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INTRODUCTION

“The Revolution won't be televised; it will be Instagrammed.”

-Steve Rubel, EVP/Global Strategy and Insights for Edelman PR,
Ad Age Digital, 7/24/12

Ref: http://adage.com/article/steve-rubel/
revolution-televised-instagrammed/236266/

The prophetic quote above by Steve Rubel, EVP/Global Strategy and Insights for
Edelman, harkens back to a 1970 song by Gil Scott-Heron called “The Revolution
Will Not Be Televised.” Rubel’s article says that unlike in the past, everything

we do today (including wars) can be captured by a smartphone or camera and
shared online.

With the introduction of the graphical interface by Apple in the 1980s, Internet
users began seeing their text information presented in a more visual way. Over
time, they became accustomed to seeing information presented this way.

In 2012, visual displays reached a tipping point when services like Pinterest,
Tumblr, and Instagram became major social media sites in record time.

In this book, we look at some of the physical (brain) and psychological reasons
everyone loves visuals. At its most basic level it’s the fact that people consume
information that’s easy to understand. Visuals are novel and can usually be
consumed with a glance. In addition, given advances in technology, people can
play with those images and make new ones. Tools like Instagram filters make
novice photographers feel empowered.

N
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THE VISUAL MARKETING REVOLUTION

ABOUT THIS BOOK

The purpose of the book is to give you ideas about how you can marry the very best social
media methods with the power of visuals to reach your customers and rapidly grow your
business. It doesn’t cover everything you need to know about this topic, just what you need
to know to take meaningful action.

This book focuses on not only things you can do to make visual marketing easier for you,
but also your staff and your customers. Included are methods and tools that will help you
connect the dots between social media and visuals.

Whenever possible, we leave out long explanations and present a method for you to try. The
tools selected were chosen because they are easy. Of course, there are many others you can

use—new ones are created every day. The tools in this book were selected to help you get a
fast start.

Throughout the book, when | use the word visuals | refer to a wide variety of formats that
include the following:

® Diagrams

® Templates

® Checklists

® Flowcharts

® Mind maps

® Pie charts

e Storyboards

® Bull's-eye targets

® Hub-and-spoke graphics

I hope you'll explore how to make visuals work for your marketing efforts. It's easy to fall back
on using the same two or three formats for everything we do.

ORGANIZATION OF THE BOOK

The book content is presented in the form of 26 Rules. In each rule you will find a mix of the
following topics:

® Method: The method refers to the action step you can take using the information in
that rule.



Tools provided: These are tools you can try with the method that will make the rule
easier to implement.

Tools to consider: This refers to additional tools that are available online, mostly free,
that you can also consider as you explore.

Ideas to use: This section summarizes some of the ideas presented in the rule so that
you can quickly refer to the main points.

Idea map: At the end of each chapter, there is an idea map (a form of mind map) of the
rule. To get the most from it, you can add your own notes and comments. Your own
notes are always the most valuable part of any exercise.

To organize the book’s content, there are four distinct types of information presented in this
order: rules, tools, content, and tactics.

This book is divided into four parts:

Part I: Rules for Social Media Marketers

This part looks at the process you as a social media marketer can follow to lay the
foundation for effective marketing. It includes a discussion of visual persuasion and the
use of storytelling.

Part ll: Tools to Help You Create Your Visual Marketing

In this part, we look at readily available visual tools you can use to empower yourself
and your team. We include the use of mind maps and graphic organizers.

Part lll: Content to Get Customer Attention

This part looks at the kinds of content you should consider creating for your customers.
We look at such things as infographics and eBooks.

Part IV: Tactics for Social Media Platforms

In this part, we look at the tactics you can use to reach your customers by putting the
rules into practice. We cover most of the major social media platforms and demonstrate
some ways to build relationships with your customers.

My goal for the book is to equip you with the knowledge you need to tackle visual
marketing. | hope I've connected the dots and shown you a roadmap to enhance your own
marketing efforts.
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Rule

SOCIAL MEDIA IS STORYTELLING,
SO TELL STORIES

In Rule 3 we look at how you can combine your personas with your storytelling
to create powerful stories for your social media marketing and community
engagement. We offer a structure and a way to capture your stories.

WHAT YOU NEED TO KNOW

Along with our unending thirst for visuals, our brains are hard-wired to pay
attention to and enjoy stories. If you can turn raw business information into
visual story form, you are helping your message be heard.

There are many reasons why our brains love stories:

® Because we can relate to stories, they often give us ideas about how to
handle situations we might face.

® Stories engage our emotions, and therefore they can help us cope with
emotions that we are unable to express ourselves.

® Stories give us heroes to emulate.
e Stories often motivate, inspire, or strengthen us.

® Stories can persuade others.

N
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Stories engage both sides of our brain, mixing information with emotion. As we discussed
in Rule 1 “Recognize the Power of Visual Persuasion,” engaging both sides of the brain is the
most powerful way for you to reach your audience.

But, for marketers, the essence of storytelling can be deceptive. A lot of things we call stories
are details of larger narratives that relate to branding. If we forget to help the customer link
these details up to that larger narrative, we fail to engage the customer in the long term.

For example the brand idea for Apple is that you “Think differently” if you use Mac products.
A piece of this narrative might be used in a market campaign introducing a new feature to
the iPad. You link the idea that Apple is taking a different approach to this feature because
they are the company that causes you to “Think differently.”

To understand how our brains receive stories, we need to look briefly at the construction of
the brain. Neuroscientists tell us that we’ve made major breakthroughs in the past 10 years in
our quest to understand the brain. They have discovered that our brains have three distinct
“brains.” They are the cortex, the mid-brain, and what is often called the lizard brain:

® The cortex is where we reason and solve problems.
® The mid-brain is where we deal with our emotions.

® The lizard brain is the one that reacts without thought. It helps you decide whether
danger is coming.

As a marketer, you first encounter the lizard brain—the one that reacts with fear to the
unknown and threats of harm called the “fight or flight"response. Your first goal in any story
you tell is to make sure that the lizard brain does not perceive a threat.

TI P You might hear the sales refrain “A confused mind always says no.” Another variation
on this could be “A frightened lizard brain always says no.” If the buyer’s lizard brain
senses harm (in this case, let's say that the beginning of your story stated the high cost
of the product), he will try to escape the situation as soon as possible. This explains
why many marketers withhold the price until the end of a presentation.

One way to avoid engendering fear in the lizard brain is to slowly present a story with details
and visuals so you don't evoke the “fight or flight” response. The visuals help the brain
process information ahead of the words.

THE BIGGER PICTURE

Customers are thoroughly engaged with companies when they share a context about the
brand with others in the community. The rise of customer communities can be explained
in part by looking at an article called “In Search of Charisma,” by Alexander Haslam and



RULE 3 | Social Media Is Storytelling, So Tell Stories

Stephen D. Reicher, in Scientific American Mind. Haslam and Reicher discuss the work of social
psychologist John C. Turner, who defined the term “social identity.” According to Turner,
social identity causes us to act in specific ways when we identify with a group or community.

For example, we exert influence on each another, we define ourselves as having an “us-ness,”
and we believe that members of the group are more helpful in advancing the group interests
than those outside the group.

This is how customer communities play their part in social media. People who are following
companies and consider themselves fans are part of the “us.”

These customers check in frequently on the company’s social channels like Facebook to

see what's happening and try to participate. They become part of the community who
understands the context for the brand’s actions. They relate and share experiences that bring
them closer.

TI P Don't forget that part of the story on social media platforms is “we give our loyal
customers discounts and extras.” You need to make that part of the narrative. Several
studies show that one common reason most customers engage on social media
platforms is to get discounts.

One of the most obvious examples of an “us” community is the group of Apple fans who
support and identify as Mac users.

CUSTOMERS GET SWEPT UP Narrative trans-

So what's the real secret to persuasion by story? It's getting port refers to the
the viewer completely caught up in what'’s going on. In

effect, the viewer persuades herself by undergoing the state Of com p|ete
transformation with the protagonist in the story. immersion in a
This effect can be explained by a psychological construct sto ry The read er

called “narrative transport.” This concept is discussed in a ’ .

September 18, 2008, article in Scientific American by Jeremy orviewer IS swe pt
Hsu, a sc.lence and tech journalist, caIIed” The Secrets of avvay to the pOl Nt
Storytelling: Why We Love a Good Yarn.

As Hsu discusses, narrative transport refers to the state of Wh ere h € l.S Ilﬁ:ed
complete immersion in a story. The reader or viewer is swept  OQUT O]C real Ity and

away to the point where he is lifted out of reality and into . :
the story itself. In doing so, he can identify with the hero and into the Story |tse|f.

imagine that he is part of the story.
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So what does this mean for your social media marketing? Can you hope to engage your
customer to the point where he becomes sold? Perhaps.

Studies have been done that compare different advertisements to determine which one

is more effective in creating narrative transport. One study by Jennifer Edson Escalas,
Associate Professor of Marketing at Vanderbilt University, shows that creating a narrative for
an advertisement for running shoes and adding strong arguments about the value of the
product is more effective than the analytical pitches she created.

What worked? Here’s some of the copy:

“Imagine yourself running through this park. Your feet feel remarkably light. You
look down and see a pair of Westerly running shoes on your feet. They weigh
only 10 oz. You notice a spring in your step. Westerly running shoes provide
strong support with their advance stability system. Westerly’s cushioning system
spreads shock, reducing injury. Imagine yourself in Westerly running shoes to
improve the comfort and quality of your morning run...”

You can see what is happening to the readers/viewers as they follow the story. They are
imagining themselves running and being delighted with the lightweight shoes on their feet.
They feel as though they’'ve experienced something positive and want to repeat that feeling
the next time they run. This motivates them to buy the shoes.

Think about how you can inject this vicarious feeling into the stories you write and
TI P send out via social media platforms. Try to develop one by starting with the prompt
“Imagine yourself...."

WHY ARE BUSINESS STORIES DIFFICULT TO GET RIGHT?

Business stories can be powerful. But stories created by companies can miss the big picture.

The key to a good story is to take the protagonist through a “trial by fire” and have her come
out the other side a changed individual. The journey of that trip is the story. The problem
with ineffective business stories is that companies create stories where nothing transpires
and no one is different at the end.

So, what kind of stories are we talking about? One of the reasons it is difficult to create a
business story is the fact that people are unclear about what a business story is. You know
which stories are “regular” stories to you. You think of your favorite movies or the anecdotes
you hear from your family at the dinner table and you're not confused. Those are stories.

But what kind of story would you tell your customers to develop your relationship with
them? There are several categories you can mine for these stories:



RULE 3 | Social Media Is Storytelling, So Tell Stories

® Stories customers tell: You want to tell stories that reflect the voice of the community.
As part of the group that identifies themselves as customers and fans of your company,
you want to make sure to reinforce the “us-ness” factor. Stories that customers tell
are, of course, the backbone of social media. But you need to take an active role in
scooping up those stories and making them part of your brand. You want to make sure
that you display and retell their stories because they are the most authentic.

® Stories about the company: These stories are a little harder to develop because they
aren’t about how great you are. Those types of stories are floating around on your
website and promotional material and are rarely believed by customers. Those are not
the stories you want to tell. The stories you want to capture are those that tell how the
company serves the customer.

For example, tell the story of how the founders overcame great odds to start a
company that would make something people really needed. How they struggled to
find the right materials to make them environmentally safe.

Anything that is self-serving is a waste of time. The old-style marketing that includes
details about more revenue and higher profits should be saved for the stockholders.
You want to let your customer know what you've done for them lately.

e Stories about the industry and people in it: Most industries have stories of exciting
trends and ideas that explain what they do. It's important to connect with current
topics and relate them to what you are doing.

¢ Stories from inspirational leaders and mentors: Sometimes the best stories come
from your mentors who inspire you. Write down the stories they've told you and see
whether you can apply them to what you are doing. You should also mine for stories
from the great leaders of the industry and cite them where appropriate—for example,
stories about how Steve Jobs came up with his ideas and developed his products.

TI P When capturing stories, don't forget to collect metaphors that are used by your staff
and customers. When you're telling stories, metaphors can help drive the point home.
The great thing about metaphors is that they are visual language. For example, when
you say someone is a “writing machine,” people understand that you are likening that
person to something powerful that runs without stopping. They will also visualize a
machine that writes!

THE STORY STRUCTURE

To construct business stories, you will find several variations on the “Hero’s Journey” first
identified by Joseph Campbell. Campbell documented a narrative that is found in stories
throughout history. It consists of several documented steps that the hero goes through in a
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typical narrative. | think that’s a bit too complicated when you are trying to create business
stories that need to be short and to the point.

One excellent structure created by The Actor’s Institute Group (TAI Group) (http://
theTAlgroup.com) is detailed in an article by Kaihan Krippendorff, innovator and author of
“Outthink the Competition.” The article in Fast Company (March of 2012) is called “Using
Great Storytelling to Grow Your Business.”

In the article, Krippendorff identifies what the TAl Group calls a story spine as shown in
Figure 3.1, which lays out a useful structure to tell a business story:

1. Introduction of the current reality: What is the time, place, and the people in the
scene?

Conflict arrives: What problem interrupts the calm scene?

A struggle ensues: What do the characters do to resolve the problem?

The conflict is resolved: How is it resolved?

u A W N

. A new reality exists: How have the characters changed as a result of the action?

Story Spine

‘—) 1. Current reality

2. Conflict arises

» 3. Struggle ensues

4. Conflict resolved

5. New reality

Suggested by the TAIl Group Story Spine

FIGURE 3.1
Story spine.

It's important to follow each step in sequence. It takes you from the opening of the story
which shows the status quo to the end where a new reality is now in place. It's very
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important to have a structure like this to follow when constructing a story. It helps you
identify the actions that must take place to move the story along.

One of the big mistakes that people make when creating stories is that they don’t show
action. It's not enough to show a sequence of details. You have to show that each of the
steps leads to changes and problems the hero must solve. The excitement in the story is
watching what decisions the hero makes and whether they help him reach his goal or not.

. A VISUAL MARKETING METHOD

With the story-spine structure as a backdrop, let’s look at a way that can help you start the
process.

CAPTURING EXISTING STORIES

There are two important things to do in order to capture good stories. The first is to capture
them when they happen, and the second is to extract the most important information so
that you can create an engaging story.

The blank worksheet shown in Figure 3.2 can be used to do both.

Story Capture Worksheet

1. Current reality

A
. J
% 2. Conflict
( )

4. Conflict resolved

Name:
Department: \ / 5. New reality
Date: 3. Struggle
r N
\ J
FIGURE 3.2

Story capture worksheet.
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Here are steps to take to capture your story:

1. Make sure that you give the story spine diagram to anyone who will be collecting
information, and explain what each section means.

2. Give these people the template and tell them that for some part of a day (this can
be repeated in small chunks of time or whole days as feasible) you want them to
document the stories that they hear about from customers.

3. Distribute the capture screen template to all appropriate groups, customer service,
sales, shipping, bloggers, tweeters, etc. You want a diverse set of information.

After the collection process, do the following:

1. Begin to analyze patterns and develop themes. You'll start to see common items.
Collect enough so that you have a good sample.

2. Match the themes to your personas and keywords so that the stories you craft clearly
have a real target with actual keywords.

3. After you've created the stories, test each to see whether it resonates on a tool like
Storify.com (see “Tools to Consider”).

4. If astory tests well, figure out what content you need to create to make the story
come to life: visuals, text, video, and so on. Then you can invest in the content know-
ing that you've got something worth amplifying. Figure 3.3 shows a sample template
that has been filled in.

Here is an example of how the most important information is extracted:

1. Introduction of the current reality: The company is a high-end housewares store.
The customer orders the crystal vase at the last minute for her mother’s 80th birthday.
She is assured it will arrive on time.

2. Conflict arrives: The vase arrives and although it's heavily wrapped inside, she finds
it has been cracked. She’s in a panic because her mother’s birthday party at a hotel
ballroom is in two days.

3. Astruggle ensues: She takes out a trouble ticket but needs to hear back right away.
She’s not sure what to do and complains to her friend. Her friend, who is more tech
savvy, gets on Twitter and tweets about the incident to the company Twitter account
asking for immediate help.

4. The conflict is resolved: A company rep calls the customer and arranges to have the
vase delivered to the party with a big bouquet inside it.

5. A new reality exists: The bouquet and vase make a big splash and everyone is
pleased with the great service. The rep saves an account.
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Story Capture Worksheet

1. Current reality
7
Customer buys vase for

mother’s 80th birthday. 4, Conflict resolved

A
.
Rep arranges to have vase
2. Conflict with beautiful bouquet
delivered to the party.
( ) .
Everyone is impressed.

' “ ' Vase arrives cracked two
days before the party.
Name:
. L J
Department: 5. New reality
Date: 3. Struggle
( ) Rep saves the account.
Customer doesn't hear back Customer sends video of her
from trouble ticket. Friend mother thanking company.
contacts rep on company
Twitter account.
. J
FIGURE 3.3

Story capture worksheet in progress.

With this story you have the opportunity to get photos of the birthday girl and her bouquet
and the happy customer. Perhaps you can get a video or an audio that you can pair with a
photo. You can also get a screenshot of the tweets.

% TOOLS TO CONSIDER

Storify.com (http://storify.com) is an interesting tool that enables you to create a story line
from your social media. You collect items from places like Facebook, Twitter, and visual
sources like YouTube, Flickr, and Instagram to narrate your own story. For an example of how
Storify and other social platforms can be used to document a story, look at the section, “A
Healthcare Company Educating People Around the World” in Rule 21, “Instagram is Great for
Quick Visuals From Your Mobile.

@ IDEAS TO USE

Try to sweep your readers/viewers into the story so that they become part of the journey.
(See the section above on “How customers get swept up” for more on narrative transport.)


http://storify.com
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Stories are the best way to engage both sides of the brain by mixing information with
emotion.

Use a story structure to give your story the best chance at succeeding with an audience.

[T IDEA MAP

handle
situations we
might face
cope with
emotions

heroes to
emulate

What You Need to Know:
why we love stories— o, otivation and

The Story Structure Rule 3: strength

q g get what we
Social Media Is want from

Storytelling, So other people
stories customers tell Tell Stories
stories about company

stories about Why Are Business Stories Often
industry and people || Hard to Get Right?

stories from

story capture worksheet »__[z Visual Marketing Method

Story spine structure

three parts of the brain

social identity
“us-ness”

The Bigger Picture

inspirational .
leaders Customers Get Swept Up narrative transpor’t’
yourself
Idea Map for Rule 3
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7-9



Persuasive Writing
(Souter), 117

Pew Internet Study, 232

photo album (Facebook),
227-228

photo contests, 249
PhotoMania, 228
Photo Pin, 141

photos
branding, 195
captions, 10, 165, 248
Google+, 296
Instagram, 247-256
notes, 314
stock photography, 141
testimonials, 182
Twitter, 235
pictorial analogy
template, 115
pictures. See photos; visuals
pie charts, 2
Piktochart, 154-157
PinAlert, 268
PinGraphy, 268
Pinsearch, 267
Pinsolve, 268
Pinstagram, 247
Pinstamatic, 266-267
Pinterest, 69
audience, 257-258,
262-263
board widget, 260
bookmarklet, 258-259
branding needs, 196
business accounts, 259-260
case studies and reports
(CSRs), 164
collaboration tools, 265
content management, 263
eye-tracking studies,
260-261
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Follow Me on Pinterest
button, 265

joining, 258

launch date, 196

mobile apps, 264

product endorsements, 262

profile widget, 260

referral value of Pinterest
pins, 258

selling, 263-264

visuals, 257-272

Pippity, 213

podcasts, 327

Polldaddy, 280
PowerPoint, 124, 129, 154
PowerPoint Smart Art, 110
Powtoon, 326-327
presentations, 123-132
Prezi, 127-131
Printstagram, 253-254

privacy features
Instagram, 247
YouTube, 325

problem/solution writing
structure, 117

process writing structure, 117
product endorsements, 262

productivity tools,
303-307,314

product photos, 251

products

analyzing competitors’
products, 22

green standards, 13, 16
memes, 56
shipping information, 57
tips and tricks, 58
training info, 58
visual depiction, 57
visual sharing, 58

profile (Instagram), 249
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profile photo (Facebook), 225
profiles (Twitter), 232
profile widget (Pinterest), 260

promoting
eBooks, 181-183
tumblogs, 285
YouTube videos, 323-324

pseudoevidence, 93
Psych Central, 127

Pulizzi, Joe (founder of Z
Squared Media), 187

push notifications, 249

Q

Q&A writing structure, 117
QR codes, 139-140
QRstuff, 139-140
Quantcast, 22

Quirky.com, 96-97

R

Radian6, 22

Radicati Group, 138
ratings, 56

Reachli, 267
reblogging, 279
reciprocity, 11, 16, 58
referrals, 58, 258

Reicher, Stephen D., In Search
of Charisma, 33

relationship building, 13, 15
relationships, 192

resources in Facebook, 218
reviews, 56

Ries, Laura, Visual Hammer, 196
ripples (Google+), 292
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Rohde, Mike, The Sketchnote
Handbook, 95

ROI of landing pages, 202-203
ROI Research, 201
Rothman, Joel (Eloqua), 143

Rowson, Courtney (founder of
Stitch Design Company), 196

Royal Pingdom, 218

Rubel, Steve (EVP/Global
Strategy and Insights at
Edelman), 1

S

sales, 20
SalesBrain, 125
sales collateral, 165
Salesforce.com, 62

Salesforce Marketing Cloud,
22,163-164

sales pages, 202
satisfaction, 57-58

scarcity, 12,15

Schmidt, Eric, 302

Scientific American, 33
Scientific American Mind, 33
ScreenFlow, 326

Screenr, 325

screen-recording software,
325-326

Scribe, 87

search engine optimization
(SEO)
Google, 287
landing pages, 205
rankings, 23
YouTube, 321

search engine results page(s)
(SERP), 288

searching
blogs, 22
social media, 21

The Secrets of Storytelling:
Why We Love a Good Yarn
(Hsu), 33

self-identifiers, 168

selling
eBooks, 182
Pinterest, 263-264
unique selling proposition
(USP), 191
SEOmoz, 10, 207, 211-212

SEO (search engine
optimization)
Google, 287
landing pages, 205
rankings, 23
YouTube, 321

SERP (search engine results
page(s)), 288

shareability, 206

ShareThis, 182

sharing
eBooks, 182
email marketing, 139
Google+, 292
infographics, 157-158
Instagram, 246
notes, 313-314
Tumblr, 279
Twitter, 232
YouTube, 322

shipping information, 57
shopping behavior, 9
shopping cart, 57

Sierra, Kathy (writer and
learning expert), 124

Silverman, Rachel Emma
(journalist), 90

SimpleDiagrams, 110

Six + Five Principles of
Persuasion, 14

Skelton, Alissa (blogger), 288

The Sketchnote Handbook
(Rohde), 95

sketchnotes, 95
SlideRocket, 127
Slideshare, 127, 165
SlideShare, 129
SmartDraw, 110
Smart Insights, 300

Smith, Kevin (comedian-
director), 42

snackable content, 44
Snagit, 14,17, 154
Snapito, 261

Social Business blog by
IBM, 280

social extensions
(Google+), 292

social identity, 33
social listening, 16

social media

authority, 17

branding, 187-198

case studies and reports
(CSRs), 161-171

charity, 13

community, 191-192

community building, 13, 16,
32-33

customers, 42

liking, 16

reciprocity, 16

relationship building, 13, 15

scarcity, 15

searching, 21

skill versus money, 187-188

social proof, 16-17

storytelling, 13



toe in the water, 13, 16
WIIFM (what's in it for me?),
13,17

social media platforms
Facebook, 217-228
Google+, 287-297
Instagram, 245-256
Pinterest, 257-272
Tumblr, 273-285
Twitter, 231-242
YouTube, 317-324,

328-329

Social Mention, 21, 87

social networks
customer support, 58
Word of Mouth (WOM), 56

social proof, 11-12, 16-17, 220
software, 94
Soovle, 87

Souter, Nick, Persuasive
Writing, 117

Southwest Airlines, 42, 237,
239-242

Sparkol VideoScribe, 326
spinoffs, 168

sponsored stories
(Facebook), 221

Springpad, 305, 310-314
Statigr.am, 249
Statigram.com, 247

status updates (Google+), 290
Stitch Design Company, 196
stock photography, 141

Stokes, Patricia, Creativity from
Constraints: The Psychology of
Breakthrough, 113

Storify.com, 39
storyboards, 2, 95
story capture template, 37-39

INDEX | tips and tricks (in product info)

story spine, 36-37

storytelling, 13, 15, 31-40, 166,
191, 321

Storytelling Machines, 326
stream (Google+), 290
surveys, 22

sustainability, 13

Swatch watch company, 249
Swedish Health Care, 254-255
symbols, 92

Syncapse, 220

Sysomos, 22

T

tagging images, 46
TAI Group, 36
tangible ideas, 92
Tapose, 307

team photos, 251
TechCrunch, 56
Technorati, 22, 56
TED, 126

templates
Blog wonder wheel
template, 84-86
bull’'s-eye assessment
template, 46-49
Checklist.com, 121
checklists, 121
competition template, 116
consequences
template, 116
creativity, 113-116, 121
cross-style buyer’s journey
template, 58-59
defined, 2
Develop your Ideas
template, 97-100
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dimensionality
template, 116

extreme situation
template, 115

Flashlssue, 143-147

interactive experiment
template, 116

Microsoft Office, 120

mind-map template, 14

persona pie template,
25-29

pictorial analogy
template, 115

social media branding,
190-195

story capture template,
37-39

topic inventory, 72-74

types of, 114-116

website design, 117-118

WordPress, 121

testimonials, 182, 251, 328

text
combining with visuals, 10
email marketing, 137-147
infographics, 149-158
landing pages, 205, 214
versus visuals, 8

thank you messaging, 143

The Actor’s Institute Group
(TAI Group), 36

ThinglLink, 238

ThinkWithGoogle.com,
299-300

thought leaders, 169

tile-shift feature
(Instagram), 246

timeline diagrams, 110
timeline (Facebook), 221

tips and tricks (in product
info), 58
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titles

case studies and reports

(CSRs), 164

eBooks, 179

images, 46
toe in the water, 13, 16
topic inventory, 71-74
Topsy, 21, 87
Trackur, 22
training info for products, 58
training pictures, 251
triggers, 54
trustworthiness, 191
tumblogs, 273-278

Tumblr
audience, 273-278, 285
bookmarklet, 276
content management, 278
curation, 276-278
email, 276
fan mail, 278
followers, 278
Like feature, 278
links, 278
mobile apps, 279
posting, 275-276
primary blog, 275
reblogging, 279
secondary blog, 275
sharing, 279
visuals, 273-285

Turner, John C. (social
psychologist), 33
tweet, 233
TweetStats, 239
Twitonomy, 239

Twitter
audience, 231-232
background image, 236
branding needs, 196
case studies and reports
(CSRs), 164
followers, 232

hashtag, 233
headers, 235
mobile apps, 236
photos, 235
profiles, 232
sharing, 232
tweet, 233
videos, 235
visuals, 232-242

Word of Mouth (WOM), 56

Twitterize Yourself, 237
Typefaces utility, 304-305

U

Unbounce, 213

unique selling proposition
(USP), 191

USA Today, 301-302

Using Great Storytelling
to Grow Your Business
(Krippendorff), 36

\'

value of Facebook, 218
Vanderbilt University, 34

Vaynerchuk, Gary (social
media expert), 284

Velay, Jean-Luc (professor), 90

Venn diagrams, 108-109
Viddler, 325

videos

animations, 326

blog posts, 10

call to action (CAT), 324

creating, 327-328

Google+, 296

private hosting
services, 325

screen-recording software,

325-326
testimonials, 182

Twitter, 235
YouTube, 317-324,
328-329

video testimonials, 328
Vimeo, 325

visual bar codes, 139-140
visual branding, 187-198

visual content
choosing from visual
possibilities, 70
evaluating, 71
impact of, 70
popularity of, 69
visual depiction of the
product, 57

Visual Hammer (Ries), 196
visual learning, 7-8
Visual.ly, 154, 156, 237

visual note taking, 90, 95-97,
305,310-314

visuals
attention blindness, 9-10
blog posts, 10
bull's-eye assessment
template, 46-49
combining with text, 10
defined, 2
eBooks, 179, 183, 185
email marketing, 137-147
evaluating, 10-17
Facebook, 220-228
Google+, 290, 293-297
how a brain processes
visuals, 8-9
infographics, 44, 149-158
Instagram, 246-256
landing pages, 201,
205,214
making a commitment to
content, 44-46
persuasion power, 7-9
Pinterest, 257-272
power of great content,
43- 44



presentations, 123-132
snackable content, 44
stories, 31-35

Tumblr, 273-285
Twitter, 232-242
versus text, 8

visual sharing, 58
visual tools, 104-111

Visual Tools for Constructing
Knowledge (Hyerle), 104

Volvo, 223

w

W3Techs, 118
Wall Street Journal, 90, 245

web presence
design templates, 117-118
evaluating, 10-17
Webstagram.com, 247
Webster, Tom (Vice
President of Strategy
for Edison Research), 138

What Kind of Content Gets Links
in 20127 (Doherty), 10

What Makes a Good Checklist
(Collins), 120

what's in it for me? (WIIFM),
13,17,203

whiteboards, 90

whitelines notebooks,
310-314

white papers, 162

WHO (World Health
Organization), 119

WIIFM (what's in it for me?),
13,17,203

Williams Sonoma.com, 265
Wired, 65

Wiseman, Richard
(psychologist), 70
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Wistia, 325 SEO (search engine
wonder wheel template, optimization), 321
84-86 sharing, 322

storytelling, 321
videos, 317-324, 328-329
Word of Mouth (WOM), 56

Word of Mouth Marketing
Association (Womma) Case
Study Library, 163

Word of Mouth (WOM), 16, 56 Z
WordPress, 117-118, 121, 273
WorkFlowy, 207-211

World Health Organization

Zagat, 56
Zappos, 227

(WHO), 119 Zemanta, 87
World of photography, Z Squared Media, 187
141-142 Zuckerberg, Mark, 245
Write As Fast As You Think
(Dixon), 178

writing structures, 117

Writing for Visual Thinking
(Marks), 96

writing tools, 87

X-Y

Yahoo, 300
Yammer, 62

Yau, Nathan (data visualization
specialist), 154

Yelp.com, 16

You Are a Writer (So Start Acting
Like One), Jeff Goins, 176

YouTube
analytics, 321
audience, 317-318,

321,328

branding, 319
comments, 323
community building, 322
content management, 321
favorites, 322
joining, 318
Like feature, 322
mobile apps, 321
privacy features, 325
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