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Introduction

About This Book
It is no secret that the future of the Internet is the Social Web, and that the 
future is very much this very instant. Millions[1] of people and businesses 
are interacting and collaborating on social networking sites, media 
communities, social bookmarking sites, wikis, and micro-blogging sites, 
as well as sharing information via millions of RSS feeds and blogs. They 
are doing it right now, 24/7, and you and your business want to be a 
part of this extraordinarily powerful movement with as professional and 
efficient a presence as possible while optimizing your business potential 
and keeping your expenses to a minimum.

Success in today’s Internet absolutely depends on your entire Web 
presence, not just on search engine optimization (SEO). Spreading your 
net as wide as possible by improving your presence in the Social Web 
helps you reach millions of potential clients or readers that you may not 
have reached otherwise. You cannot afford to bet that a customer will 
somehow stumble upon your Website on page 100 in a Google search. 
Learn and implement the Social Web tools described in this book and 
you will be surprised at how easy you can access millions of customers 
otherwise unavailable. And, yes, a residual benefit of using these tools is 
improved placement on that proverbial Google search.

So, what is this social media and Web 2.0 optimization that helps you 
maximize this Internet presence? It can be summed up with three general 
terms: interactivity, sharing, and collaboration. Focusing on these three 
general areas, both at the level of your own Website and in the areas of 
the Social Web most suited to your book or business—areas we will help 
you identify—will greatly enhance your chances for success in this open-
ended world of Internet opportunity. 

Happily, building a strong presence in the Social Web does not have to 
break the bank or your back. With careful planning and preparation, you 

[1] http://tinyurl.com/6o4q5a, from web-strategist.com
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can build an impressive presence that you can maintain with little effort. 
The trick is to know what makes sense for your particular business or 
product, and only incorporate the tools that fit those goals. By planning 
ahead, you can also implement tools that will enhance each other and 
ultimately work together to help improve your presence and reduce your 
workload.

Research has shown that users of the Social Web actually want and 
encourage businesses and professionals to interact with them on their 
turf.[2] Of course you have to keep in mind that succeeding in the 
Social Web requires an authentic message. If you are going out there 
as a business or are promoting a product, just be up-front about it.  
Always read a site’s submission guidelines and/or terms of use before 
proceeding. Some sites have no problem with having their service used 
to promote business, others have strict policies against it. There is a place 
for everyone in this new Internet arena if you simply present yourself 
straight up.

There are many books out there that discuss the theory of the Social Web 
and how to market within it. This is not one of them. This is also not a 
book about blogging, nor is it a book about how to get a zillion friends 
on your favorite social networking site. Blogging and social networking 
are only a small part of an optimized Social Web presence. 

As a social media pioneer,  the author has seen many tools come and go 
over the past few years. Her goal is to help you build a solid foundation in 
the Social Web using the tools of Web 2.0 that have weathered the social 
media storm. Once that foundation is in place, you will be equipped to 
integrate or utilize whatever new tools emerge next on the social media 
horizon. 

This book wants to show you how to use strategies and tactics and the 
tools of Web 2.0 to build a successful Web presence. This book offers 
you the nuts and bolts of the Social Web through hands-on, real-world 
examples. You will be pleasantly surprised at how easy most of it is! 

So push up your sleeves and let’s get Social... 

[2]http://www.readwriteweb.com/archives/majority_of_social_media_users_want_
businesses_attention.php
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Social Bookmarking 
Social bookmarking is a way for you to save your favorite blogs and 
Websites in a public space the same way you might save them using your 
own Web browser. The concept is simple, but its power is enormous. 

Imagine that you have saved (or bookmarked) all of your favorite 
Websites and blogs to a central place online and tagged them with 
specific terms so you could easily search and find them later. Imagine 
further that you could then see how thousands of other users have tagged 
the same sites and that you could view all of the sites that they tagged. 
From this process we get “folksonomy”—the taxonomy of the Internet 
in terms of its users.

Instead of allowing search engines to provide you with the “supposed” 
best matches for your search terms, you can go to a social bookmarking 
site, search using those same terms, and find the top sites tagged (and 
commented on) by users just like you. You can pull up a site on one of 
these bookmarking sites and have access to everyone who has tagged the 
site, and if they have made their bookmarks public, you can even look at 
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all of the other sites those users have tagged. There really is no end to the 
resources and readers you can access via social bookmarking.

Social Bookmarking in Action

Figure 7.1 shows the front page of Delicious.com,[1] one of the most popular 
social bookmarking sites. This front page features some Websites people 
have recently saved to their own delicious bookmarking accounts. 

From here you can enter search terms that return resulting Websites that 
other members have “tagged” with those same search terms. Figure 7.2 
demonstrates this. When the term “books” is searched, we get the results 
shown. All of these results were bookmarked by other users and tagged 
with the term “books.” Click on any of these links, and you are taken to 
the respective Website, just like in traditional search engines.

The number to the right of each site listed shows how many people have 
bookmarked that site. If you click on that number you see a list of all of 
those people (see Figure 7.3). Figure 7.3 shows a general list, but if you 
click on the “Notes” tab, you see the comments that others entered when 

[1] http://delicious.com  

Figure 7.1. Delicious.com* Home Page

http://delicious.com/
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they originally bookmarked the site (see Figure 7.4). You also see a list of 
the most popular tags that users have used to describe the site.

This is where the concept of “folksonomy” is demonstrated. You not 
only see the comments other people have made on a particular site, you 
also get the additional terms they used to tag it. You can  further expand 

Figure 7.3. Viewing Who Has Bookmarked a Site in Delicious.com

Figure 7.2. Searching Delicious.com

Figure 7.4. Viewing Comments in Delicious.com
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your search on those tags, so your search results are influenced by real 
people’s classification of the Web, not on a machine’s. 

Furthermore, you can click on another user to see all of the sites that he 
or she has bookmarked (as long as they have made them public). Figure 
7.5 shows the bookmarks for Dalton Publishing, an independent press 
in Austin, Texas. We found their bookmarks, and hence their Website, 
only two clicks away from the very general search term “books” that we 
started with—this would be nearly impossible in a traditional search 
engine.

Hopefully, you see how powerful these sites can be in helping you reach 
millions of potential readers you may not have reached otherwise.

*All Delicious.com images reproduced with permission of Yahoo! Inc. ©2009 Yahoo! 
Inc. Delicious is a registered trademark of Yahoo! Inc.

Figure 7.5. Dalton Publishing’s Bookmarks
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Using Social Bookmarking Sites

To get started, get an account with Delicious.com. Once you have an 
account, the service walks you through how to add a button to your 
browser’s task bar so you can bookmark sites easily. 

Figure 7.6 demonstrates how you would bookmark a site using Delicious.
com from a Firefox browser. When you come across a site you want to 
bookmark, just click on the “post to delicious” button on your browser’s 
task bar—you then see a screen similar to Figure 7.6. Here is where you 
enter your chosen “tags” and your notes to the site you want to bookmark. 
Make these descriptive, since this is what attracts others to your account 
if they happen to come across your notes on this particular site.

Once you have bookmarked many sites, you can search them just like 
you search the entire Delicious site—based on tags. Figure 7.5 shows 
the bookmarks for Dalton Publishing. Figure 7.7 shows only Dalton 
Publishing’s bookmarks that are tagged with the term “socialmedia.”

Figure 7.6. Bookmarking a Website to Delicious.com
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A Social Bookmarking Strategy

The first thing to do is get a good feel for a number of social bookmarking 
sites. There are some popular sites listed at the end of this chapter and 
on the resource CD. Choose a couple that represent your interests. If 
you do not feel inclined to do the research, I recommend starting with 
Delicious.com, Technorati, and StumbleUpon. Using these three sites 
should give you a broad reach into the world of social bookmarking. 

Before you begin using a bookmarking site, however, become familiar 
with their guidelines. Some sites are much more stringent than others 
about bookmarking your own sites, or representing a business of any 
sort. It is best to go forward informed rather than risk getting a reputation 
for ignoring the rules, or worse, getting banned from a site. 

As you develop your social bookmarking strategy, keep in mind that 
the Social Web is about interacting, sharing, and collaboration—not 
self promotion. Bookmark, tag, and comment on sites that interest you, 
and connect with others with similar interests. You will be amazed at 
how many people you ultimately reach. There is nothing wrong with 
bookmarking your own Web pages or blog posts, as long as the site 
allows it; just balance those contributions with others.

Figure 7.7. Dalton Publishing’s Bookmarks, Tagged
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I know I sound like a broken record on this point, but fill out your profiles 
completely! You don’t want to go through the trouble of bookmarking 
a bunch of sites, only to have others not even know how to find your 
Website if they find your bookmarks engaging enough to click through 
to your profile.

Create a list of your best key terms to use as tags and use them as often 
as they apply to the sites you bookmark. Use your best tags within the 
descriptions you give each of your bookmarked sites as well. 

Many of the social bookmarking sites have developed social networking 
characteristics as well. If available, you should join groups that are 
relevant to your area of expertise or interest and subscribe to email 
updates for those groups. 

Purpose-Built Delicious Pages

When you create your Delicious.com account, the link to your 
bookmarks look something like this: http://delicious.com/your.account, 
where “your.account” is the username you chose when you created your 
account. When you bookmark a Website and “tag” it, you in essence 
create another URL that looks like this:  http://delicious.com/your.
account/tag.

For example, on Figure 7.7 notice the URL at the top of the browser: 
http://delicious.com/Dalton.Publishing/socialmedia. This is there 
because we searched for all bookmarked sites in Dalton Publishing’s 
account with the tag “socialmedia.” 

Now, imagine that you can create a URL for any collection of sites you 
want by just bookmarking the sites in Delicious.com using a common 
tag. These are called  “purpose-built Delicious pages.”

Rather than tagging your favorite sites blindly, think about how you 
might tag them intentionally to create your own purpose-built pages that 
contain a collection of related sites. For instance, you could create links 
to several pages like this:

• delicious.com/your.account/company.name
• delicious.com/your.account/public.relations
• delicious.com/your.account/client.name

http://delicious/your.account/tag
http://delicious/your.account/tag
http://delicious.com/Dalton.Publishing/socialmedia
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• delicious.com/your.account/competition
• delicious.com/your.account/book.title
• delicious.com/your.account/author.name

You can then use links to those URLs in the body of your Websites, blogs, 
news releases, etc. 

Book publishers and companies with many advocates can especially 
benefit from these pages. A publisher could collect sites relevant to 
each of its authors and book titles, and use links in each author or title’s 
respective press releases, media pages, or by the authors themselves on 
their own Websites or blogs.

The best demonstrated use of purpose-built pages are within social 
media newsrooms and news releases—see Chapter 10, “Social Media 
Newsrooms.”

Other Popular Social Bookmarking Sites

Technorati[2]

“Technorati was founded to help bloggers to succeed by collecting, 
highlighting, and distributing the online global conversation. As 
the leading blog search engine and most comprehensive source of 
information on the blogosphere, we index more than 1.5 million new 
blog posts in real time and introduce millions of readers to blog and 
social media content.” 

—Technorati.com

StumbleUpon[3] 

“StumbleUpon helps you discover and share great websites. As you 
click  Stumble!, we deliver high-quality pages matched to your personal 
preferences. These pages have been explicitly recommended by your 
friends or one of 6 million+ other websurfers with interests similar to 
you. Rating the sites you like automatically shares them with like-minded 
people – and helps you discover great sites your friends recommend.” 

—StumbleUpon.com

[2] http://www.technorati.com
[3] http://www.stumbleupon.com 
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Searchles[4] 

“Searchles is a highly scalable ‘social search’ platform that showcases 
expertise, enables collaboration with peers and instantly captures it in 
searchable knowledge indexes. The platform is a hybrid, combining 
aspects of ‘social bookmarking’ and ‘social networking’ technology with 
analytical ‘social search’ capability. You decide who influences your 
discovery efforts, when and how through networks of trust you create—
no other bookmarking or social search site lets you do that!” 

—Searchles.com 

Crowd-Sourcing
A crowd-sourced news site allows its users to determine the popularity 
of a news story, blog entry, or Website through various types of voting 
or rating systems. Most of these sites also have certain social aspects, 
allowing users to connect to others with similar interests. Connections 
between users are usually made through the conversations that ensue 
around a particular story, blog post, or Website. 

This system gives news-searchers an alternative to what is served up to 
them by the regular news sites. It offers a way for searchers to see how other 
people rate stories and what they have to say about them. This concept of 
user-rated content is what has been coined “crowd-sourcing.”

Crowd-Sourcing in Action

Digg[5] is an example of a crowd-sourced news site since it encourages 
people to “digg” the stories they like, which will in turn bring the most 
“dugg” stories or blog posts closer to the front page of the site. Each news 
site has its own unique twist on this concept.

[4] http://www.searchles.com
[5] http://www.digg.com 
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Figure 7.8 shows the front page of Digg. All of the stories listed have been 
added by users, and “dugg” by other users—some of the most popular 
of these stories will show up on this front page. Digg’s front page offers 
a number of general areas (like Technology, World & Business, Science, 
etc.) to click on for more specific news to fit your interests. It also offers 
crowd-sourced videos and images. 

Search crowd-sourced news sites the same way you search other news 
sites or search engines. Figure 7.9 shows the search results for the search 
term “business social networking.” The search results will show stories, 

Figure 7.8. Front Page of Digg.com

Figure 7.9. Search Results on Digg.com
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blogs, and Websites other users have added that fit the search criteria 
along with how many people have “dugg” each result—this number is to 
the left of each result in Figure 7.9.

You see a few additional ways to filter or sort your search results as well. 
For instance, you can choose to see only the stories that made it to the 
front page of Digg, or all stories, or you can order the search results by 
“the best match,” “the most diggs,” etc. (see Figure 7.10).

Once you find a story of interest, you can go directly to the story, read 
others’ comments on the story, or see the other users who dugg the story. 
Figure 7.11 shows a few of the comments other users posted on the first 

Figure 7.10. Filtering Searches in Digg.com

Figure 7.11. Comments on Submissions to Digg.com
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story listed in Figure 7.9. From here, you can connect with others by 
adding comments of your own or going to another user’s profile (see 
Figure 7.12). If you find their profile interesting, you might want to visit 
one of their Websites or explore other stories they have dugg.

Using Crowd-Sourced News Sites

Once you have an account with a crowd-sourced news site, you can add 
your own content and/or rate existing content. Continuing with Digg as 
an example, to add a story to the news site, you can go to Digg.com and 
click on the “Submit New” button at the top right of the page (see Figure 
7.8 on Page 186).

Figure 7.13 shows the first screen you see when you submit a new link 
to the site. Pay close attention to the submission guidelines listed to the 
left. Each crowd-sourced site has its own submission guidelines. Become 
familiar with them before you submit. 

Figure 7.12. User Profile on Digg.com

Figure 7.13. Submitting to Digg.com
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Figure 7.14 shows the next step, which is to enter a title and description 
for your submission. Just as you did with social bookmarking entries, use 
as many of your best key terms in each title and description as you can. 
You also need to choose a topic (category) to place your submission in 
during this step.

Once you submit your entry at the second step above, Digg then searches 
all of its existing entries for duplicates. It then presents a list of possible 
sites that might be a match to your submission. If it has already been 
added to Digg by another user, you can still digg it, but it will retain the 
title and description given by the original submitter. If your submission 
is original, you see a screen like Figure 7.15.

For convenience, you can digg stories on the fly right from your browser 
by installing a button on your browser’s task bar.[6]

To digg a story that you find interesting while you are browsing the Digg 
site, just click on “Digg it” to the left of the story. Likewise, if you would 
like to comment on a story, click “comments” just under the story’s title. 
See Figure 7.8, on Page 186.

[6] http://digg.com/tools/  

Figure 7.14. Submitting to Digg.com.
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A Crowd-Sourcing Strategy

Crowd-sourced news sites are different from social bookmarking sites in 
that they focus on sharing news and information about stories, Websites, 
and blogs, as opposed to sharing bookmarks to Websites or blogs. As a 
result, you want to use a different strategy for these sites than you would 
social bookmarking sites.

There are a lot of crowd-sourced news sites out there, so you may want 
to explore a number of the sites we mention at the end of this chapter or 
on the resource CD to get a feel for them. You should be able to choose 
a few sites that are good fits for your message.

As always, fill out your profiles completely so that others can find their 
way to you easily.

Add some of your more newsworthy blog posts, Web pages, or online 
press releases to each of your chosen crowd-sourced news sites. Pay close 
attention to each site’s submission guidelines and do not add information 
that does not adhere to their guidelines or is not a good fit for the site. 
When considering whether to add something to one of these sites, ask 
yourself if it is something you would find newsworthy, and if you would 

Figure 7.15. Submitting to Digg.com
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naturally share it with others. Just like with social bookmarking sites, be 
sure to offset your own content by contributing other content as well.

You will get a natural following of readers from these sites if you 
contribute regularly and engage in the conversations that happen 
around topics of interest. The advantage to this strategy is that you can 
hone in on your target audience by seeking out and commenting on 
topics relevant to your product, book, or message.

Many of these sites have also added social networking features, so explore 
any additional ways the sites may offer to connect, such as groups.

Other Popular Crowd Sourcing Sites

reddit[7] 

“[R]eddit is a source for what’s new and popular on the Web—
personalized for you. Your votes train a filter, so let reddit know what 
you liked and disliked, because you’ll begin to see recommended links 
filtered to your tastes. All of the content on reddit is submitted and voted 
on by users like you.”  

—reddit.com 

Mixx[8]

“You find it; we’ll Mixx it. Use YourMixx to tailor the content categories, 
tags, specific users and groups, and we’ll deliver the top-rated content as 
chosen by you and people who share your passions. So go ahead and whip 
up your own version of the Web. Just tell us how you like it Mixxed and 
we’ll deliver the best the Web has to offer—morning, noon and night.” 

—Mixx.com

Gabbr[9] 

Gabbr.com [is] a community based social networking news site. Gabbr.
com allows you to take advantage of a number of useful Web based 
features in a social context….The latest news from agencies like CNN, 
Reuters, the Associated Press and BBC are accessible through Gabbr 

[7] http://www.reddit.com  
[8] http://www.mixx.com  
[9] http://www.gabbr.com
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and updated in real time. The top headlines in the blogosphere are also 
readable through Gabbr’s interface. But you don’t just read the news at 
Gabbr, you interact with other users by contributing to the discussion. 
Users can comment on any story through Gabbr to be a part of the news 
story.” 

—Gabbr.com

Preparation And Tracking Your Progress 
Use a sheet like Figure 7.16 to list the Web pages and blog posts you plan 
to add to bookmarking and crowd-sourced news sites, along with some 
of your best key terms as tags, and descriptions that also include those 
key terms.

If you have a lot of content you plan to add, or if you are doing 
bookmarking and crowd-sourcing for your clients, you may want to 
keep a record of your additions to these sites (see Figure 7.17).  

Fillable versions of these worksheets are available on the resource CD.

A Note On Making Your Content Sharable
Hopefully this chapter has demonstrated for you how important it is for 
you to make your own content easily shared on social bookmarking and 
crowd-sourcing sites. Refer to Chapter 3, “RSS Feeds & Blogs,” Chapter 
12, “Pulling It All Together,” and Chapter 9, “Widgets & Badges” for 
more information on how to do this. 

Figure 7.16. A Form for Organizing Submissions

Company Name: Social Media Power

URL Title Description Tags

Social Media News Releases Explained

http://www.socialmediapower.com/articles/social-
media-news-releases-explained/

A thorough explanation of social media 
news releases, with links to examples.

social media, social media newsroom, social 
media news release, social media 
optimization, Web 2.0

Http://www.socialmediapower.com/2008/08/28/the
-30-minute-facebook-application/ The 30-minute Facebook Application

Learn how to further optimize your presence 
in the social Web by creating your own 
Facebook application in 30 minutes or less.

social media, social networking, facebook, 
facebook applications, web 2.0

http://www.socialmediapower.com/2008/06/02/top
-9-wordpress-plugins/ Top 9 Most Useful Wordpress Plugins

A list of essential plugins for anyone looking 
to optimize their Wordpress site for social 
media and Web 2.0

social media, wordpress, plugins, social 
media optimization, social bookmarking, 
SEO, social media tools, Web 2.0

http://www.socialmediapower.com/articles/social-
media-newsrooms-the-ultimate-web-20-tool-for-
your-business/

Social Media Newsroom: The Ultimate 
Web 2.0 Tool for Your Business

A social media newsroom is one place 
to send the media, prospective clients, 
book reviewers, or anyone who wants 
to know all about you, your business, or 
your book. It is the ultimate Web 2.0 
tool for your business. 

social media, social media newsroom, web 
2.0, social media tools, web 2.0 tools, social 
media optimization
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• Fillable Forms:

Social Bookmarking Strategy
Crowd-Sourcing Strategy
Social Bookmarking & Crowd-Sourcing Submission Form
Social Bookmarking & Crowd-Sourcing Tracking Form
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Figure 7.17. A Form for Tracking Activity

Company Name: Social Media Power

Date Original URL Bookmarking Site Bookmark URL

11/11/08 Delicious

11/11/08 Delicious

11/11/08 Delicious

11/11/08 Delicious

http://www.socialmediapower.com/artic
les/social-media-news-releases-
explained/ http://delicious.com/social.media.power/socialmedianewsrelease

Digg
http://digg.com/tech_news/Social_Media_News_Releases_Explain
ed

Http://www.socialmediapower.com/200
8/08/28/the-30-minute-facebook-
application/ http://delicious.com/social.media.power/facebookapplications

Digg http://digg.com/tech_news/The_30_minute_Facebook_Application

http://www.socialmediapower.com/2008/06/
02/top-9-wordpress-plugins/ http://delicious.com/social.media.power/wordpress

Digg
http://digg.com/tech_news/Top_9_Most_Useful_WordPress_Plugin
s

http://www.socialmediapower.com/articles/s
ocial-media-newsrooms-the-ultimate-
web-20-tool-for-your-business/ http://delicious.com/social.media.power/socialmedianewsrooms

Digg
http://digg.com/tech_news/Social_Media_Newsrooms_A_Web_2_
0_Tool_for_Your_Business
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Delicious
Digg
Facebook
Gabbr
Mixx
NowPublic
Propeller
Reddit
Searchles
StumbleUpon
Technorati

Additional Resources

Social bookmarking sites:
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Blogmarks
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GetBoo
iKeepBookmarks
LinkaGoGo
Linkatopia
Linkroll
List Mixer
MarkaBoo
MyBookmarks
Mylinkvault
My Stuff 
MyVmarks
Netvouz
Online Bookmark Manager 
OnlyWire
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SiteBar
SiteJot
Socializer
StartAid
Stufflinker
Windows Live Favorites
WireFan
Tagza
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Crowd-sourced news sites:

Blog Engage
BloggingZoom
BlogsVine
BuzzFlash
Fark
Hubdub
Mixx
NewsCloud 
Newsvine
NowPublic
Plime
Propeller
RawSugar
Reddit
Shoutwire
Wobblog

Fillable Forms (click the “Attachments” tab to 
the left to open these forms.)

Social Bookmarking Strategy
Crowd-Sourcing Strategy
Social Bookmarking & Crowd-Sourcing Submission Form 
(spreadsheet)
Social Bookmarking & Crowd-Sourcing Submission Form 
(printable PDF)
Social Bookmarking & Crowd-Sourcing Tracking Form 
(spreadsheet)
Social Bookmarking & Crowd-Sourcing Tracking Form 
(printable PDF)
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Chapter 7: Social Bookmarking and Crowd-Sourcing


Social Bookmarking Strategy Worksheet


List of sites you will start with (fill out your profile completely using key terms):


Notes on submission guidelines and/or terms of service (e.g. does a site disallow bookmarking of
your own content, or does it disallow business accounts?)


General Strategy:


What are your goals?


How do you want to be perceived?


What types of sites will you bookmark?


Create a list of your best key terms to use as tags and use them as often as they apply to the sites
you bookmark. Use your best tags within the descriptions you give each of your bookmarked sites
as well.
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Many of the social bookmarking sites have developed social networking characteristics as well. If
available, you should join groups that are relevant to your area of expertise or interest and
subscribe to email updates for those groups.


List the groups you would like to join:


List the purpose-built Delicious pages you will create by adding specific tags (choose these from
your key term list above.) Here are some tags to consider:


• delicious.com/your.account (link to main page)
• del.icious.com/your.account/public.relations
• del.icious.com/your.account/client.name
• del.icious.com/your.account/competition
• del.icious.com/your.account/book.title
• del.icious.com/your.account/author.name
• del.icious.com/your.account/business.name
• del.icious.com/your.account/product.name
• del.icious.com/your.account/principal.name
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Social Bookmarking Strategy Worksheet

List of sites you will start with (fill out your profile completely using key terms):

Notes on submission guidelines and/or terms of service (e.g. does a site disallow bookmarking of your own content, or does it disallow business accounts?)

General Strategy:

What are your goals?

How do you want to be perceived?

What types of sites will you bookmark?

Create a list of your best key terms to use as tags and use them as often as they apply to the sites you bookmark. Use your best tags within the descriptions you give each of your bookmarked sites as well.

Many of the social bookmarking sites have developed social networking characteristics as well. If available, you should join groups that are relevant to your area of expertise or interest and subscribe to email updates for those groups.

List the groups you would like to join:

List the purpose-built Delicious pages you will create by adding specific tags (choose these from your key term list above.) Here are some tags to consider:

· delicious.com/your.account (link to main page)

· del.icious.com/your.account/public.relations

· del.icious.com/your.account/client.name

· del.icious.com/your.account/competition

· del.icious.com/your.account/book.title

· del.icious.com/your.account/author.name

· del.icious.com/your.account/business.name

· del.icious.com/your.account/product.name

· del.icious.com/your.account/principal.name
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Social Bookmarking & Crowd-Sourcing Tracking Form 


Company Name:


DATE Original URL Bookmarking Site Bookmarking URL
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Social Bookmarking & Crowd-Sourcing Submission Form


Company Name:


URL Title Description Tags
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Social Bookmarking Strategy Worksheet


List of sites you will contribute to (fill out your profile completely using key terms):


Notes on submission guidelines and/or terms of service (e.g. does a site disallow sharing of your
own content?)


List some of your more newsworthy blog posts, Web pages, or online press releases you want to add to
each of your chosen crowd-sourced news sites.


Just like with social bookmarking sites, be sure to offset your own content by contributing other
content as well. List the types of sites you will contribute to:


Note: When considering whether to add something to one of these sites, ask youself if it is something you would find
newsworthy, and if you would naturally share it with others.


Engage in the conversations that happen around topics of interest. List the topics you will
contribute to:


Many of these sites have also added social networking features, so explore any additional ways the
sites may offer to connect, such as groups.


List the groups you would like to join, or other ways to contribute:
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Social Bookmarking Strategy Worksheet

List of sites you will contribute to (fill out your profile completely using key terms):

Notes on submission guidelines and/or terms of service (e.g. does a site disallow sharing of your own content?)

List some of your more newsworthy blog posts, Web pages, or online press releases you want to add to each of your chosen crowd-sourced news sites.

Just like with social bookmarking sites, be sure to offset your own content by contributing other content as well. List the types of sites you will contribute to:

Note: When considering whether to add something to one of these sites, ask youself if it is something you would find newsworthy, and if you would naturally share it with others.

Engage in the conversations that happen around topics of interest. List the topics you will contribute to:

Many of these sites have also added social networking features, so explore any additional ways the sites may offer to connect, such as groups.

 

List the groups you would like to join, or other ways to contribute:
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