SOCIAL MEDIA IS A COCKTAIL PARTY

MEASUREMENT


2

WHAT IS SOCIAL MEDIA?
A

s social media and Web 2.0 have moved from clever turns of phrase into buzzwords, competing definitions abound. The terms are evolving rapidly (with people even proposing so-far absurd definitions of Web 3.0). Nevertheless, we can at least agree on terms as of this writing, for the purpose of ensuring that we’re using the same definitions as we go through the rest of the book.

Currently, the Wikipedia definition of social media runs a disclaimer across the top that reads, “This article or section is in need of attention from an expert on the subject.” With purported experts abounding, that’s hard to believe.

While a perfect, all inclusive definition would be nice, it’s largely enough to know for now that social media are online technologies (Internet-based, phone based or widget based) that allow people to “share content, opinions, insights, experiences, perspectives and media themselves.” 

Think of social media as tools that empower people to self-publish. While this “self-publishing” takes many forms, from a 2,500-word blog post, to a 15-word comment to a 140-character Twitter message, the essence is that social media tools give people a voice and a presence on the Internet.

What is Web 2.0?

People new to social media often start by trying to wrap their arms around the definition of Web 2.0, the term they hear bandied about by those “in the know”, and those pretending to be in the know. This exercise is a lot like hugging Jell-O. The harder you squeeze, the less you grasp (and the messier you get). 

Unlike software versions that make distinct and clear changes from Version 1.0 to Version 2.0, there is no analogous clear distinction between Web 1.0 and Web 2.0. 

In my mind, which has been helped by the many contributors to Wikipedia on the topic, Web 2.0 is the transition of websites from static holders of information to sources of content. Picture Web 1.0 websites as half-filled buckets, sitting upright, while Web 2.0 websites are three-quarter filled buckets, pouring slowly out to fill other buckets. Some like to say it’s the transition of the web to a platform. 

It’s also, importantly, a change in philosophy as to how information is generated and shared. How? Content is easier to share now (through new tools) and generation of content has been democratized.

The phrase Web 2.0 was coined by Tim O’Reilly of O’Reilly Media in 2003. In December 2006, he attempted to briefly summarize the definition on his blog, writing: “Web 2.0 is the business revolution in the computer industry caused by the move to the internet as platform, and an attempt to understand the rules for success on that new platform. Chief among those rules is this: Build applications that harness network effects to get better the more people use them. (This is what I've elsewhere called ‘harnessing collective intelligence.’)” 

Do you get it now? Or do you feel like you’ve got Jell-O on your hands?

The important point is that what we put on the Internet, who puts it on there, how it gets there and what we expect people to do with that information has all fundamentally changed from the brochure-ware sites we all launched somewhere around 1995.

And one significant chunk of Web 2.0 is social media, but the two are not synonymous, so wash the Jell-O off your hands and let’s get back to the tools of social media. 

The Tools of Social Media

Social media tools are nearly as old as the Internet. Internet pioneers who were dialing into Prodigy on 2400-baud modems, quickly created tools like Usenet groups, bulletin board systems and listservs to begin conversations with one another. I was dialing in then, too, fascinated and frustrated. Like most phenomena, acceptance grew slowly among early adopters, taking the better part of two decades to captivate the public consciousness.

I’ll talk more later about the specifics of social media sites and tools, and how you can use them, but for now I’ll list some of the more popular applications of this category of technology so that we’re all speaking the same language.  I’ve group social media tools  into 13 different categories, including:

1. Publishing tools: These include 

a. Blogs, which I assume you know about if you’re reading this book;

b. Vlogs, which are similar to blogs, except that they rely on video updates instead of text based updates;

c. Podcasts, which are typically audio-based programs, usually of a regular frequency so that people can subscribe to them. With the growing popularity of video iPods, however, video podcasting is growing.

2. Social Networking tools: These include websites like MySpace, Facebook, LinkedIn, Ning, CafeMom and countless others. They typically allow users to put up a profile page and then connect with as large or small a network of friends or contacts as they wish. These sites are used for personal communication, for distributing information about events, and for meeting people you have not otherwise met. 

3. Collaboration tools: The most prominent example as of this writing are Wikis, although Microsoft and IBM are including similar tools in updated versions of their products expected to debut soon. Wiki, from the Hawaiian word for “quick”, is a tool that allows rapid group creation and editing of files. (Blogs can also be used as collaboration tools, which mostly goes to show that these categories are rough, and some tools can fit into more than one space.)

4. Presence apps: These are part of a growing trend also known as microblogging. While they could be categorized also under the “publishing tools” category, presence applications like Twitter, Plurk and Jaiku are meant more to give friends and contacts a sense of where you are and what you’re up to at a given moment. The purpose and value of these applications is typically hard for people over 40 to grasp, but they are highly popular among younger audiences. There are however, clear (though largely untapped) business applications, and I find many of the most interesting articles I see each day because they were recommended by friends on Twitter. 

5. Photo Sharing tools: Sharing photos has been popular on the Internet for a long time, but sites like Flickr, Photobucket and Zoomr are designed to not only share photos but to build communities around photos. It is increasingly common to “tag” photos with information to allow them to be found by friends, by topic, by geography or by other criteria that the user identifies.

6. Video Sharing tools: The most obvious example of this is, of course, YouTube, which was founded in 2005 and sold less than two years later for $1.65 billon dollars. When it launched, many wondered just who needed to store videos online, but the “storing” wasn’t the secret. Sharing videos was the key. Since then, many other sites have launched including Break, LiveDigital, Vimeo and, my personal favorite, Viddler. Viddler even allows people to leave comments on a particular spot within a video. 

7. Personal Broadcasting tools: There are many tools that allow people to broadcast, live, their own video or radio programs, receiving commentary in real time through online comments. These include Ubroadcast, NowLive, Justin.TV, Blog Talk Radio and many more. 

8. Social Bookmarking and News Aggregation sites: Some people make a distinction between these two categories, but the lines blur so much that I lump them together. These include social bookmarking sites like del.icio.us and its many knockoffs, but it also includes sites like StumbleUpon, Digg, Reddit and Newsvine where user votes impact how content is served up to others. MSNBC recently bought Newsvine in an attempt to capitalize on this phenomenon. 

9. Virtual Worlds: Second Life is currently the market leader in replicating the offline world online, in a 3-d virtual environment. Users create an avatar, or online likeness of the themselves, and do much of what they do in the real world. They shop (spending what are ultimately real dollars), build homes, socialize, dance, flirt, make friends and sell products online. There are many other similar worlds, but even market leader Second Life is struggling to retain sufficient scale to make it interesting to marketers, an issue we’ll discuss in more detail later. Others in this space include Club Penguin and Webkinz for children, as well as There and others.

10. Social Commerce Sites and Tools: For the business world in particular, social commerce tools and sites are extremely important. From Amazon.com’s groundbreaking comments field (being copied by Wal-Mart since July 2007), to the increasingly popular Angie’s List, these tools were among the first noticed, and often feared, by corporate America. Like much of the rest of social media, however, they are certainly here to stay.  

11. Media Sharing Sites: While the concept of file sharing is not new (think Napster and BitTorrent), new sites like Pownce and ShareNow (formerly Izimi) are wrapping communities around it, allowing friends to share information, files, invitations and more with friends one-on-one or one-to-many.

12. Widgets: Widgets are small, usually single purpose applications that can reside either within an Internet browser or on a desktop. Popular widgets show the local weather, or stocks, but more advanced and more customized widgets are being developed all the time.  It’s now easy to give your content away so others can post it for you, whether it’s video, badges or applications. 

13. Content Monitoring Tools: While these are at the end of the list, content monitoring tools must be a first for anyone interested in what the public is saying about their companies. From simple RSS-readers such as Bloglines or Google Reader, to more complicated systems like BuzzMonitor (from the World Bank) and Moreover Connected Intelligence, being able to listen to what’s being said about you is the first step in social media success. 

Social Media as a Segmentation Tool 

One of the most powerful tools I’ve seen in the advertising and direct marketing world is a tool called PRIZM, by a company called Claritas. It’s fascinating software that was developed beginning in 1971 under the theory that birds of a feather flock together. 

PRIZM has divided all of America into 66 clusters, with colorful names like Kids N Cul-de-sacs, Shotguns & Pickups, Blue Blood Estates and more. Using this tool for direct marketing or even media buying, you can find audiences based not on demographics, but based on how people actually behave, or even what they believe. There are more than 3,000 variables in this program alone, and complicated algorithms sort people into their clusters and even correct for cluster variation by region. Powerful stuff. I’ve seen it work as both a client and an agency person, and the ROI benefits are dramatic. 

Imagine now that instead of utilizing complex software, your targets or prospects suddenly lined up for you in groups. Imagine that they willingly shared with you their interests; that they told you what they thought of your product, that they warned you ahead of time that they were considering your product versus another. Any Chief Marketing Officer would pay dearly for this information. 

Social media is, unbeknownst to many of its users, the largest, best, most accurate market segmentation tool ever invented. Whatever you sell—from cars to cancer drugs, consulting services to machinery—there are groups out there talking online about your category. 

I worked with a company doing fascinating work in the pharmaceutical industry. They were literally inventing things that would help reduce suffering in people with a certain series of diseases. This was a tremendous opportunity for social media—people with medical conditions are voracious in their searching of the Internet for new information.

Unfortunately, rather than engage in these myriad conversations affordably, the company decided to “build their brand” by hiring six to eight sales representatives to make calls on doctors. This likely continues to cost the company upwards of a million dollars per year. While sales representatives in the pharmaceutical industry are standard practice, they are also seeing diminishing returns due to saturation, and there’s ample evidence that shows that doctors are notoriously slow adopters.

Even a quarter of this investment put into social media could have vaulted the company into the forefront of this emerging category among patients in their categories. Patients who would then go to their doctors asking for these exciting new treatments.

This sort of voluntary segmentation is occurring in your industry, too. With the right social media strategy, a bit of patience and resources, you can effectively engage in the conversation that is currently taking place without you. 

Let’s talk more about the seismic shift that this represents. 

The Power Shift

I’m a fan of Professor Robert Lauterborn, who wrote the books Integrated Marketing Communications and The New Marketing Paradigm. In the latter book, as far back as 1994, Lauterborn and his co-authors wrote: “The marketing systems created in the United States [from the 1950s to the 1970s] worked like well-oiled machines through the mid-1980s. Then technology collided with society and human wants and needs.”  Lauterborn termed it “demassification.” 

Increasingly pundits are speculating that the mass media era was an anomaly in our society. In fact, the seminal book on social media, “The Cluetrain Manifesto” argues that social media is pulling us back into a more natural system of niche marketplaces that are smaller and more finely honed than any mass market. This is, of course, chilling to the CMO trying to plan a traditional advertising campaign. 

What’s more, Lauterborn also describes a shift in power that has occurred over the last 50 years that has profound impact on marketing in a social media era. The diagram explaining it is below. 

               1950s

 1980s
                   1990s


In the 1950s, the Marketer had the power, and could dictate to the channel and the consumer. In the 1980s, the Channel got the power and began to dictate to the marketer and the consumer. In the 1990s and beyond, the Consumer got the power and is now dictating to the channel and the marketer.

The 1950s and 60s were the glory days of advertising, now being chronicled on AMC’s “Mad Men”. Post World War II, the ravenous appetite for material goods fueled tremendous growth. Things were good for the marketer. Over time, however, the channel gained power. Suddenly grocery stores, Walmart and others began to realize they had power in the transaction and could dictate terms of the transaction to both the marketer and the consumer. Suddenly the manufacturer was paying for shelf space.

That has shifted profoundly yet again, and in the 1990s, the Internet empowered people with information like car buying guides, consumer reviews, price comparison websites and more. Suddenly, we were all walking into auto dealerships knowing not just the invoice price, but that the invoice price wasn’t the real price the dealer paid. The rise of “Web 1.0” gave the consumer an incredible amount of power in determining the terms of a transaction. 

Social media and Web 2.0 have turned this dynamic even more solidly in favor of the consumer. Bad service? Low quality manufacturing? Where to find the best price? Who has the better features? In the 1990s, we could tell our friends and colleagues. But with social media tools, we can tell the world about it, and our reviews can live in search engine results for years to come. Unquestionably, the power has shifted. Have your strategies?


The Upside of the Power Shift

This all sounds terrifying to the professional marketer, the CEO and especially to the chief legal officer. Loss of control of a brand is a scary thing; the ability of one unreasonable person to raise doubt about a company that’s in the midst of investing millions in a campaign is horrifying.

“What happens the first time we get a bad comment?” That is the question that comes up with every company I talk to about these types of campaigns. That’s not an insignificant concern (and I’ll address it at the end of this chapter), but I want to focus first on the tremendous upside potential that usually outweighs the risk of the bad comment.

For the first time, your brand lovers, your brand evangelists have the power to do campaigns for you. For reasons that not everyone can grasp, they are doing exactly that. McDonalds is, as of this writing, about to launch a TV campaign featuring two men rapping about their love for Chicken McNuggets. The somewhat bizarre, decidedly unpolished spot was uploaded onto YouTube by its creators for nothing more than the fun of doing so, plus the remote shot of receiving their few minutes of fame. McDonalds is putting it on the air largely as it was developed to preserve the authenticity.

People who love Macs, people who love Chicken McNuggets, people who love video games, people who love Tivo… These people now have blogs, they have podcasts, they have affordable video cameras, affordable editing suites and an absolutely free platform from which to broadcast to the world.

The new business applications for this go well beyond traditional “marketing” opportunities. One of the relatively old forms of social media, bulletin boards, for example are still in use as forums for customer support. In these forums, a rather amazing thing is happening. Brand evangelists are spending their own time looking for others to help troubleshoot a particular product. 

In these forums and others like them, users post questions or problems they are having. That’s not particularly surprising, given that it is in their best interest to do exactly that. What is surprising is the large number of unofficial, uncompensated user experts who answer these questions as a hobby. This not only saves the company money; it increases the use of their product. 

Let me give you just one example of this sort of upside potential. As I write this, I’m sitting in the airport lounge after a day trip to Detroit. I rented a car this morning from Enterprise and dropped it off later in the day. Every time I come to this particular rental location, the people greet me at the door, call me by name, offer me a bottle of water and get me out the door within just a minute or two. 

Today, when I dropped off the car, they offered me a hot dog fresh off the grill with a supply of condiments and a free bottle of water. It was a rather amazing experience from a customer service perspective and well beyond what you expect from a car rental location.

As I sat in the shuttle heading to the terminal, I thought: “I need to write about this on my Life is Marketing blog. Because customer service like that is as powerful as any advertising campaign.”

In the past, someone with a positive experience could tell someone about it, but now we have our own publishing platforms. If someone finds what I wrote interesting and point to it, digg it, send it to the StumbleUpon, and put it on Reddit, maybe, just maybe it will find its way to BoingBoing or TechCrunch. It could be seen by many more people than a feature story in a daily paper. 

Even if Enterprise’s PR folks had been able to place a feature story in a local daily paper about experiences like mine, that feature story will naturally make at least a certain percentage of people wonder, “What PR firm arranged this puff piece?”

The Negative Comment

But what about that first negative comment? You thought I’d forgotten. Here’s the answer. You do two things:

1)
You leave it up. 

2)
You evaluate the point the person is making.
By leaving the negative comment up, you’re establishing that the platform you’ve set up is a real forum for discussion, not a sanitized world of press releases. (Sure you can have one of those, just don’t expect people to spend any time there.)

At that point, you need to take a quick, but meaningful, look at the point your commenter was making. If they’re just nuts, ignore it. Everyone else will, too. But if they are making a point that likely has some validity to it, address it. Explain the company position (in human terms) if necessary, or acknowledge the situation. Just respond appropriately, as you would at a cocktail party if someone had made a similar comment to you in your living room.

Speaking of living rooms, Shel Holtz and Robert Scoble have a good blog commenting policy called “The Living Room Policy.” Here’s how Shel describes it:

If you come into my home and you act deliberately insulting to me or my guests on a personal level, I ask you to be more polite. If you ignore my request, I lock you out of the house. You are no longer part of my party and I will not let you back in.  

It really can be that simple. You don’t need the lawyers to write dissertations. You can be subjective in what comments you accept. Just make sure you don’t only accept those that make you look good. Otherwise, that’s a pretty boring conversation. 

Be extremely careful about editing others comments, even if it’s to make those comments “accurate”. There are some legal protections that recognize comments on a site were not created by the site owner.  If, however, you edit those comments, you can become a “co-creator” of those very comments that worry your legal team so much.  Trust your community a bit.  We’re remarkably good at assigning credibility roughly proportional to the amount that is truly deserved. 

* * * * * * * * * * * * From Our Blog * * * * * * * * * * * * *
25 Social Media Buzzwords Explained 

March 20 and 21, 2008 (http://shortn.it/6lwP)
In December, as part of a tongue-in-cheek print ad, we listed 25 social media buzzwords that make you feel cool if you say them. Surprisingly, that post still gets a fair amount of traffic, and with so many people new to social media, we still get questions about, “What do these all mean?” The most recent request for definitions was just last night. So, without further adieu, here are my brief definitions in layman’s terms.

We’ll make this like a quiz in reverse. How did I do? Think I missed the point on any of them? Let me know in the comments.

1. Social graph: The social graph is a diagram of the interconnections between people, with the peoplechalkboard shot serving as nodes, and the lines between them showing the connections. But hey, it sounds much cooler if you now refer to it like this. Thus, it’s a buzzword. Well respected blogger (actually, some say inventor of blogging), Dave Winer says that social graph and social network are the same thing, and you sound like a monkey if you use the term social graph.

2. Twitter: This one is easy. Twitter is either a “presence app” or a “microblogging tool” depending on whom you ask. In English that means, it’s a place where you send short updates to say what you’re up to (thus the word “presence”) and/or it’s a place where you can do very short (140 characters or less, like a text message) posts that might share good articles, etc. It’s a great tool for keeping in touch with a group, believe it or not. You can see my “Tweets”, as they’re called, here.

3. LinkedIn: Often called Facebook for grown-ups, but I think that’s wrong. Linked-In, in my view, is your resume online plus the ability to connect with a wide array of folks. Good place to find jobs, connect with people for new business, ask a question and get a good answer, etc. Maybe it’s Facebook for work. I could live with that explanation. If you’re reading this, and you’re not on LinkedIn, join right now. I don’t know why you wouldn’t.

4. Semantic Web: Ok, you’re really cool if you casually work this one into conversation. Picture that all the data on the web was sort of tagged and defined so that computers themselves could know what those pieces were. If so, then the Internet itself (or actually the computers connected to it) could analyze that data and do some of the “thinking” for us. Cool, huh?

5. Wiki: Wikis are collaboration tools. They allow multiple people to work in the same document, and that document lives online. Plus, it saves all the old versions, keeps a history of who changed what, etc. So it’s way better than Word in that respect, particular for groups that aren’t on a shared server. But, besides Wikipedia, these haven’t taken off like people thought they would, in part because you need to know a few wiki codes to make things bold, etc.

6. Widget: I define widgets as mini-applications that can live away from their parents. Probably not the definition that you’ll see in a dictionary, but it works for me. These might be desktop widgets that update the weather for you automatically, for example. (Vista and Mac OS both have widget capability.) Or they live in Facebook, Open Social, or many other places. A lot of folks are using widgets to drive traffic to their sites, which is sort of counter-intuitive.

7. KickApps: This one is just fun to say, because everyone thought you cursed there for a second. But KickApps is a very cool tool for building your own social networks. And they’ll give it to you free if you let them run ads on your network. (Or you can buy out the ads. If you do, you can have no ads or you can sell your own ads and make money.)

8. Tumblr: I’ve only played a little with Tumblr, but it’s a way to post really short blog posts. Some people call it the blogging platform for busy people. You can also pull in feeds from your other posts, share pictures, etc. Think of it as in-between super-short Twitter and super robust WordPress (which this site uses).

9. del.icio.us: Ah, it’s fun to say delicious seemingly out of context, too. Del.icio.us is (a) very hard to remember when you type it the first few times and (b) a better way to save your bookmarks. Say you like a page and want to hang on to it. You can CTRL-D and save it as a bookmark on your computer (and only that computer) or you can save it to del.icio.us. If you do the latter, you can get it on any computer. More than that, there’s a social component to del.icio.us. For example, if you are the one who always bookmarks stuff I like, I can follow your tagged entries. Poof, look at all the time you saved me!

10. Enterprise 2.0: In my mind Enterprise 2.0 is simply this: Using all this social media stuff to change the way we work within an organization. How we collaborate. How we use the wisdom of crowds. That sort of thing. And again, think of how cool you sound when you say this. w00t!

11. Social Media Optimization: Ok, you’ve got content. You put it out in press releases, white papers, yada yada. Social Media Optimization is about making that data portable. Can it be subscribed to through RSS? Can someone submit it to Digg? Can someone take your video and embed it on their site? That sort of thing. A social media newsroom is a great example of SMO for press content.

12. Meme: First of all, how do you say this? It rhymes with dream. To me, memes are ideas that catch on, and a variety of people run with them, build on them, expand on them. The definitions for this one are somewhat varied, but I just sort of think of them in the simplest terms as an idea that spreads.

13. Mash-ups: Mash-ups are great. Take two pieces of content and mash them together to make something new. One very, very common one is a custom Google map, for example. Here’s one that Gene in our office did a while back. But mash-ups are limited only by your imagination and computer skills, so don’t just think they are Google maps.

14. Social Media Monitoring: This one is no joke. It’s step one for social media. You’ve got to listen before you can take part in a conversation. There are lots of tools to do this, depending on exactly what you’re trying to do. Basically free things like Google Reader or Bloglines let you track certain feeds. Services like Terraminds let you search Twitter. More advanced tools such as Radian6 and BuzzLogic cost money but let you do more analysis than you otherwise can. You’ve got to monitor to know what to say and monitor to know how you’re doing.

15. User-Generated Content: Hopefully this one is obvious, but instead of a company or organization generating content for a website you can have your users-generate content. Think broadly on this one. Sure it’s “Submit a video”, but that’s hard. It’s also comments left on a site, reviews, etc. More content on your site is great. Imagine if you can get others to do it! Some extra cool folks use acronyms for this buzzword, like UGC or CGC (for consumer generated content). Try that at your next meeting!

16. Web 2.0: This phrase was coined by Tim O’Reilly in 2003. In December 2006, even he was still trying to define it. I like to think of this way: Web 2.0 is the transition of websites from static holders of information to sources of content. Picture Web 1.0 websites as half-filled buckets, sitting upright, while Web 2.0 websites are three-quarter filled buckets, pouring slowly out to fill other buckets. Some like to say it’s the transition of the web as a platform. It’s also, importantly, a change in philosophy as to how information is generated and shared. Some people are already trying to define Web 3.0, but I won’t dignify any of that nonsense with a link.

17. Social Networks. You know this one. Facebook. MySpace. Easy, right? Sure. Just don’t forget the niche social networks that abound when you’re doing social media marketing. For our clients, we’ve often found far more engaged communities in places other than Facebook and MySpace.

18. Blogosphere: The blogosphere is an imaginary atmosphere in which all the nattering bloggers chatter floats around. People say things like, “the blogosphere was abuzz with talk of the Elliot Spitzer scandal.” While it’s a buzzword, you’ll find as you follow a group of people on a certain subject that the blogosphere starts to take on a certain personality.

19. Viral Marketing: The definition is simple. It’s a marketing campaign that is so compelling that people share it, so it spreads, like a virus. But the reason we chuckle at it is because people frequently ask us to make something “go viral.” Or make a “viral video.” Two problems with that. #1) Viral is impossible to predict. (Could you have guessed before you saw the video below that it would take off? It did. Like crazy.) #2) Doing something “wacky” enough to go viral can hurt a brand. Yeah, yeah, I know all about Dove Evolution, and I can tell you why that’s actually NOT a good example of social media marketing, as brilliant as it is.

20. Ruby on Rails: Oh yeah, using this one in a conversation scores you big points. Through in the term 37signals while you do it for bonus points. Here’s what it is. Ruby is a programming language. The guys at 37signals made it really easy to use it quickly. (Get it? They put it “on rails”.) It really was brilliant what they did. Very robust platform. We use it here sometimes. Gene’s a big fan. If you can compare it to CakePHP, then you shouldn’t be reading this post at all!

21. Social Media Press Release: The merits of the social media press release have been pretty heavily debated since Shift Communications came out with a template for it. Basically, the idea is to make your release easy for anyone, including bloggers, to pull from. Extract key points. Embed your photos and videos on their site, etc. An interesting idea. I personally think there’s work to do to make it practical, but the idea that the traditional press release could be improved is no doubt true.

22. Vlogging: Not to be confused with “flogs“, which are fake blogs. Vlogging is short for video blogging. Instead of writing all this stuff, why not do a video about it. Here’s a quick video that I did explaining why I started Ignite Social Media. It’s an example of a vlog post, although some folks only do video on their blogs. (There are search engine problems with having no words, though.)

23. Microblogging: Microblogging is, as you might guess, really short blog posts. Twitter is a good example. Some say that Tumblr is, too. If you don’t know what Twitter or Tumblr are, go back to Part I from yesterday.

24. Transparency and Authenticity: If you’ve been looking at social media for more than 10 minutes, you’ve come across these words a lot. That’s because all the companies who have gotten in trouble trying to do social media marketing got in trouble because they tried to be too clever for their own good. Just read this post if you want to know what I mean. Sometimes the best marketing is to just say what you know. The only time Wal-mart has gotten credit in social media is when they decided to just be honest.

25. White Label: White label means that someone built a program and they’ll let you have it (sometimes free, sometimes at great expense) so that you can put your design around it and make it your own. You get all the brand benefits, and all the functionality of a great tool, without the expense of building it. Often you can choose which elements you want, move them around, etc., to make something truly unique. KickApps is white label social network building. Clicky is white label analytics. White label can be a great option for quick, cost effective deployment, as long as you still think about strategy and user experience as you implement it.

So that’s it. You’re up to speed.
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