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Introduction
Shaking the rain off their jackets, students shuffle into Creative 
Writing 310. It’s the last class of the semester—the one where 
you hear about the exam—so the classroom fills up quickly. 

The young man rushes in, scanning the room. He spots her and 
scoots into the empty seat beside her, cutting off a gnomish ‘ma-
ture student’. They smile at each other and unpack their books. 
As they settle in, he shows her a little, official-looking yellow 
card.

“I need to declare my double-major. Do you think it should be 
‘Writing and Theatre’ or ‘Theatre and Writing’?”

“Definitely Writing and Theatre,” she replies. 

“You writing types,” he laughs. “You always want to be the he-
roes of your own stories.” 

During Professor Valgardson’s droning lecture, they chat by writ-
ing short messages in the margins of their notebooks. In the hall 
at the break, they make nervous small talk about the vending 
machine selection and a portrait of the dean on the wall.

The class finishes. Despite having rehearsals nearby, the young 
man walks the woman all the way across campus, back to her 
dorm. 

She tells him about her favourite writers and her plans for the 
upcoming Christmas holiday; he talks about films and the play 
he’s working on. By the time they reach her door, they both have 
a trippy sense of momentum, of falling into something. 

If not for their nervous apprehension, they would part on that 
chilly December evening with a kiss. Instead, they shake hands.

Even that handshake is a little electric, though, and hints of the 
relationship to come.

Twelve years after that first handshake, we’re writing a book about relation-
ships. But before you double check the title of this book, don’t worry. We 
won’t be offering tips on love. All relationships, romantic and otherwise, 
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need the same ingredients to grow: a mutual interest and a solid foundation 
of trust. Social media relations is no different.

One of the oldest chestnuts about marketing and public relations is that, ‘it ’s 

about relationships’. That’s why we called this book Getting to First Base. It ’s 
about contacting, establishing trust and building relationships with social 
media creators and consumers. 

This book is about the “dating” stage of social media relations, and getting to 
that metaphorical first kiss. It ’s about understanding and interpreting the 
language—spoken and unspoken—of social media creators. Learning to 
speak their dialect, and how to communicate with them respectfully and 
honestly, is a big part of social media marketing.

Of course, don’t take our metaphor too far. We don’t actually want you to, 
you know, go all the way around the bases. We’re like the most conservative 
first base coach in the world—always giving you the hold sign, even on a 
home run. 

We’re like a coach in other 
ways, too. We intend this book 
as a guide through the minor 
leagues of social media. We 
want to see you in the big 
leagues, and hope that this book 
helps you get there. It ’s a tool for 
the marketer, fundraiser or small-
business owner; chock full of ideas, 
case studies and tips for promoting 
your organization online.

We’re not holding anything back. 
We’ve distilled our web marketing 
experience, extracted the best 
ideas and lessons, and have written them up in this book. Then we’ve stolen 
(Darren’s old tech writing boss called it ‘distealing’) the most useful wisdom 
we’ve gleaned from our combined 15 years in the industry, and included 
those stories as well. 

Through this book, we use a va-
riety of synonyms for the me-
lange of people who are social 
media creators and ‘new influ-
encers’. We often call them 
bloggers, which can stand in for 
‘bloggers, podcasters, video 
bloggers, Facebook alpha users 
and Twitter addicts’. If that’s 
Greek to you, don’t worry. By 
the end of the book, we’ll have 
you sorted out.
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It’s About Us
This book contains plenty of our personal anecdotes, hard-won wisdom and 
stories of success and failure. And why wouldn’t it? We’re not trying to toot 
our own horn. We just think others will benefit from the lessons of our expe-
rience.

Who Is This Book For?
This book is for marketers. Of course, everyone is a marketer these days. So, 
it ’s for anybody who connects with and promotes to customers. You might 
be an account manager in a PR agency, a CEO of a technology start up or a 
project manager at an environmental agency. Heck, you might even work in 
government. 

What are your goals? Our clients usually ask for ‘more visibility online’. Gen-
erally that means:

• More visitors to their website

• More subscribers to their RSS feeds

• More incoming links to their website

• More views of their content on video and photo-sharing sites like 
YouTube and Flickr

• More references to their company, products and services on blogs, 
podcasts and social networking sites like MySpace and Facebook

Sales, obviously, is another popular metric, but converting site visitors and 
social media consumers into customers is beyond the scope of this book. 
Check out the Recommended Reading section at the end of the book for 
some suggested books on that topic.

What You’ll Learn
Each section is packed with useful tips and advice, so you don’t have to read 
this book cover to cover to step up your game (admittedly, being an elec-
tronic book, it doesn’t actually have covers). But if you do, here are some of 
the lessons you’ll learn:

1. How to understand the landscape of social media—what it is and 
how to incorporate it into your marketing work.
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2. How to launch a social media relations campaign.

3. How to make your website social media ready.

4. New ideas and inspiration for original approaches in your own 
campaigns.

5. The risks and pitfalls of social media marketing and how to avoid 
them.

Who Isn’t This Book For?
There are a few marketing-related groups who probably won’t reap much 
benefit from this book. This book isn’t for you if :

• You don’t know the Internet from a Christmas cactus. This is not an 
introduction to the web, and you’ll be lost by page nine.

• You’re a senior executive vice-president at a Fortune 500 company, 
and you’re looking to make a six-figure technology investment. This 
book is about spending time, not money. Most of the websites and 
services we discuss are cheap or free, so you’ll just end up depleting 
your quarterly budget on another team-building trip to Rapa Nui. 
There are enterprise-class services out there who want your money, 
but we’ll leave those evaluations to the Forresters and Gartners.

• You’re already swimming in the social media Koolaid. If you’ve been 
a blogger for five years and have more than 500 Facebook friends, 
you’re going to enjoy limited returns. There are a number of case 
studies and anecdotes that will be new to you, but the rest will 
probably be old hat. On the other hand, we probably gave you a 
copy of this book for free (in the hopes that you’ll blog about it), so 
you’re already ahead of the game.

• Your target market is under the age of sixteen. This book is about 
marketing to adults—teens and tweens live in a whole other world. 
We’ve included some recommended reading at the end of the book 
for marketing to the adolescent crowd.

• You just want to sell widgets. We can help you get your message out 
and build relationships with online influencers, but we’re marketers, 
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not sales folks. Everything we know about closing the deal we 
learned from Glengarry Glen Ross.
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What is Social Media?

I can't enjoy anything unless everybody is. If one guy is starving 
someplace, that puts a crimp in my evening. 

Alvy Singer, Annie Hall

Like so many names for emerging phenomenon, ‘social media’ has many, 
often-amorphous definitions. Let’s start with Chris Heuer’s:

Social media is redefining how we relate to each other as humans 
and how we as humans relate to the organizations that serve us. 
While it is commonly represented by blogs, podcasts, video blogs, 
wikis, user generated content and social networks, it is not about 
those specific things as much as it is about what happens around 
and because of those things. This includes most notably the ability 
and desire to easily share with each other, to build upon that which 
is shared and to discover people, places and things that are of inter-
est to you, because the sharing of these things with these new tools, 
is making visible that which was previously unknown.

A Social Media Love-In
Chris’s definition is a good start. Now let’s consider how social media differs 
from traditional or ‘mainstream’ media. As the two forms blend and merge, 
this comparison becomes less definite. Newspapers now pay more attention 
to their web presences and you can see YouTube videos on the nightly news. 
Still, the differences help to illustrate the core values of social media:

• Conversation - Media consumers can talk back to media creators. 
Media is no longer a ‘fire and forget’ exercise in serial publishing, 
but a developing discussion. The simplest and earliest example of 
this conversation is the lowly, ubiquitous ‘comments’ form that fol-
lows nearly every blog post on the web.

• Collaboration - The technology of the last decade has made un-
precedented collaborations possible. We see this phenomenon in 
amateur song remixes and social bookmarking sites like del.icio.us. 
Wikipedia, after all, is one of the largest collaborations in human 
history.
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• Scope - Newspapers have column inches and television has the 42-
minute hour. The Internet, occasionally to our dismay, is infinite. 

• Community - It predates the concept of social media, but commu-
nity was largely absent from traditional media. Social media tools 
are enabling like-minded people—be they walrus fanciers, Quebe-
cois undertakers or Vietnam veterans—to find each other.

• Sharing - Social media has had a remarkable democratizing effect 
on creativity. Tools like blogs, photo-sharing and video-sharing sites 
inspired the folks that NYU professor Jay Rosen refers to as “the 
people formerly known as the audience” to create and share in ways 
they never could before.

We often cite two other concepts when discussing social media, and specifi-
cally blogs: ‘authenticity’ and ‘transparency’. These are both admirable vir-
tues, and the real-time, improvisational nature of social media tools tends to 
inspire honest, forthright communication. 

However, we’re reluctant to include authenticity and transparency as indis-
putable core values. You can’t always judge a book by its cover, or a blog by 
its banner. We’ve seen plenty of social media successes, both independent 
and backed by companies, that have been duplicitous. Consider the 70 mil-
lion views earned by not-just-another-girl-with-a-webcam lonelygirl15, or 

The Secret Diary of Steve Jobs, a blog written by a senior editor at Forbes 
magazine. 

The Social Media Star!sh
Let’s get a little more practical. About two years ago, Darren created a dia-
gram to help explain the sundry communications channels that social media 
had to offer. The brand names at the end of each spoke were some popular 
examples of social media service providers at the time.
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The photograph in the middle of the circle represents Darren’s blog, so the 
diagram describes seven social media channels. 

New media guru Robert Scoble recently created a similar diagram which he 
calls the ‘Social Media Starfish’. Here it is:
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As you can see, the social me-
dia landscape has grown—our 
wheel (or echinoderm, if you 
prefer) now has twelve spokes. 
Don’t worry if all those legs and 
logos look a little daunt-
ing—we’ll explain everything by 
the end credits. For now, our point 
is that social media is a many-headed beast, a slippery hydra that keeps 
morphing, evolving and growing. By 2010, this diagram might have 18 or 20 
arms.

Because social media is a difficult abstraction, let’s consider one more visual 
model before moving on. Social media expert Deborah Schultz created this 

Starfish can have 20 or more 
limbs. If you’ve only seen the 
five-legged variety, you need to 
get out more.
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‘social software and media ecosystem’, which presents similar information in 
a different way:

If confusion sets in as you read further, these diagrams may help to clarify 
concepts. Mentally fold over the top corner of this page and flip back for 
easy reference.

Now that you're armed with a basic understanding of social media and know 
what to expect from this book, it ’s time to learn how to ‘work the room’.
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What’s Social Media Marketing?

God bless the Internet!

Chris "Oz" Ostreicher, American Pie

What’s social media marketing? Let’s not over-think this. Simply put, it ’s us-
ing the tools, sites and services of social media (all those starfish legs) to 
promote your company and its products. It qualifies as a subset of your on-
line marketing campaign, and tends to complement search engine optimiza-
tion (SEO), search engine marketing (SEM) and other traditional web-based 
promotional strategies, like email newsletters and online advertising cam-
paigns. Social media marketing also qualifies as a form of viral or word-of-
mouth marketing.

Because social media tends to live online, the vast majority of social media 
marketing happens on the web, too. But don’t be fooled. There are occasions 
that these strategies result in real world interactions.

A Note on Corporate Blogs and Podcasts
Writing a blog or publishing a podcast or vblog is a common way to partici-
pate in social media. Many customer-centric companies, like Ford and Marri-
ott Hotels, write blogs as a way to market their companies on the web. We 
won’t delve too deeply into what it takes to start a company blog or podcast 
and/or how to make it work long term. That’s a whole other book. Plus, many 
of you probably already run blogs, or have bookshelves full of first-rate re-
sources on the topic. If you’ve got this covered, skip ahead. For those inter-
ested in starting a corporate blog, here are some quick tips:

• Decide what kind of blog is right for your company. A CXO thought 
leadership blog? An engineering team blog? An employee blog?
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• Emulate others. Take 
your style and content 
cues from a blog or 
podcast you like. 

• Know what you’ll cover. 
It ’s much easier to come 
up with ideas for daily or 
weekly posts if you already 
have a content mandate. 
Popular topics include: 
company news, product 
tips and tricks, your take 
on the industry and your 
competition, and company 
‘dark matter ’. Dark matter is 
all the compelling stuff 
about your company that 
doesn’t make it onto your 
website or into high-level marketing messages. Sales and tech sup-
port are good departments to mine for good dark matter content.

Why You Should Do Social Media Marketing?
Off the top of our heads, here are a few reasons:

• More people, particularly young people, are spending less time 
watching television and listening to the radio, and more time online.

• Offline advertising has always been expensive and difficult to meas-
ure. The future of online advertising is highly debatable. Regardless, 
just as public relations is cheaper than billboards, so too is social 
media relations more economical and effective than whack-the-
monkey banner ads.

• The days of the brochure site are long-gone. Markets are conversa-
tions, haven’t you heard?

Conversation is happening, whether you like it or not. There are, at best es-
timate, at least 110 million weblogs in the blogosphere. Facebook currently 

Here are some great examples 
of well-written, engaging cor-
porate blogs:

• Jonathan Schwartz’s Weblog, 
Sun Microsystems

• GM’s Blog, Opus Hotel

• Flickr’s Blog

• Tom William’s Blog, 
GiveMeaning.com

• Direct2Dell, Dell Computers

• A Thousand Words, Kodak
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has about 55 million users. Flickr, the popular photo-sharing site, recently 
published its two billionth photograph. None of these phenomena is a dec-
ade old.

That’s where the money’s going. A recent study by Pollara Strategic Insights 
indicated that, “one in two Canadian business leaders say social media is be-
coming more important than mass media.” A similar study by Prospero Tech-
nologies indicated that, “88% of businesses expect to increase social media 
spending in 2008.”

Things Move Fast
Before proceeding, we need to 

impress something upon you. 
Everything moves fast in so-
cial media—the popular tools, 
the lingo, the stars, every-
thing. For example, just within 
the few months we were writ-
ing this book:

• Facebook announced 
its controversial Social 
Ads program.

• Google launched Open-
Social.

• Jaiku emerged as a com-
petitor to Twitter.

The list goes on and on, but you 
get the idea. You’re not done 
learning about this topic when 
you finish reading this book—y-
ou’ve got to continue reading if 
you want to keep up with the digital Joneses. Be sure to check out our Rec-
ommended Reading section for some helpful resources, both the dead tree 
and digital varieties.

"…There's a price. All this kind 
of market gardening activity 
needs to be tended seven days 
a week. You can't turn off a 
community at five on Friday 
and say, "hold that thought un-
til Monday". You need staff who 
are passionate and you also 
need to engage hard-core read-
ers who wish to be part of the 
team. It's hard, different work. 
It's the diametric opposite of 
what publishers and advertisers 
are tempted to do—which is, no 
matter how you dress it up, 
spam."

--David Hepworth, The Guardian
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Additionally, we plan to update this book. Assuming you interacted with us 
to get a copy (you bought it or we gave one to you), you’ll have access to all 
future versions of the book. We’ll notify you via email when we publish an 
update, or you can always visit www.socialmediaready.com for revised edi-
tions.
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Do You Have Something Worth Talking About?

You've never heard of the Millennium Falcon? It's the ship that made 
the Kessel run in less than twelve parsecs.

Han Solo, Star Wars

Let's face it. Most potential 
mates aren't remarkable. Sure, 
he has a nice smile and she 
aced her SATs, but the average 
person is just that—average.

The same is true of products. 
The vast majority of products are 
ordinary. Worse, most customers 
have made their buying decisions 
about staple purchases years ago, 
and it's difficult to change their 
minds.

Every potential client we've ever 
met with thinks their product is extraordinary. They emphasize the unique 
selling points, the bleeding-edge technology (a phrase that should make any 
marketing consultant wary) and the frothing delight of their early adopters. 
But the fact is, even in the world of exciting Web 2.0 start-ups, everything 
old is new again, and most products and services are unremarkable.

So, What's Remarkable?
That's easy—we know it when we see it. The iPod, the Volkswagon Beetle, 
the Segway—this is stuff worth remarking on. We're immediately struck by 
the originality and peculiarity of these products. Touch them and they just 
feel right. Use them and they work perfectly.

These products become memes. They generate conversations among poten-
tial buyers because they are legitimately worth talking about. Importantly, 
the products earn that word-of-mouth attention through great design, not 
great marketing.

There was a time when great 
marketing of a mediocre prod-
uct could beat a great product 
with mediocre marketing—VHS 
tapes, Budweiser, Oracle. Those 
days are, for the most part, long 
passed. If your rival has a better 
product, beware. No advertis-
ing buy is going to transform 
your dud into a stud.

Getting to First Base

A Social Media Marketing Playbook - www.socialmediaready.com 15

TO
P 

TI
P

http://www.socialmediaready.com
http://www.socialmediaready.com


Keep in mind that ‘remarkable’ is in the eye of the beholder, and 
relative to the world of your customers. We’re writing this book 
while living in a limestone farmhouse in the small Maltese vil-
lage of Gharb. All of the buildings in Gharb are made of lime-
stone, and are roughly the same shade of yellow. All except for 
one. That house is painted orange. In many parts of the world, it 
would go unnoticed. Among a town of yellow stone houses, 
though, it stands out.

This idea of building products worth talking about is best ar-
ticulated by Seth Godin in his excellent book "The Purple Cow".

What If Your Product Sucks?
We aren’t saying it does, but take a long, hard look at your 
product and services. Be objective. Leave your enthusiasm and 
pride at the door. In a perfect world, you're at the helm of a 
business that produces extraordinary things, and you build 
those fantastic features worth remarking on right into your 
product. Alas, for many of us, that isn't true. 

Most marketing professionals don't work with iPods or Volks-
wagons. They promote toilet paper, boat shows and ceiling 
tiles. Most of us are trying to market the ordinary. And, if you're 
a marketing consultant, you probably get a lot more calls from 
the ordinary companies than the extraordinary ones.

In fact, there may not be much you can do to change the nature 
of what you are trying to sell. Companies often don't like the 
marketers and the product designers to intermix. Who knows 
what unholy mess such a combination might let loose? 

So, that’s the truth. Sometimes 
it hurts. But before you put 
down this book, leave market-
ing for good and become a 
moose breeder, read on. Even if 
you don't have a remarkable 
product, and you can't help some-
one else build something wonder-

Pick the winners. That sounds 
basic, but it took us years to 
learn how to recognize the 
winners. It took us longer to 
develop the discipline to de-
cline mediocre products.
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ful, don't despair. Dry those crying eyes and make a meme.

Where's the Beef, Who's Your Daddy and What's a Meme?
Someone forwards you an email 
joke. Your boss tells you about 
a great new Thai restaurant. 
Your kid comes home from 
school singing the praises of 
the latest Nintendo DS. You’ve 
just been infected with three me-
mes.

A meme is a virally-transmitted unit 
of cultural information. Memes are 
everywhere, and have existed 
throughout human history. Catch-phrases, melodies, icons, inventions, and 
fashions are typical memes. A chain-letter is a meme, as is the idea of a 
meme itself. 

The most important thing about a meme, and the only way it can survive, is 
that it ’s compelling enough to pass on. No one wants to retell a bad joke, 
and nobody gets a tuneless song stuck playing relentlessly in their head af-
ter they hear it. Memes thrive because they’re worth talking about.

The Internet is a natural habitat 
for memes. Why? Because the 
web has evolved into the 
world’s biggest, fastest infor-
mation exchange. Concepts can 
emerge, evolve, permeate and 
perish in days or weeks. The grow-
ing popularity of blogs, social networks and other frequently updated sites, 
combined with email and synchronous communications channels like 
instant-messaging and Twitter mean that a compelling idea can reach hun-
dreds of thousands of people within hours.

In the online world, memes are the currency of word-of-mouth marketing. 
Word-of-mouth on the web is different from the real world in two important 
respects: it ’s persistent and amplified. 

For a reasonably comprehen-
sive and current list of online 
memes—mostly produced acci-
dentally by individuals, instead 
of intentionally by compani-
es—check out the Wikipedia 
entry entitled "List of Internet 
phenomena".

For a case study on how memes 
spread, check out Darren's arti-
cle, ”The Meme Epidemic”.
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If you tell your sister about a great new shoe shop, no one else hears that 
communication. But if you have a blog about high heels and you write about 
a new shoe shop, your mention of the shop lasts as long as you maintain the 
website. Regular readers access it browsing your archives and new readers 
arrive using search engines. More importantly, your voice is amplified from a 
one-to-one relationship to one-to-many. Instead of just telling your sister, 
you’re telling an audience of five, 500 or 50,000.

Making a Meme
Making a meme is a bit like speed dating. To make an impression, you need 
to be clever, inventive, and amusing. If your product isn’t interesting on its 
own—like the iPod, Second Life or Michelle Kaufman’s groovy modular 
homes—find something tangentially related to your product that’s meme-
worthy. It's the online equivalent of a publicity stunt, and when it works, it 
makes giraffes sing and penguins soar.

This is all a little theoretical, so let's take a look at some examples of online 
memes manufactured by organizations:

Subservient Chicken - A website where users make an actor in a chicken suit 
complete various actions by typing commands. Also, a viral promotion for 
Burger King’s chicken sandwiches. It's been copied by dozens of companies, 
so you know it was a raging success.

Baitcar.com - Vancouver-area law enforcement agencies set up a series of 
‘bait cars’ to catch car thieves. The cars are equipped with video cameras, 
and the most entertaining of the resulting videos are posted to Baitcar.com, 
which received 25,000 visitors in its first week.

The Shining Redux - A contest held by the Association of Independent Crea-
tive Editors led to a clever re-cut trailer for The Shining, turning the film into 
a feel-good romantic comedy. This project launched a web trend for creating 
genre-shifting movie trailers.

Now that you've seen some examples of memes, what makes a meme effec-
tive enough that people want to pass it on? There's no sure strategy, of 
course, but we see some common threads and recurring themes:

Emotional Connection - People need to respond emotionally to the meme. 
Humour (and in particular satire) works best, but poignant stories of love 
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and loss can work well, too. We're skeptical about strategies that are mean-
spirited. These may work, but they depend on an audience that won't be of-
fended by snarkiness. The fake Steve Jobs blog works in the technology 
space, but we're not sure that a fake Martha Stewart blog would resonate 
well with homemakers.

Originality - People love to be surprised. Take a creative approach to a tradi-
tional idea by changing its medium (this photographic rendering of a Seurat  
painting), scale (artist Ron Mueck makes giant, creepily-accurate sculptures 
of humans), tone (the aforementioned re-edited version of The Shining 
trailer) or amount (a Sony ad that let loose 250,000 rubber balls bouncing 
down the streets of San 
Francisco).

Brevity - Shakespeare said it 
was the soul of wit, and he's 
right. People need to 'get' 
your meme in a matter of 
seconds. A great meme will 
hold an audience's attention 
for longer than mere mo-
ments—consider how long 
we spend browsing a site 
like Post Secret—but you 
need to convey the gist of 
the idea as quickly as possi-
ble.

Timeliness - Many memes respond to a particular event in mainstream or 
industry news, and rely on the audience drawing a connection. Here’s an ex-
ample of a Flash movie that parodies Garth Brook’s deal to sell his music ex-
clusively through Wal-Mart. Embrace the fact that most memes are short-
lived, and look for relevant news and pop culture trends for inspiration.

Transmittable - This is the simplest requirement, but one that marketers of-
ten overlook. Make sure it's easy for people to 'infect' their friends and col-
leagues with your meme. Ensure that site visitors can easily copy and paste 
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the link to the meme. For 
example, ensure that it's 
not buried in the middle 
of a Flash-based site. Ide-
ally, build a meme that 
includes transmission as 
part of the idea. The re-
cent promotion for "No 
Direction Home", the Bob 
Dylan bio pic, enabled 
site visitors to replace the 
text on the flash cards in 
Dylan's famous video for 
"Subterranean Homesick 
Blues". They could enter a 
message, and then email 
it to a friend.
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Elastic Path Makes 

eCommerce Platforms 
Fun, No Really

Earlier this year we worked 
with eCommerce platform 
vendor, Elastic Path, to devise 
a viral marketing campaign 
that would bring new visitors 
to the company's blog. By their 
nature, eCommerce platforms 
don't often capture people's 
imaginations.

What does? Funny videos on 
YouTube, of course. 

We built a meme. We devised, 
developed and promoted a se-
ries of seven YouTube videos 
called The Crazy, Mixed Up 
World of eCommerce. They 
asked the question, "What if 
shopping offline were as cruel 
and difficult as buying on-
line?"

The videos were all under two 
minutes, and we intentionally 
shot and edited them to feel a 
little hokey and rough around 
the edges. The social web is 
notoriously intolerant of any-
thing that feels too slick or 

corporate. The videos are al-
most entirely free of a market-
ing message-they just feature 
Elastic Path’s logo at the end 
of each short video.

We did cast a professional ac-
tress, but she played opposite 
an extroverted VP from the 
company. The inclusion of an 
Elastic Path staff member en-
sured company-wide buy-in 
and enthusiasm for the pro-
ject.

After uploading the videos to 
YouTube and a couple of other 
popular video-sharing serv-
ices, we pitched them to inter-
net retailers, eCommerce and 
web marketing bloggers and 
industry journalists. Elastic 
Path also showed the series at 
industry trade shows and 
events.

By being creative with the con-
tent and using a popular me-
dium to deliver the message, 
Elastic Path's videos have been 
viewed more than 35,000 
times. We’re not talking lovely-
girl15 numbers, but worth the 
funds and effort that went into 
the project.
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The Rules: New In"uencer Ettiquette

The niceties must be observed, Dumbledore would want you to use 
your manners!

He Who Shall Not Be Named, Harry Potter and the Goblet of Fire

Plenty has been written on marketing in the new economy, and the trans-
forming relationship between companies and consumers. We don't aim to 
replicate that work here. Instead, this section describes how these new in-
fluencers—bloggers, YouTube stars, Facebook friend magnets—communi-
cate with one another.

Take an anthropological approach: by emulating their behaviour and learn-
ing their dialect, you can be confident when you approach new influencers. 
As Jane Goodall discovered, the best way to learn about a new species is to 
live among them. 

It ’s like this. If the woman you’re into likes mountain biking, get yourself on 
a bike and race down a few treacherous trails with her. Now you’ve got 
something in common. Plus, she’ll teach you how to ‘bunny hop’ and ‘track 
stand’, which may kick-off one of those romantic movie montages we all se-
cretly love. 

If you enter the social media sphere, you'll be equipped to avoid common 
marketing faux pas. If you already immerse yourself in social media—start 
blogging, Twittering and messing about on Facebook—you can probably 
skip this section entirely.

For those less eager to take the plunge, here are some principles you can 
rely upon when you start talking to new influencers.

They're Not Journalists 
There are obvious similarities between traditional journalists and bloggers, 
but it's important to recognize that they’re not one in the same. Here are 
some key differences:

Their requirements for content are less rigid. A reporter on the entertain-
ment beat has specific weekly requirements for articles. In an average week, 
they might write one celebrity profile, two movie previews and two movie 
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reviews. Bloggers are free from such stringent requirements. A movie blog-
ger might preview six movies one week, and none the next.

Their writing is usually in-

formed by their opinion. 
Bloggers don’t have to write 
about anything they don’t 
want to. Instead, they tend to 
write about things they re-
spond emotionally to 
(whether that's outrage or 
adoration). This is why no 
blogger wants to transcribe 
your media release announc-
ing a new partnership—it's utterly 
devoid of feeling (and, of course, 
it's boring, manufactured news).

They make connections. If you 
can't include a hyperlink in your pitch, don't target bloggers. They'll go look-
ing for something to link to, and it might be your competition, or an unflat-
tering article about your organization.

They are repulsed by marketing language. In our experience, journalists are 
accustomed to the corporate hackery of the modern media release, with its 
superlatives and glowing prose. Bloggers aren't as inured, but they aren't 
fooled either.

This is a tricky one, because sometimes it pays to treat bloggers exactly like 
the mainstream media, and sometimes it doesn't. As a general rule, you ap-
proach them differently, but once you've built a relationship with a blogger, 
you can treat them more like a journalist.

Make Friends
Bloggers read other bloggers and podcasters listen to other podcasts. Dem-
onstrate that you're familiar with their work by linking to their site, subscrib-
ing to their blog, adding them as friends on MySpace or joining their affinity 
group on Facebook. Bloggers notice this, and will be more familiar and 
therefore more open with you when you eventually contact them.

"I choose what to write about 
by what interests me. There are 
many other websites covering 
the same sort of material so I 
tend to stay away from news 
items that have been covered 
by more than three other news-
sources unless it's something of 
personal interest. For the most 
part, if it interests me, I'll write 
about it."

--Marina Antunes, Row Three
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Lay Your Cards on the Table
Quick quiz. What are the two 

famous tenets of 'new PR' that 
we hear over and over again? 
If you said, “authenticity and 
transparency” then kudos for 
paying attention. This applies 
to all your interactions with 
social media creators. You've 
got to be completely up front 
about who you are, who you're 
working for and what your mo-
tivations are.

When we're contacting bloggers for the first time, our opening line is often 
something like:

"Hi, My name is Darren Barefoot and I'm a blogger 
(www.darrenbarefoot.com) and a marketer (www.capulet.com). I 'm 
working with ACME Blow-Up Toys (www.acmeblowup.com) to help 
them get the word out about their new line of..." 

The URLs are key because links are the language and currency of the web. 
Bloggers can immediately visit any of the sites we provide to confirm our 
identity. URLs are little tokens of trust—a personal detail disclosed on a first 
date that helps to form a connection.

Pro!le of a Social Media Spammer
“Spammer” is pretty much the worst aspersion you can cast on a web deni-
zen. In dating lingo, it ’s like being called “creepy”, “desperate” and “needy” all 
at once. Marketers rightfully worry about demonstrating ‘spammy’ behav-
iour, and often ask us how to avoid looking like a shady online citizen. If you 
practice what we preach elsewhere in this book, you should be okay. How-
ever, for the sake of completeness, this is the kind of behaviour that will 
brand your forehead with a big red ‘S’:

• You send generic emails to bloggers and podcasters with salutations 
like “Dear Webmaster”.

“I don’t know the first thing 
about [this company]. But then 
this morning they spammed 
me. Any email that lands in my 
inbox that’s written in 
marketing-ese and I don’t know 
who sent it, that’s spam.”

--Tim Bray
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• You contact bloggers with grand promises of link exchanges.

• You post on the ‘walls’ of Facebook profiles, pages and groups pro-
moting your own Facebook group (or worse, your product).

• You parachute in to blog posts, podcasts and videos that discuss 
your competitors and leave promotional messages about your serv-
ices.

• You never consider the topics a social media creator covers and as a 
result, you pitch a chick lit novel to the guy with a hockey blog.

• You send press releases out to large lists you bought or culled from 
the web without obtaining the recipients’ permission.

New In"uencer Pro!les
So, who are these new media masters you’ll want to get to know? Meet three 
new influencers: Irina Slutsky, Meg Fowler and Dave Olson. We ask them 
what’s exciting about the social web, and why they dig being a part of the 
online community. 

New In"uencer Interview: Irina Slutsky
What's your day job?

Geek Entertainment T V is pretty much my day job at the moment. I've got 
a background in journalism—I went to Columbia's School of Journalism. 
The show started one day when I told my friend Eddie to come to a tech 
event and bring a camera. I said, "We'll pretend that we have a news 
show." From there things took off, and for nine months we did the show 
twice a week. After that we made videos for PodTech for about a year, and 
we're still producing one video a week. 

We currently pay for the show through sponsorship. I really can't do paid 
content or host sponsored shows because I want to maintain my objective 
journalistic standing. 

How did you get started?

I was working at the Star-Ledger in New Jersey in 2003. I started paying 
attention to what was happening on the web. Plus, one of my best friends 
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was a blogger—a DJ in New York. At the 
same time I got into instant messag-
ing—that was the gateway drug.

What's the reach of your videos?

It differs based on the subject matter, 
but our videos get about 100,000 views 
a month. Other projects, like Boobs in a 
Box,  have received over a million views.

What's your favourite social media 
channel at the moment?

Twitter—it's so accessible. There's real 
value in the limit. If you can't say it in a 
140 characters, go write a blog post. It's 
easy and quick, yet you still feel con-
nected.

Watch Irina’s show at GeekEntertainment.TV.

New In"uencer Interview: Meg Fowler
What's your day job?

I 'm a full-time writer. Of pretty much anything.

How did you get started with blogging?

Honestly? I clicked on a random link at Salon.com after a friend gave me a 
subscription to the site, and started blogging with them...even though I 
had no idea what blogging was.

I had three blogs crash there, until I finally got my own domain in June, 
2006. I'm still not sure what I'm up to, but I love it.

Why do you blog?

I love the discipline of blogging and how it challenges me to say some-
thing fresh every day without over-thinking or over-editing (two flaws of 
mine).

And the interactivity! It's an amazing thing to receive feedback—for better 
or for worse—so quickly and frequently.
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The community is my favourite thing, though. 
How else could I have met all these brilliant, 
funny people?

What's your favourite social media channel at the 
moment?

I 'm addicted to Twitter. It's the Internet version 
of people-watching. And for someone who 
writes all day and all night, 140 characters per 
thought is a nice break.

Name a favourite blog/podcast/vlog other than 
your own.

I 'm an NPR podcast junkie, especially "This 
American Life". Wicked, wicked crush on Ira 
Glass. Terry Gross is great on "Fresh Air", too.

Meg blogs at MegFowler.com.

New In"uencer Interview: Dave Olson
What's your day job?

I’m the Community Evangelist at Raincity Stu-
dios, a web development company in Vancou-
ver.

What’s the reach of your social media projects?

I have no idea.

Why not?

I simply don't run stats on most sites. What matters to me is that people 
from diverse culture and locations genuinely enjoy what I produce and 
respond with postcards, emails, dinners and gifts or, best yet, tell how im-
portant my "stuff " is to them. Having this impact is way more fulfilling for 
me as a creative producer than stats and graphs—particularly when you 
see insipid nonsense piling up hundreds of thousands of hits.

How did you get started with blogging and pocasting?
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I began publishing hyper-personal, narrative writing for public consump-
tion in 1979 but that was via a ditto machine. While at The Clubside Cafe 
in Olympia, Washington, my amigo Jay told me about podcasting and 
then put a mic in my face moments afterwards. At first, blogging was pri-
marily a tool to make the resultant podcast series easier to publish and 
grew into yet another personal expression engine.

Why do you blog?

To write and be read. Make art, not 
war!

What's your favourite social media 
channel at the moment and why?

Blip.tv,  because it's a great inter-
face for publishing video.

Name a favourite blog/podcast/vlog 
other than your own.

Cory Doctorow's Craphound 
podcast.

Consume Dave’s life online at 
Ephemeral Feasthouse.
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Strut Your Stu#: Make Your Website Social Media 
Ready

Nobody puts Baby in a corner.

Johnny, Dirty Dancing

Remember printed press kits? Ah, those were the heady days when journal-
ists had the time and inclination to page through our carefully prepared and 
creatively designed company overviews and executive bios. Everything old is 
new again, so now’s your chance to resurrect some of that dusty corporate 
messaging and modernize it for your website’s new social media resource 
page.

Get Linkable
If you’re reading this book, you almost certainly already have a website. 
There’s only so much retrofitting you can do, so this next piece of advice 
might frustrate you: ensure that social media creators can link to any and 
every page on your website. 

This goes double for websites with online product catalogs. Make it easy for 
bloggers to write, “I really love this!” and send visitors to your website. Too 
many sites rely on Flash or arcane organization to display their products. As 
a result, the URL in the address bar doesn’t reference the particular product 
you’re viewing. 

Both these companies make great products, so we’re reluctant to pick on 
them, but Matt & Nat and Crumpler both have disappointing websites in this 
regard. Bloggers are left writing, “click ‘Products’, then scroll to the fourth 
bag from the right, then pick the blue one...” 

It ’s simple, a usable website generates more incoming links.

Social Media Resources Page
A social media resources page is a one-stop-shop on your site for traditional 
press kit info, plus links and new media goodies that bloggers, podcasters 
and video bloggers can use. In case you’re wondering, a social media re-
source page works for traditional media, too. 
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Why bother updating your online press center? If social media creators have 
good resource material on hand, they may be more inclined to take on your 
story. Remember, most bloggers have day jobs, so they don’t always have 
the time and resources to do extensive research and interviews. If you pro-
vide easy access to solid, well-written background materials, you also im-
prove the odds of getting an accurate story. 

You can include all the basics from a traditional press kit on your social me-
dia resources page. Just add the following and you’re good to go: 

Social Media Resources Page Checklist

• The all important contact email of a real person—please not ‘info@’. 
A phone number is also good. Skype or other instant messenger 
contacts, even better. 

• Product box photos, if you have 
them. You know, the ones that 
make it look like your product 
comes in a box, even if it doesn’t.

• Screenshots—upload these to 
Flickr so that they are easily em-
beddable. Bloggers like to include 
images with their stories, so pro-
vide a few different options.

• Links to downloadables, if appro-
priate, so they can check out your 
product.

• Links or aggregated headlines 
from company blogs, Twitter or 
other news feeds.

• A link to product marketing info.

• A link to technical documentation.

• Links to other third-party reviews 
and posts.
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• Demo videos, if you have them. Plus, the code required to embed 
the video into an html page.

• A blogroll demonstrating you’re active in the blogosphere.

• Create a link roll with Ma.gnolia or del.icio.us. Bookmark interesting 
blog posts, articles, photos and video about your product, company, 
or industry.

Here’s a link to a social media resource page we helped Litebook Inc. create. 

The Han Solo with Litebook images—meant to demonstrate the true size of 

the Litebook—were particularly popular with bloggers. Go figure.
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Pillow Talk: Learning to Listen

Wait a minute. Wait a minute. You ain’t heard nothin’ yet.

Jack Robin, The Jazz Singer

A golden rule in any courtship is to be a good listener. The same rule applies 
to building relationships with journalists or other content creators. 

Why listen? You’ll need to get up-to-speed on the conversation that’s already 
alive and well in the blogosphere before you crash the party with embarrass-
ing, out-of-touch questions and comments that can be a total turn-off.

Listen first so that you can:

1. Get to know hot topics 
in your industry. As 
marketers, we tend to 
get brainwashed by 
‘marketing think.’ We 
see things in benefits 
and features. Listen care-
fully to what the real chal-
lenges and successes are 
in your industry. Learn 
what your community’s 
dialect sounds like.

2. Get to know the influenc-
ers. Find out who’s writing 
about what in your space. Get a grasp on the kinds of stories that 
interest them most.

3. Get a feel for the medium. Commenting on a blog isn’t like writing a 
white paper. It ’s an informal medium with it ’s own style and tone.

4. Understand the tools you’ll be using to monitor the web for com-
pany mentions and hot industry debates.

As you’re getting acquainted 
with the language and culture 
of the blogosphere, it’s worth 
finding and subscribing to 
blogs that you’re personally in-
terested in. There are blogs for 
every subject, and if you’re pas-
sionate about the subject mat-
ter, you’ll pick up the lingo and 
communication style a little 
faster.
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It’s Too Loud!
A downside of being a good listener is getting a super-size headache. That's 
exactly what can happen when your RSS reader pings every few minutes, 
your Facebook wall fills up and your Twitter friends update their statuses 
every half hour. Make it stop!

We don't want this to happen to you. So, in order to listen without getting 
overwhelmed by the massive amount of information coming down the pipe, 
here are some tips for keeping it real:

1. Don't subscribe to hundreds of RSS feeds right away. Choose ten. 
When you've got a grip on those you can add more.

2. Throw in a couple of blogs or podcasts you actually enjoy. Only 
consuming social media that's pertinent to your work is, well, hard 
work. Add in something fun to make the monitoring process more 
enjoyable.

3. Make time to listen. Just like barely listening to your partner at the 
end of a tough day, pretending to pay attention doesn't pay off. 
You've got to give it your full attention. Same thing when you're 
monitoring the blogsophere. Don't try to cram it into an already 
jam-packed day. For the exercise to be worthwhile, schedule 20 
minutes every day and give it your complete attention. 

4. Let the tools help you. If you want a smattering of top news in a va-
riety of subject areas, find an aggregator site (such as Gossip Feast) 
that does that work for you. Also consider a service like AideRSS. It 
filters RSS feeds and provides you with a ‘best of ’ selection.

5. Share the love. That's right, delegate some listening to a business 
analyst or product manager. It works best when it's someone who 
has a stake in the project.
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Match Making: Finding the Right Bloggers and 
Communities

I mean, we chat online for, like, two hours every day so I guess you 
could say things are gettin' pretty serious.

Kip, Napoleon Dynamite

Your site has had its new media makeover, you’ve reviewed the rules, and 
you’ve been getting to know your industry’s online communities. Now, it ’s 
time to find the right online influencers to court. 

If you’ve set your romantic sights on the new account manager at the office, 
you’ll probably get your friends to check him out before making your move. 
When it comes to sizing up bloggers, podcasters and vbloggers, use the 
tools in this chapter to vet your targets. They’ll give you a green light or stop 
you in your tracks. 

Size Matters
The first step towards launching a successful media relations campaign is to 
find the right blogs and online communities to contact with your story. Size 
matters. You want to identify content creators who have the greatest reader-
ship and influence within your industry. 

Obviously, you’ll want to contact a popular podcaster, or a community with 
thousands of users. But don’t count out smaller blogs. It ’s not unusual for a 
story from a minor site to bubble up through the blogosphere to über blogs, 
and even infiltrate traditional media. Remember the Canadian politician Sam 
Bulte and the news about dubious financial contributors to her campaign? 
That story first appeared in the blogosphere, where it was picked up by Ma-
clean’s magazine.

So, how do you find the top sites that best fit your marketing mandate? 
Sadly, there’s no single tool that reliably measures readership and audience. 
Instead, you’ll need to use a combination of tools to compare blogs, and 
draw conclusions about which bloggers you’ll want to contact. 
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Learn to Read the Tarot Cards
Here’s a summary of tools and sites you can use to locate and compare 
blogs:

Google
There’s not a lot of magic to it. Comparing blogs is as simple as entering a 
search query like ‘<subject> blog’ and paging through the results. For exam-
ple, search for ‘knitting blog’ and you’ll find: Knit Sisters: Watch out, We’ve got 
sharp sticks; Yarn Harlot; and Xtreme-Knitting Blog!. 

To get an idea of the authority a site wields, type this into Google:

link:http://www.knitsisters.com

The results will tell you how many other sites are linking to this blog. Simply 
put, the more links, the more authoritative the blog. In this case, Google 
shows 70 sites linking to www.knitsisters.com.

Let’s compare that with Yarn Harlot. Even though Yarn Harlot doesn’t get the 
top search spot on Google, 4,370 other sites link to it. Obviously, Yarn Harlot 
is more popular, and so, is more authoritative than the Knit Sisters blog.

See, it ’s easy.

Google PageRank
Another tool you can use to compare sites is Google PageRank. Google Pag-
eRank is a link analysis algorithm that assigns a numerical ranking to a web 
page. Let’s let Google explain how it works:

PageRank relies on the uniquely democratic nature of the Web by 
using its vast link structure as an indicator of an individual page's 
value. In essence, Google interprets a link from page A to page B as a 
vote, by page A, for page B. But, Google looks at considerably more 
than the sheer volume of votes, or links a page receives; for example, 
it also analyzes the page that casts the vote. Votes cast by pages 
that are themselves "important" weigh more heavily and help to 
make other pages "important."  Using these and other factors, Google 
provides its views on pages' relative importance. 
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In a nutshell, the greater the number of incoming links from ‘important’ 
sites, the higher the Google PageRank. 

For example, Yarn Harlot has a 
Google PageRank of 5. To give 
you some context on how hard 
it is to increase your Google 
PageRank, the New York Times 
Website has a Google PageRank 
of 8. 

There are two easy ways to check Google PageRank:

1. You can use any of a number of free web tools, like BloxFlug.

2. Or you can integrate Google’s PageRank checker into your browser 
using Google Toolbar.

There’s some debate about the validity and relevance of PageRank as a 
popularity metric, but we think it remains a useful tool. After all, if you over-
heard some sketchy gossip about your new girlfriend you wouldn’t break-up 
with her right then and there, would you?

Technorati, BlogPulse, IceRocket... the List Goes On 
Technorati has been under fire recently for churning out inaccurate search 
results. Some argue that competitors BlogPulse or IceRocket are more reli-
able, but in our experience Technorati and Google still get the job done.

Their slogan is ‘search the live Web’, and they’re still the leading blog search 
engine. As of 2007, Technorati indexes over 75 million weblogs. Keep in 
mind that Technorati is probably better at searching blog content than for 
blogs themselves.

If you enter a blog’s URL into Technorati, it will perform the same function as 
the Google search we mentioned above, showing you the number of incom-
ing links to that blog. Earlier this year however, Technorati went one better, 
adding its own Authority Ranking. The Technorati Authority—depicted by a 
green rectangle alongside the word “Authority”—is the number of blogs 
linking to a website in the last six months. The higher the number, the more 
Technorati Authority the blog has. Here’s a detailed description of Technorati 
Authority. 

If an ‘important’ site links to 
your website, that helps to im-
prove your PageRank and visi-
bility in the search engines.
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Alexa, Compete and Quantcast
Alexa is a rather old-fashioned site ranking tool, but gives you another data 
point for comparing sites. It ’s useful for providing info about the web traffic 
sites are getting.  

Compete is akin to Alex as offers up competitive metrics based on consumer 
behaviour data. Similarly, Quantcast is a rating service that reports on audi-
ence metrics but it is primarily designed for advertisers.

Making a List, Checking It Twice
When we’re researching blogs and bloggers for clients, we usually build a 
spreadsheet that includes several of these metrics. This enables us to com-
pare and filter blogs based on any particular measure. Here’s a snapshot of 
comparative numbers for some popular environmental blogs:

Count Subscribers
There are still other means of evaluating a blog’s popularity. 
Many bloggers use FeedBurner to measure the number of 
RSS subscribers they have. FeedBurner enables users to 
publish a little widget or ‘chicklet’ which displays the number 
of subscribers to a particular blog. Even if a blog doesn’t publish that num-
ber, if they publish their RSS feeds through FeedBurner, there’s a trick you 
can use to see it:

1. Find the URL for the blog’s RSS feed. If it ’s hosted by FeedBurner, it 
will look like this:
http://feeds.feedburner.com/BLOGNAME 

2. Insert the characters ~fc/ right after feeds.feedburner.com, so that 
the URL now looks like this:
http://feeds.feedburner.com/~fc/BLOGNAME
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3. Enter the new URL into your browser’s address bar. If you can access 
the feed count (feed publishers can deactivate this service), the 
browser will display the resulting number.

Likewise, you can also view the number of subscribers using Bloglines (20 - 
30%, in our experience) to read a particular blog. This, of course, only repre-
sents a subset of all subscribers, but it provides another basis of comparison.

Be Skeptical
For all of these services—from Google to 
Quantcast—it’s important to remain 
skeptical. Consider search guru Vanessa 
Fox’s comments on these measurement 
tools:

All of the services are fairly notori-
ously unreliable. They all use differ-
ent methods for gathering data that 
make them fairly inaccurate by their 
nature. (Alexa, for instance, uses the 
Alexa toolbar, which is skewed to-
wards a certain demographic of us-
ers.) However, a couple of ways any 
of these tools are useful are for trend-
ing over time and comparisons. If you 
use one tool to gather data on these 
two things, then while the data will 
be unreliable, it should be equally 
unreliable over time or between sites, 
so the trending should be fairly accu-
rate.

We also spoke to SEO expert Alexande 
Brabant, who reached similar conclu-
sions:

There is a lot of debate about the usefulness and accuracy of these 
tools. Alexa has always stated that they are quite inaccurate, since 
their numbers are based on the Alexa toolbar as opposed to other 
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ways of measuring traffic. I suspect Quantcast and Compete have 
the same drawbacks. These tools can give an indication on your pro-
gress, which is how I use them. They can track progress at a 30,000 
feet view but not on a granular level.  

Listen to Your Heart
Finally, don’t forget to pay attention to more subjective indications of a 
blog’s popularity:

• How many comments does the average post receive? Obviously this 
varies based on the blog’s topic and writing style, but you can bet a 
blog that averages three comments per post has more readers than 
the comment-free one.

• How often does the blogger write blog posts? If they only post twice 
a month, they probably—but not necessarily—have a smaller audi-
ence. More importantly, if they’re an infrequent poster, it ’s going to 
be more difficult for you to interest them in your story.

• How long have they been blogging? Generally speaking, the older 
the blog, the more the readers it will have.

• How much ‘stuff ’—widgets, blogrolls, Flickr streams, and so for-
th—is there in the blog’s sidebars? A blogger who’s aware of and ac-
tive in their community will tend to advertise their affiliations and 
connections this way. More ‘stuff ’ suggests that they’ve got a 
broader reach.

A Little Help from Your Friends
Get out of your chair, step away from the computer and have some real-
world conversations with your colleagues about what blogs they’re reading 
(that pertain to work, of course). An informal, in-house survey won’t give you 
comprehensive results, but chances are some of your colleagues know ex-
actly which blogs and online communities are talking about your industry, 
your competitors, maybe even your company. Consider keeping an in-house 
blogroll or OPML file to encourage your colleagues to monitor the social 
space. 
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Blogrolls. Who is Your BFF Today?
It ’s common practice for bloggers to link to other 
blogs they read on a regular basis, or that com-
plement the content on their own blog. Once 
you find a few promising blogs, check out their 
blogrolls—they often run down the sidebar. 
Blogrolls can provide a gold mine of sites to read 
and potentially add to your contact list. 

There’s some indication that blogrolls are going 
out of style. If that’s the case, we encourage you 
to mine blogrolls for the good info now before 
they disappear.
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Make Your Move: Devising Your Pitch

Mrs. Robinson, you’re trying to seduce me, aren’t you?

Benjamin Braddock, The Graduate

A successful social media rela-
tions campaign needs a good 
story. If Creative Writing 310 
taught us anything, it ’s that any 
story worth telling needs good 
characters, a compelling plot, 
and should be at least a little bit 
entertaining. Think of your pitch as 
a narrative, your executives as 
characters, and the person you’re 
pitching as your skeptical audience. 
Then, spin a good yarn.

So, what makes a good pitch?  

1. It’s compelling and relevant. “You should write about our new 
product” definitely won’t cut it. In fact, it could result in ridicule. 
Think hard, and find a specific feature that will capture the recipi-
ent’s attention. Keep your story relevant by contacting bloggers 
and online communities that already have a keen interest in your 
topic. 

2. It’s timely. Is your product new? Can a blogger write one of the first 
reviews? A new product carries some mystique and so can improve 
your chances of getting coverage. 

3. It’s personal. Bloggers don’t want to be blasted with press releases 
or mass pitches. Address a blogger by their first name. Introduce 
yourself right at the start. Show them you’re familiar with their 
work by referring to a relevant post on their site.

4. It’s short and sweet. 

Social media channels aren't 
silos. They can work together 
for online promotion. So, if 
you're hosting a real-world 
event... post it on 
upcoming.org, promote it on 
your blog and Facebook, talk 
about it on your Twitter stream, 
and make a promo YouTube 
video about it. 
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5. It’s conversational. Social media is much more informal than tradi-
tional business communications. So, sound like a real person, not a 
marketing team run by committee. 

6. It leads with a link. It ’s a good idea to include a link in the first 
paragraph of your pitch. Link to your organization, product an-
nouncement, or a previous relevant story posted on the site you’re 
pitching. Leading with a link shows you can speak their language.

7. It includes an incentive. This is a tricky one, as you don’t want to 
try to ‘buy’ a mention. A good way around incentives is to offer a 
limited free offering (say, a software license) to bloggers and pod-
casters who review your product. Never, ever offer or send cash or 
gifts. In our experience, inviting bloggers to review a product works 
really well.  

8. It offers access to executives. As we’ve mentioned already, blog-
gers, podcasters and video bloggers like to be afforded the same 
benefits as journalists. Reward them with access to the CEO or 
product manager.
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I Just Called to Say I Pitch You
Should you ever phone social media creators to deliver your pitch? Ninety 
percent of the time, the answer is no. There’s an exception to this rule, which 
applies if you meet all of these conditions:

• You already have a personal relationship.

How to Entice Social 

Media Moguls 

This summer we helped a 
large, national retailer connect 
with bloggers during the 
launch of a new service. The 
company had organized a 
press conference and Q&A ses-
sion will well-known tech per-
sonalities. Simultaneously, 
they would broadcast the ses-
sion on the web. The com-
pany’s goal was to get new 
media folks to attend the web 
cast, and then post about the 
company’s new project. 

Part of the challenge with this 
assignment was that everyo-
ne—not just bloggers—was 
invited to the webcast. Be-
cause the webcast wasn’t ex-
clusive, it didn’t make the 
event especially appealing for 
bloggers and podcasters. So, 

instead of focusing squarely 
on the online event, we invited 
some heavy hitters to the real-
world event as ‘media’. 

While we were able to entice a 
number of bloggers to watch 
the webcast, our success rate 
with the media passes to the 
real-world event was greater. 
In fact, we used up all the 
blogger passes allotted for the 
campaign.

Extend social media creators 
the same privileges you offer 
journalists. Invite them to me-
dia events, give them products 
to review and make top com-
pany staff available for inter-
views. This costs your organi-
zation precious little in terms 
of time and resources, but 
demonstrates your respect for 
online opinion.
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• They’ve given you permission to call them (if they publish their 
phone number on their website or profile page, that qualifies).

• You’ve got timely or exclusive information that they’ll appreciate. 
This is tricky to judge, but try to be honest and objective. Your com-
pany comes out of stealth mode and launches a public beta pro-
gram? That’s newsworthy. You sign up a new partner in your reseller 
program? Not so much.

What about other communications channels like instant messenger (IM) or 
Twitter? As long as you’re respectful of the blogger’s time—don’t demand 
their instant, complete attention—these can be great alternatives. 

On the other hand, don’t write pitches in the comments area of a blog post, 
podcast or video. Like Ugg boots and carnations, it ’s just plain tacky. As 
we’ve indicated elsewhere, it ’s acceptable and expected that you respond to 
posts about your company and industry. The comments section isn’t there 
for you to pimp your products and services—it’s there to discuss the social 
media it follows.

Marketers sometimes resort to pitching in comment form when a blogger 
doesn’t provide a publicly-available email address or other means of contact. 
That’s the cold shoulder at the bar—an explicit sign that the blogger doesn’t 
want to be approached. Scratch that blogger from your little black book 
(though keep reading them if they’re influential), and move on.

Here’s Who We’ve Done
At Capulet, we work with new media folks all the time. We run online con-
tests, do blogger relations, we’ve even ghost-written a Facebook profile 
(that last one is ill-advised, by the way). 

So, we’re cracking open our tickle trunk to show you what’s worked for us. 
Hopefully, some of these examples will inspire you to get creative with your 
own social media relations campaigns. These pitches range from traditional 
emails to less conventional, attention-getting tactics. We hope these exam-
ples also show that running social media relations campaigns can be a pretty 
fun job.
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An ‘Illuminating’ Email Pitch
I 'm Julie Szabo, a marketer (www.capulet.com) and blogger 
(www.bootandblade.com) and am helping out the folks at 
Litebook.com. 

In the spring, you had a couple of posts about jet lag and BA's nifty 
body clock calculator. A more robust version of the hack-your-body-
clock approach to beating jet lag is using full-spectrum LEDs.

Litebook is a portable ' light box' that uses bright white LEDs of a 
wavelength identical to sunlight. Use the Litebook at the appropri-
ate time, and it' ll reduce the nasty effects of jet lag. There's also a jet 
lag calculator on Litebook's site that enables users to figure out 
when they should the device, and when they should avoid light to 
overcome jet lag as quickly as possible.

Would you like to give the Litebook a test drive the next time you’re 
changing time zones? 

Some links:

Litebook and jet lag: 
http://www.litebook.com/light-therapy/jet-lag.asp

Media resources like products shots and the like:

http://www.litebook.com/support/bloggerresources.asp

If you have any questions or want to try it out, let me know. 

Cheers. Julie
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Other Ways to Woo
Email pitches are our stock and 
trade, but we’ve also had success 
being more creative with our 
pitches. Marketing messages 
work best when the message 
bears similarity to the topic—the 
best way to advertise a skywrit-
ing company is in big smoke let-
ters.

Video Killed the Email Star
Earlier this year, we manufac-
tured a meme to promote Elastic Path, an eCommerce platform vendor. In-
stead of going with the conventional email pitch, we created a series of in-
formal, personalized video pitches for a group of prominent bloggers (here’s 
an example). They were each less than two minutes long, and featured Dar-
ren sitting on our back patio, talking to the camera, YouTube style. We inter-
cut a few scenes from the Elastic Path videos, uploaded them to a video 
sharing site and passed the link 
(and little else) on to the blog-
gers. 

The campaign was very suc-
cessful—nearly 80% of the 
popular bloggers we contacted 
wrote about Elastic Path’s videos. A 
few talked more about our original 
pitch strategy than the videos 
themselves. Obviously we don’t 
want to star in our clients’ projects, 
but it exemplifies how authentic, 
creative communication can be ef-
fective. 

Our video pitch strategy in-
spired a blog post and lengthy 
conversation on SEOMoz, a 
popular search engine optimi-
zation and eCommerce site. The 
comment section provides an 
informative evaluation of this 
technique. If you’re considering 
a similar approach, it’s worth 
reading.
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Bam! Kapow! Here’s My Pitch!
A printer manufacturer hired us to help get the word out to Canadian blog-
gers about their new line of colour laser printers. Seeking a pitch style that 
coincided with the offer of test-driving a new printer, we created a personal-
ized one-page comic strip for each blogger. 

Using photos of ourselves and the bloggers from Flickr and easy-to-use 
comic building software, we created 20 comics to send to our target blog-
gers. The dialogue in each comic referred to past interactions and the topics 
the bloggers often wrote about.
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We already had a relationship with most of these bloggers. This would have 
been a risky (and slightly creepy) strategy as an introductory contact. But, 
because we’d already gotten to first base (as it were), the bloggers received 
it as it was intended—an inventive and whimsical greeting card.

And it worked. Of the twenty bloggers we contacted in this campaign, 17 of 
them agreed to try out the printers and write reviews. 
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Other Blogger Outreach Campaigns We Like
Here are a few more blogger outreach case studies we’re fond of :

Blogging from the press box - In the face of declining mainstream media 
attention and attendance, the NHL’s Washington Capitals undertook an ag-
gressive blogger relations strategy. They invited several Capitals bloggers 
and podcasters to watch and report on games from the press box—previ-
ously the exclusive domain of sports reporters. Read about the program in 
this Washington Times article, and then read Capitals owner Ted Leonsis’s 
thoughtful reponse.

Digital press junket to the fu-
ture - The Sci-Fi Channel flew 
twenty-five bloggers and pod-
casters to Vancouver for a 
week-long media junket. They 
enjoyed set tours, meet-and-
greets and interview opportunities 
for five locally-shot shows, includ-
ing the geek-favourite “Battlestar 
Galactica”. Check out a set tour re-
port and cast interview as just two 
samples of the massive online cov-
erage the project generated.

Comic Shop Mashup - Hijinx Comics 
is a pretty ordinary bricks and mor-
tar comic-book shop in San Jose. In 
order to build visibility and incom-
ing traffic online, they created a 
Google Maps mash-up entitled The 
Ultimate Comic Shop Map. It gave 
them a story to talk to bloggers about, and something unusual and engag-
ing for them to link to. Internet marketing professionals sometimes refer to 
this sort of tactic as creating ‘link bait’, but that term is unnecessarily pejora-
tive. The reality is simple: if people like something, they’ll link to it. 

Here’s one improvement the 
Sci-Fi Channel could have made 
to their ‘digital press tour’. They 
should have created a microsite 
that aggregated all of the blog-
gers’ content from the jun-
ket–photos, audio, video, blog 
posts–in one place. That way, 
readers of any one attending 
blogger could easily access the 
material created by the other 
attendees.

When you run new media 
events, the greatest value often 
rests with the digital artifacts 
that live on afterward.
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It’s Not Always About the Pitch: Find Creative Ways to Get No-
ticed
Social media relations doesn’t have to revolve around ‘the pitch’. If you want 
to build an audience, or increase the number of visitors to your site, get 
creative with your online marketing tactics. Flip back to the chapter on me-
mes (page 17) for some strategies and ideas.

DeSmogBlog is an advocacy 
website and weblog dedicated 
to “clearing the PR pollution 
that clouds the science of cli-
mate change.” We work with 
DeSmogBlog on social media 
relations initiatives. Many of the 
campaigns we’ve worked on don’t 
centre around a pitch. For example, 
the ‘Greenest Photo Ever Contest’ 
encouraged visitors to submit their greenest photos to DeSmogBlog’s con-
test for a chance to win a new digital camera. Readers could then vote for 
their favourite photos.

Reasons why this campaign worked: 

• We hosted the contest on Flickr. Engaging an established community 
brought some Flickr alpha users (folks who use Flickr every day, par-
ticipate in groups, and comment on others’ photos) over to 
www.desmogblog.com to check out the contest.

• Many Flickr users are also bloggers. To encourage their friends, fam-
ily and readers to vote for their photo, they blogged about the con-
test and linked to DeSmogBlog in the process.

• Engaging your community generates goodwill. In this case, we in-
vited readers to showcase their photography and potentially win a 
prize. Your contest might ask users to come up with a name for your 
new product or participate in a survey. Here’s an example of a viral 
video contest for Western Wind Energy that got some good play in 

As with so many aspects of the 
web, the idea matters as much 
as the execution. Our backyard 
videos weren’t particularly slick 
or sophisticated, but they were 
personal and engaging.
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the blogosphere. It certainly doesn’t hurt that the prize was $10,000 
cash.

The light-hearted Stars and Stinkers Flash game was another traffic-
generating tactic for DeSmogBlog. The premise is simple: players rate celeb-
rities based on their environmental-friendliness. Complete with bells, fart 
sounds and banjo music, it brought a bunch of new visitors to the site. We 
also enabled bloggers to embed the game on their own sites like a YouTube 
video, and released the source code so that designers could build their own 
climate change mash-ups. So far, about 15,000 people have played the 
game. 

These are examples of campaigns that didn’t revolve around a story pitch, 
but still helped meet a crucial objective—to bring new visitors from outside 
the site’s core readership.

What Not to Do
By now, you’ve got some good ideas about how to contact bloggers, right?
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Now, here’s an example of what not to do. This pitch came in to Darren’s  
www.darrenbarefoot.com. We’ve excerpted parts of the email and ano-
nymized it so as not to embarrass the poor sender. 

My name is Regina Phalange and I'm a writer and marketer.

I'm hoping to build a blog club that can review indie films, fashion 
events, and culture unique to the Canadian experience. This data-
base of select blog writers  will become a mini media distribution 
platform as it grows...

And so I ask you to join my club and perhaps post a blog on (name of  
an independent Canadian flick, plus URL).

WHY? The club is  supported by 3rd party  links from other marketers 
on discussions  posts and in niche content forums... the more you 
participate the more your blog will be linked. 

Seems okay, but then she offers 
up text about the film to be in-
serted verbatim into Darren’s 
blog. Pre-written text? If blog-
gers wanted pre-written text 
they’d all be posting press re-
leases. You wouldn’t tell a journalist 
exactly what to write, so don’t pull 
that on a blogger, either. 

Then, there’s the promise to im-
prove Darren’s page rank. It was 
starting to sound like an SEO racket 
or a marketing scam. With a bit of 
prying, the sender disclosed that she worked for the film distributor and was 
trying to build online buzz for the film. 

In truth, the idea of a blogger club wasn’t a bad one, but not being truthful 
in the pitch cooked her Canadian goose. 

Avoid this disaster by following these rules:

1. Remember what mom said about lying: you’ll always get found out. 
Disclose who you’re working for and what your goals are. Trying to 

As an aside, movie marketers 
have a poor track record pitch-
ing Darren’s blog. He goes to a 
lot of movies and often reviews 
them on his site, so he’s a good 
candidate for a pitch. Still, PRs 
seem to go horribly wrong. For 
another example of what not to 
do, check out “How Not To Pro-
mote Your Movie to Me”.
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dupe new media folks isn’t kosher. It shows you’re not the least bit 
interested in building relationships. Similarly, don’t approach blog-
gers and podcasters as an individual if you’re running a business. If 
you do, you’re misrepresenting yourself and your company.

2. Don’t ‘require’ someone to blog about your product.

3. Don’t make it appear that you’re trying to help the blogger you’re 
pitching when you’re really helping yourself. It ’s disrespectful and 
in-genuine.
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Should You Pay for It?

Eager young lads, and roués and cads, will offer you fruit and wine.

Rolfe, Sound of Music

Bloggers are akin to journalists, not advertisers. You wouldn’t offer a re-
porter money to review your product, so don’t make that embarrassing mis-
take with a blogger. 

It ’s a hard and fast rule, right? Okay, there are actually a couple of situations 
we know of when it may be okay to pay for reviews.

1. Review Me (www.reviewme.com)

2. Pay Per Post (www.payperpost.com)

3. Sponsored Reviews (www.sponsoredreviews.com)

Before you throw your product to the wolves, be well aware that these sites 
don’t promise good reviews, just a review. Be ready for the good, the bad 
and the scathing. Also, be aware that some of these websites have dubious 
reputations.

How About Flowers and Chocolates?
While paying for a review isn’t on, there are some tangible incentives you 
can offer that will encourage content creators to check out your product. 
Here’s a list of above-the-belt tactics:

1. Invite bloggers and podcasters to an event that’s usually reserved 
for the press.

2. Give them an exclusive, or an opportunity to review your product 
before it ’s widely available.

3. Grant access to high-level execs in your organization for interviews.

4. Offer copies of your product to use for free for a limited time.

MOO is a printing company based in London, England. One way they differ-
entiate themselves in a busy, competitive sector is by integrating with social 
media services like Flickr, Facebook and Vox. If you already have images 
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hosted on one of these services, MOO makes it extremely easy to have them 
printed as postcards, greeting cards and sundry other formats.

When they launched in September, 2006, Flickr was one of the few services 
with which they integrated. Wanting to make a splash, and recognizing the 
power of free stuff, MOO gave away 10,000 packs of 10 mini business cards 
to Flickr users. Targeting Pro (that is, paying) users was a wise move. If 
they’re willing and able to pay for photo hosting and sharing, they’re likelier 
to want to pay to have their photos printed.

MOO Vice President of Sales and Marketing Lisa Rodwell describes the power 
of this strategy:

By giving early adopters free MOO cards, they were quick to became 
advocates for what MOO is all about. They took photos of their 
MOOs, they shared them in groups, in their blogs and in real life.  
The freebies injected MOO in to many conversations which lead to 
more sales. 

MOO didn’t buy any advertising or apply traditional marketing tactics in 
their first year of operation. They achieved early success by partnering with 
the likes of Flickr and by motivating its users to talk about their product.
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Don’t Ignore the Gossip: How to Monitor the Web

The Great Eye is ever watchful.

Boromir, Lord of the Rings: Fellowship of the Ring

So, you’ve identified 50 of the most influential, eligible bloggers in your in-
dustry and you’re using an RSS reader to read them regularly. You’re not? 
Okay, check out this two minute explanation of RSS and then read on. 

Identifying these folks is half the battle. You need to monitor the entire blo-
gosphere for keywords that apply to your company, your products and your 
industry. If you don’t know what’s going on out there in the wider world, 
you’ll miss out on social media marketing opportunities. 

The good news is that there are tools out there to help you keep an eye on 
the blogosphere. Not only will they help you detect posts you should re-
spond to, but they’ll also help you find new blogs to read and possibly pitch.

A Cheat Sheet for Monitoring the Blogosphere
1. Identify keywords that pertain to your company, competitors, and 

industry. If you’re already running an online contextual advertising 
campaign using a service such as Google AdWords, use keywords 
from those campaigns to monitor blogs too. SpyFu, SEODigger and 
Google AdWords Keyword Tool are three other tools that can help 
you identify relevant keywords.

2. Use Technorati to produce RSS watch lists for your keywords, and 
add the RSS feeds to your RSS reader.

3. Be thorough. Repeat the process using BlogPulse.

Now you’re ready to monitor the blogosphere for relevant content.

Does it sound like too much work? Take heart, it doesn’t take a senior execu-
tive to get this done. On the development side, technical support engineers 
or technical writers are often a good choice. They’re good communicators, 
tend to have a broad awareness of the company’s products, and can even 
reply to basic support-related posts.
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If you want to keep the monitoring process closer to home, a marketing as-
sistant or business analyst can also perform this task. As long as the person 
you choose to do this work has an understanding of the company’s business 
strategy and goals, and a grasp of the competitive landscape, they can do 
the job.
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Playing Hard to Get: Following Up

What we’ve got here is a failure to communicate.

Cool Hand Luke, 1967

You send off a targeted, creative, authentic pitch. You wait, and wait and 
don’t hear back. Are they just not into you? Don’t worry, this is a pretty typi-
cal result. Try this:

1. If you haven’t heard anything after one week, follow-up with a brief, 
friendly email. For the love of God, don’t ask why they haven’t cov-
ered your story yet.

2. Don’t follow up by phone unless they explicitly state on their web-
site that it ’s okay to call. If their phone number isn’t posted on their 
site, it means they don’t want calls. Remember, the bloggers, pod-
casters and video bloggers you’re trying to reach may be at their 
day jobs or home in the evenings with their families. 

3. One follow-up is generally enough. If they haven’t responded after 
the initial pitch and follow-up, then let it go. Unlike the media, new 
media folks aren’t used to constant hassling by marketers, which 
means they’ll take to it even less kindly.

4. Don’t beg. Just move on.
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Do the Right Thing: Responding to Posts

Always do the right thing. 

Da Mayor, Do the Right Thing, 1989

You’ve immersed yourself in the blogosphere and have a good grasp of the 
language and etiquette. Now you’re ready to begin responding to blog 
posts. Here’s how to do it:

1. Get the right person in your 

company to respond. In most 
cases, marketing folks are the 
worst commenters and blog-
gers. Sorry, that means you. 
We’re trained in the art of spin, 
and it ’s hard to break old habits. 
The blogosphere values authen-
ticity, so it ’s wise to match the 
right blog post with the right 
person inside the company. For 
example, say you find a blog 
post written by a software pro-
fessional criticizing a particular 
feature of your product. Ideally, 
a product manager or senior 
developer should respond. 

2. Always identify yourself. Don’t pretend you’re a happy customer 
who just loves the feature getting panned online. Check out an un-
fortunate anecdote about astroturfing on page 89.

3. Exercise good manners. Your reply should be professional, 
friendly and courteous, just like any staff-customer interaction.

Here’s an example from Todd Sieling, the product manager at social book-
marking website Ma.gnolia.com responding to a downer comment in an oth-
erwise flattering post. 
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Hi all, I’m the product manager for Ma.gnolia, and appreciate the 
conversation you have going here. I wanted to respond to a couple 
of comments specifically...

He then goes on to address a few points and questions raised by readers and 
offers a way to contact him personally at the end of his post. This is why we 
think Todd’s a winner:

• He’s the right guy to write this post. As a product manager, he’s got 
insider info on new features and release schedules. He’s also well 
aware of what he can and can’t share with the public.

• He introduces himself right away and thanks the contributors for 
checking out Ma.gnolia.

• He homes in on a specific topic and explains what they’re doing at 
Ma.gnolia to address an issue in future releases.

• He writes (and sounds) like a real human being, not a marketing 
hack spinning a rosy response. 

Here’s Todd’s advice on responding to posts:

"Where the conversation is happening is where you have to be. Be-
cause you're a guest at someone else's blog or forum, you need to be 
up front about who you are and be a voice that people can trust by 
responding to their points, and not trying to 'work your message' 
into things. Any expectation of controlling the conversation has to 
be abandoned, as someone else owns and manages the channel 
you're using when you get into blog and forum conversations. Being 
genuine about problems and solutions, without being a doormat to 
abuse, is the best way to be relevant and earn the respect of 
readers.”  
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What Does Success Look Like?

I want that feeling. The feeling that comes over a man when he gets 
exactly what he desires. I need that feeling! 

Harold Lee, Harold and Kumar Go To White Castle

In a romantic relationship, it ’s pretty easy to identify success. The road may 
be bumpy, but there are pretty obvious mileage markers that start with a 
first date and end with dancing the funky chicken at your 60th anniversary 
party.

Measuring success on the web can be straightforward, too. That’s one reason 
we prefer web marketing and social media relations to offline marketing and 
PR. In the latter, we’d often find ourselves wondering about the exact value 
of an advertising campaign or mention in the evening news. Metrics on the 
web certainly aren’t infallible, but we find a lot more precision online. Some 
marketers are intimidated by such objective measures, but we like the way 
online metrics give definitive guidance about which roads to follow. There 
are plenty of books on web analytics and online metrics, and we’ve included 
a couple in Recommended Reading. 

In this section, we discuss some common metrics in social media marketing. 
Your first decision—choosing what to measure—is probably the most impor-
tant one.

So what can you measure? Here are eight possibilities, starting with the 
most common. In all cases, we encourage you to be as specific as possible. 
Instead of just seeking more incoming links, identify the particular sites from 
which you’d like to be linked.

1. Visitors - Every one of our clients wants more visitors to their web-
site. Remember that not all visitors are the same. Obviously you 
want visitors who are likely to be interested in your site’s content 
and offerings. As Seth Godin says, your website should turn a 
stranger into a friend, and a friend into a customer.

2. RSS Subscribers - These folks are often extremely valuable. They’ve 
given you a key to their apartments by subscribing to your RSS 
feed. Like newsletter subscribers, you have permission to contact 
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them regularly. Unlike newsletter recipients, they’re sophisticated 
enough to be using RSS, and thus are probably even more desir-
able.

3. Incoming Links - As we’ve said before, links are the currency of the 
web and are essential to your SEO strategy. For sophisticated web 
users, they’re also an explicit indicator of your authority and exper-
tise.

4. Views on Social Media Sites - How often has your video been 
watched on YouTube? How many people have downloaded your lat-
est podcast episode? 

5. References in the Blogosphere - How often is your organization 
mentioned on other blogs?

6. Social Network Activity - How many friends does your Facebook 
group have? How many followers do you have for your Twitter feed? 
When you add an event to Upcoming.org, do people join?

7. Social Bookmarking - How often are your customers adding links 
about your organization to services like Digg, del.icio.us and Stum-
bleUpon?

8. Conversation and Contribution - These might be comments on 
your blog, your Facebook page, your YouTube video or Flickr photo. 
Alternately, you might measure how often your customers add to or 
modify your public wiki. They’re often unpredictable but they re-
flect how you’re engaging with your community.

Be sure to pick several indicators of success. You may double the number of 
visitors to your site, but only see a tiny increase in your RSS subscribers. If 
the latter is a key objective, then perhaps you’re attracting the wrong kind 
of visitor.
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Let’s Get Social

The only place different social types can genuinely get along with 
each other is in Heaven.

Jason Dean, Heathers

We’ve focused a lot on blogger outreach and the pitch because they’re a key 
component in any social media relations campaign. But there are other ways 
to get noticed online. Here’s a social media primer of the most popular 
communities on the web today.

I Totally Digg You
In recent years, social news websites have permeated the social web. Digg, 
StumbleUpon and Reddit are three such sites that ‘crowd source’ news. Users 
submit, vote and comment on links, with the most popular stories bubbling 
to the top and reaching the most number of people. The sites function 
slightly differently, but their workflows are similar:

1. A user submits a story, entering a URL, description and associated 
tags or categories.

2. Other users see this story, and if they like it (or if their friends en-
courage them to), they ‘vote it up’. On Digg, the most popular of 
these sites, this is known as ‘digging’ up a story.

3. When stories reach a certain threshold of popularity (determined 
automatically by a closely-guarded algorithm), they attract a great 
deal of attention. In the case of Digg and Reddit, the story appears 
on the websites’ highly-trafficked front pages.

When web pages become popular or ‘get Dugg’, they receive a torrent of visi-
tors. In our experience, a typical popular story on Digg can result in any-
where from 10,000 to 25,000 visitors in a few hours. Depending on the ro-
bustness of your website’s servers, this can result in the dreaded ‘Digg ef-
fect’, where your site crashes due to the mobs of visitors trying to access it.
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Because it ’s based around a 
browser toolbar, becoming 
popular in StumbleUpon has a 
slightly different result. The 
service gradually shows popu-
lar sites to more and more of its 
visitors, so that websites tend not 
to experience the short-term glut 
of traffic. Unlike Digg and Reddit, StumbleUpon is the gift that keeps on giv-
ing. After the initial peak, its stream of traffic slowly diminishes over weeks 
or months.

Wham, Bam, Thank You Digg
Assuming their website holds up, our clients are often thrilled when they get 
‘Dugg’. If you average 500 visitors a day, then it ’s exhilarating to welcome 
15,000 new faces through your digital front door. Getting ‘Dugg’ has become 
the latest brass ring of the online marketing industry.

The following diagram shows a classic pattern for a website that reaches the 
front page of Digg.com. We launched RobotReplay for our client, Nitobi.  Be-
cause it was quite an innovative web service aimed at web designers and 
developers, it was a natural fit to succeed on Digg.

For more information on Stum-
bleUpon traffic patterns, check 
out Darren’s article, “The Other 
Monkey in the Jungle”.
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However, visitors from social news sites—particularly in those first few 
hours—tend to be Good Time Charlies. They’re transients, spending little 
time on your website and moving on to the next shiny bauble or pretty 
blonde. Additionally, they rarely click ads (in fact, many of them use ad-
blocking software in their web browser).

In truth, the best long term result of the ‘Digg effect’ is that many users of 
these services are social media creators. If they find your news compelling, 
they may blog about it on their own site, post it to their Facebook profile or 
otherwise reference it. This knock-on effect results in a longer term bump in 
traffic, and improved search engine optimization for your site.

Find Your Niche
While Digg, StumbleUpon and Reddit are the three largest and most popular 
of these social news sites, there are many more. Most important to the mar-
keter, there are many websites that only cover a particular industry or cate-
gory. It may be more valuable to identify the niche social news website in 
your industry and focus your efforts there. If you run a winery, then 1,000 
oeniphiles from Cork’d or OpenBottles are probably more valuable than 
15,000 users from Digg. 
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A Regular Down at the Bar
Search the web, and you’ll find plenty of articles on how to ‘game’ sites like 
Digg, most often by paying a black hat service. We can’t discourage you from 
this approach strongly enough. Not only will your story immediately get 
‘buried’ (as in ‘undugg’) by legitimate users, but it ’ll tarnish your organiza-
tion’s name. It will also pretty much ensure that no other stories from your 
company’s web address ever get promoted to Digg’s front page. Talk about 
the kiss of death!

Here’s the truth: sites like Digg and StumbleUpon are exceptionally efficient 
at filtering out lame, planted or paid-for stories. If your news isn’t remark-
able to these sites’ users, no amount of trickery, money or prayer is going to 
help.

So what’s your best strategy? Become a regular. Sign up for an account using 
your own name, complete your profile and start using the services. Add your 
friends and colleagues as ‘friends’ within these sites. Submit news that has 
nothing to do with your company or sector. ‘Digg up’ and comment upon 
stories that appeal to you.

Once you’ve become a user of the service, you can occasionally submit sto-
ries related to your organization and industry. If they’re fascinating to the 
site’s regular users, your stories will become popular. Some of these sites 
have sharing functionality (Digg calls them ‘shouts’), which enables you to 
broadcast a story to your friends on the service. This is a valuable means of 
giving your submitted news an initial boost and some visibility.

If you use these services for any length of time, you will find some recurring 
themes among the stories that do get popular. Studying these can help you 
frame your own content appropriately:

1. Controversial findings from scientific studies or polling results.

2. Top 10 (or 20 or 57) lists.

3. Old industry-specific format wars such as Apple vs. Windows or Blu-
ray vs. HD DVD.

4. Tutorials, advice and hacks, particularly on how to make an aspect 
of day-to-day life more efficient. As we write this, a top story on 
Digg is “How to take photographs in direct sunlight”.
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5. Topics related to hot or politically-charged news stories. Global 
warming news, for example, frequently appears as popular on social 
news sites.

6. Stupid pet tricks, and other amusing memes.

In short, remarkable stuff gets popular. Everything else gets buried. 

Sophisticated and Worldly Wise
We would be remiss in not mentioning a couple of venerable websites that 
share many of the features of these newer social news sites. Slashdot and 
Fark are ten and eight years old respectively and still command huge 
monthly audiences. Users can submit news to these websites (and dozens of 
other less popular, similar sites), but the selection process isn’t ‘crowd-
sourced’. Instead, the sites rely on a team of editors to choose which stories 
to promote to the front page. 

Can I Have Your Number? Social Bookmarking Sites
Related to social news sites, social bookmarking sites enable you to store, 
organize and share bookmarks—links to web pages—in a public or semi-
public place. The earliest and most popular of these services is del.icio.us, 
but others include Ma.gnolia, Furl and BlinkList. 

Traffic from these services is often a result of popularity elsewhere on the 
web. Deli.cio.us users see a story they like on a blog, Digg or Facebook and 
bookmark it. When enough users bookmark it on these services, stories get 
pushed to the 'popular' pages (for example, 
http://www.deli.cio.us.com/popular/) on the site.

While these services can help send visitors to your website, they’re also ex-
ceptionally useful for research. As with many social media sites, users on so-
cial bookmarking sites ‘tag’ links with descriptive keywords. You can browse 
and search on these keywords and answer questions like:

• How do people describe our products and services?

• How do they describe the competition?

• Besides our website and our competitions’ sites, what else are social 
media users in our industry reading?
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• What are the online resources that your site visitors value?

Tag, You’re It
As soon as you dip your feet into nearly any form of social media—from 
podcasting to photo-sharing to del.icio.us—you’ll encounter the concept of 
‘tagging’. Let’s return to Wikipedia, which currently offers a surprisingly 
comprehensible definition:

A tag is a (relevant) keyword or term associated with or assigned to 
a piece of information (a picture, a geographic map, a blog entry, a 
video clip etc.), thus describing the item and enabling keyword-
based classification and search of information.

Tags are usually chosen in-
formally and personally by 
item author/creator or by its 
consumer/viewers/
community. Tags are typi-
cally used for resources such 
as computer files, web 
pages, digital images, and 
internet bookmarks

We use tags to make meaning on 
the web. Once you start working 
with social media services, you’ll 
get the hang of tags pretty 
quickly. There is, however, an 
essential tag-related concept 
which some new users have dif-
ficulty grokking.

You can make them up. 

There are no rules, and you can apply any tag you want. For example, a Flickr 
user might describe the above photo as: 

Malta, blue sky, tower, Morris Minor

Or they might as easily ‘tag’ it with the keywords:
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Pretty, i love convertibles, got lost

There’s a fancy word for this do-it-yourself structure: folksonomy. If you re-
member the term taxonomy from high school Biology—the formal classifica-
tion of life into kingdom, phylum, class and so forth—then you can think of 
folksonomies in contrast to that concept. They’re ad hoc, informal and often 
collaborative means of describing stuff on the web. And their central tool is 
the humble tag or keyword.

Should You Build Your Own Social Network?
Companies—especially big ones—sometimes look around at all of this social 
networking activity and decide that they want a piece of the action. They 
hire a crack team of web designers and developers, spend six figures and 
build themselves a made-to-order social network. It ’s the kind of flashy pro-
ject that appeals to executive pride and makes everybody feel cutting edge.

But is it a good idea? We don’t think so, and neither does web marketer Mo-
nique Trottier:

In theory, this is a good idea: Build value in your own products and 
services, not in someone else's.

In practice, it breaks down because of the humans. We're already 
busy connecting and networking and being social in other digital 
spaces. Why should we move? The reason has to be incredibly com-
pelling.

Companies starting their own social networks neglect to realize that 
the hard sell is not about whether their feature set is better than 
someone else's, but whether it's worthwhile enough for a customer 
to change platforms and solicit their friends to also change. Social 
networks exist because we want to be where our friends are, not be-
cause we've found yet another interesting place to hang-out online.

In February 2007, Anheuser-Busch launched Bud.TV, a video community tar-
geting young men using short and bawdy comedy and sports videos. De-
spite a $20-million budget, they failed to draw the necessary visitors to 
make the project a worthwhile marketing venture. There were plenty of rea-
sons for Bud.TV’s failure, but we chalk much of it up to a basic miscalcula-
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tion: they failed to go where the users were. Plus, plenty of the ‘exclusive’ 
Bud.TV clips showed up on YouTube and other video-sharing sites.

Indigo Books and Music is Canada’s biggest book retailer. They recently 
launched their own branded social network as part of their online web pres-
ence. Their online community features all of the bells and whistles that you’d 
expect—friends, favourites, groups, book clubs, blogs and so forth.

Why try to drag a user base away from the thriving book-based social net-
works that are already out there (not to mention Facebook, MySpace and 
blogging communities)? Why not just find creative approaches to engaging 
with their customers on their customer’s turf? You save money, and they 
don’t have to modify their behaviour. Monique also thinks Indigo missed the 
boat:

The problem is they can't compete with Amazon because they are 
coming into the market too late. Aside from early bird advantage, 
Amazon has created an open API for certain services. This means 
that developers have created infinite ways to integrate Amazon bib-
liographic feeds and searches into platforms like LibraryThing and 
GoodReads.

Very clever. This means that they can build value in their own plat-
form but also benefit from the value built into third-party platforms 
that are using the Amazon API.

Indigo may deem this project a success based on the factors they 
decided to measure, but from a user point of view, the new site does 
not answer the question, "Is it worthwhile for me to post content 
here? Are my friends here?"
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You’re In My Little Black Facebook

Louis, I think this is the beginning of a beautiful friendship. 

Rick Blaine, Casablanca

Where to start with Facebook? Well, first of all, you can use Facebook for 
something other than voyeuristic observation of your first elementary 
school crush. 

Facebook is the elephant in the social media marketing living room. It's 
enormous, daunting and everybody's still figuring out the best ways to mar-
ket within it. The number of Facebook users has more than doubled in the 
past 12 months, and the growth curve will likely remain pretty steep for 
2008. A number of the features we’re writing about in this section—Face-
book Pages, Social Ads and Beacon—were launched in early November, and 
are less than a month old. It ’s difficult to predict where the elephant will 
scratch next.

So, Facebook is rapidly changing. As we write this book, the social network is 
embroiled in controversy for its overly-intrusive social advertising program 
called Facebook Beacon. Who can say where the social network will be in six 
months? 

Pro!les and the Network E#ect
Much of what we've discussed in earlier sections also applies to Facebook. 
One major difference is that in Facebook much of your professional activity 
is attached to your personal profile. When you send email or join a group, 
the recipient and other group members may have access to your profile (you 
can control who sees what, though). Therefore, you have to be careful that 
your Body Piercing group doesn’t turn off your new accounting firm client.

This may limit some of the outreach activities you can do within Facebook. 
Using the social network, you can only invite your ‘friends’ to join groups, 
attend events and install applications. The good news is, it ’s actually an ef-
fective marketing filter and a healthy limitation for the community. 

For a group or application to truly ’go viral’”, it has to be great because it ’s 
only going to get popular one friend of a friend of a friend at a time. That 
happens because nearly all your activity inside Facebook—joining a group, 
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commenting on a photo, installing an app and so forth—is reflected in your 
profile’s mini feed and visible in your friends’ news feeds. Similar to Twitter, 
these status updates trickle into your friends’ fields of attention and encour-
age them to do what you did (see a movie, buy Prada high heels and so 
forth). 

Your natural inclination may be to acquire as many Facebook ‘friends’ as pos-
sible beyond your natural sphere of family, friends and professional acquain-
tances (heck, Facebook lets you have up to 5,000). This is generally consid-
ered gauche. Besides, if you want to influence your Facebook friends, they 
must feel some kind of affinity to you. If you’ve got 4,900 strangers in your 
list of friends, will they really care what you do?

Get Thee to a Facebook Pro!le
At last count, about 55 million people have Facebook accounts. Unless 
you've been living in the Namibian rain forest with a tribe of Internet-free 
pygmys, you've probably got one, too (oh, and hang on, Nbulu just came 
into the camp wearing an "I Facebooked Your Mom" t-shirt).

If you don't have an account, stop reading and go sign up. Just as earlier 
sections don't explain how to start a blog or Facebook, we're not going to 
bore you with lengthy procedures on creating a Facebook account. Our ad-
vice is simple: get in there and mess around. Add a few friends and see what 
they're doing (and who they're friends with).

As a late adopter, you'll be inundated with ' friend' requests from your 
grandmother, your boss and your Grade Six crush. And Grandma can proba-
bly help you with installing apps, if that's something you're struggling with.

In this section, we’re going to assume that you have a basic understanding 
of Facebook features like profiles, news feeds, groups, events and so forth. If 
you encounter a term that’s unfamiliar, consult Facebook Help for an expla-
nation.

The Basics
Remember the social media starfish way back on page 9? In the more tradi-
tional sense, Facebook (and MySpace and others) is just another arm on the 
starfish. It ’s another channel for you to connect with your customers and po-
tential customers.
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Because it ’s the social network of the moment, make sure you include all of 
your events in Facebook. When you’re promoting events elsewhere online, 
also be sure to reference them on Facebook as a way for your customers to 
RSVP and discuss what’s going on. Facebook is almost certainly where your 
customers are, so follow them.

Traditionally (as in the past two years), groups were a natural focus for com-
panies in Facebook. You started the ‘official’ group for your company and en-
couraged your customers to join. It provided a natural, conversational chan-
nel to communicate with them and a clear focus for your Facebook-related 
activity. 

Rob Cottingham, President of Social Signal, put a Facebook group to great 
effect earlier this year as part of an initiative for BC Hydro, British Columbia’s 
electric utility:

We just created a Facebook group to promote the idea, which was 
switching off lights and non-essential electrics on a particular day. 
And I invited maybe a dozen friends to join. A few days later, we 
topped 60, and then 100, 500 and then cleared 1,000 before we froze 
the group at around 1,400 members. Once a group clears 1,000 
members, you can no longer send a group message to everyone.

It's a testament to two things: the compelling nature of the idea, and 
the phenomenal ease that Facebook lends to collaboration. If you're 
hoping to bring people together online, you could do far worse than 
checking out Facebook.

Earlier this month, Facebook introduced a dedicated feature for companies, 
brands and products. Called Facebook Pages, they’re essentially profiles for 
non-humans. Here, for example, is a page for the Toyota Prius:
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Pages are the natural place to focus your corporate Facebook efforts. You 
can invite people—within Facebook or otherwise—to become ‘fans’ of your 
Page. Otherwise, they have many of the same features as personal profiles. 
There are some differences in how applications are implemented, so at this 
stage you don’t have access to the complete range of Facebook apps.

You shouldn’t ignore groups. If you’re a sizable organization, there’s proba-
bly one or more groups already talking about you. To choose an example at 
random, there are currently 92 groups related to ‘Radio Shack’. Some are for 
current or former employees, some are for Radio Shack lovers and some are 
for ’People Who STRONGLY DISLIKE Radio Shack‘. It ’s worth visiting these 
groups and engaging with your admirers and detractors. Apply what you’ve 
learned elsewhere in this book.

An Appetite for Fun
Six months ago, Facebook launched the Facebook Platform, an API that en-
ables external developers—you and me and our programming friends—to 
build apps for Facebook profiles and pages.  Apps are ‘widgets’ or bits of 
functionality that users can add to their personal profiles. Anybody can cre-
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ate an app and invite users to add it to their profiles. There are apps for eve-
rything—supporting causes, playing games, expressing aspirations and so 
forth.

According to Adonomics, a Facebook statistics site, there are already over 
10,000 apps and they’ve collectively been installed over 600 million times. 
That means the average Facebook user has installed 11 apps.

Are these bits of functionality dif-
ficult to build? Not according to 
Boris Mann, VP of Product Devel-
opment at Raincity Studios:

It's very easy to get simple 
applications up and running. 
From there it depends on the 
complexity of the applica-
tions. There's a lot of libraries 
and helper functions available 
for lots of different program-
ming languages and plat-
forms.

 Don’t Be Apprehensive
So what makes a great app with staying power? Jenn Lowther, Social Media 
Marketer at Memelabs and Facebook power user, thinks it ’s down to three 
key elements:

1. The application is interactive with the user. Applications 
that are static are interesting for the first couple days. After 
that, the novelty wears off and the app gets removed in 
short order. Apps that have stayed on my profile for an ex-
tended period of time have a really interactive quality, ei-
ther with the application itself or with my friends. Good 
examples of these include Booze Mail, Free Gifts and Super 
Wall.

2. The application is very personal or supports something you 
believe in. These are the Dogbook, Picture Mosaic and 
Causes-style applications. I have added the Dogbook appli-
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cation and filled it with pics and info about my dog. I never 
really look at her page anymore or add new pics, but I will 
never remove it, either. Friend Wheel is another app that 
falls into this category.

3. The application fills a need. This is the hardest of the three 
for a company to satisfy. It's also the most likely applica-
tion to have extended staying power. Super Wall filled the 
need/want to share videos. Free Gifts allowed users to save 
money and not pay Facebook to send their friends gifts.

Phillip Jeffrey, a University of British Columbia grad student researching so-
cial media and user-generated content, says the most popular applications 
are “visibly social”. That is, they display interactions with your friends and 
other users on your profile. But another way, visibly social apps provide con-
stant, unmistakable evidence of your popularity. They’re the virtual equiva-
lent of flowers from your boyfriend on your desk.

What are some other characteristics of popular Facebook apps? 

They’re fun. Consider the current most popular apps: Super Wall, FunWall, 
SuperPoke and so forth. Don’t they sound SuperFun?

There’s a low usage barrier. The popular apps don’t require much time to use 
or figure out. Sending a virtual hug to a friend is much easier than assem-
bling a list of your favourite novels.

They enable us to reveal ourselves and our affinities. Apps like Movies and 
iLike enable us to talk about ourselves. Who doesn’t like to do that?

Facebook apps are great for building your brand’s visibility and if they are 
used properly, they can even act as yet another communication channel with 
your users. Based on the research we’ve done, they’re not fantastic engines 
for driving traffic to your website. Simply put, when users are in the world of 
Facebook.com, they prefer to stay there. They’re disinclined to leave Face-
book for your site, particularly if they’re playing with an entertaining appli-
cation.
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Social Ads and Facebook Beacon
As we finish this book, Face-
book is embroiled in a thorny 
controversy over portions of 
Facebook Ads, a marketing 
program they launched in early 
November 2007. 

Facebook Social Ads is an advertis-
ing initiative that enables advertis-
ers to surgically target Facebook 
users based on thinly-sliced details of their profile. These ads can appear as 
endorsements in users’ News Feeds, and have been criticized as overly-

intrusive.

Facebook Beacon is even more vexing. 
It interacts with third-party sites like 
Blockbuster and Travelocity, tracking 
Facebook users’ behaviour on these 
sites and publishing their activity to 
their profiles, without their permission. 
Many users view this as a serious intru-
sion on their privacy, and are con-
cerned that the program requires them 
to opt out, instead of permitting them 
to opt-in. There’s a 65,000-member 
Facebook group protesting Beacon, 
and the blogosphere echoes with dis-
approval.

With their conversational tone and smooth integration with users’ News 
Feeds, these programs may be tempting. We think the jury’s still out on So-
cial Ads, and we definitely agree with Phillip Jeffrey on Beacon:

As a consumer, I would be wary of any company associated with 
Facebook Beacon. With all the controversy about Facebook Beacon 
and how users still cannot opt-in as well as revelations that it tracks 
logged off users, why would anyone want to be associated with it? 

This isn’t the first time Face-
book has been dogged by con-
troversy. This Wikipedia entry 
provides a handy summary of 
the crises the burgeoning social 
network has faced.
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Imagine if your Christmas gift to your significant other was shared 
with your co-workers on Facebook?  

It also seems that there was a serious discrepancy between what 
participating businesses were told by Facebook (the system would be 
opt-in) and what the system actually did (information was passed to 
3rd parties unless users opted-out). As a company, I would hold off 
on any dealings with Facebook Beacon for the immediate future un-
til it is 100% certain that it is opt-in.  I wouldn’t want to be nega-
tively associated with this controversy and I would also be caution 
about future transactions with Facebook.  

Why We’re Not Talking About MySpace
We’re skeptical about the long-term popularity of MySpace. Compared to 
Facebook, its growth has slowed considerably. More importantly, there’s a 
prevailing view that many MySpace users have ‘graduated’ to Facebook. In 
the case that you do find yourself engaging with MySpace, you can certainly 
apply the lessons from this book.
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On Wikis and Wikipedia

The Encyclopedia Galactica, in its chapter on Love states that it is far 
too complicated to define. The Hitchhiker's Guide to the Galaxy has 
this to say on the subject of love: Avoid, if at all possible. Unfortu-
nately, Arthur Dent has never read the Hitchhiker's Guide to the Gal-
axy.

The Guide, Hitchhiker’s Guide to the Galaxy

We haven’t included a lot of advice about wikis in this book. Essentially, 
they’re websites that users can easily and collaboratively edit. They’re useful 
for plenty of activities—technical support, product research, community 
building and so forth. In the examples we’ve seen, they serve a marketing 
function secondarily, as a happy accident. 

We do, however, need to spend a moment on Wikipedia, the world’s collabo-
ratively written encyclopedia. It wields remarkable authority, often features 
prominently in search results and can send considerable traffic to your web-
site. For some of our clients, Wikipedia consistently ranks in the top five 
among referrers—sites that send them visitors.

And yet we regularly hear from companies who complain that they don’t 
have a Wikipedia entry and deserve one. Or they have an entry but it ’s inac-
curate and out of date. Or they think they deserve links from Wikipedia 
pages covering topics in their industry.

Navigating the waters of the collaborative, heavily-policed encyclopedia can 
be tricky, but here are some guidelines:

• You should not, under any circumstances, write an entry for your 
own company. You’ll be discovered, the entry will be deleted and 
you’ll just have to wait longer for a legitimate entry to be written.

• You can request an article. This is the appropriate way to notify 
Wikipedia editors that you think your topic merits an article.

• Your topic must satisfy Wikipedia’s ‘notability’ guidelines. Notability 
is a core tenet of the encyclopedia, so spend the time to completely 
understand the rationales behind it.
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• If there is an article about your organization in Wikipedia, do not 
edit it. There are a few exceptions to this rule: you can delete obvi-
ous wiki vandalism, correct inaccurate facts and remove out-of-date 
information. You should, however, be prepared to support any 
change with checkable, reliable third-party sources.

• If there are changes you’d like made beyond the scope of these ex-
ceptions—for example, if you want to add a reference—you can post 
requests on the article’s ‘discussion’ page. This approach applies to 
any article that you or your company has an interest in, and is par-
ticularly important if you’re trying to site your website as a linked 
reference or source.

Discussion pages are where the real action in Wikipedia is, where millions of 
debates are fought and resolved behind the scenes. Here, for example, is the 
discussion page for Twitter, the micro-blogging service we discuss in the 
next chapter.
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Micro-blogging and the Status Trickle

I never travel without my diary. One should always have something 
sensational to read on a train.

Gwendolyn Fairfax, The Importance of Being Earnest

Micro-blogging is probably the most recent form of social media to have any 
kind of mainstream impact. Introduced by a service called Twitter in mid-
2006, micro-blogging refers to posting very short (usually less than 200 
characters), bloggy messages to a web page. Much like a more traditional 
weblog, these messages appear in a kind of river of updates, with the most 
recent ones at the top. 

Users of Twitter and its main competitors, Jaiku and Pownce, tend to use 
these services to communicate status information (“I’m hungry for Cheerios”, 
“Have arrived at airport”), as well as exchanging links. Users can publish to 
their micro-blogs from a variety of sources, including text messaging from 
mobile devices, instant messaging clients, email or via the services’ websites.
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These services are somewhat akin to the ‘status’ updates commonly used in 
Facebook and MySpace. As a result, we sometimes refer to these social me-
dia services as “status trickles”.

Here’s some perspective on Twitter from an alpha user, community expert 
Lee LeFever:

Twitter opened up a layer of informa-
tion that never really existed before 
online. It's a type of information that 
has meaning in the context of friends 
as it asks: what are you doing right 
now?  Whether it's Twitter or some 
other service, this layer will persist 
from now on. I have a number of 
friends who may have never started 
a blog, but jumped right in to Twit-
ter.  Why?  Because there isn't much a 
learning curve.  Everyone knows 
what they are doing right now.

Particularly in the technology industry, 
companies are beginning to use Twitter 
to broadcast information about the status 
of their services. It also manifested itself as an effective crisis communica-
tion tool during the California wildfires in the fall of 2007. KPBS is a San Di-
ego radio station that was briefly knocked off the air due to the threat of 
wildfire. They used Twitter to distribute brief reports about evacuations and 
updates on the scale of the fire. Interestingly, Carnival Cruise Lines is also 
using Twitter to distribute company news and promote sales and events.

As of November 2007, Twitter and its competitors are just beginning to see 
mainstream adoption. Frankly, it ’s too early to say how commonplace these 
services will become in marketing efforts. Unless you’re marketing to 
geeks—or your customers ask for it—we’d recommend caution in expending 
too many resources on micro-blogging.
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Second Life and Virtual Worlds

Actually, I've been thinking it ever since I got here: Why oh why 
didn't I take the blue pill?

Cypher, The Matrix

One of the most exciting web trends in the past five years is the emergence 
of persistent, 3-D virtual worlds. Most of these massively-multiplayer role-
playing games (or MMPORGs) are dedicated, online games in a science-
fiction or fantasy setting. Currently, the most popular of these is World of 
Warcraft.

There's another category of on-
line games, however, that are 
truly virtual worlds. They look 
and feel like games, but they 
generally have few or no guide-
lines or goals for the partici-
pants. The attraction of these 
worlds is, first and foremost, social 
interaction. 

These worlds are becoming increasingly important for the pre-teen, tween 
and teen demographics. For example, Disney recently acquired a Canadian 
game called Club Penguin for US $350 million. When purchased, the site had 
a user base of over 12 million children, so you can imagine why it was attrac-
tive to Disney. Other worlds that are popular with the younger set include 
Gaia Online and Habbo Hotel. Sony is currently in beta with Home, a virtual 
world associated with its PlayStation 3 gaming console.

How Many Lives Do You Need?
Among early adopters of these virtual worlds, Second Life is the most inter-
esting and exciting. That's because everything—from the ground to the 
hairdos to the clothing—is constructed by the players. The world has its own 
currency with an exchange rate against the US dollar. Linden Labs, the com-
pany that makes Second Life, estimates that the virtual world’s 2007 GDP 

Gartner, Inc. recently predicted 
that, by 2011, that 80% of 
Internet users will have a ‘sec-
ond life’ in a virtual world.
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will be between $500 and $600 million. That gives it the economic might of 
the actual nation of Grenada.

Over the past year, corporations have begun to take an interest in Second 
Life. A group of consulting companies have emerged to help corporations 
like Coke or the NBA produce in-world projects to market to Second Life 
players. Launching a Second Life project appeals to corporate hubris be-
cause it seems to be 'bleeding edge' and 'cool'. The first companies to launch 
projects—such as American Apparel—earned extensive online and offline 
media attention for their work. Many companies have followed suit.

Stay Out of the Virtual Pool
It's very tempting to dive into a 
virtual world project. But, like 
losing your virginity, it can be 
confusing, awkward and ulti-
mately, not all it ’s cracked up to 
be. There’s a time and a place 
for it, but it ’s either already passed 
or it ’s not here yet. The so-called 
‘first movers’ enjoyed a lot of attention from their Second Life launches. They 
deserve credit for taking a chance.

But before you start imagining your corporate logo on millions of virtual 
people, we think that attention is mostly exhausted. Now, marketers might 
as well wait until Second Life crosses the mighty chasm and enjoys some 
mainstream success and bigger visitor numbers. Until then, the return on 
investment isn’t there for 99 out of 100 organizations.

In the future, a big part of the web will look like Second Life and similar 
games. It's easy to imagine that the Facebook of 2012 will be a persistent, 3-
D virtual world. Instead of profile pages, users might have islands or build-
ings which feature their photos, videos and profile information.

It's important to keep an eye on this space, because once Second Life or a 
competitor enjoy Facebook-scale adoption, you will definitely want to be 
involved. Until then, just watch from the virtual pool deck.

For an incisive analysis of some 
of  the failure of Second Life 
marketing, read this Wired arti-
cle.
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Is Social Media Relations Risky Business?

There's one thing I learned in all my years. Sometimes you just gotta 
say, “ What the *%#, make your move.

Joel Goodson, Risky Business

Social media relations sounds great, doesn’t it? So why isn’t everyone doing 
it? For starters, it can be a lot of work. It can also be unnerving, especially if 
you’re new to courting online influencers. You don’t need to be nervous about 
blogging or participating in online communities, but you need be aware of com-
mon pitfalls and how to avoid them.
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Risk #1: It Doesn’t Get O# the Ground
You’ve put time, energy and 

money into launching your 
social media relations cam-
paign. You put up a Facebook 
profile, you compiled an ex-
tensive list of bloggers in your 
industry, and you created a 
resource web page with video, 
photos and plenty of good 
links. You even developed 
some creative programs you’re 
sure will make waves online. 
You’ve undergone a complete so-
cial media makeover.

So, you put yourself out there. You 
start contacting bloggers. You 
submit your gadget story to 
Slashdot, your tech story to Tech-
Crunch, your eco-friendly story to 
Hugg. You wait for responses and 
posts. You wait. You follow-up 
with bloggers. You wait. Nothing 
happens.

Start by re-examining your strat-
egy. Do you need to try another 
tactic? Consider a campaign from a different arm of the starfish. If you’ve 
already pitched bloggers, try running an online or real-world event and 
promote it on upcoming.org. Make viral videos for the YouTube community, 
or launch your own podcast. There are plenty of ways to get active online. 
Try a bunch and see what sticks. 

It’s About Relationships, Not a One Night Stand
Like getting to know conventional media, social media relations is about 
building relationships. Just as you build affinity with journalists by relig-

"The brand manager of that 
blue box spent 100 million dol-
lars last year, trying to interrupt 
me. 100 million dollars on cou-
pons, shopping allowances, TV 
ads, radio ads, direct mail, de-
tailing in doctors’ offices… so 
that when I was sick, and I had 
money in my hot little hand, I 
would go to the drugstore, and 
buy her product.  And do you 
know what I did? I ignored 
every single one of those 100-
million-dollar worth of ads. Be-
cause I don’t have a pain re-
liever problem! Twenty years 
ago, I’ve started buying the 
stuff in the yellow box. I am fin-
ished! I don’t need another pain 
reliever. I’m done."

--Seth Godin
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iously reading their work, you get to know bloggers and social media mo-
guls by reading and commenting on their blogs, photos, and Twitter 
streams. 

All this ‘getting to know you’ stuff takes time. The good news is if you do 
your homework and understand the kinds of stories bloggers cover, you’ll be 
able to send them relevant info that really floats their boat. 

Similarly, putting up a Facebook profile doesn’t mean the rest of the world—
and potential customers—will immediately start to ‘friend’ you. You’ve got to 
post valuable information your visitors and customers really want to know, 
and then find these folks to let them know the info is available. This takes 
time.

As with any relationship, patience is key. If the big blog hits don’t come roll-
ing in right away, don’t lose heart. Keep building those relationships.

You’re Just an Average Joe
Another reason your campaign might not get off the ground immediately is 
that you don’t have a good story. Don’t feel bad, not everyone can be Apple. 
As we said earlier, most companies and products are unremarkable, even 
boring. If you fit into this category, as most of us do, take heart. You just 
need to be more creative about running campaigns and attracting the atten-
tion of your online community. 

Risk #2: Things Go Too Far

If you’re a marketer to the core, your heart skips a beat when your Google 
alert notifies you of an online mention. Who wrote it? Is it good? Do they like 
you? Then, on a bad day, there’s the inevitable, heartbreaking crash. 

Blogger Backlash
We had our first bitter taste of blogger backlash in the early days of blogger 
relations. Capulet was working with a company about to launch an RSS tool 
for marketing and PR professionals. We’d been pitching the story to journal-
ists with good success, but also wanted to get the attention of bloggers 
writing about blog marketing. We searched for bloggers posting about new 
media marketing and sent out pitches—just as we’d done with journalists.
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Our mistake was not taking enough time to get to know the bloggers we 
were contacting. We picked bloggers within a targeted category, but we 
didn’t read their blogs thor
oughly and religiously enough 
to get to know their personali-
ties — their likes and dislikes. If 
we had, we would never have 
emailed a particular blogger 
with a real hate-on for PR folks like 
us. 

Our email to this blogger backfired 
with an acidic post about stupid PR 
people not ‘getting’ the blo-
gosphere. We got clobbered, right 
down to the media release’s “dum-
bass” headline.

We assumed professional bloggers 
would behave like journalists. If a 
reporter doesn’t like your pitch, or 
isn’t interested in your story, they 
simply ignore you.

Oh, so very wrong! 

Unlike journalists, bloggers have few editorial checks and balances, so they 
can—and just might—say anything. Now, we don’t think bloggers should 
have to abide by any particular standards on their personal websites, but at 
the time it came as quite a shock.

Risk #3: You Get Rejected
A bad product review in an industry journal is tough. Rejection is never fun. 
Mercifully, after a month or two, the hardcopy magazine article disappears 
and you can (sort of ) pretend it never happened. Unfortunately, if a blogger 
reviews your product poorly, or a customer rants online about a bad experi-
ence with your company, those posts don’t go away. Thanks to Google’s 
cache and the Internet Archive, the Internet remembers forever. The benefits 
you reap when the online feedback is positive can sour when the tables turn.

More journalists are becoming 
bloggers, so the line between 
journalism and new media is 
beginning to blur. In other 
words, watch your step. This 
fall, Chris Anderson, Editor of 
Wired Magazine, posted a bitter 
rant about PR people randomly 
spamming him with media re-
leases. He went so far as to pub-
lish the email addresses of 329 
people who had flooded his in-
box with releases in just one 
month. We hope your name 
isn’t on this list.
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Don’t let this scare you off. Social media is all about two-way relationships. 
You can respond to a poor review or negative post and begin a meaningful 
discourse with the reviewer. 

So, what happens if a blogger pans your product? 

Share your point of view. Silence says you’re not monitoring the web closely 
enough to know what’s going on in that big, bad world. It also says you’re 
not really part of the community, and you’re not willing to engage in the on-
line conversation. 

Comment astutely on negative posts, discuss improvements you’re making, 
or defend your product. There’s no last word on the web, only an ongoing 
conversation that you should be a part of.

Risk #4: Your Initiative Dies on the Vine
Why didn’t your love affair get off the ground? You thought the first date 
went so well! You’re friends—and Technorati—gave you the big thumbs up. 
What happened?

Mismanaged Campaigns
The easiest way to kill a social media relations campaign is to shout out to 
the wrong audience with the wrong medium. Here are some tips to make 
sure this doesn’t happen to you:

• If you’re marketing to a 30-something audience, use Facebook or 
LinkedIn, not MySpace. 

• If you’re selling a line of bejeweled bodices, submit to stylehive, not 
Digg. 

• If you’re promoting a new author, distribute a ‘live’ reading as a pod-
cast so folks can listen to it, not as a video. No one wants to sit in 
front of YouTube for 20 minutes to watch some guy read. 

Communities exist around almost every topic. Choosing the most niche 
community goes a long way towards getting your message out.
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Faking It: Character Blogs
It doesn’t take a cheesy movie 
marathan of Roxanne, The Truth 
About Cats and Dogs and Shrek 
to realize that pretending to be 
someone you’re not is a big 
turn off. Similarly, you can kill a 
social media campaign by bungling 
a character blog. A character blog 
is written by a fictitious charac-
ter—human, animal, or mascot. It 
sounds like a fun, catchy campaign 
idea, but character blogs are hard 
to get right. Some have hit home 
runs. For example, the Dwight 
Schrute character blog for NBC’s 

The Office has had over a million 
views. But for every success, there 
are plenty of fizzled attempts: the 
defunct Captain’s Blog supposedly 
written by rum magnate Captain 
Morgan, McDonald’s terrible Lin-
coln Fry blog, and the mundane 
Moosetopia blog from Moose Tracks 
ice cream. 

Character blogs often fail because 
it ’s difficult to get the right tone, 
they’re rarely entertaining, and 
readers just don’t seem to stick 
with them. Now, if Ronald McDon-
ald divulged what his hamburgers 
and fries are really made of in his blog, that’d be some compelling reading. 

The final blow for character blogs is that they run contrary to what online 
communities are trying to achieve. Fictionalized blogs are not about real 

A while back, Darren criticized 
an online newsletter delivery 
system we were trying out at 
Capulet on his personal blog. 
Tough luck.

Instead of standing up for their 
product, the company ‘planted’ 
positive comments about the 
product by phony customers in 
the comments section of Dar-
ren’s blog. 

How did we know they were ‘as-
troturfing’? The IP address from 
the comments mapped to the 
company’s IP address. Clearly, 
someone inside the company 
was leaving fake, positive ‘cus-
tomer’ comments. 

Darren busted them on his 
blog. That entry is currently the 
fourth result in Google when 
you search for this pretty big 
company, and they still haven’t 
responded to the original post. 
That’s bad form.
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conversations or authenticity. We ‘+1’ Steve Rubel’s verdict that where mar-
keting is concerned, “character blogs are a complete waste of time.”  

Incidentally, the same goes for Facebook. Facebook administrators have con-
sistently and aggressively deleted ‘non-human’ profiles. The site has specific 
language about fake profiles in their terms of use. Trust us—don’t bother.

Once More, With Feeling
Many company blogs, Facebook groups and Twitter streams launch with a 
bang and then fade away with more time passing between posts. Time spent 
commenting on others blogs gets pushed aside and profiles are ignored. 
There are lots of reasons social media relations campaigns lose their gusto: 
personnel changes, new projects, limited time, lack of patience and persis-
tence.  

The success of a social media relations campaign rests on your company’s 
genuine interest in engaging its audience and becoming an active member 
of an online community. You can sleepwalk through the steps and follow all 
of our rules, but if you don’t really care what your colleagues and customers 
have to say, it will be too much work to sustain. 

Risk #5: You’ve Got the ClueTrain Koolaid Goggles On
Blogs and social media are ideal for initiating direct, informal conversations 
with your customers, but they’re not a panacea. They’re an additional com-
munications channel and shouldn’t replace e-newsletters, static web pages 
or other collateral materials and marketing programs. Here’s why.

Plenty of potential customers aren’t looking for you online. By putting all 
your eggs in the online marketing basket, you alienate potential customers 
trying to find you in other ways—at trade shows, in journals, at industry 
events, and by actual words from actual mouths. 

Sure the online audience is growing, but traditional media still rules. Many 
consumers still find blogger reviews and third-party commentary on the web 
dubious. They’ll wait to see how a product is reviewed in InfoWorld, Pets 

Today, or Cigar Aficionado before buying. They want the ‘official’ word, and 
for many, that doesn’t come from the Internet... yet. 
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Social media relations complements existing offline marketing campaigns, 
but doesn’t replace them. 

Risk #6: You’re Self-Absorbed
Relationships are a two-way street. Even if your outreach to bloggers, pod-
casters and video bloggers is authentic, informative and thoughtful (and you 
abide by all of our rules), your contacts may develop relationship fatigue. 
They may grow a little bored if all they ever hear from you is news about 
your company and products.

To build a stable, long-term relationship, keep yourself interesting. Provide 
them with news that matches their interests and has nothing to do with your 
company. If they run a popular podcast on the mobile industry, pass along 
analyst reports, industry surveys and trend stories. Make yourself a valuable 
resource beyond your particular remit, and social media creators will read 
your emails and answer your phone calls.

Risk #7: Not Being Proactive
Just like the real world, the twenty-first century web is littered with stories 
of companies that responded slowly to crises. It ’s a good PR practice to ‘get 
out in front of a story’, and it applies online as well. Just as you need to react 
promptly to comments and criticism on other social media sites, it pays to 
address urgent company news as soon as you can.

Corporate blogs and podcasts are a great way to rapidly address such situa-
tions. They tend to foster informal and frank conversations, and they’re easy 
to post to and update. Plus, the advantages of the underlying publishing 
and syndication technology means your message reaches your stakehold-
ers—customers, industry journalists and so forth—rapidly.

Here’s a great example of being proactive from a local Vancouver company. 
Hand Maiden Fine Yarn is a wool wholesaler with a strong and loyal follow-
ing in the large online knitting community. A quick search on their URL will 
produce glowing praise for their yarn. However, they’re also a recognized 

vendor of yarn that contains ‘seacell’. In November, 2007, news broke in The 

New York Times that yoga-wear giant lululemon had made “unsubstanti-
ated” claims about the therapeutic benefits of its seaweed-infused clothes. 
lululemon was pilloried in the mainstream media and across the blo-
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gosphere, and their stock took a nosedive. The proprietors of Hand Maiden 
Fine Yarn became concerned that, just as the web had turned on lululemon, 
they might be next to be slammed for seaweed.

Instead of battening down the hatches and hoping to avoid any PR storm, 
they promptly posted to their blog with an honest, forthright post about the 
issue. Here’s an excerpt:

I think that it's interesting that with an increasing interest in ‘alter-
native fibres’ there seems to be backlash against them. Bamboo? 
Cultivated soy? Organic Wool? Even the carbon emissions let off by 
sheep have been touted as problematic. Sustainability is complex, 
but at Hand Maiden and Fleece Artist we're doing our best to make 
good choices and communicate to our customers honestly.

Our seacell fibres are great to work with, feel good to wear and have 
been certified by the European Union as a reduced-impact fibre. The 
health claims are currently unresolved. Whatever the conclusion, we 
feel good about the product, largely due to the great response we've 
gotten from our customers. 

The result? No backlash, online or off, and the response from Hand Maiden’s 
community has only been supportive. The lesson? Respond to stories before 
they happen.

So, now you know the risks. Don’t be scared away. Use this knowledge to 
guide your campaigns and help you avoid mistakes that could put your me-
dia relations campaign on the rocks.
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 Get Past the Handshake
He flings open the office door, “I’ve got an idea!”

She finishes typing a sentence, swings around on her chair and 
braces herself. His most recent thought experiments involved some 
Eucalyptus bark and a juicer. “Okay, let’s hear it.”

“Let’s write a book about the social media marketing stuff we’re do-
ing.”

“That’s a good idea,” she says. “It ’s about time we wrote a book.”

Since that first successful ‘pitch’ in Writing 310, they’ve covered the 
bases together—a theatre company, two stints living in Europe, 
Capulet Communications and a decade of marriage. Sometimes, 
when you put in the time, focus your efforts and give it your all, you 
hit a grand slam.

You don’t have to swing for the fences. To mix up our metaphors, it doesn’t 
matter whether you score a touchdown with one Hail Mary pass or 15 run-
ning plays—it’s still worth six points. At Capulet, sometimes we score five, 
consecutive decent runs instead of a grand slam. Individually those good 
campaigns might seem average, but they add up to great cumulative effect 
for our client.

There’s a corollary to this advice: try lots of things. If this book has taught 
you anything, hopefully it ’s taught you to think creatively. Apply that crea-
tivity to every campaign and program, and don’t rely on a single strategy for 
success. 

There’s no surefire formula for success, but hopefully this book has showed 
you which pitches to swing at.

Plan your campaign carefully. Be authentic. Be original. And if you’re lucky, 
you might get to first base. 
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Recommended Reading
The following are books that we recommend, and think will complement this 
book:

• Blogging for Dummies, Susannah Gardner and Shane Birley

• Blog Marketing, Jeremy Wright

• Buzz Marketing with Blogs for Dummies, Susannah Gardner

• Call to Action, Jeffrey and Bryan Eisenberg

• The Cluetrain Manifesto: The End of Business as Usual, Christopher 
Locke, Rick Levine, Doc Searls, and David Weinberger

• Naked Conversations, Robert Scoble and Shel Isreal

• Social Media, Trevor Cook and Lee Hopkins

• Small is the New Big, Seth Godin

• Totally Wired: What Teens and Tweens Are Really Doing Online, Anasta-
sia Goodstein 

• Web Analytics: An Hour a Day, Avinash Kaushik 
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Glossary of Terms
Every communications medium—whether it ’s the telegraph or instant mes-
saging—has its specific dialect full of slang and colloquialisms. Social media 
is no different. Some of these terms are blogosphere-wide, while other terms 
are specific to a particular website, platform, industry or clique. Here are a 
few of the most common terms:

Alpha User - Social media users with many social connections and a large 
presence online, which makes them ideal for spreading messages.

API - Also called application programming interface. An API provides the 
building blocks a programmer needs to assemble a software application.

Astroturfing - A campaign that tries to appear spontaneous and grassroots, 
but is actually orchestrated by an organization. ‘Astro turf ’ is used as a 
metaphor for fake grassroots support.

Bacn - Email newsletters and the like that you may have subscribed to at 
some point (as opposed to spam), that you don't necessarily read. In short, 
semi-desirable email.

Blogosphere - An expression used to describe the entire world of blogs.

Blogroll - A list of links to other recommended blogs that typically appears 
in a sidebar beside the blog’s main content.

Comment - The typical means of reader feedback on a blog, and the heart of 
a blog’s two-way dialogue. They follow the blog entry to which they refer. 

Comment Spam - A cousin of email spam, comment spam is unsolicited 
commercial messages posted to a blog, usually using automated spamming 
software. There are anti-comment spam solutions available that are analo-
gous to anti-spam applications for email.

Feed - Refers to an RSS feed, an XML-based human and computer-readable 
summary of a blog’s entries. Feeds are typically read using an RSS reader, 
sometimes known as a news aggregator.

Fisk - To deconstruct an article on a point by point basis in a highly critical 
manner. Derived from the name of journalist Robert Fisk, a frequent target 
of such critical articles in the blogosphere.

Getting to First Base

A Social Media Marketing Playbook - www.socialmediaready.com 96

http://www.socialmediaready.com
http://www.socialmediaready.com


Link Bait - Any site content that ‘baits’ visitors to link to it from their own 
websites.

OPML - Short for Outline Processor Markup Language. Enables an informa-
tion exchange between a software application and the Internet. For exam-
ple, a news aggregator might use OPML to get your news from the Internet. 

Permalink - A permanent link to a specific blog post. It remains valid even 
after the post has been ‘pushed off ’ the front page of the blog by newer en-
tries.

Post - A specific entry or article in a blog or social media site. Posts or en-
tries are organized in reverse chronological order, with the newest at the 
top. In most blogging systems, each post receives an ‘individual archive 
page’ dedicated to that post. Importantly, this makes it easy to refer to a 
specific entry (see also permalink), and creates a well-structured website for 
search engines. A blog with a hundred entries, therefore, will have over a 
hundred pages.

RSS - See Feed.

Social Graph - The graph or maps of the interconnections between you and 
your friends and your friends’ friends.

Social Web - Refers to Web 2.0 technologies that first and foremost focus on 
social interactions and community building on the web.

Trackback - A ‘ping’ sent to another site to notify another blogger that 
you’re linking to their site. To some degree, trackbacks have fallen out of fa-
vour because of trackback spam (see also Comment Spam).

For a far more complete list, visit this blogging glossary.
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