you

				Gravatar is a portmanteau created from the words globally recognized avatar. Get it? The idea is that no matter where you roam online, your Gravatar — like mine shown in Figure 1-18 — will be right there with you. So when you make comments on blogs or websites that use the Gravatar plug-in, your name, picture, and a whole list of stats on your history online are automatically there.

				[image: 9781118034705-fg0118.tif]

				Figure 1-18

				Creating your Gravatar account is a lot like opening your Google account. It’s another space where you include your bio, picture, and social media account links. To sign up, go to http://en.gravatar.com; take the time to watch the introductory video. When you’re ready to complete the signup process, click the Get Your Gravatar Today button  (see Figure 1-19).

			[image: 9781118034705-fg0119.eps]

			Figure 1-19

				

				[image: remember.eps]	Keep the focus on your business as you fill in all the fields. People will click through and see this profile from any blog that uses the Gravatar plug-in for comments. Make sure your bio field is as complete as any business bio and upload pictures of your products for the photo strip along the side of the profile.

				[image: summingup.eps]	Summing Up

				Simply having a presence on a variety of social media sites isn’t enough to move your business ahead. The key to tapping into the power of social media marketing is to develop social authority. The online equivalent to offline expert status, social authority makes you the go-to person in your field of interest. With the influence social authority confers on you, you’ll be able to attract new customers and keep your old customers coming back. By understanding the importance of social authority and knowing how to attain that status, you’ve taken the first important steps in moving your business forward.

				In this lesson, you explored developing your branded look across social accounts through the use of color, style, and conversational tone. Your social bio and the look you developed in this lesson can be copied onto all your social accounts to give a consistent message that will attract your new potential customers and clients.

				Before you really get going with the four main social accounts, you need to set up what I call foundational accounts — accounts that can help you coordinate and integrate your look and feel and make integration across the various platforms easier. To that end, you took the time to set up a Flickr account, edit your Google profile, and create your Gravatar. 

				Know This Tech Talk

				branded look: A consistency in colors, images, tag lines, titles, and faces or logos across all your social accounts.

				foundational accounts: Services whose primary function is to support your social media marketing.

				social authority: The online, social world equivalent of expert status in the offline world. This is what you develop through your social accounts through time.

				social media marketing: A new way of marketing that is similar to traditional marketing in that you use it to reach potential customers and interest them in your product or service; in social media marketing, you engage these potential customers in a different way: by building an online presence that showcases your expertise.

				social media platforms: Self-contained social membership communities such as Twitter, Facebook, LinkedIn, and YouTube.

			

		

	
		
			
				Lesson 2

				Creating Your Strategic Marketing and Management Plan
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				[image: check.png] Know how marketing in a social environment is different from marketing offline.

				[image: check.png] Manage your time effectively to be more efficient.

				[image: check.png] Define your customers and find out where they hang out online so that you can focus your marketing efforts.

				[image: check.png] Create a social press release that puts your business ahead of the game.

				[image: check.png] Use a calendar to schedule your content posts and social tasks.

					1.	Do I need to market differently just because I’m using a social account?

						Absolutely, if you want to gain new customers!

						Find out here

					2.	I have a local business with physical products that need to  be mailed. Are there social sites best suited for my business?

						There’s a chart for that.

						Find out here

					3.	Can I send press releases like I always have in the past?

						You handle social press releases differently.

						Find out here

					4.	How do I coordinate all these new tasks required for marketing  across the different media platforms?

						Create an editorial calendar.

						Find out here

					5.	Isn’t posting to all these different social accounts a drain on my resources?

						Not if you use a management system!

						Find out here

				Marketing is moving from push-based strategies used in many offline companies of the past into an attraction-based (or pull-based) marketing strategy. This shift may be old news for you, but if you’re just now getting online in a social environment, learning how to market socially is an important lesson to learn to be successful and prosperous going forward. Once you have this new attraction-based mindset, you can move on to creating a strategic plan — the “what” to do and “when.”

				

				[image: remember.eps]	Offline marketing still has a big place in the overall marketing strategies you create for your business, but adding some new online strategies will add a freshness to the plan. Social media can open doors to a new audience, and new sources of revenue, if done well.

				Although some portions of this lesson might seem a bit elementary for where you are in your business, I recommend that you go through it step-by-step to help you focus on your potential customers currently using social media. By the end of this lesson, you should have at least a first draft of a marketing plan — that will be your guiding light as you open your new social accounts —  plus a social press release and a management system.

				Putting Together Your Marketing Plan

				Before you dive into creating a marketing plan, you must understand how to market in social media and then consider your own readiness to do so, identify your ideal customer, and determine which social platforms to target. After completing these preparations, you will be ready for the real meat of this lesson, and that is creating a cohesive marketing plan across the social media platforms. To that end, this section covers first the plan preparations and then the plan creation.

				Understanding how to market in a social environment

				Marketing in a social media environment is a lot different from the way things were marketed back in the 1990s or even early 2000s. Back then, push-based strategies were used, in which companies tried to find ways to get in front of someone to show them an offer. All TV commercials and radio commercials are push-based. As consumers, we haven’t asked for them; they’re just put in the path of whatever it is we’re doing or enjoying.

				Consider how consumers interact with businesses today. You probably researched your last purchase online, and chances are you asked your online friends whether you should buy it. You probably read a few posts or articles about their business and what they offer. Maybe you even read through a few of their tweets or posts on their Facebook Page. 

				These attraction-based strategies are the new way to advertise, and they enable you to know you’re being helpful and adding to the online conversation (which increases your search engine optimization). Attraction-based strategies reward social customers and are quick with online customer service (word-of-mouth optimization). So when your customers go searching for a company to solve a problem (either on Google or on a social account), they find you, not someone else.

			
				Lingo

				Geolocation is the identification of the real-world geographic location of an Internet-connected computer or mobile device, and it can include country, city, postal/zip code, latitude, longitude, and time zone. In other words, social platforms that use geolocation can tell where you are, based on the phone in your pocket.

			

				Additionally, right now there’s a big swing toward geolocation-based social media marketing. One of your goals should be to combine what you do already in the real world (offline) and what you will do with these new geolocation social accounts in a complementary way. So as you move through this lesson, coordinate your online efforts with what you’re already doing offline.

				Obviously, to market your business successfully in a social media environment, you need the know-how, the down-to-earth functional action steps you take to market in a social environment. But you also need the right mindset, one that embraces these guiding principles of social media marketing:

				[image: check.png] Giving great content freely. You might have to draw the line between free content and that which is for paying customers, but in general,  the more you can give out freely, the more you help boost your attraction juice.

				[image: check.png] Answering questions freely. No more only having toll-free phone numbers (unless your main demographic is over 60) and making potential customers sit on hold forever. Using a Facebook Page to answer customer questions in a completely open environment is a good example of modern marketing in action.

				[image: check.png] Sharing business-related resources freely. When you retweet or share content — especially in LinkedIn — you’re showing that you’re in line with this new way of doing business that’s much more transparent and helpful.

				[image: check.png] Promoting yourself in an authentic way when appropriate. It goes without saying that you need to be ready when someone does ask for your website or product name.

				[image: check.png] Having connections in place so people can click your name and go to the best space for deepening the connection. These links can direct customers to pages that either generate revenue, like a link to your Facebook business Page e-commerce tab or your company website, or engage in a more personal way, like a link to your personal LinkedIn profile.

				To help prepare you for marketing in a social environment, consider these three tools:

				[image: check.png] Social Media Marketing Mindset quiz: Use this quiz to see whether you’re developing the best mindset toward marketing in a social environment. If you find that you answer more often with Not Comfortable than Very Comfortable, you need to spend more time studying attraction-based marketing principles and why they’re so important to social media marketing today.

			
				Go Online

				No one else on the planet gets attraction-based marketing like Seth Godin. Read his blog posts  at http://sethgodin.typepad.com.

			

				[image: check.png] Daily Tasks checklist: This checklist takes you through the actual mechanics of day-to-day marketing tasks so that you can see how ready you are for those. 

				[image: check.png] Knowing Your Customer worksheet: You must know who your customer is; having a general idea isn’t enough. If you want your marketing campaign to be successful, you need specific details. This list of questions will help you clearly define the customer you’re targeting.

				In the next pages, I describe and further explain each of these tools, but you can also download and print a hard copy of each. Go to www.dummies.com/go/socialmediamarketingelearningkit to find the PDFs.

				Social Media Marketing Mindset quiz

				Use these ratings to indicate how comfortable you are with the following statements:

				1 = Not comfortable at all

				2 = I’ll do it, but it feels odd

				3 = I’m game to try

				4 = This feels doable

				5 = Very comfortable

				_ I am open to sharing the personal side of my business/product.

				_ I can give advice freely without a pitch to my services.

				_ I am willing to follow (connect with) relevant people within my business niche.

				_ I can engage in public conversation with people (in my niche and out) online.

				_ I am willing to learn new ways of marketing, and accept that they might be more appropriate than the old ways of marketing.

				_ I can take the time to develop an online reputation as being the expert in my field by answering questions, giving advice, and sharing content freely.

				_ I am willing to develop my online systems to allow people to naturally click through to either my website or store to purchase products or  services (e-mail signature links, social account bio links, and so on).

				Add up your numbers and see where you are.

				If you’re in the 7-14 range, you’ll need to take social media marketing slowly.

				If you’re in the 15-21 range, you can succeed by focusing on a few tasks.

				If you’re in the 22-28 range, you can try a few new techniques to see whether you like them.

				If you’re in the 29-35 range, you’re ready to dive right into social media marketing.

				Daily Tasks checklist

				Check the things you — or other people in your company or outsource to independent contractors (your team) — are prepared to do as you enter social media marketing:

				_ I have time in my daily schedule to learn and implement new tasks, or I have a team in place with time in their schedule to learn and implement.

				_ I am willing to rewrite marketing copy to reflect attraction-based marketing principles, or have a team that can.

				_ I am willing to take the time to create videos, if they are congruent with what I do to support my business.

				_ I am willing to personally sit and type answers and engage in online conversation with people daily on my new social accounts.

				_ I have time in my schedule to read online articles, blog posts, and watch videos related to my field, and make comments on them, or have a team that can collect them for me so I can spend my time making comments.

				_ I am willing to try to design online marketing strategies that are fun, engaging, interesting and memorable, as suits my field, or have a team that can.

				

				[image: tip.eps]	If you simply don’t have the time for social media marketing, look into outsourcing. Find a social media marketing expert who truly understands your company. Consider contracting social media to someone who already works for you, as that person wouldn’t have a learning curve for understanding your business goals.

				Knowing Your Customer worksheet

				You’ve figured out whether you have the mindset for social media marketing and the time to devote to it. The next thing you need to know before you create a marketing plan is who your customers are, which involves knowing their demographics, what they’re looking for, and what their online habits are.

				In this section, I further discuss these three aspects of your customer because having a general idea isn’t enough. If you want your marketing campaign to be successful, you need specific details — details you can garner by asking yourself the following questions from the Knowing Your Customer worksheet:

					1.	What are the age and demographic of your ideal customers?

					2.	What are these customers looking for from you — coupons, deals, advice, tutorials, how-to, inspiration, technical information, community, and so on?

					3.	How often are they online — hourly, daily, weekly, only on the weekends, only after the kids are in bed?

					4.	Where do they go first online — Facebook, Twitter, LinkedIn, YouTube, Google searches, or e-mail?

					5.	On a scale of 1 to 5 — with 1 being least tech savvy and 5 being most tech savvy — where do they rank?

					6.	Do these customers do research online and then buy offline, the other way around, or all one way?

					7.	Do your ideal customers belong to any existing online or offline communities — book clubs, buying clubs, community-based groups, business groups, church or service groups, school or alumni groups, or social media groups?

				Demographics

				You may find it helpful to categorize your customers according to the decade in which they were born: Boomers, born 1946–1964 (lived through the 1960s; not digital natives, so to speak); Generation X, born 1960s–1970s (children of the Boomers); Generation Y, born 1982–2000 (the Millennials; confident, connected, and open to change); and Generation Z, born 1990–2010 (also known as the Internet Generation; considered digital natives, meaning they take to the Internet like ducks to water). Other demographic considerations include where your customers live and their gender, education, interests, and socioeconomic situation.

			
				Go Online

				This topic of generational differences is extensive. For a detailed explanation, search William Strauss and Neil Howe to find their work defining the differences between generations. Also check out http://pew socialtrends.org/series/the-millennial- generation for a deeper understanding of Generation Y.

			

				

				[image: practice.eps]	If you could roll up all your customers into one person, could you draw what that person would look like and give her a name? Seriously. Consider the demographic of your ideal customer and then give this customer a name, age, education level, sex, monetary status, and, if appropriate, location. Get out your artistic skills and either draw her or find a picture in a magazine that represents her. If you have several different types of customers, do this for all of them. Art projects are good for adults, you know. I have made this exercise a bit playful, but all (successful) companies go through this exercise in some shape or another.

				What customers want

				If you’ve been in business for awhile, you can use sales data to help you refine what your customers want from you. If this is a new venture, you’ll need to dig a little deeper and use search tools to get a clearer picture of what people are really looking for — your niche.

				[image: check.png] In your field of expertise, what are people (really) asking for? 

				

				[image: warning.eps]	Be careful here. What people are asking for isn’t necessarily the same as what you want to give them. But if you want people to give you money in exchange for something, you might want to present them with what they really want!

				[image: check.png] Do you have a product or service that satisfies that request? 

				[image: check.png] Are those products or services available online on your website? 

				[image: check.png] If you don’t have a product or service that satisfies that request, does someone else have one, and can you be an affiliate for that product or service? 

			
				Go Online

				To establish an affiliate program, make sure you know what your customer wants first, and then research the top-selling product on Commission Junction (at www.cj.com) in your niche. 

			

				Online habits

				Matching your marketing to your ideal customers’ online behavior will help put your message in front of them when they’re actually online. Questions in the Knowing Your Customer worksheet can help you define your customers’ online behaviors.

			
				Go Online

				Here’s a list of tools you can add to your website. (Geeky alert is at a level 10, so if you don’t know how to add these codes to your site, have your IT professional or webmaster do it.)

					•	www.4qsurvey.com: This free tool is a whole-site exit survey.

					•	www.crazyegg.com: This tool shows you where people click the most on your site with a nifty visual heatmap overlay. A free, 30-day trial is available.

					•	www.kissinsights.com: This is a page-specific, two-question, minimally intrusive survey that’s free for simple use. You’ve probably seen these pop up on other websites. They ask a few questions about how you use the site.

					•	www.kissmetrics.com: This tool is fairly advanced and more expensive (with a $149 per month minimum), so it’s for those of you with bigger budgets.

				You can find out about many of these tools and how to use them effectively by listening to an interview with Avinash Kaushik (probably the best analytics blogger). His web address is www.kaushik.net/avinash, and the hour-long interview worth listening to is here: http://mixergy.com/analytics-avinash-kaushik-interview.

			

				

				[image: practice.eps]	Now that you have a clearer idea of your customers, you need to see what they’re searching for online and then add that information to what you already know about your potential customers or clients. Write down five or so keywords and phrases that you think are important words for your business. (If you develop iPhone apps for children’s games, for example, you would write down a list that looks like this: iPhone, iPad, iPad apps, iPad games, children’s games, games for kids, iPhone apps for kids.) Check those keywords in Google’s Keyword Tool (as shown in Figure 2-1) to see what words and phrases people are using for online searching, and Google Insights to see in what part of the world they reside. Also look them up using a search on Twitter. 

				[image: 9781118034705-fg0201.tif]

				Figure 2-1

				Finding the best social platforms  for your niche

				Can you feel the plan building? You have defined and refined your customers and know what they need. Now you need to figure out where you should hang out to meet them. In Table 2-1, I indicate how to match the conditions of your business to your customer’s needs.

				Table 2-1	Business Conditions and Customer Needs

				
					
						
								
								If . . .

							
								
								Then You Need . . .

							
						

						
								
								Your business has to be done in person.

							
								
								An appointment-friendly social site. If you conduct a lot of business via phone or the Internet, you can target social sites that are necessarily appointment-friendly.

							
						

						
								
								Your business relies on customer reviews.

							
								
								A site that’s known for its sharing abilities and high level of customer interaction abilities.

							
						

						
								
								You mail products regularly.

							
								
								A site that allows for private messages or easy customer service requests. Otherwise, any social site will work  for you.

							
						

						
								
								Your business caters to tech-savvy  customers. 

							
								
								A social site that doesn’t have to explain itself too much. If, instead, your customers aren’t so tech-savvy, you need a social site that has an interface that connects them to a human to answer questions very quickly or has a user-friendly Help section.

							
						

					
				

				In the following list, I detail which social platforms are best suited to meet your specific needs, as identified by the conditions in Table 2-1. Note that I’m offering my general opinion on these platforms. These designations can change based on the profile of your customer.

				[image: check.png] Twitter: If you have discount codes and coupons, consider putting Twitter at the top of your social list to develop. Twitter has a great interface for giving codes quickly that can be found by huge amounts of people using hashtags.

				[image: check.png] Facebook: If you have customer reviews or lots of positive customer feedback, consider putting Facebook at the top of your social list to develop. Facebook’s posting interface allows for uploading of images and video from your happy customer connections.

				[image: check.png] LinkedIn: If you need to set up an appointment and have a conversation quickly around that appointment,  consider LinkedIn, as it has an easy interface for creating short private messages. You can also use LinkedIn’s Profile Organizer (available through a LinkedIn subscription plan only) to add appointment information on a contact’s profile that only you can see.

				[image: check.png] YouTube: If you have customers that really need to view your tutorials, YouTube is the best place to start. You can always post these videos on the other sites, but because YouTube is the second largest search engine, it’s the place to start.

			
				Coursework

				Don’t worry if you don’t get what each social account provides for you right now; you’ll get that as you go through the marketing lessons for each platform. For now, you should be inspired to look at how social accounts can help your marketing efforts, giving you a framework to consider as you work through the lessons. Take a minute now to write down a few ideas of your own based on the examples provided in this topic. 

			

				Building your social media marketing plan

				A social media marketing plan isn’t an island unto itself. You also need to gather your offline plans, too. Everything you do to market your product or service online and off needs to coordinate and complement the other. For example, if you have a seasonal event that you traditionally buy newspaper ads to promote, make sure you put a Facebook icon and your Facebook Page address in the ad.

				As you create your plan, make sure the different components are on the platform best suited to that component. Table 2-2 lists some popular social media marketing ideas and identifies which platforms lend themselves to that kind of presentation. 

				Table 2-2	Marketing Elements and Media Platforms

				
					
						
								
								Marketing Element

							
								
								Platforms

							
						

						
								
								Coupons

							
								
								Twitter and Facebook are the best services to use to  distribute coupons.

							
						

						
								
								Tutorials

							
								
								Use YouTube to offer tutorials and then post links to them on Twitter and Facebook. 

							
						

						
								
								Contests

							
								
								Use Twitter, Facebook, and/or YouTube. (You need to check the contest rules for any site you use, but especially for Facebook and YouTube.)

							
						

						
								
								Webinars

							
								
								You can also host your webinar on Facebook. Make sure to announce your webinars on all your social sites.

							
						

						
								
								White papers

							
								
								Use LinkedIn first to promote any white papers and then post links to them on Twitter and Facebook.

							
						

						
								
								Free samples

							
								
								Use Twitter and Facebook to announce freebies, and YouTube to show what they are.

							
						

						
								
								Interviews

							
								
								Announce your interviews on all of the services. Use Facebook to host and record a live interview, and use YouTube to host the final video.

							
						

						
								
								Newsletters

							
								
								On the newsletter, include icons that link to all your social accounts, and announce your newsletter on all of your social accounts. Post the link to your e-mail sign-up page or directly to the hosted version of the latest newsletter.

							
						

						
								
								Advertisements

							
								
								Add a Facebook icon to your print or TV advertising with text inviting viewers to like your business Page. Include the name of your Page in your radio ads and invite people to go there for exclusive Facebook discounts.

							
						

					
				

				The goal is to figure out the best formats and focus on those. For example, if you have a business that sells discount coupons for local restaurants, your typical customer may be 39-year old Sally, who

				[image: check.png] Is a single mom with two junior high school kids.

				[image: check.png] Has a solid job.

				[image: check.png] Is college educated.

				[image: check.png] Looks for advice, tutorials, and community. 

				[image: check.png] Is online daily at lunchtime: She goes to Facebook first, and then to Google to search for online shopping deals.

				[image: check.png] Is geek level 3.

				[image: check.png] Researches online and buys offline most of the time.

				[image: check.png] Belongs to the local Chamber of Commerce.

				[image: check.png] Volunteers with a local women’s business group and attends a book club once a month.

				And your marketing plan (this is a really short, condensed plan) could include the following:

				[image: check.png] Facebook-centric marketing

				[image: check.png] Hard-copy notices in the local paper and in the windows of the local businesses with your Facebook Page address

				[image: check.png] Coupons on your Facebook Page daily before noon

				[image: check.png] Pictures of participating restaurants  on Facebook and in tweets

				[image: check.png] Links to Facebook 

				[image: check.png] Day-specific deals with offline  promotion

			
				Coursework

				Using the information you collected by doing the activities on the previous pages, create a first draft of your social media marketing plan: Identify where and what kinds of marketing elements you plan to put on each of the four social platforms and what your traditional marketing elements will be. The two should create a cohesive, engaging whole.

			

				Creating Social Press Releases

				I think everyone understands what a press release is. Traditional businesses have used them, well, forever! In the past, you would create a press release and send it out to your professional PR company, which would send it to media outlets. Now, with social media, you can send out a social press release yourself and potentially have any number of media outlets see your posts directly.

				Think of a social press release as the traditional press release’s short, smart, geeky cousin. Seriously. Social press releases are

				[image: check.png] Short: Just five paragraphs.

				[image: check.png] Smart: Loaded with your searchable keywords.

				[image: check.png] Geeky: Shared online.

				Making it short: Fitting key content  into five paragraphs

				Because you’ll write and host your press release either on your website or blog (or your Facebook Page, discussed further in Lesson 4), the announcement should be no longer than approximately five paragraphs plus an image. Make sure your press release also includes the following:

				[image: check.png] An image: If your release is about something that doesn’t have an innate image, use one that grabs the attention with either a play on words or something humorous. 

				[image: check.png] A helpful attitude: Make sure you have the attitude of solving someone’s problem as you write the post. Notice that the whole approach to writing the press release needs to be more like a blog post in style. 

				[image: check.png] Enthusiasm: If you’re celebrating something great in your business, then really play it up with pictures of the party or a recording of a dedication speech, or an interview with a key developer in your company.

				Making it smart: Including keywords  in titles and elsewhere

				For your social press release to be smart, you need to place keywords, ideally the keywords people would use to search for you and your business, in two places: The title and in key places within your five paragraphs. Don’t overdo it, but the post needs to be clear, concise, and authentically full of your keywords.

				Getting the keyword in your title

				The title also needs to include the benefit to the user. The best titles are under 100 characters long so that they’ll fit in a tweet (140 characters). Can you include a number in the title, too? Turns out adding a number (as a numeral) piques people’s curiosity. Here’s an example: “5 Ways to Cut Costs in Advertising!” A couple more examples are shown in Figure 2-2.

				[image: 9781118034705-fg0202.tif]

				Figure 2-2

			
				Go Online

				An excellent guide to creating great titles is Chris Garrett’s “102 Headline-Writing Formulas.”  It’s a free PDF that you get when you join his e-mail list here: http://socialmedia workbook.com.

			

				Making your content keyword rich

				The key to including keywords in a smart way within your text is keyword prominence (getting those main keywords inside the first two paragraphs) and keyword proximity (getting the keywords close to each other). 

			
				Extra Info

				Google searches the first two paragraphs, so getting keywords in early is a good thing. But don’t overcrowd your press releases — if Google believes you’re using too many keywords, it won’t display your social press release in its search results.

			

			
				Extra Info

				If you know you don’t have time to create your own posts for social media, and you know you’ll end up outsourcing this task, check out www.prweb.com or www.marketwire.com. If they line up with what your business needs, great; otherwise, finish reading this book and make a decision as to which system works best for you and your business.

			

				Making it geeky

				When you have a social press release ready to go, you can use what I call the “post once, enjoy many times” system by using your HootSuite account to post to Twitter, your Facebook Page, and your LinkedIn account at the same time. Or you can post your social press release directly to your social accounts one at a time. I discuss using HootSuite as a great time management tool at the end of this lesson in the section, “Creating a management system for your social accounts.”

				

				[image: remember.eps]	One of the many ways to promote a press release online is to post it individually on each of your social media accounts. If you go this route, make sure you post your social press release on your blog or as a note on your Facebook Page first. Then take that page’s URL to use for the link in these social-specific posts.

				Table 2-3 shows a few platform-specific tips (for more details on all these posts, head to the platform-specific lessons later in this book) for posting your social press releases.

				Table 2-3	Posting a Press Release

				
					
						
								
								Platform

							
								
								Posting Tip

							
								
								Examples

							
						

						
								
								Twitter

							
								
								Include # in front of your main keyword in the press release title and add the @username of a key enthusiast of yours asking for a retweet (RT). 

							
								
								“Your #Bird Asked for It (yes it did) http://birdPR.com @phylliskhare we love it when you share our tweets!”

							
						

						
								
								Facebook

							
								
								Post the link to the press release in your status update. Then post an engaging status update that touches on the topic of the press release, following it up with a comment to  that post that includes the link to the press release. Post it a  second time about 6 hours later.

							
								
								First, post with the link, like this: “Your bird asked for it - yes it did - http://birdPR.com.” Second, post a teaser, like this: “Did you see what your bird asked for? I had to laugh.” Then add a comment to that second post, including the link, like this: “You can find the whole story here: http://birdPR.com.”

							
						

						
								
								LinkedIn

							
								
								Post the press release directly on your profile and as a promotion in a LinkedIn group.

							
								
						

						
								
								YouTube

							
								
								Create a slide show or video of your press release (get creative here) and upload it.* Also, post a bulletin. 

							
								
						

						
								
								*Make sure you include the keywords in your post in the keyword and description section of the video page.

							
						

					
				

			
				Coursework

				Create a draft social press release that’s just five paragraphs or fewer. Then underline your keywords. Are the main ones inside the first two paragraphs? How close are they to each other? Can you rearrange the words to bring keywords closer together in the sentence? Rewrite the press release until you’re satisfied and then save it to post later to your social accounts. 

			

				Getting Organized

				Being organized in a social media world ensures you have plenty of time to accomplish all of your social media marketing goals. A business editorial calendar can help you sort out which things to post to which social platforms, in addition to helping you identify the main things you want to promote about your business and (naturally) scheduling your tasks. So how do you get all this posting done? By using a management system such as HootSuite. One of the great features of HootSuite is that you can create a single message that you can then post to all your accounts, which is a real timesaver.

				Creating an editorial calendar

				A business editorial calendar can help you organize through time a series of topics to address through blog posts, tweets, and items to share. Any large, well-known guest blogging site uses an editorial calendar to schedule guest bloggers. In this context, I tell you how to create one for your business to  help you save time and hopefully help create a sense of order in this ever-expanding social media marketing world.

				Take it from me: If you don’t create an editorial calendar for your social marketing tasks, your efforts will be weak and nonproductive. An editorial calendar offers these benefits: 

				[image: check.png] Focus: It keeps you focused on why you’re here in the first place. 

				[image: check.png] Branding: It keeps you in front of your audience in a consistent way, to maximize branding. 

				[image: check.png] Simplicity: It simplifies your life considerably when you look at all the things that need to happen in promoting a business. 

				Enough reasons to create one? I thought so.

				Any calendar you use should offer the capabilities shown in Figure 2-3.

				

				[image: tip.eps]	If you are a solo-preneur, you can create the editorial calendar by yourself. If you have a team, you’ll need to gather them around the table (or virtual table) and hammer the editorial calendar out together. 

			
				Lingo

				A solo-preneur is an entrepreneur who wears all the hats for marketing, admin tasks, technical expertise, and dog walking.

			

				My version of an editorial calendar involves two steps: 

				[image: check.png] Define your topics. Write down a list of the main things you want to promote about your business. If you have products, include the products and their features or have your product brochures handy. If you provide a service, include the benefits of your service individually. Add any topical news events that coincide with your niche on a regular basis, including holidays that are important to your business and any product releases.

			
				Go Online

				If you use WordPress for your blogging platform, there’s a great plug-in to create an editorial calendar on your dashboard. It’s called Editorial Calendar, and you can find it here: http://wordpress.org/extend/plugins/editorial-calendar. 

			

				[image: 9781118034705-fg0203.eps]

				Figure 2-3

				[image: check.png] Schedule your tasks. Schedule time for each of these tasks: writing content-rich posts, tweets, status updates, and blog entries for posting later (you’ll add your topics to this time slot in your calendar), posting (either in real time or putting the posts into a scheduling system), commenting (publically admire good blog posts, Facebook updates, LinkedIn posts, and tweets by other people that somehow connect to your business niche), and congruently socializing — that is, having fun! 

						Yes, scheduling having a good time online is the purpose of that last task, as long as it connects back to your business niche. Twitter chats are great for this (more on those in Lesson 3) as are playful comments on Facebook and YouTube.

				Table 2-4 outlines common schedules for social tasks.

				
				[image: Figure2-4]

				
				

				[image: warning.eps]	If you don’t use a calendar management system, you might find that you’re doing all of the tasks all day long. You need a plan, and you need to stick to it. I’m typing this to myself, too, as it’s really easy to fall into the trap of obsessively being online (there are so many incredible people and projects to read about and all those videos on YouTube).

				

				[image: practice.eps]	I like to include a time management schedule with an editorial calendar because the two seem to go hand-in-hand to me. You don’t need to actually schedule exact times on your calendar for your social tasks, but I highly recommend trying. So as you identify how much time a week or day you’re going to devote to the different social tasks, take it a bit further by identifying the days and, where possible, times for those tasks. For example, maybe you decide to write on Mondays, post on Monday nights, comment daily from 5–7 p.m., and so on. Table 2-5 shows an example schedule.

				
				[image: Figure2-5]

				
				Creating a management system  for your social accounts

				Many systems claim to simplify and manage your social accounts; some are free, some cost lots of money. Some systems are built for small businesses, some for large corporations, and some for compliance-regulated industries. It might seem a little bit like a one-trick pony to talk only about HootSuite as your social management system. Certainly you could consider its direct competitor TweetDeck (www.tweetdeck.com, which is owned by Twitter itself), and lots of services can schedule tweets, such as Buffer (http://buffer app.com), Timely (http://timely.is), and others. However, HootSuite has so many features rolled into one that it’s hard not to extol its awesomeness. 

				

				[image: tip.eps]	If you’re part of a regulated industry (like many financial planners are), you might need to look into other systems, such as Socialware (www.socialware.com), that are management systems built to keep your social posts compliance-happy.

				The social management system I use and recommend is HootSuite. I like it because

				[image: check.png] There’s a Free version.

				[image: check.png] The Pro version is team-friendly.

				[image: check.png] You can schedule posts.

				[image: check.png] The built-in analytics are robust.

				[image: check.png] It has a great mobile app for all operating systems.

				Before you can use HootSuite to simplify your social media life, you naturally have to open a HootSuite account, if you don’t already have one. Next, you must add your social accounts to it. After you do those two things, most of the daily posting to Facebook, Twitter, and LinkedIn is done on one dashboard, and you can monitor all your accounts from any computer. 

				

				[image: remember.eps]	Currently, HootSuite connects with Twitter, Facebook (both personal account and business Page), LinkedIn (personal account), Ping.fm, your WordPress site, MySpace, Foursquare, and Mixi (social networking site in Japan). I’m hoping YouTube will be added soon. You can add Foursquare (a social, geolocation-based, check-in site that I discuss in Lesson 7), if you’d like.

				Opening your HootSuite account and adding social accounts to it

				Once you have opened your account, make sure you download the HootSuite apps on your mobile devices. They have an especially nice iPad app. You’ll see those options presented to you after you open your account, which you do by following these steps:

					1.	Go to www.hootsuite.com from your computer and click the Sign up Now button, as shown in Figure 2-4.

				[image: 9781118034705-fg0204.tif]

				Figure 2-4

					2.	Decide if you need the Basic (free) or Pro ($5.99 per month) version and click the appropriate button.

						If your new social accounts are only with Twitter, Facebook, and LinkedIn (no YouTube integration yet) and you don’t have team members who need to access your accounts, you can use the Basic version. I suggest signing up with the 30-day free trial of the Pro version to see if you need it.

					3.	Fill in all fields, as shown in Figure 2-5. 

						You’ll need to choose your language, enter your e-mail address and full name, choose a password, confirm the password, and select your time zone.

				[image: 9781118034705-fg0205.tif]

				Figure 2-5

					4.	Click Create Account.

						The next thing you’ll see is a screen that will prompt you to add your social accounts (Twitter, Facebook, and so on).

				HootSuite is an empty box until you add your social accounts. When you have an account with Twitter, Facebook, and LinkedIn, you can add them very easily. If you create more Twitter accounts or create more Facebook Pages, you can add them this same way each time.

				When you first open your account, HootSuite prompts you to add your accounts — just follow those prompts. But if you want to add them later, follow these steps.

					[image: 9781118034705-ma004.tif]	1.	Go to www.hootsuite.com, log in, and click the Home icon at the top-left corner of your HootSuite application; then select Settings⇒Social Networks.

					2.	Click the Add Social Network button shown in Figure 2-6.

				[image: 9781118034705-fg0206.tif]

				Figure 2-6

						The Add Social Network box appears, as shown in Figure 2-7.

				[image: 9781118034705-fg0207.tif]

				Figure 2-7

					3.	Click the Twitter icon on the left navigation list; then click the Connect with Twitter button.

						A new authorization box displays. You need to authorize HootSuite to connect with your Twitter account. This is the standard procedure for connecting services with social accounts. It’s basically authorizing an app (or application) to serve the communication between them.

					4.	Type in your Twitter username and password and click the Authorize App button shown in Figure 2-8. 

						By typing in your username and password, you’re giving HootSuite permission to connect to your Twitter account.

						The page refreshes, and you see your Twitter username and a box to add team members to this account. Don’t worry about adding team members now. You can always complete this step later if you want to. 

				[image: 9781118034705-fg0208.tif]

				Figure 2-8

					5.	Close the box for team members and then repeat these steps for any other social networks.

				

				[image: remember.eps]	When you’re adding Facebook, be sure to click the Facebook Page icon. You can add your personal account, too, but for this you want to focus on your business accounts. Note, however, that you’ll authorize the connection to Facebook by entering your Facebook personal account e-mail address and Facebook password because that’s how your business Page is connected. When you add your credentials, a dialog box with your Facebook Page(s) opens.

				Scheduling posts through HootSuite

				One of the great features of HootSuite is that you can create a single message that you can then post to all your accounts, which is a real time saver. When you log in to HootSuite, you see your dashboard, as shown in Figure 2-9. Tabs with the names of your accounts and thumbnail images of your accounts are at the top of the dashboard. 

				[image: 9781118034705-fg0209.tif]

				Figure 2-9

				You can put aside time during the week or on a Sunday afternoon to schedule important information to post at different times all week. Then sit back and enjoy the real-time conversational quality of the social sites, knowing your marketing messages are all going out on time. There are two ways you can post messages:

				[image: check.png] Post to all accounts at one time.

				[image: check.png] Schedule messages to be posted. 

				Posting to multiple accounts simultaneously

				To post to multiple accounts simultaneously via HootSuite, follow these steps:

					[image: 9781118034705-ma004.tif]	1.	Click the Streams icon. 

							Now you’ll see all of your social accounts on separate tabs at the top of the page, and their thumbnail images to the right of the Compose Message space.

				

				[image: tip.eps]	If all your accounts are in your name, you might want to put TW (Twitter) FB (Facebook) LI (LinkedIn) in front of your name so you know which account is which. To do so, click the name on the tab and edit it. 

					2.	Click the Compose Message box and type your message. 

						Make sure you keep your post, including any links, shorter than the service with the strictest requirements.

						Note the options you have here, such as shrinking the URL to make it trackable, attaching a file, scheduling a post, saving as a draft, and a character count. See Figure 2-10.

				[image: 9781118034705-fg0210.eps]

				Figure 2-10

						It’s a best practice to use trackable links. You’ll want to know if people are clicking them and view all the related analytics. I discuss this in detail in Lesson 8. If you make it a habit to shorten your links in the HootSuite interface, you can use HootSuite’s built-in analytics program.

			
				Lingo

				Trackable means that, for the link you’ve created, you’ll be able to see how many times it was clicked, what social platform it was on when it was clicked, if it was shared, and the geolocation where it was clicked. 

			

					3.	Click the thumbnail pictures of the accounts you want to post this  message to.

						Services you select are denoted by a green check mark.

					4.	Click Send Now. 

						Pretty close to instantly, all your social accounts have the same message posted.

				Scheduling a post to go out

				When you want to schedule a post to go out, you follow the same procedure you follow to create a post (refer to Steps 1–3 in the preceding section), but before you send it out, you do the following:

					[image: 9781118034705-ma003.tif]	1.	Click the Schedule Message icon (instead of the Send Now icon). 

							Clicking the icon opens a calendar box — shown in Figure 2-11 — where you can set the day and time for the message to go out. Notice the optional Schedule in Bulk button that takes you to a power user’s section on posting lots of messages. May the force be with you. 

				[image: 9781118034705-fg0211.tif]

				Figure 2-11

					2.	Set the day and time you want the message to post and click the Done button.

						Make sure you have the social account thumbnail picture selected for the social account where you want it to post.

					3.	Click the Schedule button. 

						Now you see it in the Pending Tweets column, shown in Figure 2-12. 

				[image: 9781118034705-fg0212.tif]

				Figure 2-12

					4.	Hover your cursor over the Pending message and click Edit to edit the text and the day and time it’s scheduled — or click the X icon to delete the message.

			
				Extra Info

				If you want to see Pending Stream posts for all your social accounts, you need to add them as new columns. To add a Pending column to your HootSuite account, just click Add Stream, and select the social account and the type of column (in this case, use the drop-down to select Pending and then click Add Stream). Now you see the Pending Tweets or posts in their own column.

			

				To organize and schedule posts through Publisher, follow these steps:

					[image: 9781118034705-ma001.tif]	1.	Click the Publisher icon on the left column. 

							A new interface opens that can be toggled from the List view to a Day, Week, or Month view.

					2.	Click the Month view in the top right corner.

						This is one of the views you can use. After we go through these steps you can try it in the Day and Week view, too. In the Day or Week view you can click on specific times directly. 

					3.	Click any day on the Calendar.

					4.	Type your post in the posting box, select the time and the thumbnail of the account you want to use, click Done, and then click Schedule.

						Now you see your pending post in the Publisher calendar, in any view (Day, Week, or Month). 

					5.	Drag and drop your post anywhere else on the calendar!

						Cool, right? Now you can easily view and rearrange all your pending posts! 

						You can do the drag and drop thing on any view, but if you’re moving the post to another month, you’ll have to drag it to the bottom to place it on the next month and then advance the calendar view to that month. If you want to move it to another month, it’s easier to edit the pending post instead of dragging it around, by double-clicking the post and editing the date.

					6.	(Optional) Click the message and then click Edit.

						You can edit all parts of it, including when it posts.

					7.	(Optional) Click the message and then click Delete.

						You’ll need to confirm the delete. 

				I hope you explore this particular feature of HootSuite. More than likely, you have a group of tweets and Facebook posts that you can schedule in advance, freeing up your time for direct conversations and commenting. 

			
				Go Online

				I’m a big fan of the free HootSuite for Twitter iPad app; look for it in iTunes. With this app installed on your iPad, it’s easy to post to multiple social media accounts. You can also check the analytics of a post, retweet to multiple accounts, save, e-mail, and send to Instapaper — all things social people like me want and need.

			

				[image: summingup.eps]	Summing Up

				There’s a saying, “pulling back on the bow,” which can translate into “getting your ducks in a row,” which really means (I’m a poet and don’t know it!), getting clear on who your customers are, where they hang out online, how to meet them there, and how to give them what they want and/or need in exchange for money. 

				The marketing and management strategies you develop now and going forward will serve you well as you dive into this new, wild and wonderful social media world.

				In this lesson you did the following:

				[image: check.png] Delved into creating a great social media marketing mindset that will get you in line with attraction-based marketing principles.

				[image: check.png] Created an editorial and time management calendar that helps you to accomplish all the key tasks necessary to maintain a presence online and attract potential customers. 

				[image: check.png] Defined your customer demographic so that you know exactly who your social media marketing campaign targets.

				[image: check.png] Figured out where your customers hang out online so you can be there too, helping to answer questions and give expert advice.

				[image: check.png] Created a basic marketing plan so you can put all these new ideas and social activities into action.

				[image: check.png] Learned how to create a social press release that’s short, smart, and geeky — just what you need to attract customers online.

				[image: check.png] Opened a HootSuite account to make the posting process as easy as  possible. 

				Know This Tech Talk

				affiliate marketing: Being an outside salesperson by promoting something from another company or website and receiving some sort of commission or percentage in return

				attraction-based marketing: Marketing by sharing content freely, developing a strong social authority whereby people seek you out, rather than you pushing your products to them; sometimes called pull-based marketing

				editorial calendar: Advance planning and organizing of pertinent topics for blog posts and posts on your social media accounts for your business

				geolocation: The identification of the real-world geographic location of an Internet-connected computer or mobile device, and it can include country, city, postal/zip code, latitude, longitude, and time zone — in other words, social platforms that use geolocation can tell where you are, based on the phone in your pocket

				keyword: Words and phrases that are good descriptors of your business or product; also, terms your customers are using to search for your business products and services online

				keyword prominence: Putting main keywords inside the first two paragraphs of your content

				keyword proximity: The distance between keywords

				push-based marketing: Traditional marketing pushed out to find an audience, as opposed to attracting an audience by word of mouth or social media skills that entice a tech-savvy audience

				social press release: An announcement that uses social platforms to inform the world of new products, services, and so on, using blogs to tell your story; shorter, smarter, and geekier than a traditional press release

			

		

	
		
			
				Lesson 3

				Social Media  Marketing on Twitter
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				[image: check.png] Twitter’s evolving role in social media offers multiple opportunities to develop targeted marketing strategies.

				[image: check.png] Getting familiar with the art and science of tweeting is key to attracting an audience.

				[image: check.png] Strategically following others on Twitter lets you see how they use attraction-based marketing.

				[image: check.png] Use a variety of ways to find potential customers (and great new joint-venture partners) on Twitter to increase your revenue and social authority.

				[image: check.png] Host a Twitter chat to engage your followers (existing and new) and potentially raise your social authority.

				[image: check.png] Learn to tweet links to videos that compliment your business.

					1.	How can I search for new customers on Twitter?

						Find out here

					2.	What do all those codes and symbols mean?

						Good question. Just one symbol is powerful enough to rock  your world!

						Find out here

					3.	If I’m intimidated by the idea of talking to someone out of the  blue on Twitter, how can I reach out the way I need to?

						Here’s an easy way to talk to lots of people:

						Find out here

					4.	Being restricted to just 140 characters will surely limit my social  marketing efforts.

						Think of Twitter as a gateway through which you can link to your  blog, add images and documents, and even add widgets.

						Find out how

					5.	I don’t want to tweet. Can I just have people view my videos?

						No problem!

						Find out here

				Twitter is an interesting bird. Sometimes it can seem disjointed and elusive as tweets covering thousand of different topics fly by, willy-nilly, at record speed. At other times, Twitter can seem very direct, such as when you’re having a personal conversation (with only 140 characters) about a heartfelt topic with someone you’ve never met who lives halfway around the world.

				Whatever your approach, being fluent on Twitter will add tremendously to your social authority (which I discuss further in Lesson 1). Using Twitter to reach out and connect with existing and new customers is one of the best ways to advance your expert status in your field. People are looking for you on Twitter, so what are you waiting for? You can use it in several ways to enhance your marketing endeavors, and I go through some very specific things in this lesson, like how to 

				[image: check.png] Tweet properly with marketing in mind.

				[image: check.png] Ask and answer questions and share information while subtly promoting your business.

				[image: check.png] Use hashtags to bring attention to a particular aspect of your business’s products or services.

				[image: check.png] Create and manage a Twitter chat to amplify your reach.

				[image: check.png] Use Twitter to link to your e-commerce sites or individual product pages.

				You can also use Twitter in a general way to listen in on what’s happening in your business niche, without ever posting a tweet! Even that activity can be useful from a marketing perspective. I show you how to aggregate those particular tweets to help you with customer service, new product ideas, and understanding your competition.

				Attracting a Twitter Audience

				Twitter is for B2B (business to business), B2C (business to consumer), and everyone in between in real time. With it, you can directly share information with people — your Twitter audience — who are interested in your products or services.

				Twitter helps you listen, ask, share, reward, respond, and create a friendly space around your business for potential customers (and media) online. Twitter is also a great place to provide customer service to your clients. In fact, Twitter is where I go first with customer service questions. Forget trying to find a phone number or contact form on a website; with Twitter, I have sometimes received customer service answers within seconds.

				But let’s not get ahead of ourselves here. You need to know the basics about Twitter and how to help people find you. To that end, this section tackles those basic tasks, including becoming familiar with the Twitter interface, learning the rules of tweeting, and answering questions.

			
				Extra Info

				Do you want to provide lightning-fast service to your business customers? You  can — by monitoring your Twitter account to be available to people when they ask questions. You can set up e-mail alerts every time someone uses your Twitter username in a tweet. (If you didn’t do this whenever you opened your account, you can do that now by selecting or deselecting this option under Settings⇒Notifications.)

			

			
				Extra Info

				Twitter can also supplement your regular blog or website with 140-character microblog tweets. If you publish a blog post on the subject of environmental triggers affecting moods, for example, you can supplement the post by pulling out bits and pieces, such as, “Did you see the bit in the post about how certain colors affect moods?”

			

				

				[image: tip.eps]	Are you an avid bird watcher and want to connect with other bird watchers on Twitter? You can do that, but that probably doesn’t fit with your business — and that’s no problem. Open an account for your personal interests and hobbies and another one for your business. Just make sure you have the time to devote to both accounts.

				Getting started with Twitter

				When you sign up for an account, you get a home page, similar to what’s shown in Figure 3-1, where you find the following information: 

				[image: check.png] The Timeline is where you’ll see the tweets of people you follow.

				[image: check.png] On the @Mentions tab, you can find tweets that have been tagged with your Twitter username.

				[image: check.png] The Retweets tab shows tweets that you and the people you follow have forwarded, as well as your tweets that your followers have forwarded.

				[image: check.png] Once you have found a keyword or phrase that produces good results for you, save the search and refer to it daily on the Searches tab.

				[image: check.png] You can use the Lists tab to create lists that help you have conversations more easily with potential clients.

				Your home page may look different from the one shown here because Twitter is constantly making changes to its interface.

				[image: 9781118034705-fg0301.eps]

				Figure 3-1

				At the top of the home page are several tabs:

				[image: check.png] Home: This is where you access your tabs for Timeline, @Mentions, Retweets, Searches, and Lists. 

				[image: check.png] Profile: Clicking this tab brings up a new view of your account. This is what other people see when they view your account. On this tab, you can find your account image, bio, website link, and these tabs:

					•	Tweets: You can see all your tweets in chronological order, and any tweets that include your @username.

					•	Favorites: You can access all the tweets you tagged as a favorite here. 

					•	Following: This shows the list of people you’re following.

					•	Followers: This shows the list of people who are following you.

					•	Lists: Organize the people you follow into handy groups or lists. 

				[image: check.png] Messages: Click this tab to access your private messages (which are much like e-mail) within Twitter. Messages can be exchanged among only those Twitter users who are following each other.

				[image: check.png] Who To Follow: This tab takes you back to the original screen where you created your account. It’s a place to view suggestions of people to follow, browse interests, and find friends.

				To set up your Twitter page, click your username in the upper-right corner and choose Settings from the drop-down menu (as shown in Figure 3-2). You can adjust the following settings for your account:

				[image: 9781118034705-fg0302.tif]

				Figure 3-2

				[image: check.png] Account: You can adjust your username, e-mail address, language, time zone, tweet location, tweet media, tweet privacy, HTTPS option, and deactivate your account.

				[image: check.png] Password: You can change your password here.

				[image: check.png] Mobile: Set up your mobile connection to receive text message notifications when someone tweets you.

				[image: check.png] Notifications: You can adjust these check boxes: New Follower Emails, Direct Text Emails, and Email Newsletter. You can keep these selected as you build your account, but after a while, you might want to come back and deselect New Follower Emails. Twitter sends a separate e-mail for each follower, so as you acquire followers, the volume of e-mail becomes overwhelming!

				[image: check.png] Profile: You can edit or modify your full name, profile picture, location, bio, and website address. This information is very important, as it appears on your public profile, search results, and in Google search results. Filling in your profile information with your real name and actual location will help people find you on Twitter. 

				

				[image: remember.eps]	Generally, people won’t follow you unless there’s a human face and a real name for your account. Be sure to upload a profile picture and add your full name. 

						If you’re branding a company name, use your real name in the Full Name field (so there’s a human associated with the account) and the company name in the Username field. If you’re branding yourself as your company, use your real name in the Full Name and Username fields.

				[image: check.png] Design: Choose a background image and design colors. Both are integral parts of your branded identity, so make sure the choices you make here tie into your other social media sites.

				[image: check.png] Applications: As you explore the world of social media marketing, you might run into a web or mobile app that wants to connect to your Twitter account. Many of these apps are helpful, and many are frivolous.

				[image: check.png] Help: Get help with Twitter basics, fixing something that’s not working, and reporting a violation, whether it’s copyright, spam, phishing, hacking, or a trademark violation.

				Following tweeting rules

				Each of the different social platforms is a community and, like any community, each expects certain things from the people who hang out there. Your goal is to be a good social media citizen on whatever platform you’re on. In Twitter, the best citizens are those who write interesting tweets, share helpful or interesting information, provide useful links, and retweet things that merit repeating.

				To do these things well, you have to do them, and you have to know how to do them. So when you’re ready to send a tweet, go to your home page. Type your tweet into the What’s Happening box at the top of the page, as shown in Figure 3-3, and click the Tweet button. (Make sure you’re on the Home tab of your home page.)

				[image: 9781118034705-fg0303.eps]

				Figure 3-3

			
				Extra Info

				Your message must be fewer than 140 characters, including punctuation. Keep an eye on the character count as you type.

			

				To be a good Twitter citizen, keep this formula in mind: 

				human + retweet + sharing + links = good social media citizen

				It’s good to tweet human experiences, to retweet excellent tweets, to share great things you find online and off, and to occasionally send a tweet with a link to your products. If all you’re doing is retweeting or posting links, you won’t gain the respect of your fellow social media citizens.

				

				[image: tip.eps]	If you’re developing a Twitter community around being a green Mom (because your e-commerce site carries environmentally responsible products and moms are your target audience), five posts a day about your kids works. If you’re developing a community around day trading, tweets about your kids more than once a day might seem out of place.

				Here’s how to retweet, or forward, someone else’s tweet:

					1.	Find an interesting tweet.

					2.	In the What’s Happening box, type RT@usernameoftheoriginal poster.

					3.	Copy and paste the original comment. 

					4.	Add <--.

					5.	Add your comment.

				A good retweet looks like this:

				RT @phylliskhare Good social media citizens use the human+RT+share+link formula <-- I agree!

				So are you a good Twitter citizen? Use this checklist to find out:

				___ I reply to everyone who asks me a question on Twitter. 

				___ I look for interesting people making comments in my field of focus and make comments or retweet what they have written. 

				___ I use hashtags sparingly and only when they are important to the event or focus. 

				___ I look for questions to answer in Twitter searches, but I don’t copy and paste the same answer to each one after another. 

				___ I try to add a personal comment when I retweet something. 

			
				Extra Info

				There are three different ways you can advertise within the Twitter interface:

					•	Promoted tweets: This is a way to put your tweets in front of people who don’t follow you by having your tweet show up at the top of their stream. People also see your promoted tweet when they search for one of the keywords you’ve attached to your tweet. 

					•	Promoted trends: Similar to promoted tweets, except instead of a tweet, you use a word, hashtag, or phrase. The tweet you associate with the keyword shows up on the top of the Trending List in the regular Twitter interface, with a Promoted button.

					•	Promoted accounts: Twitter puts your account at the top of the Suggested Users list on the Who To Follow tab, highlighted with a Promoted button.

				All these advertising revenues cost money. Put some time into researching them before deciding whether they’re right for you and your business.

			

				Finding customers and answering  questions with Twitter Search

				A great way to find people who could possibly be new customers is to use the regular Twitter Search function with search operators. Twitter gives you a list of keywords you can use to build your (advanced) search at this page: 

				http://support.twitter.com/groups/31-twitter-basics/topics/110-search/articles/71577-how-to-use-advanced- twitter-search

				Once you’ve found a keyword or phrase that produces good results for you, save the search and refer to it daily. For example, you can use the search function to find tweets mentioning your city plus any keywords — like pizza if you sell pizza of course — that are relevant to your area of focus. Save the search for easy reference and develop relationships by commenting and following key people. Give out coupon codes if you have a business that lends itself to that kind of interaction!

				To use the Twitter search function and save searches, follow these steps:

					1.	In the main Twitter interface, type your search term in  the Search box at the top of the page. 

					2.	On the Search Results page, as shown in Figure 3-4, click either the Save This Search button or the Refine Results link.

						Clicking Save This Search button saves the results to your Searches tab. To refine your results, continue to  Step 3.

				[image: 9781118034705-fg0304.eps]

				Figure 3-4

					3.	On the Advanced Search page, add more criteria to your initial search term.

						If you want to find questions to answer, notice you can specify that you want to find questions.

					4.	Click the Search button when you’re done.

				To find your saved searches, click the Searches tab at the top of your home screen. Click a search in the drop-down list to see the search results again. You should have a search saved for your business name and all variations of its spelling, just like you would set up for a Google Alert. Twitter lets you save 25 searches.

				

				[image: remember.eps]	You should always, always, always have a search saved for your business name and all variations of its spelling — just like you would set up for a Google Alert. This way, you can monitor any conversation around your business.

			
				Coursework

				In Lesson 2, you created time in your schedule to comment on blog posts. You can add the task of answering questions to that block of time, or you can assign this to someone on your team to do on a regular basis. People are looking  for answers on Twitter right now — you could provide some answers.

			

			
				Go Online

				I’ve found a great third-party site called InboxQ that does the whole search function really well in relation to questions. Just enter your keywords and see only questions around those words. Then you can answer the questions right there through the InboxQ interface. The service offers these features (to name just a few): an incredible Chrome extension, a Firefox add-on, and a to-do list feature that gives you the ability to save tweets with questions so you can answer them later. Find out more at www.inboxq.com.

			

				Using hashtags to market your business

				Hashtags are what makes Twitter work. You use them in your tweets to bring attention to a particular aspect of your business products or services (see Figure 3-5). People searching for the hashtag then find your tweets.

				[image: 9781118034705-fg0305.eps]

				Figure 3-5

			
				 Lingo

				A hashtag (which looks like this: #) is a Twitter function that aggregates all the tweets with that hashtag into one stream.

			

				

				[image: warning.eps]	Don’t piggyback on a popular hashtag. If your business has nothing to do with #justinbeiber, don’t include that tag with your tweets!  

				Remember, hashtags are how people search for things on Twitter. Think about what your potential customers are using to search for what you offer. Here are a few more ideas for the types of hashtags you can use:

				[image: check.png] Event: Your business is associated with an event.

						Example: #sxsw or #macworld2011

						Make sure you’re using the official hashtag for the event. Event planners now routinely make them available to the public as soon as they announce the event.

				[image: check.png] Geolocation: Your business has a local connection. Include the #city  or #state.

						Example: “John found the right mix of hunting supplies right here in  #Monroe #NC http://linktopost.com.”

				[image: check.png] Task: Your business has a task associated with it.

						Examples: #travel, #airfare, #babysitting, or #diet. “My fav thing to do  is teach people how to save money with #Priceline #travel  http://linktosite.com.”

				[image: check.png] Character trait: Your business has a character trait associated with it. 

						Examples: #leadership or #courage. “Sarah learned having the #courage to change takes skill not... http://linktopost.com.”

				[image: check.png] Food: Your business has food associated with it.

						Examples: #healthyfood or #lunchbox. “My son freaked when he saw what was in his #lunchbox http://linktopost.com.”

				I think you get the idea. You can also use slang and sayings that are popular if your tweet fits. Consider including your company name as a hashtag in every tweet — that might get to be too much sometimes, but it’s a tactic to use as it seems appropriate. This goes for the name of your book, CD, iPhone app, movie, or whatever you’re marketing, but please don’t create a tweet that looks like this:

				#Why #Facebook is the #1 #Marketing #Tool for Small #Businesses http://ow.ly/4aJg7by #SM#SMM #FB

			
				Extra Info

				I recommend dedicating time — either daily or weekly — to following lists on Twitter, as a part of your social tasks, in addition to following certain people. 

			

				Following and Creating Twitter Lists

				Twitter can soon become overwhelming with the volume of tweets and most of them may not be helpful to you. Information that isn’t on target for what you’re hoping to see on Twitter or tweets that are just not useful for anyone is called noise. The way to cut down on the noise is to learn how to follow a Twitter list and create a few Twitter lists of your own. Twitter lists are wonderful things — not only because they help to reduce the noise you don’t want but because lists help you find and have conversations more easily with potential clients and business partners.

				In this section, I help you create your own Twitter list, follow existing lists, and find and follow lists on which you appear. Before you start creating list after list, however, I encourage you to think about how you want to organize your lists so that you can maximize their benefits. You can have only 20 lists (with up to 500 people on each), so you need to make each list count. Here are some guidelines to keep in mind:

				[image: check.png] Create distinct categories. For example, I have a list called Mom Bloggers. Lots of moms have great blogs with tips and links and product suggestions and coupons. If you’re a new mom, this would be a great list to start and add to as you discover new mom bloggers, or you could follow this one that I already created: https://twitter.com/ phylliskhare/mombloggers.

				[image: check.png] Create easy-to-understand list names. For example, if you’re creating  a list of journalists, you can call it Journalists or JournalistsNYC to easily understand who’s on the list. Check out this one http://listorious.com/kitson/journalists or put journalists in the Search field on http://listorious.com and look at the different lists in the center column.

				[image: check.png] Keep the number of accounts on the list reasonable. You can add only 500 Twitter accounts to a list, but you can follow only 200 individual accounts per day (a Twitter rule). Make it easy for others to follow the individual people you’ve put on the list by keeping only 200 accounts on it.

				Here are the names of a few of my lists: Women Marketers, Coaches, Social Media Tips, and Writers. You can create lists for your city or state, or by country too. Just add people you find on Twitter to your hometown or state list. I have one called FairfieldIA, and I add to it people who live here, as they join Twitter. You could create a list of people who live in San Francisco who are tech bloggers and call it SFTechBloggers. That makes it easier to create the next list, which might be called NYCTechBloggers.

			
				Go Online

				Listorious is a directory for Twitter Lists. The first thing you need to do is add yourself to the system by clicking the Add Yourself link in the footer of the home page (http://listorious.com). To start following a list, click a keyword on the home page; next click a Twitter List curated by someone and then click the Follow button at the top of the List. Scroll through all the members of this List and follow individuals by clicking the Follow link for each account.

			

			
				Go Online

				You can also create a list that autopopulates itself, using the Formulists list-creation and management tool. Find out more at www.formulists.com.

			

				Creating a Twitter list

				You can create a public or private list for anything. Once you have created a few lists, you can view the lists inside the regular Twitter interface, or you can create separate columns for them in your HootSuite dashboard, which enables you to easily see what they’ve tweeted.

				You can share your lists, and others can follow them (more on following in the next section). Think about making a list of people you highly recommend and promote it to people in a particular category. It’s like a music playlist, only with people instead  of songs!

				

				[image: remember.eps]	You don’t have to follow people individually to put them on a Twitter list. You can just put them on a list and see their tweets that way.

				To create your own list from the Twitter Home page, follow these steps:

					1.	Click the drop-down arrow on the Lists tab and select the Create a List link.

						The Create a New List dialog box appears, as shown in Figure 3-6.

				[image: 9781118034705-fg0306.tif]

				Figure 3-6

					2.	Give your list a name and description, decide whether  it’s public or private, and click Save List.

						If you make your list public, anyone can see it and follow it. If you create a private list, you can see the tweets that aggregate there, but no one else can. Private lists count toward your total of 20 lists. You can find your newly created list on the Lists tab, as shown in Figure 3-7.

				[image: 9781118034705-fg0307.tif]

				Figure 3-7

			
				Extra Info

				You can always edit a list and change it from public to private (and vice versa). If you make a public list private, anyone following the list is restricted from following it. If you change it back into a public list in the future, each person will have to subscribe to the list again to follow it.

			

						Remember all the points I covered at the beginning of this section on choosing good names. Any text you put in the description area is public and should be used to explain the list and make it charming enough to convince someone to click the Follow button!

					3.	Repeat these steps as many times as you want to create up to 20 lists.

				To see someone’s tweets, you can either follow them or put them on a list. (Or just look at their Twitter account directly, as it’s open for all to see. Go to http://twitter.com/phylliskhare and see all my tweets before you click the Follow button.) So after you create your lists, you can add people to them very easily, as you’ll see in the steps that follow. Again, I recommend you put everyone you follow individually on one list or another, so keep that in mind as you build the list names.

				

				[image: remember.eps]	If you want to send a Direct Message (private message through Twitter; also known as a DM), you have to follow the person you want to message, and that person has to follow you. 

				To add someone to your list, follow these steps:

					1.	Click her username on her  profile.

						Her profile appears on the right side of the page.

					2.	Click the List icon and choose the Add to List option from the drop-down menu. 

						A dialog box appears showing  all your lists, as shown in  Figure 3-8.

				[image: 9781118034705-fg0308.tif]

				Figure 3-8

					3.	Select the list you want to add her to.

						You can add her to as many lists as you’d like.

				

				[image: tip.eps]	You can add people to a Twitter list you’ve created from within the HootSuite dashboard, too. This way, you don’t need to click over to your regular Twitter interface to add people to a list. To do so, you first have to add a Stream, or what I would call a column for that list, to your HootSuite account tab. Follow these steps:

					1.	On your HootSuite dashboard, click +Add Stream.

					2.	Select your Twitter account thumbnail image and then click the Lists tab, as shown on the left in Figure 3-9.

						You can add a column for a list you’ve created (My Lists) or one you follow (Subscribed Lists).

					3.	Select the radio button next to the List you want to add to your  dashboard. 

						You can choose only one list for the new stream (column).

				[image: 9781118034705-fg0309.eps]

				Figure 3-9

					4.	Click Create Stream.

						Now your Twitter List will be a column on your HootSuite dashboard. 

				Add people to that list from your dashboard by clicking any username in any column and then clicking the Add to List button. From the Select a Twitter List to Add This User To drop-down list, shown on right in Figure 3-9, select the list you want to add the Twitter account to and click Save. Now all of that person’s tweets also show up in your HootSuite column devoted to that list.

				

				[image: practice.eps]	Now that you have all these lists, what do you do with them? You can’t tweet to the lists, but you can monitor them for interesting conversation and join in. Strike up a conversation and share links. Follow all the tweeting rules I covered earlier, and soon you’ll be cultivating deeper relationships, generating networking connections, and increasing your revenue.

				Finding (and following) lists  on which you appear

				If you’ve been added to a Twitter list, generally that means someone has taken the time to group similar people together (moms, CEOs, media, journalists, and so on) on a list. This is a great thing! This means someone thinks your tweets tend to revolve around a theme. For example, if you’ve been added to the list called Creative, you know someone thinks you’re creative most of the time. If you’ve been added to the list Best Conversations, then you know your efforts of being a good Twitter citizen are paying off! 

			
				Extra Info

				Generally speaking, the more lists you’re on, the better, because it shows people are seeing your tweets and finding value in them and don’t want to miss them in the main Twitter stream. Being on Twitter lists adds to your social authority you’re trying to build (which I explain in Lesson 1).

			

				You can follow any public list that anyone has created and see tweets from people based on whatever quality the list maker intended. To find the lists you’ve been added to and select those you’d like to follow, log in to your Twitter account and then complete these steps:

					1.	Click the drop-down arrow on the Lists tab, scroll to the bottom, and click the Lists Following You link.

						All the lists that include you appear. Each list entry has a square button with a plus sign on it to the right of the list name.

					[image: 9781118034705-ma006.tif]	2.	To follow a list on which you appear, click the plus button.

					[image: 9781118034705-ma005.tif] The plus button turns into a green box with a check mark. Now you’re following that list.

					3.	Click the name of the list to see the tweets from the people on the list.

						You’re redirected to the Twitter account of the person who created the list. You see a stream of tweets from only the people who are on this list, including yours!

				Once I’m on the list stream, I always look at the people who are also on the list and see if there’s someone I want to follow individually. To do that, just click the Following tab, which brings up the list of people on the list. You can click the Follow button next to a person’s name and click the drop-down icon to add him to another list of your own (see Figure 3-10).

				[image: 9781118034705-fg0310.tif]

				Figure 3-10

				If you find yourself on a Twitter list and you would prefer not to be on it, you have some recourse:

				[image: check.png] Ask to be removed from it. Send the creator of the list a DM (Direct Message) or @mention if the list creator isn’t following you. Be polite and give a reasonable reason to be removed.

					[image: 9781118034705-ma007.tif][image: check.png] Block the list creator. This is a more extreme measure, and I recommend doing it only if your inclusion on a particular list seems like a mean thing (hey, who wants to be on the Tweeps to Avoid list?). To block the list creator’s account, click her username, click the List icon (shown in the margin), and select the Block option. This action takes you off her list and prevents her from following you.

				Finding people to follow on existing lists

				So many people before you have created really great lists of people in almost every category you can imagine that all you need to do is find those lists and either follow the list itself and/or follow the people on the list individually. The easiest way to do that is to navigate to a high-profile person in your industry. Not sure who is highly regarded? Check out a person’s Listed stats on their account. Mari Smith, for example, appears on more than 7,500 lists! (At the time of this writing, as shown in Figure 3-11.) I can look at those lists other people have created and follow people from there, or I can look at the lists Mari herself has created to find new people to follow.

				[image: 9781118034705-fg0311.eps]

				Figure 3-11

				Follow these steps to find high-quality people to follow.

					1.	Navigate to someone in your industry who is highly regarded. 

						For this example, you can start with my Twitter account (www.twitter.com/phylliskhare), as I have been added to over 120 lists, and I’ve created a few interesting ones for you to explore.

					2.	Click the drop-down arrow on the Lists tab and select one of the lists that person has created.

					3.	Click the Following tab and then click the Follow button for anyone you want to follow.

						As you see in Figure 3-12, the Following tab shows the number of people who are following the list. Now you’ll see the tweets from people on the list, with a Follow button and drop-down icon on the right for each person on the list.

				[image: 9781118034705-fg0312.tif]

				Figure 3-12

			
				Go Online

				You should also be on the lookout for great blog posts like this  one, where you can click and follow incredible people very easily: http://sheownsit.com/women-should-be- following-on-twitter.

			

				

				[image: tip.eps]	Try to get in the habit of doing this: When you’re following someone of great importance to you, send that person an @mention tweet right  away — something like, “I just found you @username on a great list. I’m looking forward to reading more of your tweets!” Or try to be more specific to your similar field of interest. The point is that you should go ahead and start that conversation right away. You might be surprised how often you get a reply right away — a great start to a new relationship.

				Using Twitter’s Who to Follow link

				Twitter is pretty good at figuring out who would be interesting for you to follow. I’m not completely sure of all the metrics involved in the process, but I would imagine they use the words in your bio, your website link, and other people you’ve already followed. It’s worth the time to see who they’ve chosen for you. I’m sure you’ll find interesting people and businesses you’ve never heard of, and wonderful examples of how to market, too!

				To find out who Twitter thinks you should be following, log in to your Twitter account and follow these steps:

					1.	Click the View All link in the Who To Follow section in the right column of your Twitter stream.

						On the page that appears, you see three tabs:

					•	View Suggestions: You’ll see people and businesses that are suggested to you based on who you already follow.

					•	Browse Interests: Select a topic, and then you’re presented with people and businesses that are categorized with that topic. 

					•	Find Friends: This is that now familiar interface that lets you import your e-mail addresses (and LinkedIn contacts) to see if the people associated with the addresses are already on Twitter.

					2.	On the View Suggestions tab, click the Follow button of whomever you want to follow. 

						Alternatively, you can click the icon next to the Follow button to add that person to one of your lists.

				Other ways to find people to follow

				There are many other strategies and interfaces to use to follow great people on Twitter. I’ve found people to follow from Twitter chats, hashtags, retweets, and even hard-copy newspapers. Here are some examples of how to add people from various sources:

				[image: check.png] If you read about someone you want to follow on a hard-copy interface and his Twitter username is published, you can either pull out your mobile phone and use the Twitter app’s search function to find him, or write down the username and look him up the next time you’re on your computer. You can add his username to the URL like this: www.twitter. com/theirusername, substituting his actual username, of course, and you’ll go directly to his account, where you can click the Follow button. (Remember to add him to one of your Twitter lists, too.)

				[image: check.png] Many bloggers use a system that automatically hyperlinks back to Twitter anytime they type @username in a post. You can just click the link and be directed right to that Twitter page, and then click the Follow button. Search for that type of plug-in on your blogging platform to add it to your posts.

				[image: check.png] If you use WordPress, try the Easy Twitter Links plug-in at http://wordpress.org/extend/plugins/easy-twitter-links. It automatically finds any Twitter usernames and hashtags in your post and converts them to working hyperlinks. The usernames will go directly to Twitter profiles, and the hashtags to the search page for the tag.

				Talking It Up on Twitter Chat

				One of my favorite ways to interact on Twitter is on a Twitter chat. There are currently over 300 listed chats, and you could participate in all of them if you wanted. Participating has a bit of a learning curve, but once you get the hang of it, I’m sure you’ll enjoy it and find it useful in your business.

				Here’s how a Twitter chat works: Someone designates a particular time and a particular hashtag. Then at that appointed time, a conversation occurs with tweets focused on the subject of the hashtag.

				I suggest at first that you find an existing chat and join in there. Learn how it works; test the waters. Then, once you feel fluent in how to run a Twitter chat, you can create one of your own. 

			
				Go Online

				You can find the Twitter Chat Schedule here:

				https://docs.google.com/spreadsheet/ccc?key=0AhisaMy5TGi wcnVhejNHWnZlT3NvWFVPT3Q4NkIzQVE#gid=143

				It’s a Google document. Notice how the Twitter chat hashtag is listed and when the chat is held. The range of chats go from #blogchat to #winechat! (Maybe you can do both at the same time?)

			

				For small business owners, here are a few Twitter chats that may be of interest:

				[image: check.png] #smbiz: A chat where small business owners can get answers from experts and other small business owners. It currently takes place every Tuesday from 8 to 9 p.m. EST.

				[image: check.png] #blogchat: Offers advice on how to be a better blogger. This one takes place on Sunday nights from 8 to 9 p.m. CST.

				[image: check.png] #socialmedia: Great discussions about social media with great hosts and topics. It takes place every Tuesday at noon EST, and all the events are archived, too.

				[image: check.png] #journchat: Conversation between journalists, bloggers, and public relations people. These folks get together on Mondays at 8 p.m. EST.

				[image: check.png] #b2bchat: Going strong for over a year now. Hosts keep an archive of the week’s tweets and even have a LinkedIn Group. You can join this chat on Thursdays at 8 p.m. EST. 

				Joining an existing Twitter chat

				To find a chat, go to the Twitter Chat Schedule and then follow these steps:

					1.	Notice how the Twitter Chat hashtag is listed and when the chat is held.

					2.	When you’ve found a chat you want to join, go to the TweetChat website (www.tweetchat.com), a third-party app that makes chatting  easy to do.

						If you’re not signed into your Twitter account, you’ll be prompted to  do so.

					3.	Type the chat name, minus the hashtag, in the box at the top and click the Go button. 

						On the chat page, shown in Figure 3-13, you can watch the stream of tweets go by.

					4.	To join in, write your own tweet.

						When you get the gist of what’s happening on a Twitter chat, introduce yourself to the group and add your two cents. To do so, type a hello tweet and give a reason for joining in (the conversation sounds interesting, is in your field of expertise, and the like) — and make sure the hashtag is included so it shows up in the chat. If you’re using TweetChat, that will happen automatically.

					5.	(Optional) Set the refresh rate so you can see all the tweets.

						I suggest setting the refresh speed at the pace your brain can handle based on the amount of tweets that are being generated. In a popular Twitter chat, there can be 30–40 tweets per second! Get your I’m Awake hat on and enjoy.

				[image: 9781118034705-fg0313.eps]

				Figure 3-13

					6.	(Optional) Adjust the settings by  clicking the tabs.

						You can pause the discussion, adjust your refresh speed, feature or block certain tweeps or tweets, toggle the size of the font, and send out a direct link tweet to your followers so they can join you in the chat.

			
				Lingo

				Tweeps are people who follow you on Twitter — or in chat, tweeps are people who are tweeting with the chat’s hashtag.

			

				

				[image: tip.eps]	In your regular Twitter stream, you may see tweets with hashtags that look interesting. To join the conversation, just click the actual hashtag to see a stream of tweets aggregated around that hashtag. If you like what you see, copy the hashtag and follow the preceding steps to join the conversation on the TweetChat interface. If you stay in the main Twitter interface, you’ll need to type in the hashtag for each tweet you want to add to the conversation.

				As you participate in a chat, keep the following points and suggestions  in mind:

				[image: check.png] Inside the TweetChat interface, you don’t need to type the hashtag in your tweets because it’s added automatically. If you aren’t using TweetChat and you are using a regular Twitter interface, you do need to add the hashtag to each tweet you make.

				[image: check.png] Notice who is adding good content to the conversation. Click his username, which will bring up his Twitter page, and then click the Follow button to follow him. I also suggest you add him to a Twitter list right at that moment, when it’s fresh in your mind.

				[image: check.png] Some Twitter chat organizers create Twitter lists that include all the participants of the chat. You can then just follow the list instead of individual people. The host will let you know the name of the list and how to follow it.

				Setting up your own Twitter chat

				You can be the host of a Twitter chat, especially if the topic is something you’re passionate about and you think others will be, too. Hosting your own Twitter chat can potentially raise your social authority a hundred fold, so don’t take it lightly! Here are some things to think about:

				[image: check.png] A Twitter chat is really boring if you’re the only one there, so make sure from the get-go that it’s an interesting topic that will attract an audience. 

				[image: check.png] You need to have the time to manage it, market it, and bring value to it, so double-check your time and brain space for this. 

				If you’re confident that you have a compelling topic and the commitment and time to manage it, you’re ready to tackle the four parts to setting up your own Twitter chat: choosing a type of chat, creating a catchy and problem-free hashtag, registering your chat, and advertising your chat. I outline each part in the following sections.

			
				Lingo

				To crowdsource information is to gather that info from the general public.

			

				Choosing a type of chat

				You need to choose the type of chat you want to set up. Table 3-1 shows your options.

				Table 3-1	Choosing a Chat Type

				
					
						
								
								Type

							
								
								When to use it

							
								
								Example

							
						

						
								
								Question-based, on a single topic

							
								
								To crowdsource information or direct the conversation down a certain path 

							
								
								Number each question so that your first two questions might be:  Q1: How does it work?  Q2: Does it work for you?

								People will tweet back the answer using this style: A1: It works! A2: Looks like it! 

							
						

						
								
								Question-based, with multiple topics

							
								
								To enable chat participants to send questions during the chat

							
								
								#journchat, one of the longest running Twitter chats (started by Sarah Evans), uses this format. All questions are submitted by the participants. Any question goes, as long as it’s related to PR, journalism, and social media.

							
						

						
								
								Free-flowing chart

							
								
								To let the conversation (and hashtag) go where it will

							
								
								#blogchat, which is run by Mack Collier, started with a topic, and the discussion has taken a life of its own.

							
						

						
								
								Guest Q&A

							
								
								To bring in an expert to answer questions on a particular topic (can be added to any other chat format)

							
								
								#foodiechat (promoted by a Facebook event)

							
						

						
								
								Random conversation

							
								
								To start a Twitter chat on the fly

							
								
								#latteclub, which is a very nice bunch of people who chat away, just like they would do over lattes in the real world

							
						

					
				

				Creating a catchy, problem-free hashtag

				Once you have a topic in mind, you need to come up with a catchy hashtag for the chat. Sometimes the naming is easy, if, for example you have a short title of a book (Launchchat), or clear niche (birdownerschat). But sometimes you have a really long book title, Facebook Marketing All-in-One For Dummies, for example. In this case, the authors decided to use FBBook after much consideration. Try not to step on any copyrighted names or titles and conduct some due diligence as noted in the paragraphs that follow. 

				

				[image: tip.eps]	If you’re initiating a regularly scheduled chat, make sure you add chat to the name, like FBBookchat.  

				A good hashtag is clear and enticing, as it will run past people’s Twitter streams very quickly. Notice what names you see as you use Twitter. Put the hashtag in TweetChat and see all the related tweets to find out how popular your topic is. Ask your friends to vote on a few names. And then use your poll to create interest in the chat itself.

				When you have the hashtag that you want, search for it in these places to make sure it’s the one you want to use:

				[image: check.png] The Twitter Chat Schedule: You can’t use one that’s already being used.

				[image: check.png] Google: Make sure no one else is using it in a strange connotation. 

				[image: check.png] Twitter Search: Find out whether there are any stray tweets using it. 

				[image: check.png] Domain registration sites: You don’t want to infringe on someone’s business.

				[image: check.png] Twitter: Ensure no one is using it as a Twitter name.

				

				[image: tip.eps]	If the Twitter name is available, you might want to open that Twitter account and use it for moderating the chat.   

				Registering your chat

				Registering your chat has two parts: Getting your chat listed on the Twitter Chat Schedule and claiming your hashtag. If you want to claim your hashtag for a regularly scheduled chat (not a one-time event), you can add your chat to the Google document by following these steps: 

					1.	Open the Twitter Chat Schedule.

						This link opens a public Google spreadsheet with all the chats listed by name on the left and all the details to the right, including the times and contact information.

					2.	Click the Add New Chat link in the top-left corner of the spreadsheet, shown in Figure 3-14.

				[image: 9781118034705-fg0314.eps]

				Figure 3-14

						This pulls up a Google web form for you to fill in, as shown in  Figure 3-15.

				[image: 9781118034705-fg0315.tif]

				Figure 3-15

					3.	Add your hashtag, description, moderator name, day of the week, time, and website information.

					4.	Click the Submit button when you’re done.

						Now your regular chat is listed on this document for all to see.

				To register (or claim) your hashtag, you can do either or both of the following:

				[image: check.png] Go to http://twubs.com and create a viewing page for the chat. This is a great way of registering the hashtag and providing a longer explanation of what this chat or hashtag is all about.

				[image: check.png] Go to www.twebevent.com and register the event. This site has a nice format for upcoming Twitter events that will be using a particular hashtag.

				Advertising your Twitter chat

				Besides doing the tasks outlined in the preceding section, there are many things you can do to advertise your chat, but the most important advertising for your chat is other people spreading the word for you. This is the power of Twitter. If someone is enjoying the chat, he will send the word out to his followers to join the conversation by including the hashtag in the invitation tweet.

			
				Coursework

				Create a list of chat ideas. Choose what type of chat you want, and then create a catchy hashtag. Check your hashtag on Google, Twitter Search, and domain registration sites to ensure there’s no conflict. 

			

				Here are other specific things you can do to spread the word about your Chat:

				[image: check.png] Send an @mention tweet to people you feel would enjoy the chat.

				[image: check.png] Include your chat information in your e-mails.

				[image: check.png] Post the chat info on your Facebook Page and regularly make posts about it, especially right before a chat starts.

				[image: check.png] Start a LinkedIn group to continue the conversation into a space that allows for longer replies and deeper exploration of the topic.

				[image: check.png] Create a web page that addresses all the information about chats — and your chat in particular.

				[image: check.png] Always post the start time of a chat in all your social media accounts to cross-pollinate them.

				Going beyond Twitter

				Yes, a tweet is at most 140 characters in length, but you can add a link within those characters to sites that have a bigger space to express yourself. You can add links to videos on YouTube, blog posts, articles on news sites, slideshows of images, and any number of other online pages. You can consider your little tweet as a gateway to a bigger room for conversation.

				There is an art to crafting a tweet that is compelling enough to get someone to click the link, especially with all the other tweets right there competing for attention. If you are on Twitter to market your product or services, you still need to remember to lean into the attraction-based marketing principles. (Remember that formula, human + retweet + sharing + links = good social media citizen?) But every now and then, a direct link back to your e-commerce site is expected. 

				Adding an image

				You can add a simple icon image or button — like the one shown at the bottom of Figure 3-16 — to your website or blog so that when someone clicks it, she’s redirected to your Twitter page. 

				[image: 9781118034705-fg0316.eps]

				Figure 3-16

				To get your own button, follow these steps:

					1.	Go to https://twitter.com/about/resources/followbutton.

						Make sure you’re signed in to the correct Twitter account. Your username is in the top-right corner of the page. If you have several Twitter accounts, you’ll need to create the code separately by signing in and out of each account before creating the code using the drop-down arrow next to your username.

					2.	Fill in the form shown in Figure 3-17.

						As you make your choices, the code adjusts onscreen.

				[image: 9781118034705-fg0317.tif]

				Figure 3-17

					3.	Copy the code and paste it into your website or blog.

						If you use WordPress, you need to paste the code into either an existing sidebar text widget (oh, geeky meter just went up to 10!) or paste the code into an e-mail message and send it to your webmaster. If you use other platforms for your blog, you’ll need to add it to your site in the appropriate spot.

				Adding a widget

				A widget is a box that aggregates some aspect of Twitter, maybe your favorite tweets (as shown in Figure 3-18) or lists. It helps people share your valuable blog posts.

				[image: 9781118034705-fg0318.eps]

				Figure 3-18

				There are several types of widgets you can include on your website:

				[image: check.png] Profile: This type will show your tweets as you tweet them in real time.

				[image: check.png] Search: You can associate certain search terms with this widget, and the widget pulls tweets using those terms onto your website.

				[image: check.png] Faves: This type will bring in any tweets you have marked as a Favorite. These can be your own tweets or tweets by other people you like a lot. 

				[image: check.png] List: Remember all those Twitter lists you made? You can set this widget to pull tweets from that list onto your website.

				To get your own widget, follow these steps:

					1.	Go to https://twitter.com/about/resources/widgets and click the My Website link.

					2.	Select the type of widget you want.

					3.	Click each tab to adjust the widget settings, as shown in Figure 3-19.

					4.	When you finish setting your options, click the Test Settings button and then the Finish & Grab Code button.

				[image: 9781118034705-fg0319.eps]

				Figure 3-19

					5.	Copy the onscreen code, as shown in Figure 3-20; paste it into your website. 

				[image: 9781118034705-fg0320.eps]

				Figure 3-20

				Adding a tweet button to your blog

				You can add a single tweet button to your blog so people can tweet your posts easily. I’m sure you’ve seen these buttons at the top or bottom of blog posts. When you add a tweet button to your website, people will share content on Twitter without having to leave the website or blog page. There are many ways to install this function on your website or blog. Here, I give you instructions for one simple way that Twitter itself provides:

					1.	Go to https://twitter.com/about/resources/tweetbutton.

						A page like the one in Figure 3-21 appears with four tabs (Button, Tweet Text, URL, and Language) to configure the code. 

				[image: 9781118034705-fg0321.eps]

				Figure 3-21

					2.	Use the tabs (shown in Figure 3-21) to customize your button:

					•	On the Button tab, choose the style you want (with or without a count number).

					•	On the Tweet Text tab, indicate what text will be included in a tweet that shares your website’s content. I suggest selecting the radio button for “The title of the page the button is on.”

					•	On the URL tab, indicate what URL is shared when visitors click the tweet button. I suggest selecting the radio button for “The URL for the page the button is on.”

					•	On the Language tab, select the language you want.

						All changes are automatically saved.

					3.	In the Recommend People to Follow section, make sure your Twitter username is in the first field. 

						If you have another Twitter account, or want to recommend someone else’s Twitter account, you can add that account in the second box. When someone clicks the Tweet button to tweet your post, Twitter will suggest to the tweeter the accounts you put here.

					4.	Copy the code and paste it into your website.

				Linking to videos

				Video is red hot right now, and the more you can find ways to present video through links in your tweets, the better. Here are some ideas that businesses can use to link to great video:

				[image: check.png] Create your own video (more about that in Lesson 6) and tweet it regularly.

				[image: check.png] Link to videos that complement your business.

				[image: check.png] Showcase your products and services through short video snippets instead of just using an image.

				[image: check.png] Introduce new items in your bricks-and-mortar store and show exactly where they are on the shelves.

				I have found that tweets that have the words “short video tutorial” to be very popular on Twitter. Some of my highest retweets include tweets that include those words, in fact. As part of your marketing strategy, you can create short videos and then send links to them in Twitter. You will first need to create the video and upload it to YouTube, but in the meantime, you can tweet the link to any video that’s hosted anywhere online. 

				Linking to a single video or video playlist

				If you’re on YouTube and find a video you want to share, or have created your own, you can very easily do so just by linking to a single video or to a video playlist. Here’s how:

					1.	Find a video you want to share to Twitter on YouTube and click the Share button under the video.

						Make sure you’re on the  single video page (not the  channel page).

					2.	In the dialog box that appears, shown in Figure 3-22, modify the message you want to tweet.

						Notice that the link to the video is filled in for you. Make sure you add any hashtags you feel are important for your business.

					3.	Click the Tweet button.

				[image: 9781118034705-fg0322.tif]

				Figure 3-22

				Using HootSuite to tweet a video or a playlist link

				Here’s how you can tweet a video using HootSuite so you can track the metrics of the tweet — how many clicks, region of the world, referrer, top posts, and so on: 

					1.	Find a video you want to share to Twitter and click the Share button. 

					2.	Copy the video’s URL that appears in the Link to This Video box.

					3.	Open your HootSuite dashboard (shown in Figure 3-23), paste the link in the shortened URL space, click the Shrink button, and then type your tweet.

				[image: 9781118034705-fg0323.eps]

				Figure 3-23

					4.	When your message is ready, click the Send Now button.

				

				[image: tip.eps]	You can copy the tweet before you send it and paste it into a new tweet schedule to post several times in the coming week or month.  

				You can also use HootSuite to tweet a link for a video playlist. I suggest trying this now with someone else’s playlist and creating your own playlist after completing Lesson 6 (which is all about marketing on YouTube). 

				

				[image: remember.eps]	If you want to track how many times the link was clicked and see all the analytics around that action, you need to use a trackable link using HootSuite. If you share directly from YouTube, you don’t get any data. As a marketer, this step of taking it over to HootSuite should be the preferred way to post anything. 

				Here’s an easy way to find a good playlist and tweet a link to it using HootSuite:

					1.	If you’d like to share a collection of videos — a video playlist — find a playlist on YouTube.

						The URL to share is at the top of the page.

					2.	If you can’t see the URL, click the Grid View icon.

					3.	Copy the URL.

					4.	Open your HootSuite dashboard, paste the link in the shortened URL space, click the Shrink button, and then type your tweet.

				

				[image: tip.eps]	Every time you click the Like (thumbs up) button for a video, it posts on your personal Facebook account (if you have that option connected in your YouTube account). 

				Linking to images and documents

				Images are one of the most clicked-on types of content in all of social media, so you want to include images in your marketing — not only images of your products, but also images of things that support all those other types of tweets (human and sharing). Sharing documents on Twitter is a lot like sharing images. You might want to share a sales flyer, a poster announcing an event, a white paper, a PowerPoint presentation, an e-book, or any type of file in the Google Docs suite (such as a document, presentation, form, or spreadsheet — these are all considered documents).

			
				Go Online

				If you think you’ll be tweeting links to large documents often, consider opening an account with Scribd (www.scribd.com), which has a beautifully designed interface that functions well. You upload your large documents and then share from their site.

			

				Here are some ideas to use for linking images in Twitter:

				[image: check.png] Pictures of happy clients or customers

				[image: check.png] Fan of the week pictures (or staff member of the week or celebrity of the week)

				[image: check.png] Pictures of your products on store shelves

				[image: check.png] Images of you presenting in front of large groups

				[image: check.png] New products in your store

				[image: check.png] Portraits of new additions to your animal shelter (Lots of shelters are currently having great results with this one incorporated in Meow Mondays, Foster Fridays, and so on.)

				[image: check.png] Odd, interesting things you find when you’re traveling out and about that connect somehow to your business

				HootSuite is the easiest way to link to images and documents, and I show you how to do that in a moment, but other options are out there:

				[image: check.png] Flickr: If you host your images on Flickr, for example, click the blue Twitter bird icon at the top of any of your photos on the site and share it on your Twitter account. When a follower clicks the link of the image, he’s taken to the Flickr website to view it. 

				[image: check.png] TweetDeck: You can drag and drop an image, and TweetDeck provides a link to it. TweetDeck has many of the same functionalities that HootSuite has, and the drag-and-drop feature for images makes it very appealing if your business uses images a lot in marketing. 

				To tweet an image or document using HootSuite, log in to your HootSuite account and then follow these steps:

					1.	Fill in your tweet.

					2.	If your image or document is on your hard drive, click the Attach button shown in Figure 3-24; if your image or document is already online, copy and paste its link in the message box and click the Shrink button.

				[image: 9781118034705-fg0324.eps]

				Figure 3-24

					3.	Find your image or document on your hard drive.

						The image or document is uploaded to HootSuite’s short URL system. 

						HootSuite creates a short link to the image and places it in the compose box.

					4.	Click the Send Now button when your message is ready.

				[image: summingup.eps]	Summing Up

				In this lesson, I flew around with the Twitter bird to see how this particular social media platform works. It takes awhile to find your voice on Twitter, but some of the more interesting things like attending or hosting a Twitter chat helps speed that up.

				Understanding the world of hashtags and retweets can sometimes be confusing, but the guidelines presented in this lesson will help you sort these things out through time. Twitter is best understood when used consistently.

				I also presented some advanced strategies, such as using Twitter lists that can keep you busy for hours! But as you integrate them into your regular tasks (remember setting that up in Lesson 2?), you’ll find your habit of being organized will pay off as you start to have more personal conversations in Twitter as a result.

				In this lesson, you learned how to do these things:

				[image: check.png] Attract an audience by tweeting properly.

				[image: check.png] Follow people strategically.

				[image: check.png] Create Twitter lists to keep yourself organized and develop the habit of putting everyone you follow on a list.

				[image: check.png] Use the Search function to find customers.

				[image: check.png] Find and enjoy Twitter chats.

				[image: check.png] Set up and market a Twitter chat of your own.

				[image: check.png] Use hashtags for marketing.

				[image: check.png] Add Twitter buttons and widgets to your website or blog.

				[image: check.png] Use Twitter as a gateway to other places and things, including video, images, and documents.

				Know This Tech Talk

				aggregator: A system or service that combines data or items with similar characteristics, such as all blog posts from one particular person, or all tweets with the word Japan in them.

				B2B (business to business): Monetary transactions between businesses, such as between a manufacturer and a wholesaler or between a wholesaler and a retailer. 

				B2C (business to consumer): Monetary transactions between a business and a final end user, the consumer.

				hashtags: Tags that can be aggregated for search purposes.

				noise: Information that isn’t on target for what you’re hoping to see on Twitter and also tweets that just aren’t useful for anyone. This is a technical term (associated with the term signal-to-noise ratio) that people have co-opted for a social media experience. 

				RSS (really simple syndication): A technology that automatically detects when content on one site is updated and through a subscriber system pulls it into a reader. Popular readers are Google Reader and Feedly.

				search operators: Commands that are used to combine keywords to broaden or narrow a search. For instance, including the word AND in a multiple-word search narrows a search by requiring that both terms are present in the results. Including OR broadens a search by incorporating synonyms or alternate terms. NOT narrows a search by excluding terms. For example, searching doctors OR nurses retrieves everything that mentions doctors in addition to everything that mentions nurses. 

				tweeps: People who follow you on Twitter.

				Twitter chat: A defined moment in time when people congregate around a particular hashtag for a forum-like interactive chat using Q&A or free-form conversation.

			

		

	
		
			
				Lesson 4

				Social Media Marketing on Facebook
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				[image: check.png] Opening up your Facebook Page for your business opens the doors to new customer conversation and increased revenue.

				[image: check.png] With a little time and planning, you can use different tools, such as events, ads, and coupons, to attract an audience.

				[image: check.png] Linking your e-commerce site to your Facebook Page will increase visitors and conversation.

				[image: check.png] Creating a custom landing page for your new visitors lets you control a new visitor’s first interaction with your Page.

					1.	Do I really need a Facebook business Page?

						Yes!

						Find out here

					2.	I already have a store on my website. Do I need to move it or link  to it?

						You have options!

						Find out here

					3.	Does it really take hundreds of dollars to create a custom landing page?

						Not anymore!

						Find out here

					4.	How specific can I make a target audience for my ad?

						You can get as specific as a 26-year old female from Texas who  reads her Facebook in French!

						Find out here

					5.	People keep checking in to my business on their mobile phones,  but I don’t understand how to leverage this in my marketing.

						You’ll find all the answers here

				Here’s an amazing statistic that you may already know if you’ve kept up with any news about Facebook: It currently has over 800 million active users and is slated to have over a billion in the next few years. And its users spend over 700 billion minutes per month on Facebook!

				This kind of attention from people all over the world is a perfect platform for marketers. Think about it: When people land on Facebook to check up on their friends, they also have an opportunity to check on your business.

				In this lesson, you explore things you can do now and in the future as you build your connections to market your product or service on Facebook. This lesson is packed with ideas for integrating Facebook with your website and blog and experimenting with ads. And to top it all off, I explain how the mobile world intersects with your new Page.

				Feel free to explore and modify the suggestions you find here to suit your particular marketing needs. Also, a book I coauthored, Facebook Marketing All-in-One For Dummies, is a useful tool that you can reference for all types of marketing on Facebook.

				Getting Started with Facebook

				When you signed your business up for Facebook, you got a Facebook Page, where your fans can congregate and you can give the latest updates or news about your company. With so many people on Facebook daily, it can be a vital element to your business success. But you have to get people to like you on Facebook first, so in this section, I also discuss how to attract an audience and then how to use coupons and discount codes to keep that audience.

				Preparing your Facebook Page

				Be sure you sign up for a Facebook business Page, rather than a personal page, for your social media marketing. Why can’t you just use your personal account? Because that’s against the Facebook Terms of Service. Instead, you must use a Facebook Page, which is a great system for businesses to interact with people. Facebook lets you choose one of several different kinds of Pages, as shown in Figure 4-1. Give some thought to what type of Page you need. If you’re not sure which category fits your business best, click a category to get a drop-down list with subcategories to help you narrow your choices. After you sign up for a Page, you go directly to your Page’s dashboard, such as the one shown in Figure 4-2. 

			
				Extra Info

				When you create a new Page, Facebook defaults it as published, making it available for everyone to see. To unpublish your Page to the public so that you can continue to work on it privately, click the Edit Page button on the top-right side of your new Page. Click the Manage Permissions link in the left navigation menu and then select the Page Visibility check box at the top. Click Save, and your new Page is now unpublished and visible only to you and any other administrators you add. After you unpublish your Page, you’re back to what Facebook refers to as the Getting Started page (refer to Figure 4-2). When you’re ready to publish your business Page, come back to this page and deselect the Page Visibility check box.

			

				[image: 9781118034705-fg0401.tif]

				Figure 4-1

			
				Extra Info

				You can change a Page name only up until the point when you have 100 people who like your Page. After that point, you’re stuck with it, so think it through. You can also create a vanity URL for your Page after 25 people have Liked it. To do that, log in to your Page account, go to www.facebook.com/ username, and choose your URL.

			

				[image: 9781118034705-fg0402.tif]

				Figure 4-2

				Facebook gives you six basic steps to customize your Page to your liking, as detailed in this list (each step disappears as you complete it): 

				[image: check.png] Add an image. One of the first things you need to do is upload a Facebook profile image from your computer. To upload an image, click the Upload an Image button and navigate to the image you want to upload for this account. The maximum image size is 180 x 540 pixels.

				[image: check.png] Invite your friends. When you click the Suggest to Friends button in this step, a new dialog box appears in which you can select your personal Facebook friends to invite them to like your Page. To select a friend, just click that person’s picture. Continue clicking until you’ve selected everyone you want to share your page with, and then click the Send Recommendations button. Your friends will get a generic-looking invitation delivered to their Messages inbox. If you want to do this step later, you can find the Suggest to Friends link on the right side of the Admin area of your Page.

				[image: check.png] Tell your fans. This is where you can upload your contacts from your e-mail accounts. If your contact is already on Facebook, he or she will get a message in Facebook Messages. If the e-mail address you select isn’t associated with an account on Facebook, Facebook will send a regular e-mail suggesting that person join Facebook and like your new Page.

				[image: check.png] Post status updates. You have the option to create a simple text post or one with a question, URL, video, or photo.

				[image: check.png] Promote this Page on your website. One of the best ways to have people find and connect with your business on Facebook is to place a Like box (a box or widget-type box) on your website or blog. Click the Add Like Box button. Here you can customize a Facebook Like box. You’ll be given code to place on your website or blog.

				[image: check.png] Set up your mobile phone. You can set up your mobile phone to send text messages directly to your business Page as a post! Just follow the steps and test it out.

			
				Go Online

				Take inspiration from Teavana, which has a nicely designed Page (at www.facebook.com/teavana). Notice the large profile image, how the photos in the photo strip show off products, and how the links on the left offer information (New to Tea) and shopping opportunities (Shop).

			

				Attracting an audience

				The first thing you need to do is attract an audience around your business Page. Remember, most people who click Like on your business Page see only your status updates in their News Feed and never click back over to the actual Page. So how do you attract people to interact with your posts and navigate back to your Page? Here are a few strategies you can try:

				[image: check.png] Manually post content. Don’t use an autoposting setup such as NetworkedBlogs or Social RSS because that causes your posts to be grouped with other Pages using the same system, which in turn basically makes your Posts disappear from the News Feed. Check out Figure 4-3 to see how this looks in a person’s News Feed. Not good.

				[image: 9781118034705-fg0403.eps]

				Figure 4-3

			
				Extra Info

				When you use an autoposting system, your posts are lumped with posts from others who use the same system.

			

				[image: check.png] Have a regular topic schedule. Mention Mondays (where you ask people to mention other cool Pages they enjoy), Topic Tuesdays (where you post a topic of the day that relates to your business), Weird Wednesdays (where you solicit weird videos that people find on YouTube) — all of these are examples of things you can try. Find the ideas that engage the people connected to your Page and stick to the regular schedule.

				[image: check.png] Post a Tip of the Day. You can write a bunch of tips all at once, and then post one a day on your Page. Make the text you use short and intriguing, something like, “Hot Tip of the Day: When shooting video, look for the sweet spot of light. Stand to the side of a window with lightly diffused light (and then link to your blog post about this topic).”

				[image: check.png] Write engaging news posts. You can start the post with “Breaking News:” or “Positive News:” or whatever’s interesting to your audience and then link to a news article or blog post. Posting these kinds of updates shows that you’re acting as a curator and saving people time by presenting what’s important.

				[image: check.png] Create fill-in-the-blank posts. The Life is Good Page (at www.facebook.com/lifeisgood) rocks this type of engagement with posts like, “My favorite way to chill is _.” Life is Good has an audience of close to a million, and people seem to like those fill-in-the-blank posts. Maybe your customers will, too.

				[image: check.png] Post photos and videos regularly. Facebook is famous for its photo interface, so use it to your advantage to showcase your products, services, happy customers, and anything that relates to your business.

				

				[image: remember.eps]	These are just a few ideas to get your creative juices flowing. Think about your potential clients and customers and what they want, and remember that the attraction-based model of giving freely and having an authentic voice will naturally bring people to your Page.

				You can attract a larger audience by inviting your offline customers to like your Page. Here are a few ideas to get you started:

				[image: check.png] Contact customers outside of Facebook. If your business has an offline community, such as a book club, VIP customer list, regular donors, or people who have taken classes with you, invite them through the means in which you already communicate with them, be it newsletters, personal e-mails, or phone calls. 

				[image: check.png] Ask coworkers to like the Page. Invite your staff to start the ball rolling by asking them to like the new Page right away, too.

				[image: check.png] Invite forum members. If you have an online community like a forum, invite those members.

				[image: check.png] Use traditional marketing materials. Invite your current customers to your Facebook business page through your regular e-mail newsletters, hard-copy mailings, signs in your store, and any other contact method you use to keep in contact with your customers. 

				

				[image: tip.eps]	Expect to invite customers more than once to join the conversation on Facebook. Sometimes, people must be reminded a few times before they actually go to your Page and click that Like button. 

				You can also invite your website visitors to like your Page by including a Like button on your website, as shown in Figure 4-4. When someone clicks the Like button on your website, it’s just as if he clicked the Like button on your Facebook Page.

				[image: 9781118034705-fg0404.eps]

				Figure 4-4

				If you want to display more than just the Like button, you can install the customizable Like Box on your website or blog. The Like Box includes the Like button and displays a post from your Page as well as thumbnails of a sampling of your fans. To get your Like Box, follow these steps:

					1.	Go to the Facebook Developers Plugin website and click the  Like Box link.

					2.	Copy and paste your Facebook Page URL to the Facebook Page  URL field.

					3.	Change the settings as necessary (see Figure 4-5).

						Decide about the width, color scheme, if you want faces to show, border color, stream, and whether to have a header.

						Tweak these settings until you like how your box looks in the preview area.

					4.	Click the Get Code button when you like the way your Like Box looks. The Get Code button  is shown at the bottom of Figure 4-5.

				[image: 9781118034705-fg0405.tif]

				Figure 4-5

					5.	Copy the code and click the Okay button shown in Figure 4-6.

					6.	Paste the code into the appropriate code for your website.

				[image: 9781118034705-fg0406.tif]

				Figure 4-6

			
				Go Online

				Explore more of Facebook’s applications at http://developers.facebook.com/docs/plugins.

			

				

				[image: remember.eps]	Facebook changes a lot, and this process might change in the future.   

				Using coupons and discount codes

				Another great way to attract customers is with offers, coupons, and discount codes because who doesn’t love a deal? If your business lends itself to this type of coupon and discount promotion, here are a few ways to do that:

				[image: check.png] Post a discount code in a regular post on your Page. Make it a weekly (or daily) event so your community will know when to look for it. If you have a locally based business and the discount is for something your customers need a lot (like pizza!), you’ll draw crowds to your Page to get that code — especially if you run a Facebook-exclusive  discount.

			
				Go Online

				Woobox lets you set up a free coupon landing page for yourself. Go to www.woobox.com. You also have the option, while setting up your coupon, to make a Like/Reveal landing page.

			

				[image: check.png] Upload an image of a discount coupon to your Facebook Page photo album dedicated to coupons. Your fans can print it from their computer and bring it in for a discount on your products, or they can use the code in your online store. If you post the coupon as an image, your fans can easily share it with their friends.

				[image: check.png] Create a Like/Reveal landing Page. You can set up your Page so that as new visitors find your site, they must click the Like button on your Page in order for the page to reveal a coupon image or code. This is all the rage right now on Facebook. See the section “Creating a custom landing page” for more about this topic.

				[image: check.png] Request an e-mail address. You can also modify a reveal-type page to be dependent on entering an e-mail address to get a coupon or discount.

				Integrating Your Commerce

				If your business has a commerce aspect to it, you have three options to integrate it into your Facebook page. You can set up a store or storefront to sell physical products, a download page for virtual products, and a custom landing page to give away coupons and discount codes. Throughout this section, I detail each one.

				Another way to connect your e-commerce on Facebook is super simple: Provide contact information clearly on your Page. In this scenario, you just give customers your contact number so that they can call and place orders. Occasionally, you may post an update about a new product or one that’s on sale. With this option, your customers don’t use the site to actually place orders; instead, they use it to make contact with you (or your business) to place orders.

			
				Lingo

				A Facebook store is an interface where people can complete a purchase and enter their shipping information right there on Facebook. 

			

			
				Lingo

				A Facebook storefront is a nice image (or application interface) that when clicked takes people to your already existing e-commerce store somewhere off Facebook but still online.

			

			
				Extra Info

				PayPal is the financial transaction system of choice for Facebook store and storefront apps. You will need an account with PayPal to accept payments. You can either set up an account before you start the process of connecting an application to your Page, or during the process, as all roads will lead you there.

			

				Selling physical products

				If you sell physical products that need to be shipped, you can add an application to your Page to showcase your products and make it easy for people to buy right there on your Page — with either a store or a storefront. You’ll need a PayPal account (which you can sign up for at www.paypal.com) for either a store or storefront. 

				A good example of a store on Facebook is Gibson Guitar. Go to www.facebook.com/gibsonguitar, click the Shop Now link in the left column, and find something to add to your shopping cart. Then you’ll see an interface that pops up where you can fill in your shipping address and credit card information (securely) and purchase right there on Facebook. See Figure 4-7 for how that looks. The application that Gibson Guitar used to do this is called Payvment, and I will show you how to add this app to your Page in the next section.

				[image: 9781118034705-fg0407.tif]

				Figure 4-7

				A good example of a storefront on Facebook is what tea seller Teavana uses. Teavana includes a Shop link on the left column of their Page www.face book.com/teavana, but you’re taken to their main website for the actual  purchase process. Teavana has used a social interface designed by a company called Venpop, but you can use another service, such as a storefront application created by Storenvy that does basically the same thing (only it’s free).

				If you sell e-books or anything that can be delivered as a download, you can add an application, or you can create status updates that include the link to your sales page on your website or blog. 

				

				[image: tip.eps]	If you need to entice people to visit your bricks-and-mortar business — maybe a restaurant, café, or bar — you can add an application that provides coupons and discount codes that people can print and bring with them to your business. You can also create images of your coupons and post them as a status update.

			
				Extra Info

				Payvment is a professional-grade store application. Currently, it has a free beta solution, with an offer to help them with feedback in exchange for continued free service! With this exchange, there are no set-up charges, no monthly fees, and they don’t take any amount out of your transactions. All you need is a standard or business PayPal account to collect payments from customers, who can use PayPal, Visa, MasterCard, American Express, or Discover for payments.

			

				Setting up a store

				To open a store, you need an e-commerce application. There are many e-commerce applications for Facebook. If you want to try a few, go to Appbistro’s website (at http://appbistro.com) and click the eCommerce link on the left column (under Browse by App Types) and then explore all the options. The applications range from free to $9.95 per month to $29.99 a month. The apps aren’t further described as store and storefront — you’ll need to figure that out by reading their descriptions. 

				As an example here, I’m using the Payvment app to build a fully functioning store on a Facebook Page.

				To install the Payvment app on your Facebook Page, follow these steps:

					1.	Go to www.payvment.com. click the orange Open Your Store Now button, and then click Continue to connect to Facebook.

					2.	In the authorization dialog box that appears, shown in Figure 4-8, click the Allow button to give Payvment permission to connect to your Facebook profile to start this process.

						This allows the application to connect to Facebook through your personal profile account. This is standard operating procedure.

				[image: 9781118034705-fg0408.tif]

				Figure 4-8

					3.	Fill in the required fields.

						Include your PayPal e-mail address, store name, and type of currency you’ll accept.

					4.	Click Save.

						A new page opens in which you have several fields to fill in — name of product, price, description, sales tax (if appropriate), and so on. Spend time filling in all the information for your product.

						Now that you’ve installed your app, you need to link it to your Facebook Page.

					5.	Click Attach Your Storefront to a Facebook Page.

						Don’t be concerned that the link mentions a storefront even though you’re setting up a store on Facebook.

					6.	Select your Page from the drop-down menu and then click Add Shopping Mall by Payvment.

					7.	Click the Edit Page button shown in Figure 4-9.

					8.	Click Apps. 

					9.	Click the Edit link for the Shopping Mall by Payvment app.

						Choose your Page from the drop-down menu.

				[image: 9781118034705-fg0409.eps]

				Figure 4-9

					10.	In the dialog box that appears, shown in Figure 4-10, modify the name of your  store tab.

				[image: 9781118034705-fg0410.tif]

				Figure 4-10

					11.	Click the Save button and then click the Okay button.

						You can come back to this field anytime you want and change the name. Your store name is now listed in the left navigation column.

				You must do these last few things to get your store running:

				[image: check.png] Activate the store. Turn on your store application at the Payvment  website.

				[image: check.png] Add products. Upload your products on your store dashboard.

				[image: check.png] Market the new store. Advertise the fact that you just opened your store.

				Setting up a storefront

				Installing a storefront application is very similar to the process to install a store on Facebook, so I don’t go into too many details here. There are four general steps to installing a storefront:

					1.	Find an application either through Appbistro or the e-commerce solution you’re already using.

					2.	Configure the app with your products.

					3.	Install the app on your Facebook Page.

					4.	Modify your store name.

				Remember that a storefront is just a nice interface that draws customers in to your shopping cart, which you’re hosting outside of Facebook. You can browse the Appbistro website for a storefront application, but the Storenvy app (find out more at www.storenvy.com/about) is a particularly good free storefront to try. If you use the Storenvy app, your customers will be taken to the Storenvy website which is, in and of itself, a robust shopping mall with stores selling everything from food to clothing to games and everything in between.

				Selling virtual products or services

				By a virtual product, what I mean is that what a person buys from you can be delivered as a download through the Internet, including e-books, music, documents of any kind, and even images. A consulting business might also be considered a virtual service. If you have a business where all your products or services are virtual, you can use Payvment or Storenvy, or you can post links to your products at the location where you host them so that people can purchase and download them right away.

				Selling a virtual service

				If you have a consulting business, for instance, there are a few things you can do with Facebook. Just make sure the Info page is completely filled in so that it contains instructions on how to book and pay for an appointment with you. You can create a PayPal button and paste the e-mail link in a status update. If you use this method, you need to edit the title and message this process brings into the post, as shown in Figure 4-11.

				[image: 9781118034705-fg0411.eps]

				Figure 4-11

				Selling e-books

				Suppose you have an e-book you wrote, hosted on Amazon.com. All you need to do is navigate to that e-book on Amazon.com and click the Like button near the title of the book. Doing that opens a Share cloud, as shown on the left in Figure 4-12.

				Click the Facebook icon. A new interface appears, where you can choose your business Page from a drop-down menu. Craft a message to add to the link (which includes the image of your book and its description), as shown on the right in Figure 4-12. Click Share Link to have it post directly on your Page. 

				[image: 9781118034705-fg0412.eps]

				Figure 4-12

				

				[image: tip.eps]	You can do this for every e-book you have. I recommend using it sparingly and only as is appropriate to your Page, but at least once a month so new connections will see it.  

				Selling music

				No matter where you host your music, whether it’s RootMusic, SoundCloud, or CD Baby, you can connect your account to Facebook using the RootMusic app (which is available at www.rootmusic.com):

					1.	Go to Facebook and enter BandPage in the Search box to locate the application.

					2.	Click the Add to My Page link, as shown on the left in Figure 4-13, and then click the Add to Page button, as shown on the right in the figure.

				[image: 9781118034705-fg0413.eps]

				Figure 4-13

					3.	Post one of your songs in a status update by clicking the Share This Track button to the right of any song on your BandPage.

					4.	Select Post to Fans.

					5.	Craft your message and then click the Share button.

				On your Facebook Page, people see your post with the link to listen to the song, as shown on left in Figure 4-14. They can then click the Buy button (on the right in the figure) to purchase the song or entire CD.

				[image: 9781118034705-fg0414.eps]

				Figure 4-14

				Announcing your e-commerce to the masses

				When you’re ready to start selling on Facebook, whether it’s a physical or virtual product, or services, you have to let all your fans know when those products or services are available. The way to do that is to post an announcement and possibly a reminder. Remember to not push your marketing message or product links all the time in your posts.

				Here are some fun marketing things to do with your Facebook store:

				[image: check.png] Conduct a contest with a prize from your store.

				[image: check.png] Promote your store through a Facebook ad.

				[image: check.png] Include your store URL in all of your traditional marketing.

				[image: check.png] Post updates for the Facebook Page fans.

				[image: check.png] Post pictures of your products — and ask your customers to post photos, as well.

				Creating a custom landing page

				Another way to make sure people know about your store is to create a custom landing page, like the one shown in Figure 4-15. A custom landing page (sometimes called a welcome page) is the page that everyone sees when they first go to your Facebook Page until they like your Page. After a person clicks Like on your Page, she then sees your Facebook Wall when she comes to your Page instead of the custom landing page.

				[image: 9781118034705-fg0415.tif]

				Figure 4-15

			
				Extra Info

				Visitors continue to see your landing page until they like your Page.

			

				

				[image: remember.eps]	When people land on your landing page (maybe with a free discount code offer on it), they can still just click the link to your Wall and see all your posts. Facebook business Pages are open that way. Visitors won’t, however, be able to post, like a post, or comment. They can share a post though.

				When you’re thinking about landing pages, remember that you can change your landing page tab as many times as you want. For example, if you have a special coming up, you might want to change the landing page to the one with the special on it, and then after the special is over, switch back to your regular welcome page.

				You can designate anything as your landing page — one of your events or coupons or your store, for example — or you can create something completely new, such as a welcome page with a video and information about your business, with a call to like your Page.

				To create a custom landing page, you first create the page, which you can do using apps offering a drag-and-drop method, allowing you to easily create your landing page. After you create your page, you then set it as the default landing page. Table 4-1 shows a few sites that offer apps to help you create your custom landing page; I’m sure there are more. You can explore these and use one to set up a landing page. You can actually test them all and decide which one works best for you!

				Table 4-1	Custom Landing Page–Creation Apps

				
					
						
								
								Site

							
								
								Description

							
						

						
								
								Lujure https://lujure.com/2

							
								
								Gets you up and running with a custom page very quickly. Using a tool called Assembly Line, you can drag and drop to design your custom page. You have to select a pricing package that suits you, and note that Lujure offers a free trial plan that includes the video option!

							
						

						
								
								Pagemodo www.pagemodo.com

							
								
								Lets you select a template, add images, and adjust the color scheme. If you want to add video code, you pay an additional monthly fee. If your Page needs a video, it would be better to choose one of the other options that include that service for free.

							
						

						
								
								Wildfire’s iFrames for Pages http://iframes.wildfireapp.com

							
								
								Offers a very simple interface to create a fan gate or reveal tab. All you need is two images: one that nonfans see and one that fans see after they click the Like button. Using this system, you can put discount codes or special instructions on the second image.

							
						

					
				

				After you create the custom landing page, you should make it the default landing page for your visitors so that it’s the first thing they see. Follow these steps:

					1.	Go to your Page and click the Edit Page button in the top-right corner.

					2.	Click the Manage Permissions link.

					3.	Select your new custom page link from the Default Landing Tab drop-down menu.

						You can choose any page here. Make sure you find the newly created custom tab and select that one. This is where you can return anytime to change the default landing page.

					4.	Click Save Changes.

				Now new visitors see your welcome page when they go to your Facebook Page. After they click the Like button, their next visit takes them directly to your Wall.

			
				Extra Info

				Test your new landing page by unliking your Page and seeing what comes up. If it’s your new custom landing page, you’ve done all these steps correctly! If you created a reveal page, you should see exactly what others will see when they like your Page for the first time. When you’re done, make sure you like your Page again.

			

				Creating a Facebook Ad

				If you spend some time on Facebook, you’ll notice that ads appear on your pages. Facebook ads are among the best ways to spend advertising money! Facebook’s Marketplace ads display in the right column of all Facebook pages, as shown in Figure 4-16. This means they show up on Groups pages, Apps pages, business Pages, and next to all photos. For that reason, you can expect ads for all sorts of things to show up next to your product photos and Page. In this way, it’s like having Google ads on a website. You have no control over what will be on your Page, or what other people will see.

				Consider these limitations regarding your Facebook ad:

				[image: check.png] Although you can’t set which type of page your ad will show up on, you can target your ad to show up for people who like a certain thing. For example, you can target your ad to show up to people who have a precise interest in a certain musical artist or a broader interest in rock music. 

				[image: check.png] The personal News Feed page placement is only for special Facebook partners and Sponsored Stories. Right now, on my personal News Feed, I see one ad for Swiffer (maybe they know I need to clean my house?) and one Sponsored Story. When I click a friend’s name and go to her Wall, I see one Sponsored Story and four ads by smaller companies in the right column.

			
				Go Online

				Special Facebook Ad partners are large corporations that have the budget for national (and international) advertising. If that describes your business, go here and start the conversation: www.facebook.com/business/contact.php.

			

				[image: 9781118034705-fg0416.tif]

				Figure 4-16

				There are six general steps to creating your Facebook ad: design it; target it; set your campaign, pricing, and schedule; review the ad; place your order; and finally, you submit your ad and then wait for your review. You must complete each step to create your ad, and these steps take you through the process:

					1.	Go to www.facebook.com/ads/create, and complete the Design Your Ad section (see Figure 4-17). 

						It has seven sections, including Destination:

				[image: 9781118034705-fg0417.tif]

				Figure 4-17

					•	External URL: If you select External URL, the Type section is removed, and a new field opens for you to type the URL. You can also give the ad a custom title. This is the only option that lets you customize your ad’s title.

					•	Page: If you select one of your Facebook Pages for the destination, the title of the Page becomes the title of your ad. 

					•	Application: This creates an ad that links back to your Facebook application.

					•	Event: Using this option creates an ad where people can go directly to your event’s page and RSVP right away. 

					•	Place: If your Page is also a Place Page, it’s listed under this type. Going this route creates an ad that starts with “Recommended . . . ,”  and people can leave an actual recommendation about your place!

					2.	From the Destination Tab drop-down list, choose the exact page you want the ad to point to. 

						You can link the ad to your coupon, event, or photos page, your notes, your store, or any app you have connected to your Page or directly to your Wall.

					3.	(Optional) If the destination is External URL, enter a title in the  Title box. 

						All other types automatically create a title from the name of the page, event, place, or application. If you’re creating an ad with an external URL, come up with a title that will catch people’s attention. Avoid all caps and multiple explanation points, as Facebook won’t approve those types of ads.

					4.	In the Body field, type the details of what you’re offering, emphasizing the benefits to your potential customer.

						Always have a clear call to action — for example, include a statement like this: “Click here if you like free shipping.” You can use 135 characters in the text of the ad. As you type the text, you can see what the finished ad will look like in the Preview section.

					5.	Change the image used in your ad by clicking the Choose File button, navigating to the image on your computer, and double-clicking that image file. 

						If you don’t specify an image in the Image field, Facebook uses your Page profile image for your ad, but the smart thing is to always upload an image that is specific to your ad. After doing so, the image appears in the Preview section. 

						When you’re happy with the way your ad looks in the Preview section, you’re done designing your ad. 

					6.	Go to the Targeting section shown in Figure 4-18.

				[image: 9781118034705-fg0418.tif]

				Figure 4-18

				

				[image: remember.eps]	As you make choices on this page, the Estimated Reach box on the right side shows you the estimated number of people who will see your ad. Watch how it changes as you make your selections.  

					7.	In the Location section, choose what area you want to target.

					8.	In the Demographics section, select the age range and gender of the people you want to target.

					9.	Fill out the Interests section.

						You have two options in this part:

					•	Precise Interesting Targeting: If you select this option, enter words that correspond to terms people have included on their personal profiles. These terms might include words associated with interests, activities, education, job titles, Pages they like, or groups they belong to.

					•	Broad Category Targeting: This option allows you to select  categories — a main category on the left and subcategories on the right, as shown in Figure 4-19. For example, if you select Interests on the left, you have many subcategories to choose from on the right.

				[image: 9781118034705-fg0419.tif]

				Figure 4-19

					10.	In the Connections on Facebook section, further refine who sees your ad. 

						Connections, in this sense, simply means your Facebook fans. If you’re trying to widen your reach outside of your already connected fans, choose only people who aren’t fans of your Page. If you, for example, are selling an e-book that you want your fans to have, choose only people who are fans of your Page. If you’re trying to widen the number of people who like your Page, choose to show the ad to only friends of the fans of your Page.

					11.	(Optional) Click Show Advanced Targeting Options.

						You now have additional options:

					*	Advanced Demographics: You can target your ad to show up only on someone’s birthday, based on their relationship status, or by which language they speak. 

					*	Education & Work: Choose All unless you have a plan and are targeting a specific section of people. 

						When you’re done with Steps 7 through 11, you’re finished targeting. 

					12.	Now go to the Campaigns, Pricing, and Scheduling section, shown in Figure 4-20.

				[image: 9781118034705-fg0420.tif]

				Figure 4-20

						The Campaign & Budget section lets you name your ad campaign and set a budget. 

					13.	If you’re creating different ads for one campaign, distinguish between them by typing the name of each campaign into the Campaign Name field. 

					14.	Set the budget.

						Choose Per Day so that Facebook distributes your ad budget throughout the day or choose Lifetime Budget, where Facebook distributes your ad budget throughout the duration of your campaign.

					15.	Set a schedule. 

						If you deselect the Run My Ad Continuously check box, a new section opens, where you can set the start and end times for your ad. 

					16.	In the Pricing section, select a payment mode.

						At the bottom of that section, you can toggle between the Use Suggested Bid (Simple Mode) and the Advanced Mode where you can decide if you will Pay for Impressions (CPM) or Pay for Clicks (CPC) and set the maximum bid.

						As with all types of advertising, I recommend setting a low budget  initially and testing various parameters before you launch into a full-budget advertising campaign.

					17.	Click the Review Ad button to see what your finished ad looks like and make any changes you need to make on the Review Ad page shown in Figure 4-21.

				[image: 9781118034705-fg0421.tif]

				Figure 4-21

					18.	When you’re satisfied, click the Place Order button.

				Here are a few points to keep in mind when you’re creating ads:

				[image: check.png] Clicks can lower the price. The more clicks your ad gets, the lower the click price will be.

				[image: check.png] A higher bid can increase visibility. If your ad isn’t getting any views, try increasing the bid.

				[image: check.png] Experiment with your advertising. Rotate ads to see which one performs best and test new text and targeting. Keep working with ads until you get something that really works for you.

				[image: check.png] Keep some factors constant. Create two ads that are similar except for one thing (title or text or image, but not all three at the same time) and compare the number of clicks or impressions you get.

			
				Coursework

				If you create ads, you want to understand how your potential customers will see them. Go to your personal account’s News Feed and see the ads in the right column. Click anyone’s name and, again, you’ll see ads in the right column. Now go to your business Page and notice the ads on the right side of your Page. Note what type of ads catch your eye and what compels you to click an ad. Do you like when an ad takes you off Facebook? Make a two-column list of things you like and dislike and keep those in mind as you design your own ad.

			

				Going Mobile with Places  and Check-In Deals

				The majority of people who look at Facebook do it through their mobile devices, including smartphones and tablets. You can market to these people directly with Facebook Places and Check-In Deals.

			
				Go Online

				Go to www.facebook.com/places for an overview of how location sharing on Facebook works.

			

				You can merge your Places page with your regular business Page so they work together. Do so by adding your physical address on your Info tab. If you don’t see where to add a physical address, change your Page type to Local Business. People can leave a recommendation for your business on the right side of your page, as shown in Figure 4-22.

				[image: 9781118034705-fg0422.eps]

				Figure 4-22

				There are two steps to Facebook Places and Deals. You first claim your Places Page, and then you create a Deal for your customers. The system revolves around check-ins, which happen when people come to your business and visit your Places page. A notification of the check-in is placed in the visitor’s News Feed, and all their friends see that check-in with your business name on it.

				To claim your Places Page, follow these steps from your computer:

					1.	Go to www.facebook.com and enter your business name in the Search bar.

						From anywhere on Facebook, use the Search bar at the top of any screen.

			
				Go Online

				If you don’t find a place page for your business, check out this page: https://www.facebook.com/help/ ?faq=175921872462772 

			

					2.	From the Search results list, click your business.

					3.	Click the Is This Your Business? link shown on the left side of Figure 4-23.

				[image: 9781118034705-fg0423.eps]

				Figure 4-23

					4.	In the box that appears, shown on the right side of the figure, select I Certify I Am an Official Representative of your business and then click the Proceed with Verification button.

					5.	Check your phone number and click Continue.

					6.	Enter your e-mail address and click Submit.

						You’ll get an e-mail notification that your request to claim your venue in Facebook Places has been approved. This process may take a few days, so be patient.

				After you claim your place, you can create a deal to attract people to your business. You can choose from four types of deals: Individual, Friend, Loyalty, or Charity.

				To create a deal, follow these steps:

					1.	Go to your Facebook Places Page and click the Edit Page button.

					2.	Click Deals in the left column.

					3.	Click the Create a Check-in Deal for This Page link shown in Figure 4-24.

				[image: 9781118034705-fg0424.eps]

				Figure 4-24

					4.	Choose a type of deal.

						I describe the options, shown at the top in Figure 4-25, in this list:

					•	Individual Deal: This is a one-time deal, such as a free gift with purchase, for new and existing customers.

					•	Friend Deal: Create offers for groups of up to 8 people when they check in together.

					•	Loyalty Deal: Participants can claim these deals after a certain number of check-ins.

					•	Charity Deal: Make a donation to your charity of choice for a set amount each time someone checks in.

						The preview on the right side of the page changes as you create your deal.

				[image: 9781118034705-fg0425.tif]

				Figure 4-25

			
				Extra Info

				The preview area shows how your offer will look.

			

					5.	Define your offer.

						In the Deal Summary field, describe your deal. In the How to Claim field, explain how to claim the deal.

					6.	If you’re creating anything but an individual offer, you have to further refine your deal.

						For instance, for a Loyalty deal, specify how many check-ins are required to get the deal, which can be no less than two and no more than twenty. For a Friend deal, select how many friends need to check in at a time, no less than one but no more than eight. For a Charity deal, you can craft a nice thank-you message.

					7.	Specify the dates and any restrictions.

						Enter the start and end dates, quantity of the deal, and how often someone can claim the deal.

					8.	Click the Create Deal button.

						Facebook sends you an e-mail confirmation when your deal is approved.

				Now when someone checks in to your business through the Facebook mobile interface to your Page, your deal will be available to them on their mobile device. Here are a few things to remember:

				[image: check.png] Promote your deal to all your customers.

				[image: check.png] Change up your deal from time to time.

				[image: check.png] Tell your staff about your current deal.

				[image: check.png] Check that you have enough quantity in stock.

				[image: check.png] Advertise your deal within your store.

				[image: summingup.eps]	Summing Up

				In this lesson, you explored ways to attract an active and engaged audience to your Facebook Page, you learned how to connect your e-commerce to your new Facebook Page, and you created an ad that can point to your Page or to your website. In addition, you claimed your Place and created Check-In Deals.

				You now know how to do these things:

				[image: check.png] Integrate your existing e-commerce with your Facebook Page.

				[image: check.png] Open a new store on your Page.

				[image: check.png] Offer discounts and coupons.

				[image: check.png] Create a default landing page and use Woobox Like/Reveal coupons.

				[image: check.png] Create a Facebook ad.

				[image: check.png] Claim your Places Page and create a deal for your customers.

				Know This Tech Talk

				beta: The preliminary or testing stage of a software or hardware product

				custom landing page: On Facebook, the default space someone sees before they have liked your Page. You can designate any link (Wall, Info, Events, photos, or a custom page) to be your default landing page

				fan gate: A custom tab created using a third-party app for your Facebook Page that shows one thing to nonfans and another thing to those who click the Like button; also called a Like/Reveal

				laser-targeting: Targeting your ad to a very small group of people on Facebook, such as targeting 35-year-old women who live in Kansas City with an ad that shows up only in the ad section of each target’s News Feed on her birthday

				reveal code: Programming code that you use on a Facebook custom page that shows one thing (such as a promotion) before a person becomes a fan of your Page and something else (such as your Wall) after he clicks Like

				store: On Facebook, an e-commerce interface that allows people to buy without leaving the Facebook environment

				storefront: On Facebook, an e-commerce interface that catalogs your products but directs people off Facebook to complete the transaction

			

		

	
		
			
				Lesson 5

				Social Media Marketing on LinkedIn
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				[image: check.png] Find out if it’s appropriate for all types of businesses to be on LinkedIn.

				[image: check.png] See how you can add other things, including your blog posts and books you’ve written, to your profile.

				[image: check.png] Get a green star and gain expert status!

				[image: check.png] LinkedIn is a social platform for professionals, enabling you to focus conversations around your industry or niche.

				[image: check.png] Interact with other LinkedIn members via posting, messaging, and connection requests to build your professional network.

				[image: check.png] Add applications that let you show off your knowledge and experience and increase your social authority.

				[image: check.png] Find new customers by asking and answering questions, participating in LinkedIn groups, creating an event, advertising, and more.

					1.	Isn’t LinkedIn just for corporate business networking?

						Not anymore!

						Find out here

					2.	I hear that the LinkedIn groups are just spammers. Is this true?

						Learn how to vet a group before joining!

						Find out here

					3.	Searching for people on LinkedIn feels like lurking.

						Only if you do it incorrectly.

						Find out here

					4.	Do my advertising dollars make sense here?

						Depends on who you’re targeting.

						Find out here

				LinkedIn, contrary to popular belief, isn’t just for job seeking. It’s developing into a robust social media platform with a firm footing in the workplace. Connection is the key word in LinkedIn, and it isn’t about just connecting with people you know in your own industry, but with expanding those connections using some of LinkedIn’s best tools, like Introductions, Answers, and Groups.

				Right up front I will say that there’s no way to completely explain all the wonderful social and marketing aspects to LinkedIn in the few pages I have here. There’s a great For Dummies book you can explore: LinkedIn For Dummies, 2nd Edition, by Joel Elad.

				In this lesson, I hit the highlights and focus on the social media marketing connection. Here, you’ll find out how to maneuver around the LinkedIn structure (it’s a bit different from navigating Facebook and Twitter). You’ll also learn how to post correctly, answer and ask questions that will increase your social authority, and join a group. Then I teach you how to create an event, and I give you some ideas on how to market it. You’ll also get a short lesson on using advanced search tools and finally dip into the world of advertising on this platform.

				Filling In Your Profile

				The first thing you’ll want to do after you’ve signed up for LinkedIn is fill in your profile. To fill it in, follow these steps:

					1.	Click the Profile tab at the top-left side of the page.

					2.	Select Edit Profile from the drop-down menu.

					3.	When your blank profile screen appears, fill in all the information and click the Save button.

				Set aside a good amount of time to fill in this interface (shown in Figure 5-1) as fully as possible. You’ll notice as you fill things in your percentage of completeness (right side of page) will change. Try to get to 100%. To get there, you’ll need to add a position, your education, a picture, a summary (this is your long bio), and your specialties, and ask for (and get) a recommendation or two.

			
				Extra Info

				One of the nice bits about LinkedIn is they show you examples of what they’re asking for, so as you maneuver through these fields, click the See Examples links.

			

				[image: 9781118034705-fg0501.eps]

				Figure 5-1

				If you ever need to update your profile, click the Profile tab. When you click it, an interface opens where you can edit your profile and see how it looks to someone viewing your profile.

				You can drag and drop sections on this dashboard to alter your profile’s layout. I suggest you drag your Summary section to the top position under the main profile box, and then drag the Recommendation section under that. By doing this, you make these two sections the first things visitors read as they scan your profile.

				From this dashboard, you can edit everything and tell how far along you are in completing your profile. In Edit mode, look at the progress bar that shows your percentage of profile completeness in the top-right corner of your profile (see Figure 5-2).

				[image: 9781118034705-fg0502.eps]

				Figure 5-2

				There are four very important tasks you’ll need to attend to right away: adding the profile picture, your website address, your Twitter account,  and your public profile URL. Don’t forget to click the Save button when you’re done.

				Adding a profile picture

				To add a profile picture, do the following:

					1.	From the Edit Profile tab, click the Add Photo link.

					2.	Click the Choose File button and find the image on your computer, and then click the Upload Photo button.

						You now see your photo for your profile. 

					3.	Select your photo visibility.

						You have three choices: My Connections, My Network, and Everyone. You’re here to network, so choose Everyone.

				Adding URLs

				On the Edit Profile tab, click the Add a Website link. On the Additional Information page, add your URLs. Click Save Changes when you’re done.

				

				[image: tip.eps]	Always choose Other as the type of link, as shown in Figure 5-3. That way, you can name your link. Instead of letting LinkedIn name your link “Website” or “Blog,” you can use the actual name of your website, such as Be Socially Congruent. Note: You get only 30 characters for this field.

				[image: 9781118034705-fg0503.tif]

				Figure 5-3

				Adding a Twitter account

				From the Edit Profile tab, click the Add Twitter Account link. A new dialog box opens to connect your Twitter account to LinkedIn. Type your Twitter account username and password and click the Allow button. Now you can send your LinkedIn posts to your Twitter account with the click of a button.

				Changing your public profile URL

				When you create a new LinkedIn account, they give you one of those ugly URLs with a bunch of numbers in it. The nice bit (unlike Facebook) is they let you change it right away!

				From the Edit Profile tab, follow these steps:

					1.	Click the Publish link in the Public Profile URL section. 

					2.	On the new page, click the Customize Your Public Profile URL link.

						You will see a field to fill in. The first part is the same for everyone:

				www.linkedin.com/in

					3.	Complete the URL.

						Use your real name (no spaces, symbols, or special characters) like this: 

				www.linkedin.com/in/phylliskhare

						Even if you’re branding your business in your other social accounts, use your real name here.

					4.	Click the Set Custom URL button (see Figure 5-4) and then save this URL for use in your other accounts. 

				[image: 9781118034705-fg0504.tif]

				Figure 5-4

				Exploring the Home Tab

				When you log in to LinkedIn, you’re on the Home tab (a screen like the one shown in Figure 5-5). 

				[image: 9781118034705-fg0505.tif]

				Figure 5-5

				Going down the left side from top to very bottom, you’ll see the following areas:

				[image: check.png] A space for creating a status update: This area looks a lot like the status update field on Facebook. You can write as many as 507 characters in this space and add links and photos. You can also post to Twitter and change who can see it (everyone or just your connections).

				[image: check.png] LinkedIn Today: This is LinkedIn’s attempt to create a real-time news magazine of sorts. If you click any of the stories or the right double arrows, you go to the LinkedIn Today interface, where you can read stories and post them in your LinkedIn status updates. 

						One unique aspect of this interface is that, if you click the hyperlinked number of shares, a box appears that shows you all the other people on LinkedIn who shared that post. You can find all sorts of good connections here. After all, birds of a feather flock together. If you don’t want to see this interface on your Home tab, remove it by clicking the x in the top-right corner of its section.

				[image: check.png] A space for seeing all the posts from your connections: Figure 5-5 shows All Updates, but you can filter them by Shares, Groups, and  other criteria listed on the More drop-down menu.

						Click More and you access 10 filters. For example, you can click More and choose Photos and see all your connections that have changed their photos.

				[image: check.png] A space with links called Just Joined LinkedIn: In this area below the updates from your connections, you find people who just joined LinkedIn and put the same company or school in their bio as you.

				

				[image: tip.eps]	You can click the Home tab at the top of the page and choose Advertise on LinkedIn from the drop-down menu. You can read about creating an ad for LinkedIn in the later “Advertising on LinkedIn” section. 

				Starting at the top on the right side of the Home page and going down, you see these areas:

				[image: check.png] A People You May Know block: Here, LinkedIn suggests people you might want to connect with based on similar jobs, connections, groups, and location. If you click the See More link, you can refine these suggestions by your current company, past company, and school — make your selections in the Filter By area on the left side of the page. Clicking the Connect link next to a person’s name takes you to an interface that sends the person an invitation to connect with you. 

				

				[image: tip.eps]	Spend some time with the People You May Know section. Every time you open LinkedIn, add connections, but keep in mind that there’s a strategy to adding connections, too. Add people who can recommend you and make introductions in different fields and, of course, add potential clients and customers.

				[image: check.png] An ad block: This space is reserved for large corporations. When you create an ad yourself, it won’t show up in this space, but more on that a little later in the “Advertising on LinkedIn” section.

				[image: check.png] A Who’s Viewed Your Profile? section: If you click through, you’ll see a list of people who have viewed your profile. (To see the full list, you need to upgrade your account. At this moment, I don’t recommend upgrading. After you’ve fully explored LinkedIn and learned how to do everything as a regular user, then you can see if the features for the upgrade would actually help your business in particular.)

				[image: check.png] A Your LinkedIn Network section: If you understand network marketing, you understand how LinkedIn is organizing this. If you have 231 people directly connected to you and you count how many people are connected to each one of those people, you can get a number in the millions. You can find and add people through this interface also by clicking the Add Connections button. 

				[image: check.png] A Jobs You May Be Interested In section: This is a gold mine of opportunities for you based on the job descriptions you put in your bio. If this book were focused on getting a job, this area alone would constitute a whole lesson! 

				[image: check.png] The Events box: This is a great source to see what events your connections are attending. As you create events, they show up in this section. I devote a whole section, entitled “Creating and Marketing Events,” on creating events!

				You may not have anything listed next on your right column. As you add applications, they will show up here.

			
				Extra Info

				LinkedIn lets you add other streams, like Twitter, to your profile. You can add PowerPoint presentations, books you’ve written — all sorts of things that add to your social authority in your field. To expand LinkedIn’s functionality in these ways, you install apps on your account. You add an app to your profile by clicking the Add Applications link on the left column, and then looking though the applications that are available.

			

				Finding Your Way Around LinkedIn

				At first glance, LinkedIn can be a bit confusing. Thinking of it as a more professional type of Facebook will help. In fact, LinkedIn recently made some changes to its design that mimic the Facebook environment. There’s a distinct place to create a status update, just like on Facebook, and you see a stream of posts made by people you’re connected to, just like Facebook.

				LinkedIn is a social media platform, but it’s not as social as Facebook, even though a particular discussion can go on for months (even years) inside a group. Instead of using the site for casual conversations and sharing, LinkedIn is where you can focus your conversation around your industry or niche. You’ll find all sorts of wonderful people, all over the world, who can expand your marketing efforts.

				Viewing your contacts

				Clicking the Contacts tab at the top of the Home tab allows you to sort those already connected to you, add more people, invite more people, import more names from your e-mail lists, remove connections, and in general manage everything about your connections. The nice bit about this tab is you can see all your connections alphabetically or sorted in some fashion. When you click a name, that connection’s info appears in the right column, as shown in Figure 5-6. Click the Edit Details link to add notes about this person. What a great way to have a simple customer relationship management (CRM) system right on LinkedIn!

				[image: 9781118034705-fg0506.eps]

				Figure 5-6

				Notice that when you click the Network Statistics tab in Contacts, you might see a few ads on the right side of the page. Keep this in mind as you go through the section on advertising, as this is one of the places your ads might show up on other people’s accounts.

			
				 Lingo

				LinkedIn calls the people who are connected to you connections.

			

				Jumping to your groups

				The Groups tab puts you on a dashboard for LinkedIn Groups. I have a whole section on Groups later in the chapter, but this is a nice dashboard to explore right now. Notice there are five subtabs:

				[image: check.png] Groups You’ve Joined

				[image: check.png] Following (These are individual posts you’re following, so you see any new additions to that conversation stream.)

				[image: check.png] Groups You May Like

				[image: check.png] Groups Directory

				[image: check.png] Create a Group

				I tell you more about groups later in the “Joining Groups to Find New Customers” section, but for now click the Groups You May Like tab and see if there are a few you wish to join. First click the name of a group — not the Join Now link — and scan through the posts and read through the discussions. See if it is a match for you before you ask to join. If you like what you read, click the Join Group button (see Figure 5-7).

				[image: 9781118034705-fg0507.eps]

				Figure 5-7

				Seeing your jobs

				The Jobs dashboard helps you find people for jobs you list, and/or find a new job for you. The marketing connection for this dashboard is just in its ability to find people and companies with your keywords.

				At the top of the Jobs page, type one of your main keywords in the Search for Jobs text box and click the Search button. For example, I searched social because that’s my field of interest. When I clicked the Search button, over 4,000 jobs are listed (as shown in Figure 5-8) that have the word social in them. I can then filter the search on the left side by time, location, company, and many other attributes. In this way, I can find certain companies in a particular field or location that I might want to connect to and develop a relationship with. You can also click the Save Job link to the right of the listing (you have to hover your cursor over the listing to see the link). Clicking that link puts it on the Saved Jobs tab so you can access it later.

				[image: 9781118034705-fg0508.tif]

				Figure 5-8

				

				[image: remember.eps]	Social media marketing is all about the conversation, so you need to find people and companies to talk to! This is one way to do that.  

				Understanding your Inbox

				The Inbox tab has two subtabs: Messages and Invitations. Messages are actual messages people have sent to you directly, just like in e-mail. Invitations contains a list of people who have asked to be connected to you, people LinkedIn suggests to you, and another space to upload your e-mail contacts to see who you already know on LinkedIn to connect to.

				

				[image: remember.eps]	The Inbox tab is important as you develop and expand your connections. Click it regularly and explore new people. Keep your marketing goals in mind and connect with people who will be a help to you in your marketing efforts, remembering that this is a social network, too!

				Exploring the Companies tab

				When you open your account and put your company information in your Summary section, past and present, it links that information to the Company Pages on LinkedIn. 

				If you’d like to add your company, click the Add a Company link on the right side of this dashboard. You need to type the company name and your e-mail address at the company, and verify that you are the official representative. Note that your e-mail address needs to be the domain name of your company; for example, The Social Cafe e-mail address needs to be phyllis@thesocial cafe.com. After you add your company, it shows up in searches.

				Working with your company profile is an advanced marketing subject, but feel free to explore LinkedIn’s own Help section on this topic.

				Looking at the News and More tabs

				The News tab takes you to LinkedIn’s online news magazine section (shown on the left in Figure 5-9). Here you find all sorts of interesting news to read, share, and save. You can click the Save link next to any article and then go back later and click the Saved Articles tab under News to view them all. Consider this a daily newspaper for all the interesting things that have been posted on LinkedIn. You can see who in your network is connected to certain events and the thumbnail faces of other people who have shared or posted events and news articles. In a way, it also has a bit of Twitter in it, as it shows the number of shares each article has, and is easily shared again. Several tabs in the top navigation bar further refine what you see.

				You can also find LinkedIn Answers from this tab as well as the Learning Center to expand your knowledge of LinkedIn.

				

				[image: tip.eps]	Use both the News and More interfaces (see the More drop-down menu on the right in Figure 5-9) to find interesting people who are actively using LinkedIn, connect with them, and reinforce your social authority by posting and sharing relevant things. You can follow companies that post, including Mashable, directly too. This interface turns LinkedIn into a vibrant social platform akin to Twitter Lists and Facebook Pages.

				[image: 9781118034705-fg0509.eps]

				Figure 5-9

				Posting, Messaging, and Making Connection Requests

				This area of communicating in LinkedIn is the area where you’ll spend the most time. Using LinkedIn as a social platform means you need to be social! You’ll be manually posting and commenting on other posts and sending private messages to people who might be potentially strategic connections. It’s time well spent. But you need to know how to proceed, and you need to follow the etiquette — all of which I explain in the following sections.

				Requesting connections

				To send a connection request, find someone you want to connect with in the People You May Know section and click the Connect link. You see the screen shown in Figure 5-10, where you need to choose how you know this person:

				[image: check.png] Colleague: This is a person you work with now or have worked with in the past. If you choose this radio button, a new drop-down list appears with all the companies you have listed in your Work History Summary. Choose the one that fits, type a personal note, and click the Send Invitation button.

				[image: 9781118034705-fg0510.tif]

				Figure 5-10

				[image: check.png] Classmate: This is someone you went to school with. If you choose this radio button, a different drop-down appears with the names of the schools you listed in your School History on your profile. Choose the one that fits, type a personal note, and click the Send Invitation button.

				[image: check.png] We’ve Done Business Together: This is a person you work with, but not necessarily at the same company. You see basically the same options here that you see if you click the Colleague radio button. Choose the scenario that fits, type a personal note, and click the Send Invitation button.

				[image: check.png] Friend: This is someone you have a personal, rather than a business relationship, with. If you choose this radio button, you can just type in your personal note and click the Send Invitation button.

				[image: check.png] Other: These people don’t quite fit in the other categories. If you choose this radio button, you have to type the person’s e-mail address, which has to be the e-mail address he used to set up his account on LinkedIn.

				[image: check.png] I Don’t Know This Person: LinkedIn will not send the invitation if you select this radio button, and you’ll see the warning shown in Figure 5-11.

				[image: 9781118034705-fg0511.tif]

				Figure 5-11

				

				[image: remember.eps]	The etiquette of requesting a connection is most important. How you request is a very important marketing skill. The default for a requesting notice just says, “I’d like to add you to my professional network.” Always, always, replace that text with a personal note. Remind people how you know them; mention personal things that will jog their memory of you. Make it real and authentic. My biggest pet peeve is getting a request from someone who just says, “I saw you on the Social Group Page. Let’s connect.” That does nothing for me. Take a moment to dig a little deeper and type why it would be a good connection.

				Once you’ve sent an invitation to someone to connect and he accepts it, you’ll get an e-mail from LinkedIn with the subject line, “Learn about Brian, your new connection.” Take a moment to look at this e-mail (see Figure 5-12), as it lets you do a couple of important things: Click directly to connect to one of his connections and click to follow some of the companies in his network. 

				[image: 9781118034705-fg0512.eps]

				Figure 5-12

			
				Coursework

				Seek out five new connections to make and personalize a request for each. Be authentic and make the message real: Remind these potential connections how you know them and mention personal things that will jog their memory of you. 

			

				Posting on LinkedIn

				Posting on LinkedIn is the same thing as posting on Facebook, except that the message goes out to your LinkedIn connections. (You can set it up so that anything you post in LinkedIn is also automatically posted to your Twitter account. More on that in a minute.) 

				There are a couple of different types of posts:

				[image: check.png] Update on your Home page: Here, you can type an update, add a URL, change who can see the update (as shown in Figure 5-13), and connect the update to Twitter to auto-post there as well. When you post something here, it’s shown in your activity stream on your profile for anyone to see (unless you change the visibility setting on the post; notice the drop-down list in Figure 5-13). The post might also appear in an e-mail update that LinkedIn sends to people. 

				[image: 9781118034705-fg0513.tif]

				Figure 5-13

				[image: check.png] Discussion post on a group page: You’ll see a similar interface on a group page, except this kind of post shows up in the activity streams of the group only. You have 200 characters to use in the main post and another 200 in an extra posting space, and you can attach a link to an article or blog post outside LinkedIn. 

				

				[image: remember.eps]	A post isn’t the place to put a direct marketing pitch. Keep your posts about sharing content or experiences. If you want to include a marketing pitch, use a promotion. 

				Sending messages

				Posting on your Home page is a public communication, whereas messages are private communications between two people on LinkedIn. You can message anyone who is one of your 1st-level connections by just hovering over her name and clicking the Send Message link. Clicking that link brings you to a Compose Message page, where her name is automatically listed in the To field. You can complete the message and click the Send Message button.

				To send a message to someone who you aren’t currently connected to, you have three options: You can try to add the person to your network, you can get introduced through a connection, or you can send InMail (through LinkedIn’s premium messaging service). All three of those links are on your profile page in the top-right corner (see Figure 5-14).

			
				 Lingo

				A 1st-level connection is anyone you’re directly connected to; you requested the connection and they responded with a yes. LinkedIn’s 2nd-level connections are the people who are connected to the people you’re connected to. Got that? It’s a bit like a network marketing structure.

			

				[image: 9781118034705-fg0514.eps]

				Figure 5-14

				Getting introduced

				Remember those two levels of connection, with the 1st-level connections being those you’re directly connected to and 2nd-level connections being connected to the people you’re connected to? Maybe someone in your 2nd level could be a key player for a new promotion or marketing strategy you’ve developed. You can ask for an introduction to that person through your common connection on your 1st level.

			
				Go Online

				For good advice on how to word those requests, check out Matt Youngquist’s post, “LinkedIn Tip: Nailing ‘Get Introduced’ Requests!,” at http://careerhorizons.wordpress.com/2010/03/31/linkedin-tip-nailinge-get-introduced-requests.

			

				You know the name of the person  you want to connect to

				If you know the name of the person you want to connect to, follow these steps:

					1.	Type that person’s name in the Search bar at the top of your LinkedIn page.

					2.	Scroll through the search results, and then hover your mouse over the listing and click the Get Introduced link shown in Figure 5-15.

				[image: 9781118034705-fg0515.eps]

				Figure 5-15

					3.	Select a first-degree person from the list of connections available to introduce you to that person. Click the Continue button.

					4.	In the Request a Connection page that appears, select an interest that you have in common from the Category drop-down list.

						If you don’t want to share your contact information at this time, deselect this box.

					5.	In the Your Message area, type a message to the person you’re requesting to be introduced to, as I’ve done in Figure 5-16.

					6.	Type a brief note to the  person who will forward the introduction.

					7.	Click the Send button.

				Now it’s up to your 1st-level connection to forward the invitation to the requested person.

				[image: 9781118034705-fg0516.tif]

				Figure 5-16

				If you don’t know the name

				If you’re searching for people who might be able to help but don’t know their names, follow these steps:

					1.	Click the Advanced Search link next to the Search bar.

						An expanded search interface opens. You have fields for  keywords, location, industries, and more.

					2.	Type the keyword that defines what you need.

					3.	Select 2nd Connections.

					4.	Click Search.

						You get only five of these introductions at a time, and your 1st-level connection will need to forward the request to the person you want to connect with — so choose wisely.

				Asking and Answering Questions  to Attract New Customers

				LinkedIn developed a special area where you can ask and answer questions. This particular area gets a tremendous amount of activity. But let’s be very clear about this; it’s not designed to help you recruit people outright, or to advertise something you have to sell, or to announce that you’re looking for a particular type of job.

				There is a fine line sometimes, but think of Answers as a place to just help someone. By authentically helping, you’re increasing your social authority (and racking up good karma points at the same time). People on LinkedIn will report your questions if they cross that line, so use this aspect of LinkedIn only if you feel you can really help people.

				Asking questions

				You want to ask questions that attract people to you. Then you can connect with them and start having a conversation — all good things for attraction-based marketing.

				

				[image: tip.eps]	More than likely, your question has already been asked. It’s worth your time to first check the Advanced Answers Search tab, which is shown in Figure 5-17. 

				Putting in your keywords and drilling down into the categories helps you find your answer quicker. You might also find some really interesting people you want to connect with.

				[image: 9781118034705-fg0517.tif]

				Figure 5-17

				If you don’t find the answer to your question after your search, go ahead and ask. You can ask publicly or privately.

				To ask a question, follow these steps:

					1.	Type your question into the Ask a Question box (shown in Figure 5-18) on the Answers Home page and click the Next button.

				[image: 9781118034705-fg0518.tif]

				Figure 5-18

					2.	Target your question.

						You can decide who will see the question, add details, categorize your question, focus it to a specific geolocation, and check whether this is a promotion or recruitment.

					•	To ask your question privately, click the Only Share This Question with Connections I Select check box.

						Doing so means your question won’t appear on LinkedIn and will be delivered as an e-mail message to the specific connections you choose.

					•	To send a public question, leave this check box deselected.

					3.	Click the Ask Question button.

						If you did everything correctly, your question is now listed for all to see.

				If you ask your question publicly, it appears in these places:

				[image: check.png] Answers tab: It’s available for anyone to see on the Answers Home page, and it shows up in search engine results (based on the keywords in the question). Your question is open to responses for up to seven days (or you can close the question before that). You can reopen a public question at a later date, too.

				[image: check.png] In the Activity box on your profile: Anything you do in LinkedIn shows up in your Activity feed and in the feed of your 1st-level connections. You can filter your feed and see those people who have asked questions by selecting the Answers link at the top of the Updates area, as shown in Figure 5-19.

				[image: 9781118034705-fg0519.eps]

				Figure 5-19

				Closing questions and ranking

				When you set up your question, it’s automatically open for seven days. You can close the question before that time is up if you want, but either way, when the question has run its course, you need to close it and rank the answers. To close a question and rank the answers, follow these steps:

					1.	Click the My Q&A tab on the Answers home page.

					2.	Click the question you want to close to open the Q&A page for it.

					3.	Click the yellow Close Question Now button.

						Next to each answer, you’ll find a check box named Good, as shown in Figure 5-20.

				[image: 9781118034705-fg0520.tif]

				Figure 5-20

					4.	Click the Good check box for each answer you consider good.

						If you select only one answer, it’s labeled Best.

				The people who receive Good marks gain a point in expertise.

				Answering questions

				There are people who spend most of their time on LinkedIn answering questions. They dedicate up to an hour or more doing this one activity. What’s the benefit of spending so much time answering questions? Every answer you post that gets a Good rating earns you a point in expertise (denoted by a green star as shown in Figure 5-21), and gaining Expert status in a category on LinkedIn is a strategy in gaining a type of social authority, if done correctly.

				[image: 9781118034705-fg0521.tif]

				Figure 5-21

				

				[image: warning.eps]	When I asked a question on LinkedIn about answering questions, the answers were quite clear — don’t game the system! That means, don’t look at this as a way to continually post your particular message across categories and groups, and don’t think of this as a way to get free advertising. People will report you, and your reputation will suffer — so take the high road, people!

				Here’s how to find questions and answer them:

					1.	To find an answer, click any of the questions in the New Questions from Your Network section or click a category on the right side to browse questions by category.

						The categories include things like Management, Finance, and Marketing, among many others. Choose your area of expertise.

						Alternatively, click the Advanced Answers Search tab, select the Questions Only radio button, and enter your keywords or navigate through the categories.

					2.	On the page with all the previous answers, click the yellow Answer button.

						You’re taken to a page with all the previous answers on it.

					3.	Click the yellow Answer button.

					4.	In the interface that appears, type your answer.

						As shown in Figure 5-22, you can also add URLs to support your answer or provide more information, and you can suggest an expert from your network. You can also write a private note  to the person who asked the  question.

					5.	Click the Submit button.

				If your answers are qualified as good, you get expert status. You’ll find your green star denoting your expert status on your profile.

				[image: 9781118034705-fg0522.tif]

				Figure 5-22

				Joining Groups to Find New Customers

				The second most mentioned activity to do on LinkedIn, after answering questions, in my research and experience, is to join a group. Some people find creating a new group to really help establish themselves works well, too.

				I highly recommend joining a group as a social media marketing strategy. You’ll connect with like-minded people and businesses and gain social authority by being yourself and answering and responding to the conversation within the group.

				There are several ways to join a group. The easiest way is to join an open group, which allows anyone on the site to see the discussions. You can also join a closed group, which restricts access to the discussions to members only. The following sections shows you how to join both types of groups. And you may, at some point, decide you want to leave a group; you can find that info in this section, too.

			
				 Lingo

				Groups are people who have congregated around a subject, activity, or event. For example, on LinkedIn you’ll find groups for conferences like TED and nonprofit grassroots organizer Slow Food, as well as groups that focus on software programs like Microsoft PowerPoint, and groups that discuss every imaginable company on the planet.

			

				Joining an open group

				An open group generally grants membership automatically, and all the discussions can be found in searches. You don’t have to be a member to comment, but you do have to be a member to start a conversation. You can also share posts made in an open group to Facebook and Twitter. Follow these steps to find an open group to join:

					1.	To find a group to join, from your Home page, click the Groups tab and then select Groups Directory.

					2.	Click the name of any group that interests you.

						An open group doesn’t have a lock icon before the group name, but closed groups do, as shown in Figure 5-23.

					3.	Peruse the group’s Discussions page to see whether this group interests you.

				[image: 9781118034705-fg0523.eps]

				Figure 5-23

					4.	Click the Join Group button if you’d like to join the group.

						A disclosure dialog box opens (see Figure 5-24).

					5.	Click the Continue button.

					6.	Click the link in the e-mail  confirmation and you go to a welcome page.

						Now you can post or comment, like a post, and follow a  commenter.

				[image: 9781118034705-fg0524.tif]

				Figure 5-24

			
				 Lingo

				What does it mean to follow someone in LinkedIn? If you click the Follow link under someone’s name in a group, you’re following anything they do, which means that you’ll see their activity within this group in your activity feed on your Home page. If a LinkedIn member follows you, he’s notified anytime you post or comment inside this group. If you don’t want to be followed, you need to leave the group.

			

				Joining a closed group

				Closed groups are usually very specific in their focus, with a small number of members. It’s really a closed environment. You can’t share things posted there, and you can be kicked out! If you find a really great closed group to join, you’ll need to be very clear in the group’s own rules of conduct. You might find a closed group to be an excellent place to network with like-minded professionals.

				To find closed groups, enter the keyword closed in the search column on the Groups Directory page and click Search. You’ll see all the closed groups (notice the small closed lock icon in front of the group name).

				You join a closed group the same as you join an open group (see the preceding section), except now your application is reviewed by the group’s owner. If you’re accepted, you’ll get an e-mail saying so.

			
				Extra Info

				You might find that creating a group will provide a better environment to develop a community around your niche. You’ll need to set up your group with a logo, group name, group type, description summary, full description, and maybe even a website devoted to your group. You’ll need to spread the news about your new group and find the time to manage it.

			

				Leaving a group or changing  the notification settings

				If a group you’ve joined isn’t helping, you can always leave the group. Or if you’re tired of seeing the updates from the group, you can just change your notification settings so that you see the updates only when you visit the group page on LinkedIn.

				To leave a group, follow these steps:

					1.	To get to your settings page, choose Your Groups from the Groups drop-down menu.

					2.	On the group page, click the More tab and choose Your Settings.

					3.	On the Settings page, shown in Figure 5-25, click the Leave Group button to leave your group.

						You see a check mark and text confirmation of the action at the top of the page. No e-mail or public notification will happen.

				To change how you’re notified about group updates, look at your options in the Contact Settings area. You can update your e-mail address to be notified of any updates. You can also get an e-mail when a discussion is started, a digest of activity, announcements, and messages from members. Don’t forget to click the Save Changes button when you’re done.

				[image: 9781118034705-fg0525.eps]

				Figure 5-25

				Using the Search Tools to Find  New Clients or Customers

				The Advanced Search interface is great for finding new people to connect with. You can target the search by

				[image: check.png] The area you live in.

				[image: check.png] A city or country you plan to visit for business.

				[image: check.png] Or a particular company plus a keyword.

				To perform an advanced search, follow these steps:

					1.	Click the Advanced link in the top-right corner of your LinkedIn  Home page.

					2.	Enter all your search criteria and click the Search button.

						Be sure to fill in your important keywords. For example, because I’m looking for people who might be good candidates for advertisers for iPhone Life magazine, I’ve chosen these keywords: iPhone, iPad, and apps (as shown in Figure 5-26). I’m keeping everything else wide open because I need advertisers from all over the country, but you could specify a postal code if you wanted to find local connections in your search.

				[image: 9781118034705-fg0526.eps]

				Figure 5-26

					3.	(Optional) If your search results in an overwhelming number of people, you can click the Sort By drop-down menu to sort them by relevance, relationship, relationship plus recommendations, connections, and keywords.

					4.	Click the Save link to save your search.

				You can then find all your saved searches — you get three — on the Saved Searches tab.

				Creating and Marketing Events

				Creating an event on LinkedIn is basically creating an announcement of an event you hold as a webinar, a teleconference, or even a live, in-person workshop or conference. If your business lends itself to events, this is a great way to advertise them for free!

			
				Extra Info

				Make sure you can show off your events on your profile with the Events app. Click the Profile tab, and then click the Add Section link. Click Events and then click Add Application.

			

				To create an event, follow these steps:

					1.	Click the More tab on the Home page and then choose Events from the drop-down menu.

					2.	At the top of this page, click the Add an Event tab.

						The Add an Event page appears (see Figure 5-27).

				[image: 9781118034705-fg0527.eps]

				Figure 5-27

					3.	On the Add an Event page, fill in your event’s details:

						Open the Add More Details section by clicking the plus link. There are three main areas to fill in:

					•	Event Details: Type the title, date and time, whether this is a virtual event, any associated website address, and a 300 character description.

					•	Event Categorization: Take the time to include lots of keywords that you think people will use search within LinkedIn for your event.

					•	Event Organization: Select the I’m Attending radio button and then also for being the Presenter, any costs and where to purchase tickets, recurring info and who can edit the event.

					4.	Click the Preview Event button to see what your event will look like.

						Figure 5-28 shows how an event looks on your profile.

				[image: 9781118034705-fg0528.tif]

				Figure 5-28

					5.	When you’re ready, click the Confirm & Publish button.

				As soon as you publish your event, a notice goes out to your network, and it shows up in your connections’ Activity feeds. From here, you can do many things to market your event. Here are a few ideas:

				[image: check.png] Add the event to your business e-mails as a postscript.

				[image: check.png] Create a blog post about the event.

				[image: check.png] Invite people directly on Twitter and Facebook.

				[image: check.png] Call or e-mail your key players or best friends and ask them to promote it to their lists.

				[image: check.png] Put the event invitation in your regular e-mail newsletters.

				[image: check.png] Get interviewed on Internet radio stations and talk about the event.

				[image: check.png] Send the recording of the radio interviews to mainstream media  contacts.

				[image: check.png] Create a social press release (review Lesson 2).

				Advertising on LinkedIn

				If you’re sure your main demographic is on LinkedIn, think about spending your advertising dollars right here. But I have to say, if your demographic is equally on Facebook, the studies have shown better results with your money on Facebook.

			
				Go Online

				Go to this link to find a great white paper of sorts on best practices for advertising on LinkedIn: http://partner.linkedin.com/ads/bestpractices.

			

				You’ll find ads in these two places on LinkedIn:

				[image: check.png] On your profile page, at the top between your profile and the top navigation links.

				[image: check.png] On the Jobs home page.

				When you create an ad, you complete these four general steps:

					1.	You create your ad campaign.

					2.	You target who you want to see your ad.

					3.	You set your campaign budget.

					4.	You give your payment information.

				These steps take you through the whole process:

					1.	Click the Advertising link at the bottom of any LinkedIn page.

					2.	Click the yellow Start Now button and, if necessary, enter your  password to enter the Advertising section.

					3.	In the Create Your Ad Campaign box, enter the name of your ad  campaign.

						This name is just for you to organize your ads under. This text doesn’t show up on the ad itself. See Figure 5-29.

				[image: 9781118034705-fg0529.tif]

				Figure 5-29

					4.	Decide whether your ad will go to a URL or a page on LinkedIn itself.

					•	Your Web Page: You can create an ad that goes to your website, your Facebook business Page, your e-commerce site, or any other appropriate web address. After you select the radio button, just click the field and add your URL.

					•	A Page on LinkedIn: After you select this radio button, you can click the drop-down arrow and select any page you’re connected to, such as your company page, profile, or a group.

					5.	Add an image by clicking the Add Image link.

						Always add an image to an ad. Consider adding a simple image like a face (as shown in Figure 5-30) or logo instead of something complicated like lots of text.

				[image: 9781118034705-fg0530.eps]

				Figure 5-30

					6.	Type a headline in the Headline Goes Here box.

						Pull out all your copywriting skills. Create something that grabs the attention.

					7.	Underneath your headline, enter a description.

						You get only two lines containing no more than 75 characters. The character count below the text field shows you how many characters you have left and when you’re over that count. 

					8.	(Optional) Click the Add a Variation link.

						You have the opportunity to create a variation (up to 15 variations!) that can be rotated within this campaign.

					9.	Click the Next Step button.

						The Targeting page appears.

					10.	Fill in the appropriate fields (as shown in Figure 5-31) to target your ad by geography, company, job title, group gender, and age, and decide whether you want to include the LinkedIn Audience Network.

						The LinkedIn Audience Network is a collection of partner websites that display targeted LinkedIn ads on their sites. You can decide if having your ad outside the LinkedIn environment is good for what you’re trying to achieve.

				[image: 9781118034705-fg0531.eps]

				Figure 5-31

				

				[image: tip.eps]	As you adjust the targeting, notice the Estimated Target Audience number change in the upper-right corner.  

					11.	Click Next Step.

						Now you’re on the budget interface.

					12.	Set your campaign budget.

					•	Select CPC if you want to pay every time someone clicks your ad link, and then fill in the dollar amount.

					•	Select CPM if you want to pay for every thousand people who have the ad show up on a page they are viewing regardless if they click the link, and then fill in the dollar amount.

					13.	Select the daily budget and the dates you want your campaign to run.

						It’s always best to start off with a small budget and then readjust it as you see success with your ad.

					14.	Click Next Step.

					15.	Fill in your billing information and click the Buy Now button.

						Now you’re on your ad campaign dashboard. This is where you can check the status of an ad, the clicks, impressions, click-through rate, average cost per click, and the total you’ve spent.

				You can always access your dashboard again from your home page by clicking the Home tab and choosing Ads from the drop-down menu. Monitor your ads and adjust them as needed. I always advise to start small and find what works best for you and your particular business.

				[image: summingup.eps]	Summing Up

				I’m always amazed at the networking possibilities LinkedIn offers. Not only can you can connect with people in your industry or your fields of interest with a nice conversational interface, but you can also present a solid business resume complete with recommendations on your profile. And because LinkedIn uses the tiered system (1st-level, 2nd-level, and so on), you can expand your connections through the people you already know. It mimics a real-life process of networking.

				You can find a place on LinkedIn whether you sell a product or a service. You have options that range from straight up conversations to holding events. You can create a company page that contains all your products or just promote your job offerings on group pages. So many options!

				In this lesson, you explored the social media marketing possibilities that this business-focused platform offers. You learned how to

				[image: check.png] Post correctly.

				[image: check.png] Answer and ask questions.

				[image: check.png] Join a group.

				[image: check.png] Create an event.

				[image: check.png] Use the search tools.

				[image: check.png] Advertise.

				Know This Tech Talk

				1st-level connection: Anyone you’re directly connected to on LinkedIn; you requested the connection and the recipient responded with a yes

				2nd-level connection: Anyone who’s connected to the people you’re connected to. It’s a bit like a network marketing structure

				follow: If you click the Follow link under someone’s name in a group, you’re now “following” anything he does, which means you’ll see his activity within this group in your Activity feed on your Home page. If someone follows you, he’s notified anytime you post or comment inside this group

				Groups: The LinkedIn feature that allows people to congregate around a subject, activity, or event

				InMail: LinkedIn’s premium messaging service. With it, you can reach anyone on LinkedIn, no introduction or contact info required. (Normally in LinkedIn, you need to be introduced to someone outside your 1st-level connections.)

			

		

	
		
			
				Lesson 6

				Social Media Marketing on YouTube
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				[image: check.png] Use the two key functions of YouTube — video sharing and socializing — to enhance your marketing efforts.

				[image: check.png] Optimize your videos by using keywords in specific places on your YouTube videos and a channel to help you get discovered.

				[image: check.png] Learning to use marketing strategies that are geared for a YouTube audience goes a long way.

				[image: check.png] Learning to modify your videos with live links to post outside YouTube will expand your reach.

				[image: check.png] Consider YouTube to be a hub only, one that lets you share your videos on other social platforms like Facebook and Twitter.

					1.	Can people search for my videos with my personal name, or  do they need to know my channel name to find them?

						Searching, searching, searching.

						Find out here

					2.	Can I really optimize my videos without hiring some whiz kid to  do it for me?

						You betcha! It’s easy to optimize!

						Find out here

					3.	How can I block rude people from commenting on my channel?

						Modifying your settings will let you sleep at night.

						Find out here

					4.	How do I send my videos to other social sites that will encourage  comments?

						Finding the right audience will help tremendously.

						Find out here

					5.	Now that I have all my videos posted, what’s next?

						Marketing on YouTube itself.

						Find out here

				Welcome to YouTube — the Wild West of social media! As you enter this realm, be aware that although you’re entering the leading edge of social media marketing, you need to do so with care. YouTube is a lot of fun, but you might have to watch your back because rude commenters and spammers abound.

				In my opinion, YouTube is currently going through a renaissance. Considering all the new marketers using YouTube to create video code that they can paste in their blogs and YouTube’s foray into live streaming and hosting newsworthy events, I think your time spent here learning how to market in a social way is well worth it.

				In this lesson, I lead you through two main functions: video sharing and socializing.

				Using YouTube in Your Overall  Social Media Marketing Plan

				YouTube has two main functions in social media marketing: 

				[image: check.png] Video sharing: YouTube is one of the few places you can upload video, for free, and get the HTML code you need to place your video on other platforms, like your blog and Facebook Page. This function allows people to view your videos without having to enter the Land of Oz . . .er, YouTube . . . at all.

						I’m sure you’ve run across an embedded video on Facebook, as shown in Figure 6-1. All you have to do is click the Play button, and the video plays on your page. There are magnificent marketing opportunities with this function, as you’ll see through this section.

				[image: 9781118034705-fg0601.tif]

				Figure 6-1

				[image: check.png] Socializing: Developing YouTube as an interesting social environment is a function all unto itself. YouTube, founded in 2005, is still very young, and sometimes the social chatter is that of a very adolescent child.

			
				EXTRA INFO

				In May 2010, YouTube said it was serving more than two billion video views a day, which it described as nearly double the prime-time audience of all three major U.S. television networks combined. More video is uploaded to YouTube in 60 days than all 3 major U.S. networks created in 60 years! And now your video content can be added to that total! Go to www.youtube.com/t/press_statistics to see all the latest stats.

			

				YouTube uses the community to self-police the platform, but it also has a 24/7 review team in place. With 24 hours of content uploaded every minute, you can see why the users need to be part of the watching and reporting. Self-policing YouTube keeps it open and user-friendly for everyone.

			
				Extra Info

				Recently, YouTube has found a more respectful place in the video universe by being a host for charity live streaming events, such as Project for Awesome (find out more at www.projectforawesome.com) and raising awareness with the Life in a Day project (check it out at www.youtube.com/lifeinaday) with more than 80,000 submitted video clips from around the world. Because YouTube is basically a self-policing environment, the increase in adult users will modify the comment environment through time.

			

				Think of the following two functions as highways. You can enjoy either one or both; which option you choose is completely up to you: 

				[image: check.png] Build your social authority on YouTube. If your target demographic is hanging out on YouTube, watching and commenting on videos, by all means you need to find a way to be social here. If you want to use YouTube as a social site, you can do many things to attract a good audience and minimize the crazy. And that’s the kind of info you find in later sections of this lesson.

				[image: check.png] Host your videos on YouTube and post links elsewhere. If your market isn’t here but people in it still enjoy watching videos, you can use YouTube as a place to create embed code to be able to place your videos on other social platforms. Then you can limit your conversations to other sites, like Facebook or your blog. 

				There’s no way to guarantee a viral video (a video that becomes very popular very quickly). You can certainly follow some simple guidelines, but I can’t give you a formula that works perfectly every time (or even one time). It’s under the rulership of the online muses. If someone tells you he can help you go viral, the adage “buyer beware!” is a good one to remember.

				Having said all that, there are a few things you can do to create something wonderful that might go viral, but I want to impress upon you to be very clear about your branding and purpose. You don’t want to create a video that puts you in a odd light.

				If you look at the most recent viral videos (you can check out Mashable’s pick of the top ten in 2010 http://mashable.com/2010/10/12/best-viral-videos), you’ll see they generally have these things in common:

				[image: check.png] Real people having a real experience: It’s the authenticity that attracts us. Not all viral videos are real people, as in the case of the famous Old Spice videos, but the majority are.

				[image: check.png] Extreme opposites presented at the same time, or an unexpected surprise: Mothers who curse, big wild people who have a spiritual experience (“What does it mean?”), a half-naked man on a horse, texting and walking into a fountain, sick people rapping . . . those are all descriptions of some of the videos that went viral in a big way. 

				[image: check.png] Easily shared: For any video to go viral, it needs to be shared easily. That’s why videos go viral on Facebook, or YouTube, or Twitter, as those platforms make sharing extremely easy. 

				

				[image: remember.eps]	The folks at YouTube sometimes make improvements to the site and offer new services. If what you’re seeing on YouTube looks a little different from what I describe here, glance around the page for links and options that are similar. If you just can’t find what you’re looking for, go to www.google.com/support/youtube for the latest information. 

				On YouTube, you can navigate using the tabs across the top of the page:

				[image: check.png] My Videos & Playlists: A menu in the left column contains these filters: History, Uploaded, Purchases, Liked, Favorites, Watch Later (playlist), and your already created playlists and a link to create a new playlist. 

				[image: check.png] My Channel: View your channel. Tabs across the top allow you to edit and change the look of your channel. 

				[image: check.png] Video Editor: YouTube has a built-in video editor that you can access from this tab. 

				[image: check.png] Create Videos: You can choose from four video-creation partners to create anything from animated characters to importing your Facebook personal account images and creating a scrapbook-type video. 

				[image: check.png] Subscriptions: Find all the channels you’re subscribed to in the left column. Preview thumbnails are in a grid to the right. You can click any channel name in the left column and see the videos from that channel in the right. 

				[image: check.png] Insight: This tab goes to YouTube’s analytics program. You can see all the metrics for your videos: views, hotspots, demographics who viewed it, and more. 

				[image: check.png] Messages: This is your Inbox and Message Center. You can create messages, view Friend Invites, and manage your comments and video responses. 

				[image: check.png] Account Settings: This is where you can manage your account settings, password, e-mail notifications, and see a quick summary of your channel views and subscribers.

				Setting Up Your YouTube Channel

				Your YouTube channel is the page that is viewable by the general public and contains your user profile information, your videos, a list of your favorite videos, and your playlists. 

				

				[image: remember.eps]	If you’re using YouTube in your social media marketing, you’ll want to design your own channel to give people one place to find all your content.

				To get to your channel, click your username in the top-right corner (see Figure 6-2). Select Channel, and you’ll go to a space to edit and design your channel.

			
				Extra Info

				YouTube is owned by Google, and the site is integrated with Google accounts. If you already have a Gmail address, you can use that e-mail address to easily open an account and channel. If not, you can open an account with YouTube, and doing so automatically creates a Google account. 

			

				[image: 9781118034705-fg0602.eps]

				Figure 6-2

				There are a few very important things you need to adjust right away: the background image, channel title, profile image, and bio — and don’t forget to upload a video!

				Background image

				You’ll want to upload an image you create just for this account:

					1.	Click the Themes and Colors tab.

					2.	Click the Show Advanced Options link.

						An expanded interface opens, as shown in Figure 6-3.

				[image: 9781118034705-fg0603.eps]

				Figure 6-3

					3.	Click the Background Image link.

						For some reason, YouTube defaults to the Delete Image link. By clicking that link, it changes to the Upload File button.

					4.	Click the Upload File button, navigate to the YouTube background image you want to use, and select it.

					5.	Click Open.

					6.	(Optional) Select the Repeat Background check box.

						YouTube background images default to centered on the page, so if your image is small, it will be behind all the info on your channel. You might need to click the Repeat Background check box to have the image fill in the whole background space.

					7.	Adjust the other color settings to match your background image.

						You can select one of the provided templates on the Themes and Colors tab, or adjust the settings for link color, body text color, and other settings by clicking the color box and choosing something new. Unless you’re a professional designer, choose one of the templates and see how it looks. You can come back and changes these settings anytime. 

					8.	Click the Save Changes button.

				Channel title

				The channel title isn’t the URL of your channel; it’s the name that shows up at the top of the channel when viewed by others, as shown in Figure 6-4.

				[image: 9781118034705-fg0604.eps]

				Figure 6-4

				To change the your channel title, click the Settings tab and look for the Title space. You have 31 characters to name your channel. Put your cursor inside the Title Edit field and start typing. You can change this title anytime and as much as you want. 

				Profile image

				Your profile image for a YouTube account shows up in the Channel Info section and accompanies any comments you make on any other channel or video. 

					1.	Select Settings from your username drop-down menu.

					2.	Under the profile image placeholder, click the Change link.

					3.	Click the Uploading an Image radio button.

					4.	Click the Choose File button and find your profile image.

					5.	Click the Save Changes button.

				Account bio (About Me)

				Your account bio displays in the About Me section on your channel page. Take the time to fill in as much as you can in this section. You can use any bio you have. 

				To change your account bio, follow these steps:

					1.	From your username drop-down menu, choose Settings.

					2.	Click the Profile Setup link in the left navigation menu. 

					3.	In the Describe Yourself section, type your bio. 

					4.	Click the Save Changes button.

				Now you have a lovely looking YouTube channel — with nothing in it!

				Uploading your first video

				This step is actually optional because you can have a wonderful YouTube channel without ever uploading a video! You can use the playlist system to create wonderful curated content instead! But if you do want to upload video, know that videos can be

				[image: check.png] High definition

				[image: check.png] Up to 2GB in size

				[image: check.png] Up to 15 minutes in length

				Here’s how to upload a video to your channel:

					1.	Click the Upload link to the left of your username.

					2.	Upload a video. 

						You have three different ways to start the upload process. You can click the Upload Video button to browse your hard drive, record directly from your webcam, or drag and drop a file (see Figure 6-5).

				[image: 9781118034705-fg0605.eps]

				Figure 6-5

						Once the video is uploaded, you automatically go to the video’s information page.

					3.	Fill in all fields on the video page and click the Save Changes button.

						I discuss how to fill in all these fields in the upcoming section, “Optimizing through the Info and Settings Tab.”

				Your video now appears in these two places:

				[image: check.png] On your channel, as shown at the top of Figure 6-6

				[image: check.png] On its own page, where people can comment on it, as shown at the bottom of Figure 6-6

				[image: 9781118034705-fg0606.eps]

				Figure 6-6

				Subscribing to Channels

				There is a strategy to subscribing to channels for social media marketing. You want to find people who are either potential joint venture partners or potential customers and clients.

				You can use a keyword search to find good channels to subscribe to. Alternatively, as you start to subscribe to channels, you’ll see who they subscribe to and favorite and find new ones that way. 

			
				Go Online

				If you’re interested in what YouTube is doing, follow its channel at www.youtube.com/worldview. 

			

				To conduct a keyword search, follow these steps:

					1.	In the Search bar at the top of the page, type your search term and press Enter.

						You now see a long list of videos that have your search term in the title: For example, if you search iPhone, you’ll find all videos with iPhone in the title. Notice how there are channel results, single video results, and promoted videos (in the tan box), as shown in Figure 6-7.

				[image: 9781118034705-fg0607.eps]

				Figure 6-7

					2.	To further refine the search, click the Filter & Explore down arrow at the top of the result column. 

					3.	To look at solely channels, select Channel.

						You know you’re viewing a list of channels by the blue Channel button under each description (see Figure 6-8). 

				[image: 9781118034705-fg0608.eps]

				Figure 6-8

					4.	Click the name of a channel to view it. 

					5.	Look around a bit to see whether this is a good channel to connect with.

						View a few videos, read the channel description on the left column, see if the channel has any recently uploaded videos or posts, read the comments and replies, and generally poke around.

					6.	Click the Subscribe button.

				You have two ways of finding your subscriptions: 

				[image: check.png] Subscriptions: Click the Subscriptions link on your home page.

				[image: check.png] Username menu: Click the username drop-down menu and select Subscriptions to see them with the channel names on a left column list. See Figure 6-9 for how that looks.

				[image: 9781118034705-fg0609.tif]

				Figure 6-9

				Sending Bulletins

				You can create a post, called a bulletin in YouTube, that not only shows up in the activity stream of your channel, but also goes out to everyone who has subscribed to your channel and anyone who is connected to you as a friend. These bulletins show up in their activity stream. If they have their settings to receive an e-mail every time someone sends them a message, then they get an e-mail notification when you send your bulletin. 

				You can post a bulletin very easily. Here’s how: 

					1.	Click the Post Bulletin button at the top of your channel page.

					2.	Compose your message in the Enter Message text box, as shown in Figure 6-10.

				[image: 9781118034705-fg0610.eps]

				Figure 6-10

					3.	(Optional) Attach a video.

						Just enter the URL in the appropriate text box.

					4.	Click the Post Bulletin button.

				

				[image: remember.eps]	Your Bulletin will always have the text “Bulletin by yourusername” at the front of it — another reason why your username needs to be in line with your branding and not some random username like Lily432Love. People see your username when they log on to YouTube (see Figure 6-11).

				Use the Bulletin feature sparingly, as your friends and subscribers already see when you’ve uploaded a new video. As in all social media marketing, you want people to be aware of what is new and happening, but you don’t want to spam them. If you have a new type of video, new product, or something that you would normally  send a press release about, that’s when  to use the Bulletin feature. 

				[image: 9781118034705-fg0611.eps]

				Figure 6-11

				Creating and Using YouTube  HTML Embed Code

				Many people use YouTube only for the HTML embed code so they can place a fully functioning video on a website or blog.

				This is a perfectly reasonable thing to do. You might choose to use YouTube for only this purpose, too. Here’s how you create the HTML embed code:

					1.	Go to any of your videos.

						You have the option to disallow anyone from getting the embed code for your videos. You need to think through that decision and make the best choice for your needs. If you go to someone else’s video and you can’t find the embed code, it’s because they’ve made that setting change.

					2.	Click the Share button.

					3.	Click the Embed button.

					4.	Select any check boxes, depending on how you want your video to look and play (see Figure 6-12).

						Modifying the settings immediately changes the HTML code in the box.

					•	Show Suggested Videos When the Video Finishes: Deselect this check box if you don’t want other videos to show up as thumbnails at the end of your video. You can’t include just your videos; YouTube makes the call for which ones show up in the thumbnails.

					•	Use HTTPS: This is a technical suggestion for sending the video over a security-enabled connection. I tend not to select this.

					•	Play in HD: This is a bit of an involved decision. If you want your video to play in high definition, you need to first choose the best player size. The recommended minimum size is 480 x 385 for a 4:3 video and 640 x 385 for 16:9 content. How did you shoot the video? If you shot it in 16:9 ratio, the smallest player size to choose is 640 x 385, and the largest is 1920 x 1105. But here’s the wrinkle: If you play an HD video in a small player, the computer works overtime to scale down the video to fit within the player, which results in a choppy playback experience. You’ve probably run into that on YouTube or on websites.

				

				[image: tip.eps]	You can see the difference the size and HD make by doing this: Go to any video on YouTube. Near the bottom-right of the video player, you’ll see a number (such as 240p, 360p, 480p, or 720p HD). Click the number, and a set of numbers displays. Click each number one at a time and see the difference in the quality of the video. If the video was shot in HD, it will look fantastic at 720p HD even at full-screen mode.

					•	Enable Privacy-Enhanced Mode: When you select this check box, it restricts YouTube’s ability to set cookies on the computer for anyone who views a web page. YouTube may still set cookies on the computer once the person clicks the YouTube video player, but it won’t store personally identifiable cookie information for playbacks of embedded videos using the privacy-enhanced mode. Basically, nothing changes in the playback function, and in both ways cookies are enabled — but in the privacy-enhanced mode, YouTube won’t store personal information of the viewer. I tend to select this check box.

					•	Use Old Embed Code: Some old WordPress themes might not work with the new iframe-type embed code. If you find the videos don’t work on your WordPress site, use the old code. Then look into upgrading your WordPress theme so you can use the updated embed code, as YouTube might drop the old code at any point.

					5.	Set the size of the video player.

						This is where you need to get acquainted with video sizes. Depending on where you’re going to place this video, you might need to change it from the default size of 480 X 385. I have a blog I manage that needs a custom size of 425. All you have to do is type the width number you need in the custom box, and it automatically changes the code for you.

				[image: 9781118034705-fg0612.tif]

				Figure 6-12

			
				Go Online

				You can find the best explanation of these settings at www.google.com/support/youtube/bin/answer.py?hl=en&answer=178264&ctx=share. 

			

					6.	Select and copy the code.

					7.	Place the code on your website or blog.

						I’m guessing you know how to do this. If not, either send the code to your webmaster or learn how to place it yourself through tutorials for your particular platform (WordPress for example).

				Now you have placed a fully functioning video on your site. People can watch the video without leaving your website or blog. If they double-click the video, they will be taken straight to its video page, not your channel page.

				Maximizing the SEO of Your Videos

				YouTube is a big place. A really big place. The statistics are staggering. According to YouTube: More than 13 million hours of video were uploaded during 2010, and 48 hours of video are uploaded every minute, resulting in nearly 8 years of content uploaded every day.

				So how in the world is someone going to find your video (your products and services you sell) in all that? You have to help them by doing very specific things on, in, and around your videos that add to the search engine optimization of your channel and videos.

				

				[image: remember.eps]	You have to upload at least two videos (completely tagged and described) before anyone can find your channel in a search on YouTube. When you’ve uploaded those two videos, you can start to really work the SEO points listed throughout this section.

			
				Lingo

				Search engine optimization (SEO) is the use of various techniques to improve a website’s ranking in the search engines and thereby potentially attract more visitors.

				Video search engine optimization (VSEO) is the use of descriptive tags and descriptions used when you upload a video to a site such as YouTube to enhance the ranking of a video in searches.

			

				To prepare for optimization, keep these general points in mind:

				[image: check.png] Craft your title and know your keywords and place them in specific places. You’ll find these places in the Video Information section: Title, Description, Tags, and Category.

				[image: check.png] Link to your website, a product page, or wherever it is you want people to go after viewing your video. This link goes in the main description area for each video.

				[image: check.png] Include tags that someone might use to search for your content.

				[image: check.png] Add something interesting to the middle of your video. Figure out where the middle of your video will be and in that place make sure you show something interesting or smile as you record.

			
				Extra Info

				I spend a lot of time on YouTube. It has become my go-to source for education and entertainment. Many times, I start by searching YouTube for a specific topic, especially if it’s something that I want to see explained in video form. This is why it’s so important to create video titles that tell the whole story — so that searchers can easily find the content that matches their needs. I’m not alone in this process, as YouTube is the second largest search engine at the moment. 

			

				If you want to go above and beyond in your VSEO, you can do the following things:

				[image: check.png] Optimize your video title.

					•	If you’re branding yourself, make sure you use your name in the title of all your videos. 

					•	If you’re branding your company name, make sure the company name is in the title of all your videos.

					•	If you’re trying to corner the market with a particular keyword, always put that in the title.

				[image: check.png] Capitalize on YouTube’s algorithm.

					•	Ratings: As a social network, YouTube values the number of thumbs up and thumbs down you get. Ask your friends and subscribers to rate your videos! Ask them in the video itself and in the annotations.

					•	Playlist additions: Put every video you create into a playlist, and ask your friends to add each one to their playlists. Encourage others to make playlists. This activity works with the algorithm that YouTube uses to rank your video in search results. Always link together videos that you’ve created.

					•	Flagging: Flagging is bad for rankings. Don’t upload anything that will potentially raise the ire of viewers enough so that they flag it.

					•	Embeds: Always embed your videos in your Facebook Page, website, or blog. Encourage others to do the same.

				 	•	Shares: The number of times someone shares your video on Twitter, Facebook, MySpace, or the other ways in the Share interface, the better your search rankings.

					•	Comments: The more comments, the better. Always reply to as many comments on your videos as possible. Also, you can comment on your own videos with a link to another of your videos.

					•	Age of video: The older the video, the less it counts in the  algorithm.

					•	Channel views: This is another component of the formula that YouTube uses to rank your video. Send your other social network people to view the video on your channel occasionally instead of the individual video page.

					•	Subscribers: If you’re using YouTube as a social media marketing space, this is an obvious focus. Actively ask people to subscribe in the video and in an annotation on the video. Having more subscribers helps with your ranking because it’s a gauge of popularity.

				[image: check.png] Inbound links (from external websites): You want relevant websites linking to your videos. An inbound link is sometimes called a backlink, and it helps with your search ranking, as long as the website is considered by the search engine as an authoritative site. 

				Optimizing through the  Info and Settings Tab

				The Info and Settings tab is where you do the main video search engine optimization work. To get to this tab and start the optimizing process, follow these steps:

					1.	Select Videos from your username drop-down menu.

						This takes you to a page where you can choose which video you want to optimize.

					2.	Choose which video you want to optimize and then click the Edit button.

						Now you’re on a page with four tabs: Info and Settings, AudioSwap, Annotations, and Captions and Subtitles (see Figure 6-13).
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				Figure 6-13

					3.	Fill in your video’s information and, when you have all five sections complete, click the Save Changes button.

				Video Information section

				The four input sections in the Video Information section are the most important ones to fill in if you want to make sure your video gets seen on YouTube and indexed by Google. The following list tells you how to adjust your video to the optimum level: 

				[image: check.png] Title: Follow this formula if you want your videos (potentially) to be found: “Main keyword - benefit with main keyword.”

						Using this formula isn’t a guarantee of a high Google ranking or high ranking inside YouTube itself. There are many variables in the search world, but including keywords in this particular way increases your odds considerably.

				

				[image: tip.eps]	A title can be as long as you want, but make sure you put your keyword at the beginning because title tags are usually no more than 63 characters long. Beyond that, you don’t know if the search engines will read them.

			
				Extra Info

				If you sell toasters and your video is about your best energy-saving toaster, use a description like this (keywords are in bold): “In this video, the crew at Toasters show you how energy-saving toasters can save you money. By choosing the best toaster for your kitchen, not only for style and quality, you will be a happy energy-saving toaster owner, too.”

				If you are a consultant who focuses on branding and you have a video outlining your 4-step process to defining a brand, that description might look like this: “In this video, branding expert Sam Sample discusses her 4-step strategy to define a brand and how it can help any business trying to find simple ways for branding their unique values in the marketplace.”

			

				[image: check.png] Description: Always put a link first because you probably want viewers to go somewhere after they view the video, where they can either buy one of your products or see whatever else you might have to offer.

						This section can contain up to 250 characters, and the text here shows up in search results. Keep the momentum going toward you by including a call to action, in the form of your website’s URL, first in the description. Entering the URL first — make sure you use the full URL, which starts with http:// — helps ensure that viewers can access the link and go directly to your website to make a purchase or find out more about your business without having to click the Show More link. Also, when you’re crafting the description paragraph, make sure you use all your keywords, not just the one you used in the title. Figure 6-14 shows a video with a description that begins with a link.
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				Figure 6-14

				[image: check.png] Tags: Here, you want to put all those keywords and phrases. Try to include at least 10 to 15 words and phrases. Remember to put phrases inside double quotes.

				[image: check.png] Category: Filling out this section is important because many people will search YouTube by category.

						You can place your video in one of these 15 categories: Autos and Vehicles, Comedy, Education, Entertainment, Film and Animation, Gaming, How To & Style, Music, News & Politics, Non-Profits & Activism, People & Blogs, Pets & Animals, Science & Technology, Sports, Travel & Events.

			
				Extra Info

				You need tags for your videos, too. Tags for the toaster video might include “toaster, toasters, energy saving toaster,” “4-slice toaster,” “kitchen appliance,” “2-slice toaster,” “toaster reviews,” “toasters 4-slice,” “kitchen toaster,” and so on.

				Tags for the branding expert video can include “branding strategies,” “identity,” “product branding,” “marketing,” “branding strategy,” “what is branding,” “brand building,” “branding and marketing,” “brand name,” and so on.

			

				

				[image: practice.eps]	Spend some time looking at the kinds of videos that rank the highest in each category you’re considering. Notice how many views they’re getting in order to rank in the top ten or twenty.

						You might find, for example, that it’s easier to obtain a higher ranking with the type of material you’re posting in the Comedy rather than Entertainment category, or vice versa. You also might notice that you’ll need thousands of views. Don’t get discouraged because you never know how things will take off in YouTube.

				To browse categories, simply click the Browse link beside the Search bar that appears at the top of any YouTube page. Then click the drop-down list and select the category you want to explore.

				Video Thumbnail section

				In the Video Thumbnail section, you get to select the thumbnail image for your video. YouTube automatically finds a section in the middle of your video and then chooses one of three shots for the thumbnail image. You can choose which of the three you want for your thumbnail. You can only hope that the middle of your video contains something interesting!

				To choose the thumbnail image, simply click it. A yellow outline indicates which one you selected (see Figure 6-15). It can take up to six hours for the newly chosen image to be the one that people see in a search.
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				Figure 6-15

				Broadcasting and Sharing  Options section

				This section includes seven parts for you to complete. Each one has important consequences, so make sure you go through each part and adjust your video to what you need.

				[image: check.png] Privacy: You can choose one of three privacy settings: public, unlisted and private (see Figure 6-16).

					•	Public: If you choose Public, anyone can search for and view your video. If you are uploading a video to be used as a marketing tool to find and attract a wider audience, this is the setting you need. 
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				Figure 6-16

					•	Unlisted: With this option, only people who have the exact URL to the video will be able to view it, regardless whether they have a YouTube account. An unlimited number of people can view the video, as long as they have the exact URL, but it will not show up in any search results or in the listings on your channel. 

						Although your video won’t show up in a search, if someone who knows the video’s URL shares it somewhere on the web (like on Facebook), others can see it. So if you really want your video to be very private, you’ll need to select the next option.

					•	Private: This option limits the exposure of your video so that only you and up to 50 other users (who must have a YouTube account and must be invited by you) will be able to view it. When you select Private, an interface opens where you can enter the e-mail addresses of those you want to invite. 

					[image: check.png] 	Comments: You can choose from four settings in comments: 

					•	Allow Comments Automatically: Anyone can say anything in the comments of the video. Choose this one if you are sure of your audience.

					•	Allow Friends’ Comments Automatically, All Others with Approval Only: Anyone who is a YouTube friend can post right away, whereas others’ comments are sent to you to approve. Once approved, those comments show up in the comment stream. 

				

				[image: remember.eps]	A friend on YouTube is similar to a friend on Facebook. You ask to be a friend and the other person has the option to accept you. Then you can send each other messages inside YouTube.  

					•	Allow All Comments with Approval Only: You vet the comments. You receive an e-mail asking you to check the comment and approve or disapprove. Choose this setting if your subject matter is controversial or attractive to an abusive audience.

					•	Don’t Allow Comments: Choose this option when you’re using YouTube for the embed code capture only and don’t have time to develop the social nature of YouTube.

				[image: check.png] Comment voting: One of the neat aspects of YouTube is the comment voting system, which you can choose to activate. With comment voting, people can thumbs up or thumbs down anyone’s comment. This is not the same as ratings thumbs up and down for the video itself; this is only for the comments people leave. 

						There are some really creative, smart people in this medium, and sometimes their comments are brilliant. You want to be able to highlight that and give your viewers the ability to applaud them. Voting a comment up by clicking the thumbs up icon is applauding. 

				[image: check.png] Video Responses: Comments made with video instead of text. People can upload a new video response or attach a previously uploaded video. You can let people upload them automatically, vet them, or don’t allow them. An uploaded video can be used as a video response only once, so if a commenter wants to put a particular video in another channel, doing so removes it from yours.

				[image: check.png] Ratings: If you’re using the free account, videos are rated through the thumbs up/thumbs down system. If you have a partner account, viewers can rate the contents for language, nudity, sexual situations, and violence. For your free account, select either Yes or No for the rating system. If you select Yes, be prepared for some thumbs down ratings no matter what you do.

				[image: check.png] Embedding: You have a choice whether to make the embed code available to everyone. If you want viewers to share your video on Facebook, blogs, and websites, make sure you select Yes. If, for some reason, you don’t want people to share the video captured on YouTube, select No.

				[image: check.png] Syndication: If you own the copyright to everything in the video, you can select the syndication Yes radio button, and then it should be available for viewing on mobile devices.

				

				[image: warning.eps]	Never post content that you don’t have the copyright to use. The YouTube Terms of Service are very clear on this.   

				Dating and Mapping Section

				You want to fill in this section completely because people do search for videos by location and date.

				[image: check.png] Date: You can fully adjust the date for your video by using the drop-down arrows for month, day, and year.

				[image: check.png] Map Location: Type the city and state and then click the Search button to pinpoint a place on a map. Double-check to make sure it’s the place you want selected. You can also select the altitude, for you mountain climbers taking video. 

				Stereoscopic Video Options Section

				YouTube supports 3D video! When you upload a 3D video, you can modify the  settings.

				Select the This Video Is Stereoscopic radio button and then choose the left and right video layout as left-right, right-left, top- bottom, or bottom-top.

			
				Go Online

				3D content on YouTube is becoming popular. Go to the YouTube 3D Content page at www.google.com/support/youtube/bin/answer.py?hl=en&answer=157640 for more information. 

			

				Annotating Video with  the Annotations Tab

				The Annotations tab lets you add text, hidden text, and links over your video. You should consider adding annotations to each of your videos to aid in your video search engine optimization. In an annotation, you can include these  elements:

				[image: check.png] Each step in a series of instructions, corresponding with the audio

				[image: check.png] A call to action

				[image: check.png] An update of something that has changed since you shot the video

				[image: check.png] Nonclickable text links to your products

				[image: check.png] Links to your past videos 

				[image: check.png] Links to someone else’s videos on YouTube

				All of these are good for your marketing efforts!

				There are five different kinds of annotations:

				[image: check.png] Speech Bubble: Shows a comment inside a cloud shape anywhere during your video.

				[image: check.png] Spotlight: Highlights areas in your video. 

				[image: check.png] Note: This is nearly the same as the speech bubble, except it isn’t inside a cloud shape.

				[image: check.png] Pause: Lets you stop some part of your video for an adjustable amount of time to show URLs or text.

				[image: check.png] Title: Creates a large title for your video.

				After you decide on an annotation, you can also adjust it by size, font size, font color, background color, and where in the timeline it will show up. You can also link any of the annotations to another place inside YouTube.

			
				Go Online

				One of the best examples of adding annotations to a video is MysteryGuitarMan at www.youtube.com/mysteryguitarman. In every one of his videos, he includes a little text box, or annotation as YouTube calls it, that reminds people to click the Thumbs Up link. (The more your video is liked, the better for ranking.) Also, he always includes a link to his last two videos in big boxes at the end of the video so you can click right inside the video to go to his next one.

			

				The only drawback to YouTube’s annotations is you can link to things only inside YouTube itself. You can’t link to a Facebook Page or a website URL at this time.

				To create an annotation in one of your videos as a way to market your products and services, follow these steps: 

					1.	On the video page, click the Insight drop-down menu and then click Annotations.

						The editing interface appears, and the video starts automatically.

					2.	When you get to a spot where you want to add an annotation, click the Pause button.

						For these steps, I show you how to create a title annotation. The steps to create any other type of annotation are similar.

					3.	Click the Add Annotation button on the Properties panel and select Title.

						Another interface opens, where you can type the title you create (see Figure 6-17).

					4.	Type your text in the title box on the panel.

					5.	Adjust the size and color of your text.

						You do this by clicking the size and color drop-down arrow (see  Figure 6-17).

				[image: 9781118034705-fg0617.eps]

				Figure 6-17

					6.	If the title is blocking an important part of your video, drag the title box to a different spot with your cursor.

					7.	When you’re done adding the annotation, click the Save button.

						YouTube also autosaves after a few seconds.

					8.	Continue to add different types of annotations in the same way.

					9.	Click Publish.

						Now your video has everything you’ve added to it for all to see, even if they’re watching it outside YouTube, like on Facebook or your blog.

				If you decide to annotate your videos, here are some suggestions regarding the types of things to include in your annotations for marketing purposes:

				[image: check.png] Tell viewers where to find you. Include an annotation that contains your website or Facebook Page URL.

				[image: check.png] Repurpose customer feedback. Add an annotation with customer comments when appropriate.

				[image: check.png] Add some commentary. Add an interesting comment that’s missing from the audio conversation.

				[image: check.png] Send viewers to your other videos. Add links to your last two videos.

				[image: check.png] Solicit likes. Add a text reminder to click the Thumbs Up icon and to leave a comment.

				[image: check.png] Ask viewers to do something. Type a call to action near the end of  the video.

				

				[image: tip.eps]	Don’t include every point on every video! Some subtle reminders are really all you need to add.  

				Using the Captions and Subtitles Tab

				In this section, I’ll rock your world — at least that’s what people tell me when I explain to them how to use the Captions and Subtitles tab! Here, I show you how to create closed-captioned text on your video and a dynamic transcript that highlights the words you’re speaking as you speak them on the video. You’ll see how important it is to do this one task for each of your videos on YouTube.

				

				[image: tip.eps]	If you already have a lot of videos uploaded, you might want to consider outsourcing this task because it can take awhile to do each video — about 10 minutes to each one minute of video. 

				

				[image: tip.eps]	Notepad or any basic word processor works great for creating your  transcript.  

				When you have a transcription available for your videos, it sports a CC (closed-caption) icon and the transcription with timestamp icons, as shown in Figure 6-18.
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				Figure 6-18

			
				 Lingo

				A transcription is the text of the words spoken during a video with a timestamp saved as text as extra information connected with the video. A caption (or subtitle) is onscreen text designed for hearing-impaired viewers. On a YouTube video, you will see the red CC icon if closed-captioning is available for the video.

			

				When you’ve created your transcript, you’ll have to upload it to YouTube. Here’s how: 

					1.	Click the Captions and Subtitles tab.

					2.	Click the Add New Captions or Transcript button.

					3.	Click the Choose File button.

					4.	Select your transcript file and click the Open button.

					5.	Choose the Transcript File option, give your file a name, and click the Upload File button.

					6.	Wait for the upload to finish.

					7.	Select the check box so that the transcript can be viewed with the video.

				Becoming Friends

				One of the more social aspects of YouTube is becoming a friend. Consider these benefits to being a friend, as opposed to just subscribing to someone’s channel:

				[image: check.png] You can share private videos.

				[image: check.png] You can restrict comments on videos and channels to just friends.

				[image: check.png] You can modify your settings to accept messages from friends only.

				Sending a friend request

				Here’s how to request to be someone’s YouTube friend:

					1.	Search for the channel of the person you’d like to add as a friend.

					2.	Click the Add as Friend link.

						This sends a friend request to the user. After the user confirms you as a friend, she shows up in your Friends module category on your channel, if you’ve selected that module to be public. 

				Accepting a friend request

				Here’s how to accept the request to be someone’s YouTube friend.

					1.	From your username drop-down menu, click the Inbox link.

						This opens your message center for YouTube. You have a left navigation menu with links to compose messages and view invitations.

					2.	Click the Friend Invites link.

						This opens a list of all the people who have requested to be your friend (see Figure 6-19).

					3.	Select the check boxes of the channels you want to add as friends and click the Approve button.

						Now you’re friends. You can see the whole list of your YouTube friends by clicking the Address Book link.

					4.	Select the rest of the check boxes and click the Ignore button.

						This removes the friend request from your inbox.

				[image: 9781118034705-fg0619.tif]

				Figure 6-19

				Building Social Status through Commenting and Liking

				As you spend time on YouTube, you’ll start to find some wonderful people doing wonderful things. Make it a habit to comment on and like their videos. Many of them will reply, and you’ll have the beginnings of a nice relationship —  which turns into networking, and networking turns into leads, and, well, you get the picture.

				I have a lot of subscriptions on YouTube, but only a handful of them reply to comments. Some of them get thousands of comments on each video. There’s really no way to keep up with that, but some are right there with a reply every time (thanks Bill!).

				

				[image: tip.eps]	Commenting and liking is a habit to develop if you’re using YouTube as a social environment and not just a place to capture embed code.   

				Follow these steps to make a comment on someone else’s video:

					1.	Find a video you want to comment on.

						This is where you make a comment on YouTube. If you want that comment to also show up on Facebook or a website, you’ll have to copy and paste the comment there as well. 

					2.	Depending on what page you’re on, do one of the following:

					•	If you’re on the channel page, click the View Comments, Related Video, and More link (see the left side of Figure 6-20). Then click in the Comments box.

					•	If you’re on the video page, click in the Comments box (see the right side of Figure 6-20).

				[image: 9781118034705-fg0620.eps]

				Figure 6-20

					3.	Type your comment.

						You get to use up to 500 characters in a comment.

					4.	Click the Post button (on a video page) or Post Comment button (on a channel page).

						Your comment appears underneath the video, along with other comments.

			
				 Lingo

				A channel is the page that the general public can view (unless you’ve hidden it), and it contains your user profile information, your videos, a list of your favorite videos (if you choose to show it), and your playlists (again, if you choose to show it). On the other hand, a video page is off your channel, displays only that one video and all the ways to share and comment below it, and contains a thumbnail list of related videos from you and other people in a column on the right side of the page.

				The more you’re on YouTube, the quicker you can tell when you’re on a channel or a single video page, but in the beginning it might be confusing. Because you can design your channel (much like you would design a web page), people will be able to tell when they leave it.

			

				

				[image: remember.eps]	YouTube is a social environment. It’s not a place to go hounding people with your links to your stuff. That would be spamming. You will get flagged. It will not be fun. Instead, use all your attraction-based marketing skills (refer to Lesson 1). Be helpful. Add content. Give freely of your expertise. These are the things that inhabit a good comment. As people see, hear, and read how much you know on a subject, they’ll be eager to check you out. That’s why you want your channel page to be fully filled in and designed beautifully. Think of it as the “other” website. Every time you leave a comment, your username links to your channel.

				If you don’t have enough to say to write a comment, you can simply click the Like button or, if you must, click the Thumbs Down button. (I talk more about the toolbar that this button resides on in the next section.)

				When you click the Thumbs Up or Down button, the total and line graph records the vote.

				Sharing through YouTube

				When you’re looking at a video page, you see a section right below the video with a few icons right in a row, and highlighted as shown in Figure 6-21. I call this the Social Bar.
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				Figure 6-21

				[image: check.png] Thumbs Up/Thumbs Down: With these buttons, anyone can (and will) weigh in on your video. You want as many Thumbs Up votes as possible, obviously. When you click either the Thumbs Up or Down button, a new box drops down and shows you the totals for each.

				

				[image: tip.eps]	Most people just like a video willy-nilly, but there is a marketing strategy to hitting that Thumbs Up icon! If what you like shows up on your Facebook and Twitter accounts, make sure to like videos in your niche so people get an idea of who you are in business.

				[image: check.png] + Add To: Clicking the + Add To drop-down list and Watch Later adds the video to a Watch Later playlist bar at the bottom of the page. This creates a playlist that you can view after loading it up. This is one of my favorite ways of watching videos on YouTube. If you like all the videos you’ve added to this Watch Later list, you can edit the name of the play- list and keep it. Otherwise, you can clear all the videos and start fresh.

						When you click the drop-down arrow, you can also add the video to a playlist you’ve already created, or create a new playlist.

				

				[image: tip.eps]	Here’s a great marketing tip about playlists: Create a playlist of videos from people you’d like to meet in your field and then send the link of that playlist in your newsletters. Create a playlist of great tutorials in your field and post it on your blog. See the section “Curating a Great Playlist for Marketing” for instructions on how to do this.

				[image: check.png] Share: This icon lets you share your video to other social sites, like Facebook, Twitter, and lots more. Sharing videos is one of the main ways you can use YouTube in your social media marketing efforts. For this reason, I devote the next section to it. 

				[image: check.png] Flag: This is the icon you click if you run across videos that are inappropriate or break YouTube’s Terms of Service (for instance, if a video has copyrighted material).

				The Share button functions

				The Share button is one of the most important features that YouTube offers a social media marketer.

				

				[image: remember.eps]	The Share button interface on a channel page is formatted a bit differently from a Share button on a video page. I don’t know why. It makes no sense. Almost all the same functions are on both, just designed a bit differently. The only significant difference is that the short URL check box isn’t available on the channel page share interface.

				When you click the Share button on a video page, a new box opens. It contains ways to share your video (or any video) in Facebook, Twitter, Buzz, e-mail, and in many other social sites (see Figure 6-22).

				[image: 9781118034705-fg0622.tif]

				Figure 6-22

				Sharing on Twitter and Facebook

				When you click the Tweet button, a pop-up window appears and asks you to sign into your Twitter account.

				Sign in, and the tweet is autopopulated, like this:

				“Check this video out - Title of your Video http://mylink.com via #youtube”

				You can, and should, edit these words before you click the Tweet button. You need to add the benefit of watching this video, or at least some teaser text about it. People on Twitter have a split second to decide to click something. Including these particular words can entice them: video, how-to, tutorial, short, shocking, and personal reactions. This is how I would modify the autopopulated tweet:

				“Short video - Social Congruency Adds Followers http://mylink.com via #youtube <-- Now I get why I need to do these things!”

				

				[image: remember.eps]	Notice that I kept the #youtube hashtag. That’s because people search Twitter for YouTube videos, and the hashtag makes it easier to find them. (Review Lesson 3 to find out why.) 

				When you click the blue Facebook Share button, another pop-up window opens. Choose where you want to post it: your personal Wall, a friend’s Wall, on a group Wall, on any of your Facebook business Pages, or as a private message on Facebook (see Figure 6-23).

				You can edit the text in the title and description of the video by clicking the text and replacing it with what you want. You also have the ability to choose which thumbnail is shown by clicking through the options or selecting the No Thumbnail check box. 

				If you’ve chosen to post on your own Wall, you also have the ability to modify who can see this video by clicking the drop-down menu next to the lock icon. You can customize who can see it right down to excluding only certain people (like your Mom). If you’ve chosen to post to one of your Pages, you also have the ability to modify who can see it, by location or language, by clicking the lock icon. 

				[image: 9781118034705-fg0623.tif]

				Figure 6-23

				Options for sharing

				When you click the Share button below a video, a new section opens, and you see a link to the video. This is a short link, it’s generated by YouTube, and it brings people to the exact page you’re on. (It does not bring them to your channel.) You need to remember that because your visitors might think all the videos on the right side of a video page are yours, and that isn’t always the case.

			
				Extra Info

				If you want viewers to go to your channel, you need to send them your channel URL, not the single video link. Go to your channel page and copy the URL at the top of the browser, or send your unique username URL you created when you opened your account.

			

				Next to the short link that YouTube has generated, click the Show Options link. These three check boxes are now available for you  to use:

				[image: check.png] HD Link: If the video was uploaded in an HD format, that HD URL check box appears automatically. If you want to share the video as HD, click the box. 

				[image: check.png] Start At: This is a really handy little box because it lets you create a link that starts the video right where you want it to start! Say you want to share the video but want people to start viewing it two minutes in —  now you can! You can see the timestamp running in this box as you view the video. Pause the video when you get to the place you want your link to start, and then copy the link. It contains the timestamp on it (see Figure 6-24 for how that looks). Now when people start the video, the video starts where you selected. They can go back and view it from the beginning if they choose.

				[image: check.png] Long Link: You might want the whole long link to post a video. I’ve never found a reason to do this, but it’s there in case you want it. Select and deselect the check box to see the difference in the link.

				[image: 9781118034705-fg0624.eps]

				Figure 6-24

			
				Extra Info

				Click the Show More link to see a row or two of social sites that you can share this video to: Buzz, MySpace, orkut, hi5, Blogger, Live Spaces, Bebo, and Stumble Upon. Also in this row is an Email This Video button; click it, and a section appears where you can write and send a message to any e-mail address.

			

				Curating a Great Playlist for Marketing

				With playlists, you’re curating an experience, only with videos rather than with music that you might be familiar with organizing into playlists. Curating something wonderful takes skill and thought. Don’t just throw a bunch of videos together; make something wonderful with a full description.

				For example, if you want to show off your design skills, create a playlist that contains videos of clients who have used you for logo design. There are a multitude of ideas of how to use a playlist for marketing. Here are a few:

				[image: check.png] Playlist of experts: You could find all the PowerPoint expert channels, for example, and add one of their best tutorials on a playlist. Then you could send this playlist to the people on your PowerPoint newsletter list, to show how helpful you are. (This is an attraction-based marketing idea; see Lesson 1.) Then contact each of the experts you included and tell them why you put them on the list. This will start a conversation and hopefully lead to joint ventures and co-sharing.

				[image: check.png] Collection of tutorials: Maybe you create a step-by-step tutorial every now and again. You can put all of those on one playlist. For example, if you have a WordPress design business, you can create short video tutorials with a call to action at the end, linking to either your e-book or consulting services. Put all those videos on one list and embed the play-list on your website. Make sure you include the e-commerce link in the description area for the playlist.

				[image: check.png] Organizing and targeting videos: Maybe you create videos on a variety of topics and you just need to organize them. 

			
				Go Online

				The eMarketingVids channel (www.youtube.com/user/emarketingvids) is a perfect example of organizing videos in a playlist. Click the Grid view on its Channel page and see the playlists. There are videos for Facebook (Facebook Friday), Twitter (TwitTipping Tuesdays), WordPress (WordPress Attack), Technology and Apps (Apps and Tools Thursdays), News (eMarketingVids News) and inspiration (Make it Happen Mondays). They’ve created playlists for each of those big topics. Now they can send the playlist link for the TwitTipping Tuesdays just to their followers on Twitter. Makes sense, right? 

			

				After you have a really great playlist, you can send it anywhere using the YouTube-generated URL or embed it directly on your blog or website!

				When someone clicks that playlist link, he goes to a page that has all the videos you’ve put on the list and all your account information, as shown in Figure 6-25.

				To create a playlist, follow these steps:

					1.	Select Videos from your username drop-down list.

					2.	Click the Playlists + New button.

						You can find this link on the left side.

					3.	Fill in the Playlist Title, Playlist Description, and Playlist Tags.

						It’s really important to fill in these areas, but you can also do this later because each playlist has a page for editing. I explain how to edit a play-list shortly.

					4.	Click the Create Playlist button.

						Now when someone clicks your playlist on your channel, he sees all the videos in your playlist.

				[image: 9781118034705-fg0625.tif]

				Figure 6-25

				What do you do with a playlist to use it for social media marketing? Any of the following:

				[image: check.png] Send the playlist URL to your other social networks.

				[image: check.png] Put the playlist URL in your regular newsletters.

				[image: check.png] Add the playlist URL to a resource page on your website or Facebook Page.

				[image: check.png] Send the playlist URL privately to someone you want to work with.

				You might need to go back and edit your playlist at some time, maybe to add another video or change a tag to better optimize your playlist.

					1.	Choose Videos from your username drop-down list.

					2.	From the list of playlists, click the Edit button for the playlist you want to change.

					3.	Adjust the privacy, or edit the title and description of the playlist, as shown in Figure 6-26.

				[image: 9781118034705-fg0626.tif]

				Figure 6-26

					4.	Click the Save button.

				You can also add videos from a channel or a video page.

				[image: check.png] From a channel: Find the video you want to add, hover over its thumbnail, click the drop-down arrow, and then select the playlist you want to add it to.

				[image: check.png] From a video page: Click the Add To button and select the playlist you want to add this video to. 

				[image: check.png] Also from a video page: You can choose a video based on a tag or title, hover your mouse over its thumbnail, and select the playlist you want to add the video to. 

				[image: summingup.eps]	Summing Up

				You can drive down the two main highways YouTube offers and open new doors for customers to find you, but you need to think creatively about your product or service and find a way to present visually what will naturally attract people to it — enough that they like and share it! If engagement is the holy grail on Facebook, then sharing is the holy grail on YouTube. Make sure you really delve into this medium if it’s congruent with your business — and remember, you don’t need to create your own videos to use this social platform! You can make playlists and comment on and share other videos to increase your social authority. A great curator is valuable, too.

				There are many strategies for social media marketing within YouTube, and you learned a few of the big ones in this lesson, such as how to 

				[image: check.png] Send a bulletin.

				[image: check.png] Subscribe to channels.

				[image: check.png] Find and use the HTML code to extend the reach of your videos.

				[image: check.png] Ramp up the search engine optimization just by completing all the fields on the Info and Settings tab.

				[image: check.png] Put annotations on each video, creating a call to action.

				[image: check.png] Fix the transcriptions and closed-captioning and make it available for the hearing impaired.

				[image: check.png] Become friends with other YouTube users.

				[image: check.png] Share your video on Twitter, Facebook, and other social platforms.

				[image: check.png] Curate a great playlist for marketing your services.

				Know This Tech Talk

				captions: Onscreen text designed for the hearing impaired; also called subtitles

				channel page: A page that the general public can view (unless you’ve hidden it) and contains your user profile information, your videos, a list of your favorite videos (if you choose to show it), and your playlists (again, if you choose to show it)

				embed code: Process of importing into a post or web page all of the data in a video, as opposed to linking to the video, so that it plays on the site directly

				flagging: Reporting to YouTube that a video or comment is inappropriate or violates YouTube’s rules

				SEO: Search engine optimization — the use of various techniques to improve a website’s ranking in the search engines and thereby potentially attract more visitors

				tags: Keywords or terms that help describe an item and allow it to be found again by browsing or through searching by using that tag

				transcriptions: The text of the words spoken during a video with a timestamp saved as text as extra information connected with the video

				video page: A page that’s off your channel, contains only that one video, all the ways to share and comment on it, and a thumbnail list of related videos from you and other people

				VSEO: Video search engine optimization — the use of descriptive tags and descriptions used in the YouTube upload system to enhance the ranking of a video in searches

			

		

	
		
			
				Lesson 7

				Social Media Marketing with Geolocation and Location Platforms
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				[image: check.png] Understand why geolocation is the next big thing for marketing.

				[image: check.png] Take advantage of no upfront costs to get started on geolocation platforms.

				[image: check.png] Know how to use these tools with your other marketing efforts.

				[image: check.png] Claim your venue, attract new customers, and reward your most loyal customers.

				[image: check.png] Find out about other services that might complement your marketing program.

					1.	Isn’t Foursquare a game you play with a ball?

						Yes, but now it’s a whole lot more, too!

						Find out here

					2.	All this seems great for a one-off event, but what about keeping  customers coming back?

						Some platforms are designed for continuing engagement.

						Find out here

					3.	I’m thinking about creating an offer through Groupon, but I’m not sure where to start.

						I tell you exactly what you need to do.

						Find out here

				Geolocation and location-based services aren’t social media platforms, per se, like Twitter or Facebook, but they do interact with those social sites in a way that feeds your posts and fuels your conversations on those sites. You might notice that the distinction between geolocation and location-based services is disappearing, as some services now use both.

				Geolocation services use a person’s GPS in his mobile phone or tablet to find out where he is now and offer a deal that he can use at his current location. The deal can be a discount or a coupon or even a free item. Basically, with geolocation services, you’re capturing a potential customer’s attention right at the time he’s using your service. 

				Location-based services, on the other hand, target people based on a city, not when someone is at a precise location. You offer a deal just as you might with a geolocation service, but your potential customer can redeem the deal at any period of time you designate, be it a day or a week later. As you can imagine, this creates great opportunities for marketers!

				Understanding Geolocation- and Location-based Marketing Strategies

				The platforms presented in this lesson are not completely a world unto themselves, like other social media sites; instead, they feed into and out of social media sites, especially Twitter and Facebook. Opening an account with any of the services mentioned in this lesson is fairly straight-forward. Just go to the respective websites and follow the instructions you find there.

			
				Lingo

				A venue is a restaurant, shop, or bar (or another type of gathering place or business) listed in the app. A check-in is simply a customer’s announcement through a geolocation app or website that she has arrived at a place of business or other venue.

			

				In general, someone who wants to use one of these services downloads an app to her smartphone (although some services allow participants to use the web instead of an app). The participant then uses the app to find fun things to do in her area, and checks in when she gets to a venue.

				In this lesson, I focus on the marketing aspect — that is, after you create a special or deal, I explain how you can magnify the promotion, keeping your marketing strategy in mind.

				As you go through this lesson, keep these guidelines in mind:

				[image: check.png] Create prespecial buzz. Start the marketing process before the actual special starts by creating a social press release (Lesson 2), blog posts, teaser tweets, signs in your store, interviews on the radio (and Internet radio), and anything and everything else you can think of to promote it.

				[image: check.png] Repurpose everything. Repurpose testimonials, recommendations, and reviews in other formats and in other ways. For example, take your recent written testimonials, make a visual collage of them, and create a video while you read them out loud. Post this new video to YouTube, and then put that video on your blog.

				[image: check.png] Repost images. Your customers might post images of your business products or services. Repost them to your social accounts (Facebook, Twitter, and YouTube).

				[image: check.png] Design the post-special marketing. Build your business by designing ways to bring back those customers who enjoyed the special.

				Most geolocation and location-based services use some aspects of gamification (engaging potential customers with fun activities) in their structure. Foursquare uses digital badges, mayors, and a leaderboard. Gowalla uses a digital passport that’s stamped and pinned. You can incorporate any of these game techniques into your marketing strategy: 

				[image: check.png] Badges: Images that look like real-life badges. Participants earn badges by completing specific tasks. 

						The most famous is the Foursquare mayor badge. A mayor in Foursquare is the person with the most check-ins to a specific venue. Offering extra perks to the mayor of your business is a good way to extend the marketing potential of Foursquare. For example, Arby’s sets aside a table reserved for its Foursquare mayor. Gowalla lets you create your own badges (for trips you design). When a participant completes a trip, the badge shows up on that person’s passport. 

				[image: check.png] Leaderboards: If your customers are especially competitive, consider using and promoting services that use a leaderboard system. As people check in, they rise in rank on the board, trying to get to the top. Foursquare is currently using a leaderboard system, and it compels people to check in to more businesses to get a higher ranking.

				[image: check.png] Achievement levels: Again, some people are motivated by completing tasks. Using a service that has this game-type component will inspire people to use it and come to your place of business more often.

			
				Coursework

				There’s a great case study for using Gowalla in conjunction with Twitter for a Nets game here: http://www.slideshare.net/vaynermedia/early-proof-that-geolocation-marketing-will-succeed

				Notice the coordination between Gowalla, Twitter, traditional media, and images. Geolocation services by themselves serve a good purpose, but learning to stir all the social media marketing services together, like in the Nets case study, is even better! As you complete this lesson, think about how to merge and coordinate your other social media accounts with geolocation and location-based services to create a more coordinated marketing effort.

			

				Foursquare

				Foursquare revolves around a badge system. A customer checks in to your place and earns a badge. You can get help from the Foursquare team anytime by tweeting them. The person who checks in to your place the most is called the mayor. Because this person is loyal to your business, it’s a good idea to reward him for checking in. 

				In this section, you learn what to do after joining Foursquare, how to claim your venue (business), and how to promote your business with specials.

			
				Extra Info

				The Foursquare interface now includes an Explore tab. When someone is visiting a new town or area of town, she can tap this tab to see what’s nearby, in five different categories: Food, Coffee, Nightlife, Shops, and A&E. Having a current special puts an orange seal on your listing, making it stand out. This is a good reason to always have something current because you never know when someone from out of town will tap the Explore tab.

			

				Joining Foursquare

				When you sign up for Foursquare, do the following things to get a feel for how people use this service:

				[image: check.png] Check in. Use a Foursquare app on your smartphone or tablet for the easiest way of checking in.

				[image: check.png] Check out how other businesses use Foursquare. Try Foursquare for a while to see what deals other businesses are offering, and which ones are successful.

				[image: check.png] Announce your Foursquare activity. Connect your Foursquare account to your Twitter and Facebook accounts if you’d like the option to display your check-ins on those platforms.

				

				[image: tip.eps]	Use Foursquare as a consumer for awhile to get used to the interface and see what you feel is a good special to offer. Check in to local businesses, for example, and notice how it looks on your social accounts when you share your check in. All of these things will be important as you go forward and make decisions from the marketing, rather than the consumer, side.

			
				Go Online

				On Foursquare’s YouTube Channel, customers can post video of themselves at your venue. Upload it to the Foursquare YouTube channel and have Foursquare promote the check-in. Check it out here: www.youtube.com/user/foursquarehq.

			

			
				Extra Info

				Users create and promote events all the time on Foursquare, but now a new event feature that’s being developed with ESPN, movies.com, and Songkick is looking to organize Foursquare events. This feature is being tested now; when all the kinks are worked out, the feature should be available to everyone. Stay tuned!

			

				Adding and claiming your venue

				A Foursquare venue can be almost anything: a local address, a park, a private residence, or a business storefront. It can even be an event. I’ve added Foursquare venues for individual booths at trade shows, parties in public parks, and other types of events. It’s possible that someone might have already checked in to your place of business, which automatically adds your venue, and she might have even added tips and comments. So the first thing you need to do is to check whether your venue has already been added; if it hasn’t, you’ll need to add it yourself.

				To find out whether a venue has been opened for your business and add one if it hasn’t, do one of the following:

				[image: check.png] To check/add your venue from your mobile phone: Open the Foursquare app when you’re physically close to your business. 

					•	If you see your business listed, someone has already checked in and listed your venue. You can go ahead and claim your venue as described later in this section.

					•	If your business isn’t listed, add the venue by checking in yourself. Open your Foursquare app, tap Check In, and — depending on your phone — look for the Add Place link or button. Fill in the name, category and address, click the Add New Place button. Now you can go ahead to the checking in and claiming your venue section on the next page.

				[image: check.png] To check/add your venue from your computer: Go to www.four square.com and type your business name in the search bar. If you don’t see your business in the list, do this: 

					1.	Click the Add It Here link shown in Figure 7-1.

				[image: 9781118034705-fg0701.eps]

				Figure 7-1

					2.	Fill in your business name, address, location, and category.

					3.	Click the Save button.

				Once your business is on the list of venues, you need to check in and then claim it as yours. To check in on your phone, just select it from the list of Places and tap the Check In button. To claim your business, log in on your computer and follow these steps: 

					1.	On your venue page, click the Do You Manage This Venue? Claim Here link.

					2.	Click the Continue Claiming This Venue link.

						The Are You Authorized screen appears.

					3.	Click Yes, as shown in Figure 7-2.

				[image: 9781118034705-fg0702.eps]

				Figure 7-2

					4.	Choose your business type, as shown in Figure 7-3.

						If you’re marketing for a single business, click One of a Kind with One Location. If you have a chain, click the appropriate chain option. 

				[image: 9781118034705-fg0703.eps]

				Figure 7-3

					5.	Answer the question.

					•	Click Yes if you’re near your phone, and then go to the next step.

					•	Click No if you want to finish the claim through the mail.

					6.	Enter your phone number and click Verify.

				

				[image: tip.eps]	Foursquare is very helpful, and you can reach the support staff anytime by tweeting them at http://twitter.com/foursquare.  

				Connecting with your customers

				You can offer several kinds of specials through Foursquare. See Figure 7-4 for examples. When you’re offering a special, first be sure that it’s listed properly in the Foursquare app. You’ll also want to be sure to train all your staff on what to do when a customer unlocks a deal. 

			
				Go Online

				An excellent way to understand the whole process is to read the information here: http://foursquare.com/business/venues.

			

				These types of specials are designed to attract new customers:

				[image: check.png] Friends: Reward groups of friends who come in together. For example, send this type of invitation to potential customers: “Come in with four friends and unlock a free dessert for the table!”

				[image: check.png] Swarm: Reward everyone in a large group who arrives at your business, perhaps when a local convention center event breaks for lunch. For example, send this type of invitation: “If 20 Foursquare users are here at once, free pitcher of beer for the table!”

				[image: check.png] Flash: Create urgency by limiting the special to a set number of people. For example, announce something like this: “First 10 people here for lunch get a free dessert.”

				[image: check.png] Newbie: Foursquare is smart enough to figure out the first time someone checks in to a place, so you can use that to attract new customers. For example, attract new customers with this type of offer: “First time here? Take 35% off anything in the store!”

				[image: check.png] Check-in: Offer something with every check in. For example, tell Foursquare users something like this: “Get another piece of chocolate — on the house — right now!”

				[image: 9781118034705-fg0704.eps]

				Figure 7-4

				These types of specials are designed to keep current customers happy — and loyal:

				[image: check.png] Mayor: The Foursquare mayor is the person who has been in your business the most often. Why not reward such loyalty? For example, send this type of offer to your mayor: “The Soup of the Day will always be in your name (and free for you), as long as you are the mayor of this café!”

				[image: check.png] Loyalty: This is a top-level special. Try to think of a reward that would be a unique experience for a most loyal fan. For example, send this type of offer to a loyal customer: “Three times per week you’ve come here, so you’re welcome to join us in the kitchen to watch the chef create your meal!”

			
				Extra Info

				When a special is unlocked, which happens when a customer does whatever is required to get the special (such as check in), the special notification screen changes color.

			

				

				[image: tip.eps]	Foursquare is a great way to reach out to customers, but if your customers haven’t heard of Foursquare, you need to let them know about it! Here are a few ideas for you to try: 

				[image: check.png] Have Foursquare send you stickers to put in your business windows announcing that customers can check in. 

				[image: check.png] Announce your involvement in your regular newsletters and post the announcement on your blog.

				[image: check.png] Create a promo that rewards customers and highlights Foursquare at the same time. 

				[image: check.png] Put a notice on your food menu, on your sales receipts, and in the sales scripts of your customer service people.

				[image: check.png] Make an announcement on the local radio station or add it to your regular TV ads.

				Also, always promote your latest Foursquare special on Twitter and Facebook.

				[image: check.png] A few days before the special goes live, tweet a general heads-up.

				[image: check.png] On the first day of the special, send an announcement on both accounts.

				[image: check.png] Ask for comments on your Facebook Page.

				[image: check.png] Tweet an @mention to your key players about the special so they’ll spread the word for you.

				Reviewing venue stats

				One of the best parts of claiming your venue is that doing so gives you access to a full set of real-time data about your customers. Look for these pieces of information in Figure 7-5:

				[image: check.png] View Data From: You can filter data on total daily check-ins over time by day, last month, last 60 days, last 90 days, and all time.

				[image: check.png] Total Checkins: Simply shows the number of people who have checked in to your venue.

				[image: check.png] Sent To: Shows the percentage of your venue’s Foursquare check-ins that are broadcast to Twitter and Facebook.

				[image: check.png] Men | Women: This metric shows the gender ratio of your customers.

				[image: check.png] Time Breakdown: This graphic shows when people check in: morning, afternoon, evening, or late at night.

				[image: check.png] Top Visitors: Shows the people who have checked in the most.

				[image: check.png] Most Recent Checkins: Find your most recent visitors and screen names and you can call people by name. The list of your most frequent visitors also shows a total of how many times each one has checked in.

				[image: 9781118034705-fg0705.eps]

				Figure 7-5

				Gowalla

				Gowalla (at http://gowalla.com) is a location-based service that revolves around the idea of spots, which are individual venues, and trips. A trip consists of a list of things a potential customer can do in a particular area, which can include coming to your business. Gowalla ranks its members on a leaderboard (see Figure 7-6) and uses a passport system to list check-ins. You can tell exactly who has checked in to your place the most. 

				[image: 9781118034705-fg0706.eps]

				Figure 7-6

				Joining Gowalla

				When you sign up for Gowalla, do the following things to get up and running:

				[image: check.png] Check in. Use a Gowalla app for your smartphone or tablet for the most easy way of checking in.

				[image: check.png] Check out how other businesses use Gowalla. Try Gowalla for a while to see what deals other businesses are offering, which trips are most popular, and what makes them successful.

				[image: check.png] Announce your check-ins. Connect your account to your Twitter and Facebook accounts if you’d like the option to display your check-ins on those platforms.

				Adding and claiming your spot

				To get started with Gowalla, you’ll want to create (and then claim) your own spot (or venue); just follow these steps:

					1.	Open the Gowalla app and tap the plus-sign (+) button in the top-right corner. See Figure 7-7.

				[image: 9781118034705-fg0707.eps]

				Figure 7-7

					2.	In the Create a New Spot window shown in Figure 7-8, fill in your spot name and description and drag the pin to set the location.

					3.	Tap Create Spot.

						After you do this, you’ll get an e-mail confirming the creation of the spot. 

					4.	Check in.

				[image: 9781118034705-fg0708.tif]

				Figure 7-8

				Now your business is listed and you can go and claim it. To claim your spot, go to your spot’s page on your computer and follow these steps: 

					1.	Click the Do You Run This Place? Claim It Now. link. 

						If you don’t see the button, click the gear icon and select Edit.

					2.	Fill in your business information.

						You’ll need to provide a business phone number that you can answer.

					3.	Click the Save button when you’re done.

						Gowalla calls and gives you a PIN that you use to finish the claiming  process. 

				After your phone number is verified, it can take up to a week to have your claim approved. Once approved, add a welcome message to people who check into your business through Gowalla.

				

				[image: tip.eps]	I recommend that you claim every place your business can show up on any geolocation service, whether you use it actively. People will check in and make comments about your business, so you want to be there to monitor that conversation. 

				Creating a trip

				Creating a trip and adding your business to it is one way to attract people to your business. Give some thought to which places you want in your trip and check that each location is already set up on Gowalla as a spot.

				To create a trip, follow these steps:

					1.	Click the Trips tab at the top of any Gowalla page, as shown in  Figure 7-9.

					2.	Click the Create a Trip button.

					3.	On the Edit Trip screen shown in Figure 7-10, give your trip a name, choose a category, and add a description.

					4.	Click the Add a Spot button.

				[image: 9781118034705-fg0709.eps]

				Figure 7-9

				[image: 9781118034705-fg0710.eps]

				Figure 7-10

					5.	In the Place field, fill in the name of a place you want  to include in your trip and then click Add Spot. See Figure 7-11.

					6.	Add at least two more spots, as shown in Figure 7-12.

						Three spots is the minimum number required for a trip.

					7.	Decide whether people need to check-in to each place to complete the trip.

					8.	Decide whether you want to be notified when someone completes your trip.

				[image: 9781118034705-fg0711.eps]

				Figure 7-11

				[image: 9781118034705-fg0712.eps]

				Figure 7-12

					9.	Select Publish Now from the drop-down menu and click the Save Trip button.

						If you’re not ready to publish your trip, select Save as Draft and click the Save Trip button instead.

				When you’ve created your trip, you’ll want to share it with your networks. Click the Share This Trip button, shown in Figure 7-13, and select to share it on Facebook, Twitter, or through e-mail.

				[image: 9781118034705-fg0713.tif]

				Figure 7-13

			
				Coursework

				Think of the ways you could use the Trips feature to promote your business. Create a trip that includes your business; when someone completes the trip and gets the badge, you can repurpose that by highlighting that person in your newsletters.

			

				Checking Out the Other Guys

				Foursquare and Gowalla may be the two biggest geolocation-based services right now. But you can check out other interesting services, including Groupon and LivingSocial. Keep your ears open for new ones and new services they offer, as one or more of these might be right for your business. I discuss Groupon and LivingSocial further in this section, but this list highlights others you can try:

				[image: check.png] Facebook Deals: Facebook offers daily deals through this service. Check out Lesson 4 for more information on this service.

				[image: check.png] SCVNGR: This game-based service gives challenges that people can complete while at the location to gain points that will unlock more deals. Look into its LevelUp concept, where unlocking one deal gives someone access to the deal on the next level up, and so on, bringing people back to the venue.

				[image: check.png] Yelp: Make sure your business information is up to date on this  review site. 

				[image: check.png] Urbanspoon: This review site is similar to Yelp, but it focuses on restaurants. It doesn’t really have a strong integration with social media sites, so if you want to include information from this site on your key social media sites, you have to copy the link, go to a social site (such as Twitter), and paste it in an update.

				[image: check.png] Foodspotting: This is a site celebrating food, not restaurants, and encourages users to upload photos. Foodspotting is very social friendly. You can very easily share reviews from Foodspotting to other social sites. Make sure you have your Foodspotting account up to date if this applies to your business.

				[image: check.png] Loopt: This service notifies you when one of your friends is nearby so you can meet and enjoy the location together. 

				[image: check.png] Brightkite: This platform offers geolocation advertising options.

				[image: check.png] Google Places: Keep your Google Places page completely filled in and up to date and have at least one offer.

				Grokking Groupon

				Now we’re moving into the location-based platforms, and Groupon is definitely head of the class. Groupon (at www.groupon.com) has really started a wave of new interest in coupons and discounts with its easily implemented and cool design. The process is great, too: You offer a coupon, as shown in Figure 7-14, and when enough people buy the discounted coupon, it’s unlocked and available for everyone to buy.

				

				[image: remember.eps]	If the minimum number of people needed to buy into your coupon isn’t reached, no one can take advantage of it. So you’ll want to make your offer attractive enough for a large number of people to buy in. 

				Before you get started with Groupon, here are some things to think about:

				[image: check.png] Try Groupon even if your target market isn’t using it.

				[image: check.png] Groupon isn’t free, so you need to make sure it monetarily makes sense for your business.

				[image: check.png] You’ll need to take the time to properly train staff and account for extra work. 

				[image: check.png] The key is to convert the bargain hunters into loyal customers.

				[image: 9781118034705-fg0714.eps]

				Figure 7-14

				Opening an account with Groupon is a hands-on type of process; you’ll be in contact with a real person to set everything up. You start the process by going to the Get Featured section of the website and filling in the required fields. Submit your information and you’ll be contacted by someone from Groupon so that you can take the rest of the steps together.

			
				Go Online

				Reviewing Groupon’s information and policies can help you decide whether you want to open an account and get featured; go to www.grouponworks.com.

			

				Here are some ideas for marketing your Groupon on other social media  platforms:

				[image: check.png] Facebook: Ask your fans what type of Groupon they would buy. Document the progress toward the launch day with a few posts on the insider experience. Post pictures of new customers from the Groupon launch.

				[image: check.png] Twitter: Do a series of tweets on Groupon in general to educate your followers. Make sure that your Facebook posts commenting on the progress toward the launch day also post to Twitter automatically. Post pictures of new customers from the Groupon launch. Use the hashtag #groupon and #yourcity in all your tweets about your event.

				[image: check.png] Foursquare: Remind your customers as they purchase or come into your store to check in to Foursquare with their comments and tips. Combine a Foursquare deal with a Groupon. Make sure you check in to your own space during the Groupon and share through your social networks so customers see the deal that mentions the Groupon.

				Escaping with LivingSocial

				LivingSocial is another coupon service similar to Groupon. The difference is that LivingSocial rewards its members with bigger discounts or even free products when they share the coupon with their social network. LivingSocial has two features: 

				[image: check.png] Escapes: If your business is connected to the travel industry, look into Escapes. Notice that when one person buys a deal, shares it with friends, and three buy the deal, the original buyer gets the deal for free. To find out more about Escapes, check out https://livingsocial.com/escapes.

				[image: check.png] Get Featured: If your business isn’t connected to the travel industry, look into Get Featured. Notice again the social aspect that LivingSocial includes in its deals, as shown in Figure 7-15. To find out more about  Get Featured, go to the Partner page at http://partners.living social.com/getfeatured.

			
				Go Online

				To find out more about LivingSocial in general, check out https://livingsocial.com/deals/how_it_works.

			

				To open a personal account, you go to https://livingsocial.com/signup, fill in the fields, and click Sign Up. You’ll get a confirmation e-mail; click the link in the e-mail and then subscribe to your local area. To set up a deal, you fill out an online form and then the LivingSocial staff contacts you to set up your deal and possibly an Escape, depending on your business. LivingSocial takes a commission on each deal, so do the math to make sure you can afford it. Also make sure your staff is properly trained to handle the deal.

				

				[image: remember.eps]	LivingSocial charges no fee to get set up. Instead, a commission is taken after a sale is made. LivingSocial organizes the deal so that you receive a check for your part of the sales before the event takes place. This ensures you aren’t caught with a negative cash flow issue. Having the check upfront helps businesses stock up on certain items or supplies before the event.

				[image: 9781118034705-fg0715.eps]

				Figure 7-15

				[image: summingup.eps]	Summing Up

				The reason this lesson is in a book on social media marketing is that that these services rely heavily on the social media environment for sharing and promotion. Even though several of the services use e-mail to send out the daily deal or special, most people find out about these services because of social posts that are either generated by the platform or by people sharing their experiences with the platform on Twitter and Facebook. In this lesson, you learned how to

				[image: check.png] Understand the difference between a location-based and geolocation-based service (and why the distinction is disappearing).

				[image: check.png] Incorporate Foursquare and Gowalla in your marketing efforts.

				[image: check.png] Integrate location-based systems like Groupon and LivingSocial with your social media accounts.

				Know This Tech Talk

				gamification: The process by which services take advantage of the basic human nature to engage in play and do normally boring or uncomfortable tasks like taking surveys, going to websites, and buying products and services.

				GPS: Global Positioning System is based on U.S. government satellites that allow a user with a receiver — such as a mobile phone or tablet —  to determine precise coordinates for the device’s location on the earth’s surface.

				leaderboard: A way to rank people based on certain activities, such as checking in, sharing, or anything that can be counted and compared; it activates competition in some people and so is used in social marketing to create more of whatever is being counted.

				unlocking: The process of activating a special or deal. You might need to check in to a business several times to unlock the special, or you might need to do several extra tasks like take a picture and upload it to Twitter to unlock the next level of deals.

			

		

	
		
			
				Lesson 8

				Analysis and Calculation: Figuring Your Social ROI
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				[image: check.png] Access the built-in analytics tools to see how well you’re connecting to new customers and engaging with visitors.

				[image: check.png] Use these tools to take a lot of the mystery out of social media marketing.

				[image: check.png] Know what your audience wants and is interested in, in order to easily create new potential revenue.

				[image: check.png] Evaluate your social return on investment to help you increase reach and influence that helps your bottom line.

					1.	Do I need a custom analyzer?

						Maybe, maybe not.

						Find out here

					2.	I feel like I’m making big strides in getting my marketing message  out, but how can I really tell without an increase in revenue?

						Social ROI takes time.

						Find out here

					3.	Twitter doesn’t have a built-in analyzer. How do I gauge my  success there?

						By using HootSuite.

						Find out here

					4.	Can I track my customers’ Facebook activity?

						Yes!

						Find out here

					5.	Can I really find out who’s been looking at my LinkedIn profile?

						Yes.

						Find out here

					6.	I want to see statistics for my individual YouTube videos, not  just for my whole channel. Can I do that?

						Indeed!

						Find out here

					7.	What is Klout, and do I need it?

						You might already have it!

						Find out here

				A basic human need is the need to be recognized and validated. In the social media marketing world, that means you’re probably asking yourself these types of questions:

				Is anyone seeing my posts?

				Are new customers finding me?

				It used to be that Google Analytics was one of the few ways to find answers to those questions. The good news is that most social platforms now have built-in ways of tracking interaction.

				In this lesson, I discuss return on investment (ROI) and social ROI. That’s a bit difficult to lay out here, as every business is different, but I give you some guidelines to help you determine whether your social media marketing efforts are paying off.

				Then, I turn to exploring the built-in analytic systems of HootSuite, Facebook, LinkedIn, and YouTube, as well as other programs such as Klout and Grader.com. With analytic programs, you can gather countable data, such as views, clicks, comments, and sharing, and the programs present them to you in an organized way so you can draw conclusions from that data.

				Understanding How to Calculate  and Analyze Your ROI

				Your business return on investment (ROI) is basically a math equation. It’s the amount of money, gained or lost, from an investment of money. When you’re calculating your business return on investment, it’s pretty clear when your business is making money and when it’s not. But how the heck do you calculate your social ROI? And what is that, anyway? I answer both questions in this section, but first I need to explain how analyzers play a part in calculating your social ROI.

			
				Extra Info

				If you invest $1,000 in time and expenses and realize sales the next day of $10,000, your ROI is 900%. If you invest $10,000 in time and expenses into many months of social media marketing and realize no increased income, your ROI is –100%, according to traditional business accounting.

			

				Choosing between built-in and  custom analyzers

				Each key social media platform, except for Twitter (at the time of this writing), has built-in analytic programs. To look at your Twitter stats, you can use HootSuite analytics. You can choose a custom analyzer if you’d like a more comprehensive, robust analytic platform. You can also try the free version of HootSuite’s analytic program, which has some great summaries, or the paid version, which has some great reporting tools.

			
				 Lingo

				Analyzers are systems that gather countable data — that is, views and actions (clicks, comments, sharing) — and present them to you in an organized way so you can draw conclusions. 

			

				Built-in capabilities have many benefits, but the drawback is that you don’t get to see the really big picture. For example, if you want to compare and analyze the data between Twitter and YouTube, you must integrate the information on your own, using a third-party system or a professional analyst. If you need a corporate-level managing and analytic dashboard, try one of these:

				[image: check.png] Socialware: Explore this one (at www.socialware.com) especially if you’re in financial services. The company has recently partnered with LinkedIn to create a compliance-friendly interface with social media  marketing.

				[image: check.png] Sprout Social: Explore this service (at http://sproutsocial.com), especially if you’re rocking the Gowalla and Foursquare world (refer to Lesson 7) because you have several physical locations all doing social marketing. 

				I spend the bulk of this lesson exploring the big four’s built-in analyzers, but before I get to that, I want to explain social ROI and how you can calculate it.

				Building your social ROI

				In Lesson 1, I discuss the importance of developing your social authority, which takes time and money; time is money, and some of the tools you use might carry a cost. So there’s an investment of capital in building social authority. The question is this:

				Are you realizing a return on that investment with new customers and/or product revenue?

				You might answer that with a resounding Yes. If so, great. If you can’t confidently answer yes, remember that getting to yes can take time. So how do you really put a dollar amount on social authority? My answer is this: Social media marketing is about building relationships with a wider audience, building brand awareness, and developing social authority in an ever-changing online world. Surely your efforts will pay off, but it will take some time.

				To help you track the fruits of your labors, I’ve created the Social ROI Quiz. This quiz will help you determine whether you’re gaining anything from your social media marketing efforts. Review the information now and take this quiz in six months (using the analytics programs explored in this lesson) and again in two years. For each question, mark the Yes, No, or Sort Of column. Answering Yes to most of these questions shows you’re on the right path and that your social ROI is growing; in time, you’ll see results in your business ROI. (To download a copy of this quiz in PDF format, go to www.dummies.com/go/socialmediamarketingelearningkit.)

				
				[image: mt8]

				[image: mt8a]


				Using the data you collect

				As you’re going through all the different platforms looking at stats, you’ll want to be able to make sense of it all. Refer to this list for quick info about how to make the most of your data:

				[image: check.png] Twitter: Track which tweets get the most clicks — maybe it’s a keyword that’s buzzing at the moment, or a type of link. If some tweets get a significant number of clicks than others, remember to do similar tweets. 

						Watch the general trend over time, so if the totals for the day start to dip, you know something is amiss with your tweets.

				[image: check.png] Facebook: Note what you’re posting that your followers are sharing and clicking the Like button for. When you post things that give you high feedback numbers, do similar posts. 

						Watch your New Likes numbers and find new places, such as guest blogs or interviews, to promote your Page to increase your rate when the numbers start dipping.

				[image: check.png] LinkedIn: Track how many people find you by searching. If you feel your numbers are low, optimize your bio and headline with your industry keywords. If you have a company page, track how many people are clicking your products tab.

				[image: check.png] YouTube: Check once a week if you’re uploading videos on a regular basis; otherwise, once a month might be fine. Track how many people comment on your videos, and ask for comments in your video and in the annotations on the video. Look at where people are finding your video and then find similar places to promote your videos for more viewers.

				The Big Four’s Built-In Analytics

				Built-in analyzers are useful tools and a great place to start when you want to know just how much of a difference you’re making on the social platforms. The convenience is great, too: You’re already on HootSuite, Facebook, LinkedIn, and YouTube, so you might as well take advantage of their built-in analyzers.

				HootSuite’s Stats for Twitter

				HootSuite has a robust analytics system; to see a great overview video of it, go to http://vimeo.com/20820336. A HootSuite blog post (at http://blog.hootsuite.com/social-analytics-reports) has a really nice overview of the Social Analytics reports.

				HootSuite offers two types of reports that you can create: a quick analytics report and a custom report. All HootSuite users, free and Pro, have access to the analytics, but the amount of information depends on your account.

				In the beginning of your social media marketing adventure, a quick report is all you might need. This type of quick report is especially great if you need to send a report to someone outside your office, as you can set up an automatic e-mail with a PDF of the report.

				There are four different quick reports:

				[image: check.png] Ow.ly Summary Stats: This Summary page contains stats for the tweets that contain links. You can view stats for the number of clicks by day, clicks by region, top referrers, and most popular links.

				[image: check.png] Ow.ly Individual URL Stats: When you shorten links in the HootSuite interface, you create a trackable link (see Lesson 2). This report shows you the number of clicks for each of those posts. You also get these stats in the Summary report.

				[image: check.png] Facebook Insights: This report looks very similar to the report that you get directly from Facebook Insights, except you can easily print it or send it as a PDF. The main sections for Users and Page Activity are included in this report, but you can’t change the date range like you can from within Facebook Insights.

				[image: check.png] Google Analytics: If you have a Google Analytics account and have placed code on your website, you can access those stats from within HootSuite.

				To create a quick report, follow these steps:

					[image: 9781118034705-ma005.tif]	1.	Go to your HootSuite account and click the Analytics icon in the  far-left column.

						This opens up the Analytics dashboard, as shown in Figure 8-1.

				[image: 9781118034705-fg0801.eps] 

				Figure 8-1

					2.	Select a report from the Quick Analytics list on left.

						If the Quick Analytics reports aren’t showing, click the Quick  Analytics link.

					3.	To see a different set of dates, choose a range from the Date Range menu and then click the Apply button to see the changes.

				Your report shows you the following details:

				[image: check.png] Summary Stats: The daily number of clicks on your tweets. To see daily totals, move your cursor over the graph.

				[image: check.png] Clicks by Region: This is an interactive pie chart, accompanying list of countries, and info on who is clicking the most.

				[image: check.png] Top referrers: This tells you where people are finding your tweets.

				[image: check.png] Most popular links: Scroll down the screen to see your most popular links, shown in Figure 8-2.

				[image: 9781118034705-fg0802.eps]

				Figure 8-2

				

				[image: tip.eps]	To set up a regular e-mail sent to you with this report, click the Customize This Report button in the upper-right corner (refer to Figure 8-1). Look for the Email and Scheduling section on the left column of the new screen, as shown in Figure 8-3. Select what you want and then click the Create Report button at the top right of the page. You can optionally spend some time designing the report with a header, business address, and other items. Use the Frequency drop-down list to select either daily, weekly (sent each Monday), twice a month (on the first and sixteenth), or monthly (on the first of the month). You will get an e-mail with the report as a PDF that you can then keep or send to people.

				[image: 9781118034705-fg0803.eps]

				Figure 8-3

				Facebook Insights

				Facebook Insights is a way to look beneath the open public viewing of your business Page to find trends within your user demographic interacting on your Page. 

				To access Insights, go to your Facebook business Page and click the View Insights link that appears in the right column. The first thing you see after clicking View Insights is an Overview page in which all the information falls under one of two sections (Users and Interactions), as shown in Figure 8-4. Each section has an overview and a link to see more details.

				[image: 9781118034705-fg0804.eps]

				Figure 8-4

			
				Extra Info

				Facebook Insights can provide a wealth of information for you to see what is working (or not) on your Page. Review it regularly to monitor what’s really going on.

			

				The Users section

				As shown in Figure 8-4, the Users Overview section gives you a nice quick view of your users, providing several bits of data that you can explore from the previous week or month. Anywhere you see a check box, you can deselect it to remove its corresponding data to isolate the data you want to see.

				Three numbers appear at the top of the Users Overview section: New Likes, Lifetime Likes, and Monthly Active Users. These numbers are for the last week or month, depending on what date range you have selected, and are compared to the week or month before that. A red or green percentage number denotes any change that has occurred in those numbers. You can toggle the date range in the upper-right corner to see the different results for the following: 

				[image: check.png] New Likes: This is the number of new people who have clicked Like on your Page during the date range selected.

				[image: check.png] Lifetime Likes: The total number of people who currently like your page.

				[image: check.png] Monthly Active Users: The number of active users totaled for the month.

				Active Users

				When you click the See Details link under Users in Figure 8-4, a new interface opens, giving you information on Active Users, Demographics, and Activity. Figure 8-5 shows information about Active Users. You have to scroll down to see Demographics and Activity information.

				[image: 9781118034705-fg0805.tif]

				Figure 8-5

				You again see numbers for New Likes, Lifetime Likes, and Monthly Active Users and underneath those numbers is an interactive line graph with  these stats:

				[image: check.png] Daily Active Users: The number of people (likers or not) who have viewed or interacted with your Page.

				[image: check.png] Weekly Active Users: The number of active users through time, totaled for the week.

				[image: check.png] Monthly Active Users: The number of active users through time, totaled for the month.

				Three more interactive charts — Active Users, Daily Active Users Breakdown, and New Likes — also appear in this section, as shown in Figure 8-6. Each of these charts has check boxes you can select and deselect to focus on a particular number. They’re all selected by default.

				[image: 9781118034705-fg0806.eps]

				Figure 8-6

				To the right of the New Likes Chart, you can toggle the chart to show Daily New Likes or a Total Likes chart through time. The Like Sources list tells you where your Page Likes came from: a Like Box, a suggestion from a fan, from a search, and so on.

				Demographics

				Demographic information appears below the Active Users graphs. As shown in Figure 8-7, you can see percentages showing how your audience breaks down by gender and age. You can also see numbers for countries, cities, and languages.

				Activity

				Scroll past the Demographics information to find graphs of your viewers’ activity on your Page and which links they visited. There is also a number for the external referrers to your Page. You might find that people are coming to your Page from your website, from someone else’s site, or from LinkedIn. 

				Under Total Tab Views, you should be able to tell whether people are seeing your custom tabs. The last part of the Activity section features a graph that shows you whether people on your Page are watching your videos and looking at your photos.

				[image: 9781118034705-fg0807.tif]

				Figure 8-7

				The Interactions section

				The second overview section is for Interactions (refer to Figure 8-4). On this interface, you have several bits of data that you can explore from the previous week or month by toggling the date range at the top of the page: 

				[image: check.png] Post Views: This is the number of times people have viewed your posts, whether or not they’ve clicked Like your Page.

				[image: check.png] Post Feedback: This is the number of likes and comments your posts have gotten for the selected date range.

				[image: check.png] Likes: You can toggle the line graph to show the number of likes for the selected date range.

				[image: check.png] Comments: You can also toggle the line graph to show the number of comments on your posts for the selected date range.

				

				[image: remember.eps]	You can select or deselect the Likes and Comments check boxes to see the different data for each isolated on the chart. The green (up) and red (down) arrows next to each set of numbers show you the percentage difference from the previous week’s or month’s data.

				To take a deeper look at these numbers, click the See Details link. 

				Daily Story Feedback

				Facebook calls posts “stories” on this page. In addition to the Likes and Comments check boxes, you also have an Unsubscribes check box. You can check the number of comments and likes on a daily basis and see how many people are unsubscribing to your Page.

				Page Posts

				The Page Posts chart shows four columns, as shown in Figure 8-8: Message, Posted, Impressions, and Feedback. This chart gives you some interesting data about your Page posts. You can see data for each post as you read across the chart from left to right. 

				[image: 9781118034705-fg0808.eps]

				Figure 8-8

				The Impressions column shows you the number of times your page post was seen in someone’s News Feed or on the Page’s Wall. 

				The Feedback column shows the percentage ratio of the total Likes and comments on the post over the total number of times the post was seen. For example, if your post had 1,246 impressions and a total of 3 likes and comments, the Feedback ratio would be 0.24%.

				Page Activity

				The information on this graph is generated by the people visiting your Page, unlike the previous graph, which represents the interaction of people to what you posted. The Page Activity graph shows these five types of page activities generated by your fans:

				[image: check.png] Mentions: This graph shows how often other people mention you on their own Walls.

				[image: check.png] Discussion Posts: Displays data regarding interaction on that particular app. If you don’t use the Discussion app, there will be no numbers for that activity.

				[image: check.png] Reviews: Like Discussion Posts, Reviews data indicate interaction with that app. If you don’t utilize that app, there will be no numbers here.

				[image: check.png] Wall Posts: The Wall Posts numbers are for posts created by the users, not you.

				[image: check.png] Videos: This information refers to those videos posted by other people to your Page.

				LinkedIn Reports

				Your LinkedIn stats can provide some useful information, such as who has recently viewed your profile; how many views your profile received, by week; and how many times your profile came up in a search. Knowing who, in particular, has reviewed your profile can be a way to start a conversation. Viewing how many times your profile came up in searches can tell you if your bio has enough keywords to be found in your niche.

				The free personal profile stats are very simple, with just a few bits of data. The company profile has a more robust analytics section with lots of charts. Let’s start with the personal profile.

				Personal profile stats

				To view your personal profile stats, sign in to your account and look at the Who’s Viewed Your Profile section, shown in Figure 8-9, that appears in the right column.

				[image: 9781118034705-fg0809.tif]

				Figure 8-9

			
				Extra Info

				The top number shows how many people have viewed your profile for a designated period of time. The bottom number shows how many times your profile has appeared in search results.

			

				When you click the link in this section, you can see who looked at your profile during the last week, on the left side of the screen (see Figure 8-10). The number of views and when your name came up in search results for the last 90 days are on the right. If you see anonymous users, those people don’t want you to know who they are.

				

				[image: tip.eps]	The LinkedIn Premium service includes reports for Top Search Keywords, Viewers by Industry, and Viewers by Geography. If knowing that information is relevant to your business, try the Premium service and enjoy those extra charts. 

				[image: 9781118034705-fg0810.eps]

				Figure 8-10

			
				Extra Info

				You might see anonymous profiles listed as viewing your profile. You can change the setting for your account so that when you look at someone’s profile, you remain anonymous, too. Personally, I don’t understand why someone would do that, but here’s the way to change your settings.

				In the top-right corner of your Profile Stats page, look for the Settings link. Click it, and a box displays three options to change what others see when you’ve viewed their profile: your name and headline (recommended), anonymous but associated with a company account, and totally anonymous. Choose the radio button of the one you prefer, and click Save Changes. 

			

				Company profile stats

				If you have a company page, you can enjoy a more robust stats interface than the personal profile provides. The best part is you can see how many clicks your product posts get on your company analytics page.

				Click the Companies tab at the top of your page and select your company page name. Click the Analytics tab to go to the Company page’s Stats dashboard. This dashboard has five charts: 

				[image: check.png] Page Views: This section has four links that correspond to the tabs on a company profile page. There is an All Page View summary link, and links for your company’s Overview tab, Careers tab, and your Products tab. Notice the Similar Companies line that gives you a comparable line to use in analyzing your numbers.

				[image: check.png] Unique Visitors: This refers to people who are visiting your company profile for the first time. Again, you can see the numbers for each tab. Notice the Similar Companies line that gives you a comparable line to use in analyzing your numbers.

				[image: check.png] Clicks; Products and Services: Has four links for this chart, too: More Information Links, Contact Employees, Promotional Banners, and Special Promotional Links.

				[image: check.png] Members Following the Company: Shows you how many people are  following your company.

				[image: check.png] Member Visits: Shows you who’s visiting your company profile, organized by industry, function, and company.

				YouTube Insight

				YouTube’s analytic program is Insight. You can get statistics on an individual video or on your channel. To find your stats, go to your videos page and click the Insight tab at the top of the page. You’ll see the page shown in Figure 8-11.

				[image: 9781118034705-fg0811.eps]

				Figure 8-11

			
				Go Online

				If you’re paying to use YouTube’s Promoted Video service, you can use the Call to Action report. Promoted videos use overlays created with the Google AdWords program. Read more about it here: http://www.google.com/support/youtube/bin/topic.py?topic=16019. 

				Check out a thorough description of all stats YouTube collects for your videos here: 

				http://www.google.com/support/youtube/bin/static.py?page=guide.cs&guide=1254429&topic=1266800

			

				Click any of the links to find more in-depth stats. You can select a date range or choose a start and end range from the monthly calendar interface. The Date Range section is the same for all the reports except for the Hot Spots report. To go back to the list of videos, click the Summary link in the top-left menu, as shown in Figure 8-12.

				[image: 9781118034705-fg0812.eps]

				Figure 8-12

				Individual video stats

				Once you’ve uploaded a video and you’ve promoted it across your social accounts, you might want to start looking at the Insight data for it. You might find it starts to have a life of its own and is shared on one social site more than others, or that it’s popular in a different country than where you reside. 

				Alternatively, you might find that hardly anyone is viewing it, which means you need to think of more ways to share it! YouTube needs a certain number of views to create some of the reports, but let’s go through them all now.

				Views

				In the Views section, you can see views — based on the date range you selected — for daily totals, 7-day totals, 30-day totals, and regional popularity. This section also has an interactive world map to the right. When you select Regional Popularity, another interface opens below, with countries listed. You can click any country and see view totals from just that country.

				Discovery

				Select from the drop-down list to view these items:

				[image: check.png] Links Followed to This Video: This is one of the most important places to spend your analyzing time. It shows you how people found your video. The YouTube Search shows some info on these numbers, but when you click the link itself, you see the actual keywords people used to find your video. Look through these words and see if you can use them more often in your titles to magnify search results.

				[image: check.png] No Link Referrer – Embedded Player: Click this link to see who has embedded your video on his website. Make sure to go to that site, comment on your video, and start a conversation with the person who obviously liked your video so much he took the time to share it with his network. Thank him and explore some marketing partnership ideas together.

						Make sure you click the Google Search link, too. These are the search terms people used on Google to end up at your video page.

				[image: check.png] Location of Player When Viewed: You can see how many people viewed your video on its video page (or Watch page, as YouTube has started to call it) as compared to your channel page. Also notice the numbers for people viewing it on a mobile device or application. 

				You can also see the graph as either a stacked chart or a line chart by selecting the preferred radio button.

				Demographics

				This is an interesting section. You have a graph to the left for age ranges and a pie chart to the right for gender. You can click the All, Female, or Male radio buttons above the age graph to see those individual numbers.

				If you find you’re connecting with a group outside what you think is your demographic, think about how to magnify that attraction. Look at your titles and make sure you use the keywords that are bringing people to your videos.

				Community

				This is the section on which most people like to focus their attention because of the focus on engagement. 

				You can see totals for Community Engagements, Sharing, Ratings, Comments, and Favorites from the drop-down menu.

				If you don’t have any ratings, comments, or sharing for a video, you’ll obviously not see any numbers here. Find ways to ask people for these actions with annotations (Lesson 6) or ask for them as you record the video. Engage your social skills to help that process along with your key players and friends.

				Be sure to check out the word cloud that’s created by the words used in the comments. You can see trends in how people comment on your videos. For example, if you find one of the biggest words in the cloud is helps, make sure you use that word in your video scripts and in your annotations, like this: “Click thumbs up if this helps you!” People take cues from what you say and generally like to follow instructions. 

				Hot Spots

				You find a graph that shows viewership at each moment in your video, compared to videos of similar length (but not necessarily of similar topic).

				The higher the graph, the hotter your video, compared to other videos. It could also mean fewer viewers are leaving, and they may also be rewinding to watch that point in the video again. Doing those actions will point the line higher. Clicking away and fast forwarding will drop the line.

				There are studies that show you have about 10 seconds to capture someone’s attention before they click away, and then another minute to keep them for a bit longer. The toughest crowd is the online surfer!

				Channel stats

				To see your channel stats, go to the Summary page shown in Figure 8-13. Your channel report contains information on all the videos you’ve uploaded. Click any of the links on the left menu to get more detailed information.

				[image: 9781118034705-fg0813.eps]

				Figure 8-13

				Some of the stats you find for your channel are very similar to the video stats, but there are a few unique stats to the channel. Here’s what you need to know about these stats:

				[image: check.png] Summary: The main section is a summary of the metrics of all your videos in four sections: Views, My Videos (top ten), Demographics, and Popularity. They all have links to more information.

				[image: check.png] Views: This channel report shows you the top ten videos on your channel. 

				[image: check.png] Discovery: This is similar to the individual video Discovery report, except the information isn’t hyperlinked. You can see, for example, that you had 103 video embeds, but you can’t click through to see where. You would need to collect that info from each individual video Discovery report.

				[image: check.png] Demographics: Find the total for all your viewers for age and gender.

				[image: check.png] Community: The additional number you want to look for in this section is Top Sharing Sites. The bottom section tells you the top sharing sites (Twitter or Facebook probably). This result is based on the number of times your viewers used the built-in Facebook or Twitter icons for sharing.

				[image: check.png] Subscribers: This report is available for only the whole channel. It’s a nice view of your subscribes and unsubscribes through time and tells you where on the planet you’re gaining subscribers at the moment. If you start losing subscribers, find out why! And if you’re gaining subscribers, figure out what you’re doing right — and do it more!

						But if you’re not on YouTube for the social aspect, this report probably isn’t that important to you.

				Finding Other Useful Analyzers

				Klout and Grader.com both analyze the information contained in your social accounts (what and how often you tweet, post, share, and so on) and give you a type of score. In a way, they help you see a broader picture of all the analytics discussed in this lesson. Also, if you have an About.me account, you have access to additional analytics.

				Klout (www.klout.com) tells you how much influence you have with others. For Klout to work, you need to connect to your social media accounts through Klout. Log into each of your accounts after you sign in on Klout. You then find your Klout with these six links on the left menu (as shown in Figure 8-14): Score Analysis, Topics, Influencers, Lists, Klout Style, and Achievements. If you don’t see these links, click Profile at the top of the page.

				[image: 9781118034705-fg0814.tif]

				Figure 8-14

				Grader.com (www.grader.com) shows you whether your marketing efforts are paying off via different sites. You can find out how well you’re doing on eight different platforms:

				[image: check.png] Website: Use this grader if your website is central to your social media marketing.

				[image: check.png] Blog: If your blog is central to your marketing efforts, use this tool.

				[image: check.png] Twitter: Use this grader with your Twitter account. You can also put in the username of anyone on Twitter and view that person’s results.

				[image: check.png] Square: The Foursquare grader gives you a nice overview of your account, with the thumbnail pictures of your Foursquare friends and the ability to grade each of them, too!

				[image: check.png] Facebook: Use this grader with your Facebook Page. The nice bit is that you can enter the URL of any Facebook Page to see how it’s ranked and see an overview of the Page.

				[image: check.png] Book: If you’ve authored a book, enter your name, or the name of the book, and see where it ranks on Amazon.

				[image: check.png] PressRelease: Did you create your social press release? If you also created a traditional press release, bring it here and see how it stacks up.

				[image: check.png] Search: See which keywords your website is ranking and how you’re doing on SEO.

				About.me is an online home for your business card. If you haven’t set up your business card, check out Lesson 1. When you sign in on About.me, the first thing you see is the Profile Statistics tab with today’s stats, as shown in Figure 8-15.

				[image: 9781118034705-fg0815.tif]

				Figure 8-15

				

				[image: remember.eps]	As you continue to use your About.me URL as your online business card, more and more people will find you here first. They’ll be spending time on your page because it lets them scan through your social accounts and posts without leaving your profile. I personally think this is a brilliant way to give an overall impression of who you are.

				[image: summingup.eps]	Summing Up

				This final lesson focused on the built-in analyzing tools that many of the social media platforms have developed for you to use, and we jumped into the very robust HootSuite stats, too. All of these analytical tools will give you a real look at what’s working for you and what isn’t. Use these tools to adjust what you promote, when you promote, how you promote, and to whom you promote! These generous built-in systems (and the extras I briefly discussed) will tell you what you need to know to make those adjustments and become a better (and more profitable) social media marketer.

				Know This Tech Talk

				amplification: The likelihood that your content will be acted upon (big magic used here to come up with this number!).

				true reach: This is the size of your engaged audience and is based on those of your followers and friends who actively listen and react to your messages.

				unique: In regard to retweeters and mentioners, if someone retweets you more than once, he’s counted only once, so your unique numbers are the number of people who do this activity.

			

		

	
		
			
				Appendix

				About the CD

				This README file contains information to help you get started using Dummies eLearning. This course requires no installation.

				System Requirements

				Dummies eLearning provides all required functionality on the following Microsoft operating systems: Windows 7, Windows Vista, Windows XP, Windows 2000, and Windows 2003 Server.

				The following browsers are supported under Windows: Microsoft Internet Explorer 6.0 or higher and Mozilla Firefox 2.x or higher.

				To run a QS3 CD-ROM, the system should have the following additional  hardware/software minimums:

				[image: check.png] Adobe Flash Player 8

				[image: check.png] A Pentium III, 500 MHz processor

				[image: check.png] 256MB of RAM

				[image: check.png] A CD-ROM or DVD-ROM drive

				A negligible amount of disk space must be available for tracking data. Less than 1MB will typically be used. 

				Your purchase of this For Dummies eLearning Kit includes access to the course online at the For Dummies eLearning Center. If you have purchased  an electronic version of this book, please visit www.dummies.com/go/getelearningcode to gain your access code to the online course.

				Launch Instructions

				Setup instructions for Windows machines:

					1.	Put the CD in the CD drive.

					2.	Double-click the My Computer icon to view the contents of the My Computer window.

					3.	Double-click the CD-ROM drive icon to view the contents of the Dummies eLearning CD.

					4.	Double-click the start.bat file to start the Dummies eLearning CBT.

						Your computer may warn you about active content. Click Yes to continue starting the CD. The CD may create new tabs in your browser. Click the tab to see the content.

				The browser offers the option of using the lessons from the CD or from the website:

				[image: check.png] To use the web version, click that option and follow the instructions. The web version may require a registration code from the book.

				[image: check.png] To use the CD, click that option and follow the instructions. Agree to the EULA and install Flash Player, if prompted. Allow disk space usage by clicking the Allow button, if prompted.

				Operation

				After you enter your username, the eLearning course displays a list of topics. Select any topic from the list by clicking its Launch button. When the topic opens, it plays an introductory animation. To watch more animations on the topic, click the Next button (the arrow pointing right) at the bottom of the screen to play the next one.

				If you want to switch to another lesson or another topic, use the list on the left side of the topic window to open a lesson and select a topic.

				Some topics have a hands-on activity section that lets you perform a task on your own. To see the activity from start to finish, click Show Me Full Demo. If you want to try the tasks for yourself, click Guide Me Through to see the animation in sections and repeat it yourself. If you’re ready to solo, click Let Me Try to work through all the steps yourself without coaching. (If you need a helping hand to finish, just click Hint at the bottom of the window, and then click Show Me Clue in the dialog box.) When you perform the activity, be sure to position the cursor directly over the subject you want to click; your computer may not respond the first time you click. To end the activity, click the X at the bottom of the Milestone box.

				Some topics have an active tab for resources on the right side of the window. By default, Windows opens this content in a new window. If you have another compressed file manager installed, such as WinZip, your system may behave differently.

				Troubleshooting

				What do I do if the page does not load?

				It’s possible that you have a security setting enabled that isn’t allowing the needed Flash file to run. Be sure that pop-up blockers are off, ActiveX content is enabled, and the correct version of Shockwave and Flash are on the system you’re using.

				Please contact your system administrator or technical support group for assistance.

				What do I do if the Add User window appears when the course loads and there are no names in the Learner Name list, but I have previously created a user account?

				The course stores your information on the machine on which you create your account, so first make sure that you’re using the eLearning For Dummies course on the same machine on which you created your Learner account. If you’re using the course on a network and use a different machine than the one on which you created your account, the software will not be able to access your Learner record.

				If you’re on the machine on which you created your account, close the course browser window. Depending on the configuration of your machine, sometimes a course will load before accessing the user data. 

				If this still doesn’t work, contact your network administrator for more  assistance.

				What do I do if I click a Launch button but nothing happens?

				This may occur on machines that have AOL installed. If you’re using the course from a CD-ROM and you’re an AOL subscriber, follow these steps:

					1.	Exit the course.

					2.	Log on to AOL.

					3.	Restart the course.

				What do I do if the Shockwave installer on the ROM says that I have a more recent version of the plug-in, but the software still says that I need to install version 8.5 or higher?

				Download the latest version of the Shockwave plug-in directly from Adobe’s website:

				http://www.adobe.com/downloads/

				If prompted to install Flash Player to view the CD’s content, you can download the latest version from the same URL.
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Gender and Age?
e ﬂ-m
Female 35% 0.34% % 8.4%
l}ﬂ 25-34
Male 62% - - - 8.8%
1.6%
Countries? Cities? Language?
1,647 United States 89 Faifield 2,080 Engiish (US)
76 United Kingdom 69 Dalas 173 Englsh (LK)
75 Canada 69 Seattle 53 Spanish
49 Malaysia 68 Atlanta 31 Traditional Chinese (Taiwan)
40 India 66 Doylestown 28 German
36 Indonesia 51 Chicago 19 Indonesian
34 Thailand 49 New York 17 Portuguese (Portugal)

More More More
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Postan update R = -
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Current. + Add a current position

Past. + Add a past position
Education. + Add & school
Recomm {ati + Ask for a recommendation
[o! 1 connection

i + Add a website
Tuwitter. + Add a Twitter account
Public Profile + Publish your public profile

+ Add Photo

1 Impon your résumé to build a
I profile in minutes.

Profile Completion Tips (why do this?)
#® Add a position (+25%)

#® Add your education (+15%)

® Add a picture (+5%)

L share = POF & Print ® Add your summary (+5%)

® Add your specialties (+5%)

[ED Add sections to reflect achievements ®Add sections #® Ask for a recommendation (+5%)
~ and experiences on your profile. I

Ads by Linkedin Members
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" Enterprise SEM Softwar
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8 minutes ago * Like * Comment * Share

Carol Tuttle

Live Your Truth Radio Show — The Transformation of
Mary —Every Woman who is ready to live her truth
needs to hear this!

= Tonight’s Radio Show: No live show tonight. Please enjoy this
previously recorded show. Next live show will air on Monday,
Aug 1. The Transformation of Mary — Every woman who is
ready to Live her Truth needs to hear this! Mary Stevens
recently went through Energy Profiling and Dr
source: The Carol Blog
link: Full Article...

(® 9 minutes ago via NetworkedBlogs - Like - Comment - Share

&5 Tammy Turner likes this.

Write a comment. ..

<ee 29 more posts from Netwnrkedklogs,

Etsy
E Weave, goop; and manipulats your ol paint, These paintings are unbskievablel

Weave Painting
ilusion. scene360.com

Artist Caroline Larsen has an interesting oil painting technique
that resembles woven (kind of like “plastic”) yarn.

@ 11 minutes ago via CoTweet * §95 ©933 - Like * Comment * Share

ee 5 more posts from CoTweel

Krystalya Marie and Damian Skinner are now friends with Sue Landis.

Sue Landis
7 mutual friends
Add Friend
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& Review Ad

Please review your ad for accuracy.

Ad Preview:
Socially Congruent with Phylli
Does *Who You Are*
match *What You Do*
and *How You Promote
it* Be social where sacial
counts for you!

&) Like * Phyllis Khare likes this.

Ad Name: Socially Congruent
Audience: This ad targets users:

= who live in the United States
age 18 and older
who are not already connected to Socially
Congruent with Phylis Khare
whose friends are aready connected to Socially
Congruent with Phylis Khare
who are in the category Education/Teaching or
the category Has birthday in <1 week

Campaign: My Ads (New Campaign)

Bid Type: fa2d

Bid: $3.02USD per click

Daily Budget:  $50.00 USD per day

Duration: This ad campaign will un indefinitely

Place Order

Guidelines may result in a variety of consequence:

Help Center

By Order" button, T agree to the Facebook Statement of Rights and Respnnslblhtles including my obligation to comply
with the FaubuakAdumsmg Guidelines. T understand that faitre to con nditions and the Advertising

its 1 have placed, and termination of my
1ada, I am contracting solely with
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. DennyCoates onry Coster >
T How to stimulate critical thinking in  teenager
hitp://ow. Iy/5YRwe #teen Who to follow - refresh - view sl

0%0 0X0 & - Follow
€ Fromated

el TheWildWE 11w
——‘ RT Gathesunqueen: Those working on the #iotcleanup: We are u SEchottuller fapia s e e

Followed by GWendyBlomseth and others.
your community. Let us know how we can best support you. :-)
KimHennig Kim Hennig - Follow

Marketing pro and strategic leader. Deep experie.
coachspotlight o
The Catrage To Lead fiom a Human Based Perspective: This

moming in John Spence's blog he says " Although | am. Trends - United States - change
http:ibit.ly/oPeBva #TheHelphovie [EJ Promoted
#AhyAreYou
elmofromok crsd Henderson #londorriots
H Being honest about what you do not know is often more #PrayForLondon
important than what you do know. So why is it 50 hard to do Happy Women's Day
hat? Murder to Excellence
Cubato Florida
BrynJohnson &rn Jonnson Dirty Dancing
Ll Being Connection Ready is the Name of the Game #inetworking  Gavin DeGraw
#businessdevelopment wp.me/pEK5F-Sr Good Morning World
DaveStrayer o..cisyer Twitter foriPhone
m A budget tells us what we can' afford, but it doesn' keep us n.the official Twiter app for iPhone.
from buying it. ~William Feather

Foow Help Blog Mobile Staws Jobs Tems Privacy
Shortouts Advertisers Businesses Media Developers

rolandogomez 7 /an e ¢ Resources ©2011 Toiter
"What happens in #egas stays on #YouTube & #F acebook

Use hashtags to highlight something in your tweets.
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4Aug 17 Favorite 3 Retweet © Reply

[E Promoted by Marta.com

FreshGigsca rres
Social Media Mark:
http fffreshgigs.cafji487

onds ago
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mattrdavis st Davis

RT @icontact: August Newsletter: The ABC's of Email Marketing
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s ago
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Are SMEs struggling with social media marketing??
http it ly/qBsBxB
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Questions and Answers. Questions only
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Management » Advertising
Marketin Business Development Direct Marketing
Nonprofit » Graphic Design Events Marketing
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Frofessional Development »
Startups and Small Businesses— | Search Marketing
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Viral Marketing
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aboutme"™

cisce adler

Music Man

Singer/Songwriter/Producer. | grew up
in between Maui, Hi and Malou, CA |
spent two years in the desert at the
Universtty of Arizona skipping ciass to
make beats before packing up and

heading back to LA to make it a career. | am blessed to

be able to do what | love and make 3 living at it working

with 50 many talented people along the way. | have 2

record Iabel called Bananabeat Records. Look out for

music and much more coming out i

2, up to the

\\\\J\\\WW\‘}

nadlerpresents.com

Email Me
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Favorte  Share  Playlists  Flag

Uploads

How to Create a Facebook business Page - the easy way - Part1 J tke | &
and 2

From: phyliskhare | Jn 0, 201 1130 views
isie 3 very 1 mads for my. Facebook
Business Page he casy uay. T Page types and for
your paricular business.
(more info)

View comments, relsted videos, and more

Auange Playiss

o=

Video Tutorials by
Phyllis Khare

1 ueek ago

mare nfo

Social Media
Marketing Experts.
1 morth 330
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“TECH Videos |
Recommend

3 weks 290
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People I Want to Meet
4uees 30
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You @B |

Editinfo| | Editannotations | Edit captionsisubtites

AudioSwap
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Uploaded by phyliskhare on Jun 8, 2011

Show more
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.

141 views
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Reactions (0)

Your reaction?

Suggestions

Upload phyliskhare (<

‘Social Media Analytics
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Video Tutoril Using YouTube
oy Phytis
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Part 2 YouTube Tutorial -
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10 views
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67 views
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Your invita

& Invitations should only be sent to people you know
personally.

Linkedin values our users’ privacy and responds to complaints
about unwelcome invitations.
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iPhone Life Magazine Social M jirector and
Speaker - Trainer ..

"Dummies Author and Marketing Idea Generator"
Social Media Director for iPhone Life magazine ,

Speaker - Trainer ...
phyliiskhare.com - Facebook - phyllis-khare
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PageRank Status
() wwnw.cnn.com
-:' PageRank — 9
€) Alexa Rank — 49
& Geolocation Location

P 157.166.224.26
Country United States &g
City Atlanta

Like this extension? Rate it!

Site Info: chn.com

.‘l Google Trends

2§ Google indexed pages
@ Bing indexed pages
[$] Bing external links
! Yahoo! backlinks

[§| Baidu indexed pages
@ Alexa site information
b, Builtwith

Whois cnn.com

Help translate into your language
Developer: ChromeFans.org
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ur vuhun:hfe blog
Full Article.

@ 6 hours ago via NetworkedBlogs - Like - Comment * Share
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Brought to you by Follow eMarketing Vids

eMarketingVids ?n YouTube © Subscribed - Uploads : E

eMarketingds's Chanr

« Back o Playlists
Apps And Tools Thursdays
http:fAwaw. emarketingvids.com The best apps and tools for you and your business

'71 l'\—i‘ ‘

URL: fetp:iAwmns youtub

1Password - InstaPap: "hon: Instagram - Trip It - iPhone App Free Tool For Mac
Password &iPad App for App for Sharing quelmg nml o Dropuox lnr Ilmpbnx and PC - Jing -

, o B ‘ 'y
OR Codes - How to Zagg Sparq 2.0 iPhone Case & GV Mobile Plus - Pogoplug - Your Crashplan - Remote
Use Them to Build Battery Charger - Battery Charger - Powerful Tool for Personal Cloud - Backup Service -

462 views 295 views 1,000 views 517 vieus 495 views 2,076 views

FormStack.com - The Facebook Send  Logitech Keyboard  Monster Follow Up -  How to Use Evernote  Take Your Email to a
Creating ASimple  Button - Optimize ~ Case by ZAGGfor  Automated for Local Whole Hew Level

1,848 views 550 views 3,260 views. 686 vieus 859 views 482 vieus






OEBPS/images/9781118034705-fg0110_fmt.jpeg
about
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Create Your Profile

Who’s Using It

free* about
business cards!
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First Friday Food Truck Fest — Parking Lot at
Old National Centre

$10 for Four Tickets to First Friday Food Truck Fest at the Old National Centre
Parking Lots on October 7 ($20 Value)

Value Discount  You Save

$20 50% $10
Buy it for a friend!

Time Left To Buy

3 days 17:18:57

3 bought
v The Fine Print

Highlights
« More than 10 food trucks
Limit 2 per person, may buy 2 additional + Wine, beer, games, art & music

Expires Oct 7, 2011

0 5

2 more needed to get the deal as gifts. Must be 21 or older to

consume aicohol. Redeem on day of
event. Must show valid ID matching
name on Groupon at event entrance
at Old National Centre parking lot.

Must provide first and last name at

* Hosted by Leinenkugel, Nuvo, Live
Nation, and MOKB Presents

Share:

(€] Eisend  Hlike

More Great Deals See All

$30 for $100 Worth of Tires,
Wheels, and Installation at Butler
Auto Group. Four Locations
Available.

Multiple Locations

+ 3 bought

$100 value

A€ Indianapolis (Murat
Theater At Old National Centre)
One Ticket to See Elvis Costello at
the Murat Theater at Old National
Centre on September 26 at 7:30
p.m. (Up to $62.50 Value)

A€ Indianapolis (Northwest)
$30 for 30 Days of Unlimited Yoga
or Pilates Mat Classes at Invoke
Studio (Up to $99 Value)
+/ 123 bought

A€ Greenwood

Five, Seven, or 10 Open-Play Visits
to Bounce Spot in Greenwood

/' 189 bought

Redeem From Hame

At least five people must buy this coupon to unlock it.
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Show more
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Got out last night for a bike ride as | continue to train for acSellerant Bob Leonard - Follow
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value to Him

TimothyWhalin Timothy vhalir
Very nice website by @pocopeople http://bit ly/n56F dz #design
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gp lus tO Make short URL for Google+
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gplus.to/username

Your Google+ ID

0 Info!

Your username;

Could be at least 3 characters to at most 25 characters,
Should not contain numbers or special characters,

You can create a ick for individual Google-+ accourt.
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[Z1 Erin McDearman

good

Agree with the answers below, but for inspiration check out slideshare. url below
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Totally agree with all - try to avoid pre-canned templates - they don't convey the
right degree of professionalism (the same goes for default CV templates!).

Create something simple, pick a few colours {one as a highlight), find a simple
background - stick to a single font type and you'll be surprised how good it can
look.

Danielle (Elle) Favreau

good

| don't use templates for PowerPoint presentations.
No one wants to sit through a boring slideument.

Your PowerPoint shouldn't have words®. It should have images. The speaker
should provide the words. People cannot, physically they cannot, read and retain
while listening and retaining.

If you want them to retain what you say, speak it and use visuals only {high
quality visuals not clip art). Then provide them with a printed take-away (one
sheet only - people will not read more than that - give them online links for more
information and more white papers).

*If you use a quote on the screen or stats with numbers then that's okay
If youve ever sat through someone else's PowerPoint presentation you've been in

PowerPoint hell. Make it visual, memorable, and entertaining and give them a
reason to pay attention to the speaker.

LL:> or Cancel
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by tinywatchproductions | 1 year ago | 13.769.252 views

Appvee
The definitive source for iPhone App Reviews

#agry Birds: Rio iPhone £pp Review - App\ie com
by appvee | 1,425 videos | 32,899 subscribers

A Closer Look At The iPhone

Fpple Inc’s Phil Schiller shows John Blackstone the many features of the i Phone. Apple’s
Iatest product will go on sale this June

by CBS | 4 years ago | 12,527,558 views

How to Spy on an iPhone and prevent it

1 will show you how easy it is for someone to steal the information on your phone and more
importantly, how to prevent it. | will be using my very

by HouseholdHacker | 3 weeks ago | 174,386 views

What's Next for Apple & the iPhone 57
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A bestselling AutoCAD book
at Amazon.com!

v AutoCAD 2012
AutoCAD 2012 and AutoCAD LT
CAD 1T 201 2012 Bible

“The AutoCAD Bible

is an ebject lesson in

design, concise and

helpful writing, and a

near-genius level of

organisation... Your
book has been the single most

Subscribe
AutoCAD Tips
AutoCAD Blog

E-Store
Links

presenting PowerPoint 1, 'speaking

Blog Tips

"1 can't tell you enough how much I have used and appreciated
your tips and tricks for better presentations.”
Dave Wakeling

E-Store Training

Get free tips & a white papar From
Death by PowerPoint to Life
PowerPoint!"

Q.

GOutstanding Presentlzcltllons
W,

Learn from the top presentation experts

“Ellen Finkelstein used PowerPoint slides to enhance 2
presentation on the most effective use of slides in
making academic presentations: as such, she ‘walked
the taik," beautifully illustrating her practical
suggestions. These included tips on how to retain
maximum audience attention and how the siides can
increase retention. She's a lively, confident speaker who
freely shared her substantial experience.” -Samuel Boothby, PhD

“When we were putting together a presentation on our
homes for sale, we called Ellen Finkelstein . She zeroed
in on exactly what knowledge we needed to easily create
3 professional-looking presentation. She offered grest
tios that made the whole process easy for us

, she did all this in a short, one-hour

factor in my |
mastering of a new skill.. there is
not a paragraph that I would
rewrite."

- Paul O'Kelly -

consultation. Consulting with Ellen made all the
difference for us.* -Nancy Walker, Owner, Vastu Design &
Construction, Inc.
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Join me for a #b2b TweetChat at: http:/Aweetchat.com/room/b2b

ser Control | Toggle Font Share Link

Refresh every 10 seconds
|
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This widget highlights favorite tweets.
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great place to read up on the embed
Technology, Twitter, Video Tutorials | Tags: apps, calendar, HootSuite, new code oplions for your #video on
#ouTube

feature, video tutorials | 0 Comments

l DonMNadesu @phyliiskhare Thank you so
much for the great conversation. Many
valuable tips. You are THE social media
maven!

‘] BuzEdition @phyliskhare You must be
on a PC... hold down the ALT key and
| £ shere | Hilke [ shere | 2 1 16 on the number pad ;-) B and .. ALT

plus3=e

Empire Avenue is stressing me out!

{EAV_BLOG_VER:3b4bff5b06304a14} <—wondering what that is?

Itis a crazy attempt to raise my stock price at Empire Avenue. And as they say on theirsite, BagalidiSEO The Liiridta Gudcli 1o

Facebook Marketing /by
@-myPorterfield & @phyliskhare via
@copyblogger http: /jt.c: D
“Empire Avenue is the Social Media Exchange, where you can invest in any sovial media profile #facebook

by buying their shares, weet new people, unlock Achievement badges, and eam hoatioads of
virtual cash by being active and social online! Buy shares in your fiends, your followers, people
with similar interests, brands you love, celebities — anyone! All using @ vitual curency and all for
free!”

“Every day, you'e on Twitter, talking to fiends on Facebook, uploading videos or photos, and
i ; ; ; Social Yet? with Phyflis Khare

wating blog posts. Just for doing that stuff, you ll eam Eaves - our vitual curency - and well sy

dish out some more virtual cast to your shareholders. Along the way you'l have 2 bit of fun, make e | BeGOABAE

fnew connections, leam ahout different people, and leam zbout social networking and the alue

of your network! Use your Eaves wisely and you might just become 2 virtus! willionsire... or Subscribe  phyliskhare

billionaire (nsert evl, word-dominating 1augh)?"

In otherwords, its a game based on how social you are. | find | am more stressed now about making sure
1 post, and blog and comment — knowing that all those things raise my stock price.

Completely silly, but somehow addictive. Join me — hitp:/iwws empireavenue comipksocial and buy my
stock—lo

PKSOCIAL [

Phyllis Khare
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more cities

today’s deal

Star Heating and Cooling

AC or Furnace Inspection and Tune-Up

ﬁ send as a gift

50% 1 23:10:53
SAVINGS PURCHASED REMAINING

As any cinema fanatic will tell you, there are a lot of memorable films
about air conditioning: Mighty Ducts, Furnace Goes to Camp, and A/C
Ventura, to name a few. Fortunately, today’s deal from Star Heating
and Cooling is all you need to get your home as comfortable as a
movie theater: $45 buys an inspection or tune up on your air
conditioner or furnace (a $90 value). A licensed and bonded contractor
since 1987, owner Mike Wallace is the star of the A/C scene in
northern Indianapolis, Carmel, Fishers, Zionsville, and Noblesville. His
Oscar-quality work eamed the Super Service award from Angie's List
in both 2009 and 2010. Forget the MPAA, this classic deal's all about
HVAC, s0 press play on these savings before someone spoils the
ending

(show less)

Share now:  Bshare 0 |3 Tweet
or

Buy first, then share a special link. If three friends
buy, yours is free!

LivingSocial has a social aspect to its deals.
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sign up

Create Your Account

1. Create Your Account

| setectea pran: Free ( Free ) Change

Email Address: *

phylisknare@gmail com

Full Name: *

Password: *

Confirm Password: *

Have a promo code?
[ Subscribe to HootSuite newsletters:

Create Account

* Required field

2. Start Using HootSuite
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«q Who's Viewed Your Profile

Anonymous Linkedin User

Donna Gilliland
Social Media Training and Consulting| All Things Google | Microsoft Office
Corporate Trainer
Birmingham, Alabama Area | Professional Training & Coaching
In Common: » 3 shared connections » 1 shared group

Rod Cavazos
Principal at PSY/OPS & Adjunct Professor at CCA
San Francisco Bay Area | Graphic Design

Craig Shaw
Director of Student Recruiting for Computer Professionals Program (MS in
Computer Science) cshaw@mum.edu
lowa City, lowa Area | Higher Education
In Common: > 33 shared connections » 2 shared groups

Someone at Human Factors International

See the fulllist of who's viewed your profile. Upgrade your account. [ Lear more |






OEBPS/images/9781118034705-fg0418_fmt.jpeg
2. Targeting

Location
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(7] Require exact age match
sex: ) @al O Men () women
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Precise Interests: [?] | Enter an interest

Switch to Broad Category Targeting

Connections on Facebook

Connections: ) o
© Only people who are not fans of Socially Congruent with Phyllis Khare.
= only people who are fans of Socially Congruent with Phyllis Khare.

* Advanced connection targeting

Friends of Connections:

[#] Show Advanced Targeting Options

[~ Only show my ad to Friends of the fans of Socially Congruent with Phyllis Khare.

Ad Targeting FAQ
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Groups You May Like

E

6 Twitter Power for Business

Twitter is becoming an important ool for businesses of all sizes. Join the Twitter Power
group created by New York Times Best-Selling author Joel Comm

Vesterday's Activity: Discussions (12)

Owner: Joel Comm | 7,208 members | Share

Social Media Marketing and Measurement

Let's discuss about Social Media Marketing and How to measure it.
Vesterday's Activity: Discussions (4) Jobs (1)

Owner: Pankaj Sharma |1 434 members | Share.

Similar groups >

Join Group

1 <

@ Social Media Consulting suscroup

“FlowTime is an Innovative Social Media based Company performing Corporate Social
Media Consulting, Social Media Marketing, Social Media Consulting, Corporate Concerts
and Clarinet Therapy...

Owner: David Jean-Baptiste | 235 members | Share

Similar groups »
Join Group
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Question Yes No  Sortof
Are you starting to have personal conversations online,
with people you've never met n rea life, on Twitter?

Are you contributing good expert content to any Twitter
chats you attend?

Are people retweeting what you say in the Twitter chats?
Are you noticing your follower numbers rising after
Twitter chats and attending events where you give out
your Twitter username?

Are you noticing a rise in the number of conversations
on your Facebook Page, instead of just posts that no one
comments on?

Are you noticing people who you don't personally know
liking your Facebook Page?

Are you finding more and more people joining you on
your spontaneous Facebook video chats?

Are you noticing that more people outside your region
and industry are looking at your account on LinkedIn?

Have you gained Expert status on Linkedin?

Are people staying to watch your whole video or do they
click out before one or two minutes in?
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Introductions ) How do htrodections work?
Request an Introduction

To: Lori Randall Stradtman
From: Phyliis Khare

Include my contact information

Enter the contact irformation you would like to share

Email: | phylliskhare @gmail com =

Category: | New venture -

Subject: | Connecting the dots on Linkedin

‘Your message to Lori: Lori is interested
in:

Hi Lori,
career cpportttes,
s - consatig ks, 1ew
I would love to connect on Linkedin so we can discuss further  peatures, expe is
networking and marketing opportunities. fequests, ek fe1ce

request, gettig back
nch

Include  brief note for Amy Porterfield:
Hey Amy -if you feel to make this connection I'd really appreciate it!

Noth: You kae 10 INIodictions eh foVE. You c3 52005 OVEEta e WS YOUT CU T ptaccont

or Cancel
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HootSuite's New Feature - Interactive, Dynamic Scheduling Calendar

phylliskhare 19videos (¥  Subscribe

D oot Logn © R o SO © Ressoer - Wefiowy O © Hooter Mookt = fona Computr . _ VouTube | VeuTubn e | You P~ Dal

e W BARRROE

This video is public.
hlike ) + Addto v | Share —
Uploaded by phyliskh

on Jun 15,2011

m very short video tutorial on a new feature in

Show more
Uploader Comments (phylliskhare)

You can't drag and drop a past comment to a new point in the future, but you
can copy and paste the content into a new spot in the future. For example, in

the Month view make sure you have "Past Scheduled" selected on the left
[Waiting for i1 ytimg. com

e text, go to a newspotin

Mon 813

Toe 8114

©

"n "o

Jun 12— 18 2011

Wed /15

Social Media Analytics
[ Y § by SASsoftware
4216 views Promated \ideo

suite For Twitter
ers: An Introduction

HootSuite Beginners Tutorial
- by benjaminbachman
9,677 views

This description includes a link.
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Thursday 10-11am. 5-7pm.

Friday 5-6pm. 6-6:30 p.m.
Weekends 10-12 pm.
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Click to record a video.

Click to upload a video.| Drag and drop a video here.

Video File Upjoad

Congratulagons! Your account is ngw enabled for uploads longer than 15 minutes. Click
the Upload putton below to select g video.

Videos can be...
* High Definition

m or Record from wehcam * Awide variety of formats
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foursquare Phylis in Fairfiel, lowa | Natifcations 4 | Apps | Help | Settings | Log Out

Me Stats | Friends

History | Badges

peopls and tips

Claim Your Venue on foursquare

Confirm your business information

Backyard Garden Supplies.
1108NB St
Zimmerman

Fairfield, lowa 52556

Is this a chain?

You are abg @b Garden Supplies (Fairield, lowa). Is this venue a
one
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no time.
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Campaign & Budget
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What is the most you want i 1,00 USD)
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Schedule

Campaign Schedule:  ["]Run my campaign continuously starting today
) Today at 11:00am  Pacific Time

= sjz4f2011 at 11:00am  Pacific Time

Pricing

Pay for Impressions (CPM)
Pay for Clicks (CPC)

Max Bid (USD). How much are you wiling to pay per click? (min 0.01 USD) (2]
4.50 Suggested Bid: 3.82 - 5.91 USD

Note: Tax is not included in the bids, budgets and other amounts shown.
Use Suggested Bid (Simple Mode)
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Duration: 2:14

Listen to more tracks on the official Phyllis Khare as Miss
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Judith Kingsbury
Publisher, sawyvegetarian.com, online support for vegetarian
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CEO-Taste the Earth Co.

Jim Karpen
Contributing Editor

See all Connections »
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