


o  The Internet is the ul-mate 
social‐democra-c society  

o  Old adver-sing model is 
crumbling, we need an 
alterna-ve. 

o  Your personal sphere of 
influence has a monetary 
value. 

Some fundamental truths:  If you don’t add real value, 
you will sink like a stone. 





  enables interac8on with customers, peers, & compe8tors. 

  builds your credibility, your influence, and your brand. 

o  Contribute real value to the conversa-on  
o  Social media should NOT be used to direct‐sell 
o  Consumers are highly skep-cal & sophis-cated 





Support your business 
o  Engage with your audience 
o  Establish yourself as an expert 
o  Build your brand 
o  Bring customers back 
o  Fresh content gives you higher 

page rank 





o  1 in‐depth post per week, 2 shorter posts 
o  Content, Content, Content! 
•  Numerical lists, such as top 10 lists 
•  Videos (YouTube) 
•  Images 

•  “How‐to” guides 
•  Easy‐to‐read/white space 
•  New ideas get higher page rank 

o  Remember your audience 

Top 10 
Reasons to 
blog: 



o  Engagement is not a 
one‐way street 

o  Create dialogue, not 
monologue 

o  Respond to comments 
o  Link, link, link! 



o  Images:  
Flickr 

Stock.Xchng  

FreeFoto 

o Video:  YouTube 
o Trends:  

Google.com/trends 

PopURLs.com 





o  Grew by 1,400% in 2009 
o  1 Billion tweets a month 
o  50 Million tweets a day 

o  75 million users 
–  Compare to Facebook’s 
350 million users 

o  Dalai Lama started twee-ng 
on Mon. In 24 hours he had 
70,000 followers. 





o  140 characters  o Mul-media 

o What’s 
happening? 

o  Public 

o  Industry‐specific 



Same rules apply as blogging 

•  Fresh content 
•  Be authen-c! 
•  Provide informa-on & value 

•  Be relevant to your audience 



o Anything in red is clickable 
o URLs are clickable if you add: hhp:// 



o @ 

o  # 
o  hhp:// 



o  # 
o  RT 
o @ 
o  hhp:// 



o @ 

o  hhp:// 



o  List func-on 
o  Twitpic.com 
o  Bit.ly 
o  Twitdir.com 

o  Hashtags.org 
o  Search.twiher.com 
o  Tweetchat.com 
o  Tweetdeck 



o  4:1 Rule of thumb: 4 informa-ve tweets to 1 self‐
promo-ng tweet (NOT direct sales pitch) 

o  Balance the number of followers and following 

o  Relevant/interes-ng/informa-ve/wihy tweets 
o  Ask ques-ons 
o  Respond to others who interest you 




