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to podcasts, 232, 233

success, definition, 200
Superbad, 40
support forums, 147, 195–200
sustained awareness, 94

T
tagging, 66–69
Tangent Design, 9
target social efforts, 228
TechCrunch, 195
Technorati, 60, 61
Techrigy, 97, 330

Social Media Dashboard, 295, 296
TED Blog, 216, 216–217
Ted Talks, 233

Telephone Consumer Protection Act  
of 1991, 11

telephone marketers, 11
television, commercials on, 18
television networks, 5
Tell-a-friend feature, 176–177, 306
testing, 331
text services, 275

costs, 276
and film success, 40

3Com, 51
time, social media change over, 34
time to market, 256
TiVo digital video recorders, 10
touchpoint analysis, 106–107, 112, 115

data organization, 114–119
by channel, 116
by customer, 117–118
by function, 116–117
by stage, 118

relating data connection to, 148
touchpoint map, 55, 56, 120–122, 121, 

157–158
and presentation development, 326–327
as useless blob, 122

touchpoints, 290
assessing, 120
assigning scores to, 119
combining with feedback, 157–159
data gathering, 111–114
high-importance, low-performance, 123
identifying, 108–110
plan to impact performance, 123
plotting, 120–122, 121
quantifying, 110–125
and Social Web, 104–107

traditional media forms, 83
vs. social media, 81–82

transparency, 20, 25, 192
in corporate blog, 211–212
in Social Web, 24

trends, sources for, 294
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Tripod, 19, 182
trust, 12–14, 140

feigned, 23
in word-of-mouth, 20

Tufte, Edward, 322
Tumblr, 67
TV advertising, 184

time spent watching, 58
Twitter, 67–68, 70, 71, 88, 104,  

174, 217, 218, 264
connecting offline & online  

behaviors, 274
exploring, 220–221
feeds to monitor, 280
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TwitterHandbook.com, 220
Twitterholic.com, 218, 218
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The Ultimate Question (Reichheld), 128
“Uninvited Guest” credo, 8, 155
United States Postal Service (USPS), 8
Upcoming, 270, 271, 272
USA Today, 203, 332

member profile, 333

V
Vampire Bites, 165, 166
Vespaway blog campaign, 284
video podcasting, 71, 174, 228–233
videos

presenting offline, 98
sharing, 222–223

viral marketing, 69, 158, 292
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Voyager deep space program, funding 

request, 323, 324

W
Wal-Mart, 212

campaign objective, 25
fake blog campaign, 23–24

Wall Street Journal, and Digg, 254
Walters, Larry, 21
Walton, Sam, 260
Waterbury, Todd, 24
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184, 185
Weaver, Pat, 5, 18
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(Kaushik), 161
web browsers, pop-up blocker as  

add-on, 10
websites, metrics on traffic, 143
Wet Paint, 165
white-label platforms, 166, 177–178,  

195–203, 255–258
examples of use, 165

whitelist world, 154
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on Flickr, 225–227, 226
Who’s Online link, 199
Wikipedia, 32–34, 58, 59

on setting up a blog, 214
wikis, 57–59, 89, 165, 333
Williams, Carson, 167
willingness to act, 213–214
“Wine Library TV,” 174
Winer, Dave, 71
WOOD magazine community, 165
woodworking, wiki dictionary  

for, 165
word-of-mouth, 171

advertising, 13
early online, 19–26
positive references to negative, 291
sharing by users, 16
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Word of Mouth Marketing Association, 
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world map, and social networks, 183
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X
XFN (XHTML Friend’s Network) Links, 
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Y
Yellow Pages, 54
YouTube, 64, 98, 104, 104–105, 167, 210, 

224, 251
Home Depot on, 224–225
promoted (paid) videos, 250

Z
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