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3) Social Media & Social Networks
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Social Media and Social Networks - Outline

� Behavioral changes leading to Web 2.0

� The effects of Social Networks on online activity

� Defining Social Media
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Social Media and Social Networks

• Behavioral changes leading to Web 2.0

– Media File Sharing

– Blogging

• Users becoming both content producers and content c onsumers

• Blogger launches bringing the ability to develop con tent to the masses

– Linking 

– Wikipedia

• Harnessing to power of many

– Flickr

– MySpace

• The Network effect – value increases with the additi on of each new user



Paolo Torchio & Amanda Webb – September 2007 4

Social Media and Social Networks

• The effects of Social Networks on online activity

– Globally, about one in five adults has visited a social networking Web site, 
and 20% of regular Internet users had visited these types of Web sites in 
the past 30 days, according to the study. (Source:Ipsos Insight )

– Current social networkers spend on average more than seven hours per 
week on social networking sites. Also, more than 31% of online social 
networkers claim they spend more time on the Web in general after having 
started to use a social network. (Source) 

– Technorati is now tracking over 70 million weblogs, and we're seeing about 
120,000 new weblogs being created worldwide each day. That's about 1.4 
blogs created every second of every day.

– Creeping into Search Results – Universal Search 
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Universal Search
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Social Media and Social Networks
• Social Media:

– Definition (Wikipedia): Social media describes the online technologies and 
practices that people use to share content, opinions, insights, experiences, 
perspectives, and media themselves. Social media can take many different 
forms, including text, images, audio, and video. The social media sites 
typically use tools like message boards, forums, podcasts, bookmarks, 
communities, wikis, weblogs

Social Media is all about connecting and sharing 
information to improve the online experience for all!
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Social Media - Categories
• Social Networking Sites

– Business Networking Sites

• Social Bookmarking Sites

• Content Voting Sites

• Tagging Search Engines

• Media Sharing

• Social Q&A Sites

• Collaborative Directory Sites
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Social Networking Sites

Social Networking: Community of people/users connected to together by a 
common relation or interest

• Friends

• Facebook

• Myspace

• Bebo

• Friendster

• Professional

• Linkedin

• Interests

– TravelBuddy

– Yahoo 360

– Gusto

– Boo
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Social Bookmarking
• Social bookmarking the act of a user saving and categorizing a 

personal collection of bookmarks and share them with others. 
Users may also take bookmarks saved by others and add them 
to their own collection, as well as to subscribe to the lists of
others. - a personal knowledge management tool 

– Del.ic.ious

– StumpleUpon

– Mag.nol.ia

– Furl
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Social Bookmarking
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Content Voting Sites

Content Voting Sites: Deliver up-to-the-minute stories, articles, 
and videos. They put the task of posting and managing content 
in users' hands. Consumers vote on or rate the worthiness of 
the content, affecting site position and thus exposure. Popular 
material rises to the top for everyone to enjoy. The rest drop off 
into cyberspace. 

– Digg

– Netscape

– Reddit
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Content Voting Sites
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Tagging Search Engines

Tagging Engines: Search Engines that focus on displaying blog 
and feed-based content from the web. Unlink algorithm search 
engines, these services cluster content based on the labels that
users have created to describe the content. 

– Technorati

– Bloglines
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Tagging Search Engines
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Social Q&A Sites

Social Q&A: Questions are answered by a community or users and 
are voting on to collectively decide the best answer

– Yahoo Answers

– Answerbag

– Wondir



Paolo Torchio & Amanda Webb – September 2007 16



Paolo Torchio & Amanda Webb – September 2007 17

Collaborative Directories

• Collaborative Directory: Compilation of websites and content 
that is created, updated and monitored by a community of users

– Wikipedia

– Zimbio

– Prefound
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Collaborative Directories
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Media Sharing 
Media Sharing Sites:  Allow users to post and share rich media 
such as photos and videos with a community of users and the 
Web. 

• Photo Sharing

– Flickr

– Photobucket

– Webshots

• Video Sharing 

– YouTube

– YahooVideo
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Media Sharing 
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4) Content & Media Syndication
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Content & Media Syndication
What is it?

• Offering your own content for use on other sites or 
using content from other sites with permission. 

Why is it great?

• Provides additional links to your site

• Widely distributes your message

• Encourages engagement in your product, service or 
message
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Types of Content Syndication

• RSS/RSS 2.0

• Blogs

Content Syndication Tools

• Blogger – free service owned by google

• WordPress – open source blogware

• Typepad (Six Apart Ltd) – largest paid blogging service to date

• Dapper – Screen scrapper tool that allows anyone to turn plain 
Web content into XML 

Content & Media Syndication
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Blogs are a lot of work, are you prepared?

• Should I even have a blog?

• Decide who your audience will be

• Engage your audience

• Keep content fresh and up to date!

• Don’t criticize other companies or people.

• Don’t be a Flogger! – People will see right through it

Content & Media Syndication – Blog Do’s & Don’ts
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Flogs (fake blogs): Blogs that are created by marketing 
departments to promote a service, product or brand. 

• Getting it right: Hotel Chelsea

Content & Media Syndication 
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• Hotel Chelsea Blog

Content & Media Syndication
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Content & Media Syndication

• Getting it wrong: Walmart’s Blogging Across America
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Best Practices for setting up your Blog

• Add photos

• Add a Bio about the Writer or Writers

• Allow visitors to comment.

• Set rules for comments

• Add Subscribe button

• Add Social Bookmarking Tags

• Suggest relevant content tags and keywords to help aggregate traffic.

• Include e-mail forward-to-a-friend functionality. 

Content & Media Syndication – Blog Best Practices



Paolo Torchio & Amanda Webb – September 2007 29

Content & Media Syndication – Exercise 2 

Goal:

Develop syndicated content by creating a blog
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1. Please go to https://www.blogger.com/start?hl=en and sign in using your Gmail
username and password

2. Update Your Profile

3. Click Create Your Own Blog

4. Name Your Blog

5. Choose Your Template

6. Post an entry about how you think your organization could benefit from Social 
Media

7. Insert an image in your post

8. Save and Publish

9. Login to your CTO Online Marketers Network and add your blog link to your 
profile

Content & Media Syndication – Exercise 2
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Goal:

To optimize your blog for syndication purposes

Content & Media Syndication – Exercise 2
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Now you are ready to optimize your Feed

1. Please open a window and go to www.feedburner.com

2. Login in with the user name and password sent to your Gmail account

3. Copy and paste the URL of your blog into the “Burn your feed” form

4. Copy Feed URL and go to back to Blogger

5. Click on Dashboard -> Settings -> Site Feed

6. Paste Feed URL into Post Feed Redirect URL and hit save

7. Click all the check boxes and hit next

8. Click on publish a “chicklet”

Content & Media Syndication - Exercise
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1. Go back to Feedburner

2. Click on Publicize your feed

3. Click on Chicket Chooser

4. Select “Add to Google”

5. Go to use as Widget at the bottom of the page and select “Blogger”

6. You will be redirected to Blogger, click on Add Widget button

7. Go back to Feedburner, click on Optimize

8. Click on Feed Flare

Content & Media Syndication – Exercise 2
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Goal:

To prepare your blog for distribution via Social Media sites

Content & Media Syndication – Exercise 2
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1. Select Digg, Del.icio.us, and Stumble Upon

2. Click Activate

3. Click get code and select Blogger from the drop down menu

4. Copy the Code

5. Go back to Blogger, click on Templates -> Edit HTML

6. Click Expand Widgets template

7. Paste code right below where it says: <div class='post-footer'> 

8. Save and go back to post

Content & Media Syndication - Exercise
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Press Release Optimization

Why Optimize Press Releases?

• Increasingly journalists, bloggers and end-readers that rely on 
keyword-triggered alert systems to find news and press release 
content. 

• Online news wires such as PRWeb, PRNewswire and BusinessWire
have become a direct source for content, and act as press release 
search engines that may require some amount of optimization in order 
to be found. 

• Universal Search" means greater inclusion of news-based content in 
the Search Engines

• Distribution of your message encourages additional links to your 
Website, which is great for SEO
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Press Release Optimization

Reach Bloggers:
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Press Release Optimization
Exposure in Search Engines:
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Press Release Optimization
Optimize

– In the title headline, always include popular keywords and keyword phrases 
that correspond with the major theme of the release. 

– Include popular keyword and keyword phrases in the release summary, or 
the secondary release heading. 

– Reinforce the major keyword theme in the body of the release. 

– Include the company URL in the first paragraph, after the company name. 

– Use relevant keywords to describe the company at the end of the press 
release. 

– Add relevant ancillary keywords to trigger the release via keyword alert 
services. 

– Use keyword research to reach your target. 
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Press Release Optimization

Submit to Press Release Newswires:

Paid:

• PRWeb

• PRLeap

• PRNewswire

Free:

• PRCompass

• TheOpenPress
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Press Release Optimization
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Press Release Optimization


