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A Note from Shella & B

We spend a lot of time finding and reviewing resources on the Web that relate to social media,
technology and tourism. The blessing and the curse of suchghdteering is that you end up

with a huge pile of great stuff, but how to get thstuff into the hands of as many people as
possible? We share great links on Delicious every day, but only so many people have time to
keep up.

That's how this ebook was born.

We've picked out some key resources and links that we think are directhargley many of
the issues that you may be dealing with right now in using social media tools to tell the stories
of your destination, and to connect with your visitors, fans and supporters online.

The links are organized along the topic lines of our BouCurrents lessons; for example, if
you're looking for esources and insights about promoting your festival or special event (one of
our more popular lessons) then Section 6 is devoted to that.

There's a leadh and an explanation for every link we'veosien, and plenty of screenshots so
that you can see where those links will take you.

We think you'll enjoy these gems as much as we do, and please do share the information with
your local staff, cganization members and businesses that benefit from toaoris

Feedback and suggestions are always welcopieg us on Twitter at @ TourismCurrents. And
watch for more great stuff abttp://www.delicious.com/tourismcurrents

Thanks, and enjoy!

Get our free newsletter, full of tips on social media for tourism:
www.tourismcurrents.com/newsletter
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Social MediaMade Simpé

Okay, okay, it may seem a little narcissistic, but we think

our talk with Luis Sandoval and Jennifer

Navarrete on Tech in Twenty (filmed during SxSWi 2010) is relevant because they asked us (A)
How we got into this-something we suspect a lot of you as@ndering, toe- and (B) Hows
cial media can benefit the travel and tourism industry. Click through for the answer.

Tech in Twenty: Becky McCrayda®heila Scarborough on tourism and social media
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Tech in Twenty SV: Becky McCray
and Sheila Scarborough

Social media igot just for big resorts and destination
cities!

LGQ& J22R FT2mbf 20t 0dzaAW

Check out how the Beaumont, Texas @Q¥8le an
impact on a local resident when he was 1,800 miles
from homel!

{ KSAT I Q&
can be foundhere.
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http://www.techintwenty.com/index.php/tech-in-twenty-sv-becky-mccray-and-sheila-scarborough/
http://www.web-strategist.com/blog/2009/10/19/how-local-businesses-can-benefit-from-mobile-social-networks/
http://leader4hire.net/2010/02/the-social-web-ties-us-together/
http://leader4hire.net/2010/02/the-social-web-ties-us-together/
http://leader4hire.net/2010/02/the-social-web-ties-us-together/
http://www.sheilasguide.com/2010/01/22/a-new-twist-on-destination-marketing-with-radio/

Does your marketing department still think social media is a waste of nfon&oug Sah
macher at iMediaConnection has a host of reasons you can tell tfiétimy social media isas
fer than you thinkd ¢

¢NF @St FdziK2NJ ¢AY [ STHBWssEtoimANSSE debtifaRdh matkeé KA & |
AV3I o0 YR K& &2 drENSS Ay 3312 SAaF 3822 dF IR yrQadabl 2 & dz3 =
media is more dangerous than taking the plunge.

Entrepreneur ==

@Fuccro Do B @ OrAyou can point doubters toward Entrepr

y' S dzNI & HewNDwike®is Fe¥oluiionizing
Busines®¢ Ly eét & &ull disylasuBd\ive
have to tell you Becky was interviewed for the
article. Of course, they interviewed JohrtBa
telle of Federated Media and Laura Fitton of

oneforty.cont, too.

How Twitter is Revolutionizing
B

IS YOUR CARD
ot i RIGHT FOR
. YOUR BUSINESS?

*Another site we love

Social medi intimidates a lot of executigas K2 R2 Yy Qi dzy R SddthiatpsddRe- A X 2 NJ
tivity and company security may be compromised

2 KAOK YI 1Sa dza 42y RS NIgthe point{ RIGOAS S AYTS RIAK S 8 alyNXiy
chatting and updating and uploading content. In fact, you should treat your social networking
activities just as you would any other promotionéflcet, which means having glan.

[ £] Mashable Business
Not sure how to formulate a plan? No (iem! gy .
Check out | & K I 0 {St8tSbciaHMedia Ma SR
keting Plan Basicallyaccording to &icle author _
t SUSNI YAYZ AT &2d2ONB J 70 = _bBY R2
Sure, start small, but he mentions 22 subtly diffe The 22 Step Social Media Marketing Plan

ent social platforms and implies that savvy nmerk
ters should have an online pence in as many of Je= ==
them as possible. Exitig and ambitious stuff!
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http://www.imediaconnection.com/content/24143.asp
http://www.imediaconnection.com/content/24143.asp
http://everydotconnects.com/2009/05/12/6-ways-to-improve-your-destination-marketing-and-why-youre-toast-if-you-dont/
http://everydotconnects.com/2009/05/12/6-ways-to-improve-your-destination-marketing-and-why-youre-toast-if-you-dont/
http://www.entrepreneur.com/magazine/entrepreneur/2009/december/204084.html
http://www.entrepreneur.com/magazine/entrepreneur/2009/december/204084.html
http://oneforty.com/
http://mashable.com/2009/09/10/executives-social-media/
http://mashable.com/2009/09/10/executives-social-media/
http://webworkerdaily.com/2009/12/22/why-you-should-have-a-social-media-calendar/
http://mashable.com/2008/11/07/social-media-marketing-plan/
http://mashable.com/2008/11/07/social-media-marketing-plan/

dzi s 6KIFG Fo2dzi ¢6KSYy (GKAy3Ia R2y Qi 3I2 | OO2NRAY

The scariest thing about social media is the lack of control. Once you put your business out
there you have no control over what people say about it.

[ SGQa oSSRy Sazidz R2y Qi KI @S ye O2yiNRf 2@SNJ

t S2LIX S gAft GFLft1® LF &2dz FNB F LINLG 2F (GKS O2
few tips onhow to hardle negative feedback in social media

Still not sure?

D2y Qi 2dzid GF18 2dzNI ¢

LeamnWOM | Events | Business Blogging Blog | The Word of Mouth Marketing Blog

Andy Sernovitz’s . P p
Damn! | Wish I’ | (2. | Andy Serng AGTZ FdzZiK2N) 27
mUnusuaIlIgwullﬁa!!fo!sgrt.!ﬂegryght Of That. /a 2 ¥ azdziK al N‘Jl. SUA )/ SR |

social marketing is a good idea for
rJexlpn;x Lessons of the free umbrella SEE £ m:r:m:':x:pl:::s'g:r:::::envgmng tou rlsm and Said as much When

! . Newsletters il : H
ouat destinatiuns (and ovanrona siss) [ .. ssmes. @ | speaking to the American Resort
- - Development Assodiion.

An interview | did after my keynote to the American Resort

More from GasPedal

= gluord of Mouth
e il Make sure you check out the
Mouth Marketing” Conference . . . .
FETTETTTS | raowtocasses links in the far righthand sidebar
12 Real world case studies ¥ v v 1 F-Y 1
Follow Me sl e 2y 'YyReQa aAusSzE 0222
ii | gaspedal:weteachword of mouth resources.
Downloads
Sh The L. .
o ol Great stuff, right?

W The 4 Lessons of Word of

See Andy Live! 'ﬂ Mouth Marketing

Andy threw some ideas out there, but those may not be applicable for every destination or
tourism-oriented industry. Now what?

Looka GKS&S &aAYLX S (ALXEA ¥FNPY HdwKoSxtdnd Wadeudtder . dz& A Y ¢
experience through social medpeé

That's more good information and some great highel ideas on how to use social media.

dzi 6Kl G AT @2dzQ@0S vy Ske@dislbefaraayMaybe W welbgageIvasNB Y 2 G S
LJdzi G(G23SUGKSNJI o6& az2YS2yS Ay GKS O2NLIER2NI IS 2FFA
kids know more about the functions of your phone than you do; or all you know aboet Fac
book is how to spell it? What then?
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http://mashable.com/2010/02/21/deal-with-negative-feedback/
http://www.damniwish.com/2010/05/word-of-mouth-marketing-advice-for-tourist-destinations-and-everyone-else.html
http://www.damniwish.com/2010/05/word-of-mouth-marketing-advice-for-tourist-destinations-and-everyone-else.html
http://blogs.hbr.org/merholz/2009/08/how-to-extend-your-customer-ex.html
http://blogs.hbr.org/merholz/2009/08/how-to-extend-your-customer-ex.html

Here are a few places (other than with us!) where you can learn more before you dive in:

Books: The Top 100 Best Social Media Books, Ever

Blogs: Top 100 Social Media & Internet Marketing Bloggers

al a K| $otié Meilia Guide for Small Busineg$asnot-so-small businesses, too)

1
1
T ¢ Yl NI 2SAyYyoS NEDEterteSMAKetindP et bf Y009
1
1

Chris Broga@ Auilding Blocks of Social Media for BusinefShris is theo-author of
G ¢ NHza 4,6 | 3&y RatinMed® 104)

f wSIFRX 2NAGST 2S06Qay 2 K2 'aSa {20Alt bSig?

(Partl Part?

T C2NJ 6KIG bh¢ (2 R2 Iposhde $e€¥DeadlySins @fzazbInadd) Y Seé a

¢CKIFIaQa ff ¢Sttt yR I22RX odzi oKIG AF @&2dz

What You Need to Know About Outsourcing Social Media

—— e e e

What You Need to Know About
Outsourcing Social Media

UTSMART Th
TRICKIEST

2SS OlyQd alreg S NBO2YYSYyR 2dzia2 dznJaffer/all whib2 dzNJ & 2

knows your storie® S0 G SNJ GKIy @& 2 dzK Ldzi s AT e2dziR?
Ways PR Agencies Can Help Companies With Social. Media

And of course, we have to warn yobaut How NOT to Outsource Your Social Media
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http://blog.mellowbillow.com/2009/08/17/top-100-best-social-media-books-ever/
http://navigator.cision.com/top_100_social_media_bloggers.aspx
http://www.techipedia.com/2010/internet-marketing-posts-2009/
http://mashable.com/2009/12/04/small-business-guide/
http://www.chrisbrogan.com/the-building-blocks-of-social-media-for-business/
http://www.readwriteweb.com/archives/who_uses_social_networks_and_what_are_they_like_part_1.php
http://www.readwriteweb.com/archives/who_uses_social_networks_and_what_are_they_like_part_2.php
http://www.tourismkeys.ca/blog/2009/11/seven-deadly-sins-social-media-followmeatsea/
http://www.socialmediaexaminer.com/what-you-need-to-know-about-outsourcing-social-media/
http://davefleet.com/2009/11/15-ways-pr-agencies-companies-social-media/
http://davefleet.com/2009/11/15-ways-pr-agencies-companies-social-media/
http://www.converstations.com/2009/12/are-you-married-to-your-social-media-plan.html

Home Base

Website

One of the functions of your profile on any social media site is to point people to yaar ma
home on the Internet, your website. There are loads of great sites, books, blogs, and more with
valuable information on how to make your website the best it can be.

We have nointentionof rd Yy @Sy G Ay 3 G(GKS 6KSSt ® | 2dmifitdl FAYR Y
on some extended links pages at the back of this book.

techipedia ...
(a, weinberg \ We DO want to share a techipedidicle by Hi-
go Guman, the VP of Social Media and SEO at
Zeta Interactive, abouthe importance of mk-
ing your website social medlBNA Sy Rf @ ® ¢ KS
also a gem in there about the importance gf-o
timizing your email marketing for social media,

too.

Why You Should Fix Your House Before Inviting People
Over

| £ o~ JECHRNRET:

THE NEW
COMMUNITY
MARKETING | farta
SOCIALWEB | Advetisng

Ihe

ACCREDITED
EDUCATOR

A couple of quick website reminders, though:

Be accessible to the worlgtranslate your website

Make sure your content is available égeryonewith audio &videocaptioning

2 KAETS @82dzOQNB 4 A (I radcy dgooddise®RGDNB A GA Y GS G

1
1
1 Tourists are far from homeanake sure your site imobile-friendly.
1
1

Learn about outside trends g&chthat can affect how visitors see your site.
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http://www.techipedia.com/2010/social-media-advice-house/
http://www.techipedia.com/2010/social-media-advice-house/
http://googleblog.blogspot.com/2009/09/translate-your-website-with-google.html
http://www.sheilasguide.com/2010/04/05/help-all-visitors-to-your-sites-buzzvoice-and-video-captioning/
http://outspokenmedia.com/online-marketing/preparing-for-the-age-of-mobile/
http://www.smallbizsurvival.com/2009/09/writing-better-directions-for-tourists.html
http://www.clickz.com/3635103

078 s« P

Blogs are a common first step for those unfamiliar with social mebt&y were social when
a20ALt gl ayQi 022f o

{AYyOS (GKSNBQa y2i YdzOK LRAyd G2 F oft23 GKIG y

this great video from WordCamp Sarafcisco 2009.

al Gl /dzidas I D223tS Sy3IAyYSSNI gK2Qa 06S&y of 23
gramminglanguage aboublog SEO easy to understand

L

52y Qi F2tt2¢ GKIG fAy]l dzyiAt @&2dz KI @S
The video is a little over 46 minutes long.

,2dzQ@S 320G | o6f23d.h224a5 K24 R2 324z
tell the world you have a blog?

/| KSO1 2dzi { KBénf | Q&
Dot Connect®n the ways and

means of meketing your blog.

Blogaing Basics: Gettintraffic,
readers and attention for your blog

Remember, too, that while the
aGlrasSySyidz a/2yiSy
as accurate as content wers wish it

were, it 1S avalid point. The best REA N ——— WA
promoted, most SE@iendly blog S { '\"
GATE Ft2L) AFithe2dz R o A

good content and give people aae
son to come back.

Better yet, make your content interactive with video bloggindrind some great tips on getting
started vloggindpere.
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http://onemansblog.com/2009/08/20/wordcamp-san-francisco-2009-matt-cutts-lecture-straight-from-google-what-you-need-to-know/
http://onemansblog.com/2009/08/20/wordcamp-san-francisco-2009-matt-cutts-lecture-straight-from-google-what-you-need-to-know/
http://everydotconnects.com/
http://everydotconnects.com/
http://everydotconnects.com/2009/05/06/blogging-basics-getting-traffic-readers-and-attention-for-your-blog/
http://everydotconnects.com/2009/05/06/blogging-basics-getting-traffic-readers-and-attention-for-your-blog/
http://mashable.com/2009/10/09/video-blogging/
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WhoR2Say Qi f2@S fAatak Cr0So6221 KIa
geable chunks.

1. Mashable has a wealth of info on practical uses for all our-faewled technology. &
fore you jump in, read theilFacebook primer

2. Want more? We lovéllFacebook.col & hdffiSial Facebook Resourée

3. A few words of wisdom from Sheila abauty CVBs and DMOs should jBatebook
For example: You should join FB because it is (a) free and (b) a dominating force in social
media, with over 300 million users worldwide.

4. Start with anew profile for your business or CVB. Do not tie this profile to any of your
SYLX 28 SSaQprafie&sNE 2y f C.

5. Just a Facebook profile is not enough, thougfou need tacreate aPage

a What You Need to Know About Facebook Pages

Practical wisdom from Kimberly Moniz of SHIFT Communications,
P e = including a reminder that the intern, generally, shoulat be the
person who sets up your FB gesce..

Examiner

How to Better Engage Fad 2 2 1t | AS WCI y &

How to Better Engage Facebook
Fan Page ‘Fans’

The same way you engage them with a website or lglog
offer valuable conteng

{ LISF1AY3 higarti@eAyaldl SY20 RS R gAGK GALA F2N dzaiay3
built in metrics (available to page adminidives) to rate and improve your cent quality.
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http://mashable.com/guidebook/facebook/
http://www.allfacebook.com/
http://www.sheilasguide.com/2009/11/09/ready-to-get-your-cvb-or-dmo-started-in-social-media-consider-a-facebook-page/
http://www.facebook.com/advertising/?pages
http://shifters.wordpress.com/2010/01/12/what-you-need-to-know-about-facebook-fan-pages/
http://www.socialmediaexaminer.com/how-to-better-engage-facebook-fan-page-fans/
http://www.allfacebook.com/2009/09/how-to-monitor-your-facebook-page-insights-to-improve-content/

Fan Page Analytics

find a page [

e o L s u
Fane of Progest Reeveiy SR e e °
s 1-3 -
o E

& iy

=
=
E

6. Get to knowyour audience withtoolslike Page Analytics

7. Learn from the bestdow ChriBrogan manages Facebook

8. Get comfortable with the details:

Facebook tgging (for business)

Getting rid of unwanted FB notifications

That should get you started.

~—~ ~———

wdza i Ay Ol iag3hatd PageQd\atbit sétkntered, Josh Peters (@uthor of Twitt-
Faced shows yoltHow to Make Facebook Your Company Nswom.

. Josh Peters B Like

HOW TO: Make Facebook Your Company
Newsroom

1005 Jooh Peters s a freelance sooial media cansultant who fas
et been deeply involved in the research and application of social
media for several years and s the co-author of TuittFaced. He

= blogs at Shuaism and would love to connect with you on
Facebook, Linkedin, andfor Tritter facebook

¥21 | Hasing an online newsroom for your company is a very important
way to provide information about your business for customers,
bloggers, and joumnalists. Through a well put together newsroom,
you can contral the story in order to make sure news abeut your
[demsil  company reflects what you want aut in the public. Unfortunately,
most corporate newsraoms are boring, static, and sometimes days late getting info up. Facebook can help you
change that

Stumb!

o

Facebook Fan Pages are perfectly suited for use as company newsrooms because they have a low barrier of
entry, high visibility, numerous customization and automation options, and can be put together in an aftemoon.
AFan Page can be more engaging and informative than most newsrooms out there, or it can act as an
information portal that redirects customers to other, more engaging product Fan Pages. This guide will show
you how to use a Fan Page to give your company a voice on Facebook 2] by creating an interactive
newsroom.

Basic Setup

Create New Facebook Page

Caregory.

@ ok
Cafe -
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http://fanpageanalytics.com/
http://www.chrisbrogan.com/how-i-manage-facebook/
http://www.socialmediaexplorer.com/2009/09/28/facebook-tagging-for-business/
http://mashable.com/2009/08/19/get-rid-facebook-notifications/
http://twittfacedthebook.com/
http://twittfacedthebook.com/
http://mashable.com/2009/09/18/facebook-newsroom/

Outposts

Have yotheard peopletalki 3 | 62dzi a0 6SSGAYy3IE YR 62YyRSNBR ¢

{ G NI KSNBY Twitter: HowaGet-Sihdiedl GuUid8 fbr Brisss Peopld &

7" McCluskey International
cCluskey International McCluskey Spart

b2G &adz2NB ¢gAGGISNI Aad NBIwsterl yi T2
tips for tourist board® ¢

You can uséhe serviceas a newswireto answer quesibns
about your destination, announce specials, and mor¥ou

canevenuse it promote spcific events; hashtagsare great
for this.

Isaac Mizrachbof the ETourism is Here blgdpas even more specific exampleashis article,
GTwittourism- Promote Your Tourism Brand on Twitter

Remember that Twitter is a public community and, like any public place, certain behavioral

standards are expected. Take the time to ledmitter Etiguettebeforeyou send your first
tweet.

Although it should@be your main reason for tweeting, doing so can help your seardkinmgs
now that bothGoogle and Bing are incorporating twe@t their search results

If you want to reap searchewards, though, Tlnuins an
a) make sure your content is rich and relevant, and, b) [ @= ===
careful which URL shortener you ugsome of them can

reduce your chances of coming up in searesuits.

For an interesting look at Twitter and Tream from _,— e :"' gt
2dziaARS (GKS AYyRdAZAGNEZ BAKY{ . . . &= &
Look at the Travel Industry on Twittee€ - RS % 3

T T ':,,““ Yo
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http://www.cio.com/article/479010/Twitter_How_to_Get_Started_Guide_for_Business_People
http://www.mccluskeyinternational.co.uk/2010/02/twitter-tips-for-tourist-boards
http://www.mccluskeyinternational.co.uk/2010/02/twitter-tips-for-tourist-boards
http://mashable.com/2009/09/04/twitter-hashtags-business/
http://etourismishere.blogspot.com/
http://etourismishere.blogspot.com/2009/08/twittourism-promote-your-tourism-brand.html
http://www.cio.com/article/480318/Twitter_Etiquette_Five_Dos_and_Don_ts_
http://www.tourismkeys.ca/blog/2009/10/microsoft-and-google-search-results-to-feature-twitter-tweets/
http://searchengineland.com/analysis-which-url-shortening-service-should-you-use-17204
http://searchengineland.com/a-look-at-the-travel-industry-on-twitter-25303
http://searchengineland.com/a-look-at-the-travel-industry-on-twitter-25303

Are you boking for tools to help you make
the most of your shiny new Twitter
account?

Find Better Twitter Apps. Share Your Favorites.
2,881 Twit Ihat make Twiter more usetul for your business, ca ;

‘What's New? What's for Sale?

Look no further tharoneforty.com where
Laura Fitton, author of witter for Dunmies

e has compiled a massive listabps, b+
& tons, and moreo help you make the most
] of yourTwittertime.
[’l What's Essential? o
- = H
al eo

82dz2Q@S 06SSy (oSSiAYyT FT2MNIANYLIKOE S8 2 dfFRNIS |

S
| SNB Q& Irevigwdzi/Twittek rankibgSitethat highlights how meaninglessost ofthem
are.

L¥ @& 2 dzQabdut tracRingly@udZavitter @ivity--or your boss wants to see results after you

convinced him to upgrade your company phone to unlimited texting so you could tweet as
needed-check outHow to Track Your Twitter ROI

Make sure you joiffwisitor center, toq; a site that aggregates Twitter info from tourism
boards all over the world.

L-‘
, L

e _—
TW‘SITOR CENTER Going somewhere? Get the insider information from those who

—

know, the local tourism authority. Connect here with your final
destination for all your traveling needs.

Check out Twaller, too. Twaller is Twitter for traveles L G Q& o6dzAf & F NRPdzy R U K¢
you travel somewhere new the best people to tell you where
go and what to see are thedals. (So true!)

P
ik -
2dz OLy Qi fAAl erTdz\EaSdTINERay ‘\Vc\“Gl

and using ppropriate hash tagsyou should end up there.
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http://oneforty.com/
http://nowsourcing.com/2009/08/12/twitter-ranking-sites/
http://www.openforum.com/idea-hub/topics/technology/article/how-to-track-your-twitter-roi-jennifer-van-grove
http://mashable.com/2009/09/22/twaller-twitter-for-travellers/

In 2009 the Travel Insights 10@ group of 100 travel writers, bloggers and thougtaders
across eight travel categoriegere asked what they thought about Twitter.

T
Travel Insights 100 All About Twitter Survey Presentation

4 Email ) Favorite g Download More...

Mges Travel Insights 100
Survey Summary
sngﬁ September, 2009

0

¢ O 1 |

WordPress

Blogger

eers100

Sheilaisa memberof the Travel Insights 100, and bgegla shot summary of her thoughts on
the surveyand alink to the surveyesults(also linked in the image above)

Finallyg A few random thougts on Twitter for tourism & business:

How to use Twitter for tourism: fall foliage reports

A pretty clever notion!

deepdishcreative

What in the world should a restaurant tweet about”

Tasty sugggions from Deep Dish Creative

Brought to you byrourism Currents
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http://www.uptake.com/travelinsights100
http://www.sheilasguide.com/2009/09/29/twitter-and-travel-tips-from-the-travel-insights-100/
http://www.sheilasguide.com/2009/09/29/twitter-and-travel-tips-from-the-travel-insights-100/
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Location, Location, Location!

LGiQa y20 2dzad | YFYGNr F2NINBFE SadlaS Fyevyz2N

One of the most exciting s@imedia developments from a tourism perspective is the growing
popularity of locatiorbased applications.

CKAY]l ¢6A0GSNI 6AGK || LIK@AAOIT 20 Gwitky G 3 |y
recently added the ability to tag tweets with a locatjdikely in response to services like

lcopt

Get Ahead of the Location Garfrem Chris Brogawoffers sound advice on getting on location
based services, from the basics (get a smart phone) to the more complex (hosting location
aware contests).

Check out thesé Innovative Ways Businesses are Capitalizing on FourSduaationbased

LI dzZaSNE FFNB Y2NB fA1Ste 0(KIy VYwe@rdforihe ol 0 &S
new venue points and (b) return to a place over and over in an attempt to win Mayor status for

that location.

Still not sure how this could work for tourism?

See howthe Pennsylvanidourism Boards tying it all together

combining their foursquarentegrated,"The Fantastic Roadtrig-
Matic,"  with a Facebook photo contest and 20 new itineraries] -
on the VisitPA.com site. :

URMARTESE .
IEEIRaAsN I~
Another gooddeais creatinga GooglePlace Pagdf youcross a Eéﬁ;;?ﬁ?!

yellowpagescomlistingwith areview siteand combine that with
Google Mapyou get a Place Page

Wantmore? ® SO 2dzi W2Ky WI y a0k Waysto @etf FosndzOrline ihl LIS a |
Your TownGreat tips for attracting more locals
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Linked [f}).

PeopletypicallyassociateLinkedInwith job hunting andindividual or personabusiness ne
2Nl Ay3 odzi GKSNBQa y2 NBI az2y.NeKidegratedl dddgots y Qi dz
like Triplt can make it even easier.

LGQa y20 tA1Ste G2 o06S @2dz2NJ aiNpy3aSad az20Arf Y
to let it go to waste.
We found a couplefblogpostsonusf 3 [ AY {1 SRLY G2 LINRY23GS &2 dzNJ o«

some repetition between them, and not all the suggestions apply (i 2 dzZNRA & YS o6dzi G KS
enough substance to them that we decided to go aheadgind you the links

33 Ways to Use LinkedIn fBusiness

Top 10 Ways to Drive Traffic to Your Blog bJ&imkedIn

Google buzz &

LiQa 2yfteé o0SS\Gooheaahunted GapdleBaziihg jOrg appears to still be
out. WillittalK 2FF fA1S +tff GKS 20KSNJ . A3 D | LJJA 6SQf

tell.

LF¥ @2dz gl yad G2 4l | 8hatsdme af théltbptechiaBdisacialRiddiadokg K S NE
around the web have to say:

1 Google Goes Social with Google Bifmm Mashable.com)

1 Gizmodo answers the questiowhat is Google Bu2z

1 Google Buzz launches: 5 first look tips for PR and marketing practiti@oersesyof
Drew B with 33igital)

1 More recently, Robert Scoble asksit time to reconsider Google Buzz Facebook or
Twitter?
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http://theblogconsultancy.typepad.com/techpr/2010/02/google-buzz-launches-5-first-look-tips-for-pr-and-marketing-practitioners.html
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NowjustLJt I Aelicbusiatbé

periods in the middle were - -

dropped after a site redesign in d I

2007 when theservice changed e u Ic I O - u S

AGa R2YFAY FNB
i 2 deliciaus.con® €

We maention this because a lot of people still use the old spelling/domain (it just routes to the
new one).

Delicious is a ndrills social bookmarkig site and we love it! In fact, most of the links in this
eBookstarted out onour delicious page

One of the best ways toffer meaningful contenis postinglinks to people other than yourself.
Deicious lets you do that without having to involve your webteasJustcreate an account,

start collecinglinks,then add a link to your delicious page to your email signature and social
media pofiles.

With Flickr you can post photos of your area
for free, or, if you upgrade to their pro
I 002dzy Gz fyYy2ald FTNBSO I b
harass your Webnster to get them online.

Even better, you can tag them so they come up
in image and text searches.

For example, If you search Flickr for tag, (i 2 dzNJA & Yihig Cligkdmiz( 2 824K a Y Of dza G S
and you seg¢his.

You can also make photo maps. Take a second to thimktdhe possibilities. Not sure what
%S YS! yK aphoto 8@ ®ajrreated by an individual. Pretty neat, huliRis onds
Flickrcreated based on photo getags.

Now imagineusingthis tool to create a selfjuided tour of your cityOr yourO A (p@Q &r
pretty much anything you want to, chock full of pretty pictures to make people want to come
see it in peson!
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My [ravelGoogle

l'YV20KSNI 2FFSNAY3I FNRY D223fSd ¢KAA

2y

I aA Ol f f &ustoriifed travel/seadzii éhdjde that filters out the spaamd the big
spammy sites. This is mostly amd-user tool, but if you check and your CVB or DMO website is
not listed, you should definitely submit it for inclusion!

Product Get Started T'he Engaged Brand

Next Live Web Event 0 days, 00 hrs., 00 min. | eNewsletter |

Blog

| Customer Login

toll free: 1-888-6RADIAN | local: (506) 452-9039

type your search here > Search

content marketing | 10 Ways to Share Helpful Content in Social Media

10 Ways to Share Helpful Content in Social 107

Media =

By Amber I\'aslund_

Wednesd
» Tags: Ad

& d

@ media, sharin

Posted in: Markel

If social media is on your to-do list this year, no doubt
you've been doing a whole ton of reading and research
on the topic, and what it means for business. And if
you've done that, you've likely run across someone
saying that one of the keys to successful social media
participation is to share and be helpful

But...how? What does that mean?

Your communication strategy for your business to date
has probably included elements of public relations and
media relations, advertising, direct response marketing
and more traditional marketing vehicles like collateral
development, online presence/website, etc. All of those
still have their place, and they typically lead with the
brand and your desired messages.

-

But social media is characterized in part by creating and sharing content that helps educate
inform, or entertain your customers and prospects online. By contrast, this content leads with
the helpful or fun parts that can contribute something of value to your audience, and the brand
and “messages” are present in the background, if at all. The goal is not an overt brand
impression, but a touchpoint of shared interest between the business and the customer they

( & register for a demo ‘

" [£°] take a quick look ‘

Pages
PowerShift Archives
Subscribe

Categories
Announcements (10)
Clients & Customers (7)
Community (54)
conferences (4)

content marketing (4)
Customer service (7)
Events (44)

Features (16)

Guest Blogger (20)
Integration & Partners (2)
Listening (45)

Marketing (27)
Measurement and Metrics (11)

One of the things we stress over and over is the need to make your content relevanteBy rel

vant we mean useful to yoursars/fandfollowers.
Content in Social ktia.

Radian6 offer$0 Ways to Share Helpful

The most important point in this article is to be sedfleYes, we arelahvolved social media to
pursue specific goals, but, sharing good information that does not directly benefit, or efven re
erence, you is a great way to build trust andueaonline. And that DOES serve your goals!

Brought to you byrourism Currents



http://www.tourismcurrents.com/
http://www.radian6.com/blog/2010/01/10-ways-to-share-helpful-content-in-social-media/
http://www.radian6.com/blog/2010/01/10-ways-to-share-helpful-content-in-social-media/

Listen to Your Audience

Listen. Doyo&k S NJ (0 KI (K
active in social media or not, | guarantee you that someone, somewhere out on thadhtes
talking about you.

2 SQ@S 320

G A LJA

2dz R2y Qi KH
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f GKSy

e2dz vy
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SOl UtIOnS Search this site
Master List Master List
Administration
Contributors To learn how to contribute/edit, visit the Administration page.
Social Media Monitering
Wiki .
Sitemap Recent List Items

Company Name Platform Name Media Type URL Country Submitted By
Recent site activity Coverage
Social Media Radiang Radiang All http://www.radian6.com Canada Ken Burbary
Monitoring Wiki
item added by Ken Google Blogsearch Blogs http://blogsearch.google.com UsA Ken Burbary
Burbary .
‘t::n jdded by Alex Twitter Twitter Search Twitter http://search.twitter.com USA Ken Burbary
Griffiths Icerocket Icerocket Blogs http://www.icerocket.com usa Ken Burbary
itern edited by Ken
Burbary ScoutLabs ScoutLabs All http://www.scoutlabs.com usa Ken Burbary
Contributors Brands Eye Brands Eye All http://www.brandseye.com South Africa Ken Burbary
item edited by Danielle
Molisani Visible TruCast, All http://www.visibletechnologies.com usa Ken Burbary
itern added by Danielle Technologies TruReputation
Molisani

Twazzup Twazzup Twitter http://www.twazzup.com usa Ken Burbary
Social Media
Monitoring Wiki Effyis Boardreader Forums http://boardreader.com USA Ken Burbary
item edited by Ken . o
Burbary Collective ci/Listen, All http://www.collectiveintellect.com USA Ken Burbary
itemn added by Ken Intellect cifLearn
Burbary
item edited by Chris Backtype Connect Blogs, http://www.backtype.com/connect UsA Ken Burbary

Twitter,

Clark F dfeed
item added by Chris rendres
Clark Technorati Blogsearch Blogs http://technorati.com UsA Ken Burbary
itern added by jbrooks
item added by Lykle de Pidgin Boardtracker Forums http://www.boardtracker.com usa Ken Burbary
Vries Technologies
Contributors Facebook Search Facebook http://www.facebook.com/search USA Ken Burbary
item added by Lykle de
Vries Facebook Lexicon Facebook http://www.facebook.com/lexicon usa Ken Burbary
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This list aggregates tools from all over the web,udtig free, freemium, and paid siteBhe
wiki details the platforms measured and provides URLSs. The list defaults tbwpedit-datet
meaning the most current listings are always easy to find right at the top.

¢t KSNBQa

It 240

Monitoring $lutions for Social Media anbwitter.
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manageable chunks and takes several ofdpps and services for a spin when she checks out
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You have fans and followers in the hundreds or even thousands. Does that mean that all your
brilliant fan pages and witty tweets are seen by hundreds or thousandsayle? Ddhey all
click through when you link @ew blog post or mentiothe new content on youhome pagé

No.

Start with the element that started it ad]
(6) ReadWrite your website.

All Posts Archives Featured BizSpark Form

218 ol O] A giewsk&ebdls Q& LI 3
: on your content--were the gold standard
ol FT2N) 680aAGS whLd ¢KAA KI

Download Now @

for a while.

a ReadWriteStart (a ReadWriteWeb
channel aimed at staytips) has an excellent
article onthe Death of the Bgeview

Interactive insights group taketsa step furtherg in addition to discussing what no longer
works they have a great list of links to the baid; how to take the data some services give
you and turn it into usable ROI statistid$eirSocial Media Metrics Sugdest is a mustread.

)
i i i i —
The F'V_e Blgge_st M'Sta_kes n Get the next Smarter Marketing column
Measuring Social Media delivered to your inbox!
By Gary Stein, ClickZ, Dec 22, 2009 E-mail: susscrisk |

I know: You feel like you're already taking social 662
media seriously. You're Tweeting and posting, o 3% Responsys’
blogging and following. You've got accounts on

every sita that allows you to share and you've got [ £ shar |
them all linked together. You're out there and

you're social

Big deal.

S“” not sure hOW to determ | ne you r It doesn't take much effort to set up an account on most social sites,

and the effort invelved in putting out content is fairly minor as well.
With social media, success isn't 90 percent showing up

o - A~
a 2 O 7\ | f Y S R 7\ | A\ h L K Just showing up doesn't get you anything. It's time for brand

marketers to show up to social media with a purpose and goal, as well
as a clear strategy on how to get there.

doing,make sure yoavoidThe Five o

putting in and determining the value you're getting out. Several
- - - - - companies begin just the early stages of measurement, but -- just as | *How tlc be 2 EEEAE\ Med\;Medw "
- *Social Me at a Difference a Year Makes
Biggest Mistakes in Measuring Social | ety - er overai sperosch to messurament goss oy 15252 1e02: Whar s Serence o e pkes
wrong 2: YouTube
»The Evolution of Sacial Media Advertising

. S0, to help you datermine how to best measure social media, let's
M edla. examine five ways people go wrong when measuring social media. Tl | Suggested Searches

also give some tips on how to do things better. social media - dutch elections - web analytics -
campaign tracking

Big Mistake No. 1: ing Your Fans/ Will See a Post

ribe to newsletters
ribe to RSS feeds

The biggest siren song in social media is assuming that your number of | ..,
Post a comment

subscribed fans (i.e., to a Facebook page) or followers (i.e., to a
Twitter stream) is your audience, and every time you post semething,
you get to count each one of them as an impression. That just simply isn't the way that people use social media.

Someone you count as a follower may only log on once a month. Or, she may be a fan to 175 other pages and
your post may get washed away in a deluge of other posts. Don't count your number of followers as your number
of impressions

TIP: Watch the growth of your foliowers and pay attention to the deeper analytics provided by Facebook Pages.
That will give you greater insight into the engagement you're generating from your page.

Big Mistake No. 2: Failing to Account for Overlap Across Networks

Speaking of fans and followers, another big mistake is double counting people. Don't take the number of people
who follows your brand on Twitter and the number of people who are subscribed to your YouTube channel and

then add them together. There's a high possibility that many are the same people. Adding everyone up gives you I
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Are youmore interested in knowing WHAT people are sayhgut you in the socialerse than

their clickii K N2 dzZ3 K NJ G SK L ¥ @& 2 dty d®Fofirdisienig foryau (not2 Kl &S
as bad as having them do all your social media, but not the greatest option either) start with a
couple of simple Twitter tools to get a feel for what people are saying.

Start with5 Simple Twitter Listening Tips Every Marketer Should Know

You can eveiavesdrop on Twitter by following your keywsgk YR A0 Qa 21 &H

I NB &2dz I Fry 2F (GKS . A Holtk Use Google?2DEskibpadd Qa a2
Keyword or Reputation Monitoringod.
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