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Introduction

How do I convince you to get interested in Google+? How
do I convince you that this is important to consider, even
if you ultimately choose not to use the service? How can I
tell you what I might have missed or underestimated from
the first edition of this book? I’m writing this at 33,000
feet, which is where I do a lot of my writing. I took a few
deep breaths, and thought, “What should I say to entice
people to buy this book about using Google+?” And with
that, I discovered a problem. 

You see, for the first time in my experiences with social
networks and social media (which is over a decade and
counting), I’m running into people everywhere who are
saying, “I’m just not interested in joining another social
network.” I hear this from executives at huge companies,
from my fellow “play with every new toy” social media
types, and from the mom-and-pop stores. In most cases,
people use a belligerent voice (I’ll admit that it is a whin-
ing voice), and they almost always add, “I just figured out
Facebook.” 



Right or wrong, I tend to answer in a somewhat smart-alecky way: “So, how’s that
AOL working out for you? Can I be one of your top eight on MySpace?” My point
is that companies don’t get to vote on which social networks people will adopt.
They simply have to equip themselves to adapt to new channels as they appear.

Wow, way to sell that book to them, Brogan.

Here’s the real story, and I’ll tell you this the way I tell this to people in closed
rooms for lots and lots of money: If you don’t jump into Google+ and start figuring
it out now, you’ll be behind by the time everyone else shows up. If you doubt for a
moment that the world’s largest search engine (Google), where 68 percent of all
business start looking for you, is going to give up easily on the whole “build a useful
social network” project, think again. Google has tied the success of Google+ to the
annual reviews of several senior staffers, and understanding how people share
information on social networks is a huge component to how Google has changed
how they do search.

Although I don’t compare Google+ to Facebook much (they’re both social net-
works, that’s about it), I will say that even though Facebook nears a billion users,
Google+ has a huge embedded user base with Android mobile devices (both smart-
phones and tablets) and they’ve baked Google+ into several of their flagship
Google offerings such as Gmail, YouTube, and more. If you don’t see these secret
indicators as Google meaning business with Google+, and if you’re a business that
seeks to do more via the digital channel or you just want to be found via search
results, then I’m not sure I can convince you.

I’ll tell you some other ditties that might convince you, though:

• The top experts on search engine optimization actively use Google+
and are figuring out its mysteries.

• More small businesses are creating personal pages and business pages
to build relationships with potential buyers.

• The President of the U.S., Archbishop Desmond Tutu, and many more
notable people have taken to showing up on live Google+ Hangouts on
air to share their thoughts.

• Celebrities and entertainment professionals have shown up.

• My own personal “regular people” index (I measure how many non-
techies use the service) is going up.

If you’re even vaguely curious about using Google+, it’s time to get in and start set-
ting up shop. There’s money to be made. There’s gold in these hills. Come on, let’s
get some.

—Chris Brogan (somewhere between Boston and Chicago in seat 21A)
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5

First Moves with
Google+

You’ve signed up for Google+. Now what? In some cases,
you’ve purchased this book because someone in the
organization or a colleague told you, “You’ve really got to
get on this Google+ thing, and you’ve got to start now,
before everyone’s here!” And some part of you said, “YES!
That’s exactly what I’ll do! I’ll sign up, get in there, and
then I’ll… I’ll….”

Yeah, that happens. Don’t worry about it. Hopefully,
Chapter 3, “A Day in the Life,” gave you some ideas by
walking you through some of the day-in-the-life scenarios.
Now, you want to dig in and start implementing some of
what you’ve learned up until now. This chapter covers the
steps and ideas of implementation at a higher level (with
great detail here about your profile page and your privacy
settings) and then Chapters 6, 7, and 8 discuss some more
detail.

Consider profiles first, and then you can get into the other
first moves.



Profiles Matter for Business
Profiles might make or break most people’s immediate experience with Google+.
Why? Because the profile is the first signal you have when connecting with some-
one. It’s the first chance to make an impression. It’s a lot like a business card
blended with a peek at someone sitting in a waiting room. Because of that, it’s
important.

Using Your Google+ Profile for Business
In the early days of Google+, users were concerned with how they could best repre-
sent their businesses on the service. The first attempt at business pages was made by
users simply changing the name on the account to whatever company they wanted
to represent, and making their logo stand for their screen name.

But Google wasn’t ready for this, and so it requested that companies take those
accounts offline for a while, until it was ready to unveil its true intentions for busi-
ness profiles. Some people were up in arms about it. Others felt like Google didn’t
understand how people would want to use this platform for business.

Here’s another take: People could most certainly use Google+ for business long
before Google was ready to release “official” business pages, even without violating
any terms of service. People keep confusing the technology of “Google+ business
pages” with what a business person does: connects with potential buyers and exist-
ing customers, and builds relationships that add value to both parties. Business
pages are a great additional piece of technology to have, but by simply being on
Google+ as a person representing your business, there’s much to do.

Businesses Are Made of People
Chapter 3 includes some interviews with people actively using Google+ as repre-
sentatives of business. In most cases, people are highlighted who represent larger
companies, but a few small business owners are included as well.

Jennifer Cisney is Chief Blogger for Kodak, but she also represents herself on
Google+. When she shares interesting posts about photography and video, we know
she’s sharing something that Kodak will approve of as part of her role, but it also
comes off as authentically sharing her interest in the subject matter of the films or
photos.

Scott Monty is the head of social media for Ford, and as such, his stream has a lot of
content about Detroit and surrounding cities (he lives there) and also talks about
the automotive industry. However, just as with Jenny Cisney, there’s a lot of Scott in
there, and these personalities matter.

Goog le+  for  Bus iness54



Darren Rowse of Problogger is his business. When people connect to his stream on
Google+, they see pictures of his family that give you a sense of him but that also
promote his Digital Photography School. When you look at what he’s sharing,
there’s a natural inclination to want to get involved in his business.

In all cases, these people are representative of their business. They are not the “offi-
cial Kodak page” or the “official Ford page” or the “Problogger” page. These people
represent a business that you can get to know, and that can lead us to helpful infor-
mation that can improve your world. Businesses are made of people—you don’t
need to talk to Ford. You can talk to Scott.

Connections Before the Sale
Google+ is a platform that can enable people to connect to people, and you, as a
representative of a business, have some steps to take to build those relationships.
One of the most important parts to get your best business value out of using
Google+ comes from getting your profile put together, and building the other
human elements that people will respond to upon seeing it.

If you look up Chris Zoller from PolarUSA (maker of fitness accessories and the
like), his bio reads as follows:

“Customer experience thinker, community manager, content creator,
father, triathlete. I like creating amazing consumer experiences by combin-
ing today’s tech with good old-fashioned local hardware store love.”

This is the kind of person you’d want to do business with. You might think, “Huh,
maybe I should check out what Polar sells, because I’m sure Chris wouldn’t work
for a company full of jerks.” Wouldn’t you want that kind of reaction for your busi-
ness?

Chris is sharing stories and information of interest to the fitness community. If
you’re interested in this, you can see something of interest through what Chris
shares. But when you go to his profile and see his language, about hoping to give his
community “good old-fashioned local hardware store love,” you have a strong sense
of what kind of person Chris is, and by extension, you share those feelings with the
brand Chris represents: Polar.

Mike Bowler is in the real estate business. He does training, consulting, and selling.
When you visit his stream, you can find a mix of local Michigan interest items
(which lets you know that he cares about his community and it gives you interest-
ing items from the area he services), stories from the real estate community at large,
praise to his colleagues and community members, videos from Mike about what
interests him, and more. The humanity of Mike shines through and says to you, if
you’re in the market to buy or sell a property in Michigan or if you want to train
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your team of real estate professionals, that Mike is the man for you. Business is
made up of people.

If you’re Richard Binhammer at Dell, you’re part of a larger corporation, and you
have a somewhat more defined role. It’s a lot easier to be personal and personable,
and yet the company requires that Richard shows results that justify his time on
various social networks such as Google+. To that end, Richard almost has it easier
than if you represent a small business.

If you are president of a small design firm, you have a lot more of the burden to
represent the company. And yet, if you don’t balance your personal self with your
business self, you’ll miss the opportunity to build relationships before the sale.

Now let’s start on profiles, and then work from there.

How You Appear to Others
Often when established users of Google+ come across someone new (such as your-
self, perhaps), the first view they have is of Figure 5-1.
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Figure 5-1 Brief user information in Google+.

Now, when people see this, they can decide a few things. “Hmmm, I’ve never heard
of Chris, nor have I heard of Human Business Works, so maybe I won’t circle him.”
Or they might think, “Well, he runs a company of some kind, so maybe that means
something to me.” But because they see that information, they have just a little bit
more to go on before deciding in a split second whether they want to add you back
to a circle of their choosing.



This is just the first part of the importance of making sure your profile is in good
working order. There are more steps, but initially people make choices.

Other things to consider, obviously, while looking at the previous picture and text is
whether your avatar profile is helpful to people deciding whether to add you to one
of their circles. If you have a cute, fluffy kitty, it’s less likely that you represent some
business of significance to the people viewing you—unless you’re fortunate enough
to be in the cute, fluffy kitty business.

That preview of your profile is people’s first view of you—their first inkling into
whether they should consider connecting with you. That’s a great reason to give it
some attention.

Danie Ware’s profile is succinct but gives you a sense that she’s creative, artistic,
multi-faceted, and definitely not your typical person to connect with (see Figure 
5-2). The beauty in this is that when you stand out in the crowd, you get more
opportunity. Danie’s clearly a “Plate-Spinner Extraordinaire.”
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Figure 5-2 Danie Ware. Courtesy of Danie Ware, http://danieware.com.

David B. Thomas used to work with me, and we’ve known each other for a few
years now. He gives you insight into what matters most by leading with being a dad
and husband (see Figure 5-3). In his business section, he starts with his new book
with links right to where one can purchase it. And then Dave finishes with his work

http://danieware.com
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Figure 5-3 David B. Thomas.  

Nick Bilton’s profile is brief, but in there are so many interesting bits that one sim-
ply needs to learn more (see Figure 5-4). He writes for the New York Times, but
that’s not nearly as cool as the fact he cofounded NYCResistor and that he’s
“jumped out of 50 perfectly good airplanes.” I admire the brevity, plus the ability to
get to know about the man behind the column.

Rick Klau makes good use of links, both in his introduction and in the sidebar of
his profile (see Figure 5-5). He leads with his CV, giving one the sense of his capa-
bilities, plus a hint of what you could do with him professionally. Rick also uses the
“scrapbook” photos above his profile to good effect, leading you in to want to learn
more.

Scott McCloud’s scrapbook photos to the right of his profile are the best part (see
Figure 5-6). His clever use of an eye plus time equals a comic’s progression is the
perfect shorthand for his most well-known work, the book Understanding Comics.
Scott’s also done a lot to use appropriate anchor text (the text that shows up in blue 

history and a link to his professional site. What I like is that his profile is well
rounded.



Figure 5-4 Nick Bilton.
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Figure 5-5 Rick Klau.



Figure 5-6 Scott McCloud. (Top right graphic copyright Chris Ware.)  

to indicate a link), so that he can use Google+ to try to boost his ranking for the
terms “online comics” and “public speaking and teaching.”

Your About Page: The Basics
The elements of your profile page are a photo avatar, your name, a small “summary
line” below your name, a spot for your introduction, “bragging rights,” your occupa-
tion, your employment, your education, places where you’ve lived, relationship sta-
tus, a sense of what you’re looking for, your birthday, your gender, other names (in
case of a maiden name or a common spelling error), a nickname, and whether your
information should be visible in a search (see Figure 5-7). Besides this, in the right
column, there is a spot for links, where you can insert links to other social networks
plus point people to important URLs that matter to you and your business.

You can also choose whether to let people send you email via your profile page.
They can’t see your actual Gmail account address, but they can click a button (if
you expose it) that lets them fill out a form and send it to you.

Via this About page, you can also control whether you want people to view who
you’ve added to your circles. You can choose to hide that, and then people see only
who has added you to their circles via your About page. (I’m not sure of the value
to show or hide that data, but I currently have mine hidden, so as not to upset or
offend anyone that I haven’t chosen to add to a circle yet.)
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Figure 5-7 My profile page.  

The other tabs on your profile include the following:

• Posts, which shows what you’ve posted

• Photos, which shows people photos that you’ve uploaded where you
and others have been tagged in the same photo, and photos that others
have chosen to share of you

• Videos, which shows videos that you’ve uploaded to Google+ (and not
your YouTube account specifically)

• +1s that you’ve shared via the +1 function OFFSITE (versus the +1s
you give things on Google+)

Start at the Top
This feels like a lot of stuff to cover. When you get to your About page, click the
Edit Profile button in the upper right, and now, when you hover over various sec-
tions of the page, you see that you can click them to edit them.

For instance, if you click the little blue Change Photo link below your profile photo
(or avatar, as it is often called), the system enables you to upload a photo or pick
one from your existing albums, pictures people have posted of you, mobile uploads,
and so on.

Your Profile Photo
Your profile photo tells people a lot about you. If you choose something too formal
(those photos that look like they’re the grown-up equivalent of a school photo,
complete with a cloud-like background), people will get one sort of impression.

The opposite can happen when you choose a red-eyed (from flash) snap of you
where someone else was in the photo, but you’ve cut them out because it was a
good smile. That never comes off as especially professional or inviting, either.
There’s a kind of happy medium you should aim for in these matters.



Shoot for something personable that might also give a sense about who you are
outside of work, if that’s acceptable and of value. For instance, perhaps you’re not
only the vice president of your bank, but maybe you’re an avid fly-fishing enthusiast
as well. This would make for a great avatar photo, insofar as it gives another view of
you and humanizes you to your audience.

Following are some tips about how to choose avatar photos:

• Don’t include photos of your kids as an avatar. People friend you, not
your children (or pets).

• Photos of your company logo are far less engaging than photos of you.

• Cartoonized avatars are only cool if you’re an illustrator or someone in
a business that relates to these.

• Check whether you think your photo qualifies for “also looks a bit like a
serial killer.” (Some people choose “interesting” photos to represent
themselves on the web.)

Editing Your Name
The Google+ profile editor enables you to edit your name as it appears in Google+.
You might be inclined to add something to your name that you want people to
think about when they see you. But if you change your profile name here, by click-
ing your name and then typing in something new, you might run into a problem.

If you edit your name on the Google+ Profile page, it changes that information on
all other Google accounts related to this one. Meaning, if you change your Google+
profile name to “Dave ‘The Incredible Plumber’ Taylor,” it’s going to change your
Gmail account and your Google Calendar account, and everything else that’s tied to
it. So, in short, you might not want to do that.

Editing Your Tagline
Think of the line below your name on your profile page as a summary line or a
place for a tagline. What it might best serve as for you would be the answer to the
sentence, “What do you do for your prospective customers?”

At the time of this writing, I have a little comment about what I believe I do for the
world, plus I put an immediate and obvious link to my primary website URL. By
the time this book is printed, I will probably have edited it some, and that’s okay. To
me, this little piece of territory might be best used flexibly.
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Your little “summary” section might be something you change often, like an
announcement, for instance, or a status. Maybe not, but it’s an idea. For instance,
if people hovered over your summary in the fall, they could be sent to a blog post
or an article on your primary site that talks about how your business works in this
season. The idea, simply, is that you can have some fun with this summary because
it’s visible only when someone clicks your About tab on your profile, and as such, it
means they’re open to learning more about you.

The Most Important Part of Your Profile: The Introduction
At this point, maybe you’re thinking, “Geez, Chris. We get it. You want the profile to
be robust and good.” But to me, there’s a lot to consider, especially because every
time I survey other people’s profiles, I’m left with an urge to shake many of these
people and say, “You could be doing so much more business, if only you’d consider a
few updates and improvements to how you use your profile page. So, that’s why I
hammer this home.

In your introduction, write it so that people understand how you might work with
them. Blend this with some personal information so that people understand what
matters to you outside of business. Be sure to use links inside that text; although be
wary of having too many links. (Because too many links leads to the opposite effect
of what you want: People won’t click anything.)

My own profile is about as messy as my business life. I work for a lot of projects
and companies. Therefore, I’ve done my best to explain how I work for large com-
panies in one capacity, and how I work for smaller companies in another capacity.

In your case, try to be clear about how others will work with you. Explain what
services or offerings you present. Be clear about what you do for your organization.
Don’t write a novel, but give it more than a sentence. For instance, maybe you can
say this:

“I teach franchise owners how to empower their franchisees, and I help
franchisees navigate the complex waters of running a franchise. I consult
in person and via online courses. If you want to see a sample of my online
courses and some testimonials from professionals I’ve helped, click here.”

That would simply sum up what you’re doing and give people a sense of what they
can do with you. That’s the goal. Try to hook someone in the grand theater of no
attention span.
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A LITTLE TRICK ABOUT 
YOUR INTRODUCTION AREA

If you want to finish your Introduction section in style, do this: Put a way to
contact you at the bottom of the introduction. That way, when people decide
you’re interesting and might be useful to their business needs, they know
how to reach you. Do NOT include a link to your website but include a link
directly to how people can contact you, or an email address and a phone
number. I put a link to my primary contact form so that people can reach me
easily.

Employment: A Useful Hack for You
When you fill out the Employment part of your profile, the part of your employ-
ment that’s “current” is what shows up when someone hovers over your name in a
post or in a comment. That is where you can insert a useful summary of what you
do to catch people’s attention.

Mine, at the time of this writing says this:

Human Business Works: Large Business Digital Marketing Strategy & Advice
and Small Business Tools and Smarts.

Write yours in a way that it engages people. It can be reasonably simple—actually,
it’s probably better that it is simple—but it must be engaging.

Instead of “Marketing Manager for Pearson Publishing,” consider writing something
such as “Finding great books about education and sharing them with people who
love books.” See how that might lead to more engaging interactions?

Create yours accordingly.

The Links Section
The Links section of your profile is probably the second most important part after
the Introduction because it’s where people can learn more about you and where you
can point people to the specific pages or sites that best extend your conversation.

This is another situation in which a little goes a long way. Consider not sharing
every potential place where people can connect with you. Consider also pointing
people toward specific pages or posts on your sites, instead of to the main link,
unless the main site URL is the best representation of continuing the conversation.
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For instance, if you have a page that talks about your services, point people to that.
Remember that you can select what text you want the link to present, so maybe a
photographer’s will say “Photography for Corporate Projects.” It’s up to you how you
use it.

Moving on from the Profile
The profile can improve your potential chances to build business relationships on
Google+. You can do this in many ways, but hopefully what this chapter covers
gives you enough to start. If you have questions, you can always connect with me
via Google+ and ask specifics: http://gplus.to/chrisbrogan.

65Chapter  5 Fi rst  Moves w i th  Goog le+

http://gplus.to/chrisbrogan


This page intentionally left blank 



Index

Symbols
+1 button, explained, 11

50 Cent, 75, 189, 207

@ComcastBill (Twitter), 101

@KodakCB (Twitter), 100

@MichaelDell (Twitter), 101

@ScottMonty (Twitter), 101

A
About page

basics, 60-61
Employment area, what to use, 181

Add Photos option, 85

Add to Circles button, 69

adding video to Google+, 92

administrators of business pages, 148

advantages of Google+, 3-4, 15-18
circles, 7
comparison with Facebook, Twitter,

and LinkedIn, 6, 8
ease of use, 4
future integration with other

technology, 5-6
inclusivity, 4, 11
search optimization, 16
sharing culture, 9-10
ties to Google search, 4, 8-9

affiliate marketing, 112-113, 174

Analytics (Google), integration with
business pages, 150

Android, 5
Google+ integration, 17

AOL, 20

API (application programming
interface) access, lack of, 15



appreciating customer, 108

Armstrong, Lance, 107

Armstrong, Neil, 12

artists, content strategy for, 105

Attention Getters circle, 71

attention of audience, valuing, 106-108

audience building, 117-118
“campfire,” 122
community, 120-122
concepts and ideas, sharing, 124
connections, 122-123
content, 124
continuity, 123
measuring size of, 118-119
quality versus quantity, 118
valuing audience, 119-120

audience’s attention, valuing, 106, 108

audio for live video, 185

authors, day in the life of Google+,
37-38

autos, online sales of, 110-112

average usage of Google+, 12

B
Bakas, Rick, 49

Beale, Scott, 206

Beebe, Susan, 190

benefits of Google+, 3-4, 15-18
circles, 7
comparison with Facebook, Twitter,

and LinkedIn, 6, 8
ease of use, 4
future integration with other

technology, 5-6
inclusivity, 4, 11
search optimization, 16
sharing culture, 9-10
ties to Google search, 4, 8-9

Bilton, Nick, 58, 179

Binhammer, Richard, 56, 160, 180, 190

blending business and personal, 26

BlogHer, 97

blogs
chrisbrogan.com, 203
compared to Google+, 80-81

Bonner, Sean, 206

Bowler, Mike, 55

brand interaction, Google+ versus
Facebook, 14-15

brand pages, 51

brand pages. See business pages

Branson, Richard, 184, 207

building
audience, 118

“campfire,” 122
community, 120-122
concepts and ideas, sharing, 124
connections, 122-123
content, 124
continuity, 123
measuring audience size, 118-119
quality versus quantity, 118
valuing audience, 119-120

interest, 131

business executives, day in the life of
Google+, 42-43

business pages, 147
administrators, 148
case studies

Corcoran Group, 151-152
Dallas Cowboys, 152
Edelman Digital, 153
Forbes, 153
Intel, 152
NASA, 153-154

customer interaction via, 150-151

apprec iat ing  customer210



Google Analytics integration, 150
Google+ Local versus, 188
look and feel, 148
personal pages versus, 190-191
Places integration, 149
role of, 154-156
rules for, 148-149
searching for, 149
tips and guidelines, 202
what to include, 188-190

business value
adding via sharing, 135
of content curation, 128-130

businesses
Hangouts and, 93, 95
people, 54-55

connections, 55-56
profiles for, 54
promoting, 182-183
YouTube and, 92-93

C
Cadillac CTS, 9

Calendar (Google), 5

“campfire,” 122

Carly, Jacqueline, day in the life of
Google+, 36-37

Carnegie, Dale, 160

cars, online sales of, 110-112

case studies
Cisney, Jennifer (Kodak), content

strategy, 98-99
Corcoran Group, 151-152
Dallas Cowboys, 152
Dell, Michael, 139

content strategy, 99
Edelman Digital, 153
Forbes, 153

Gerth, Bill (Comcast), content
strategy, 100

Herman, John, 138-139
Horvath, Mark, 140-142
Intel, 152
Monty, Scott (Ford Motor

Company), content strategy, 99-100
NASA, 153-154
Scoble, Robert, 142-143
Yunus, Muhammad, 139-140

celebrities, adding to circles, 75

celebrity pages, 189

Chappell, Brian, 161

chat, explained, 11

choosing users to follow, 74
celebrities, 75
friendsurfing, 74
users who have circled you, 74-75

Chopra, Deepak, 48

chrisbrogan.com blog, 203

circles, 161
advantages of, 7
choosing who to follow, 74

celebrities, 75
friendsurfing, 74
users who have circled you, 74-75

creating, 70-71
explained, 10, 67-68
finding people, 178-179
finding who is circling you, 68-69
inbound circles, 71-72
naming, 70-71
ordering, 72-73
organizing, 23, 77
outbound circles, 23, 71-72, 75-76
reciprocal follows, 70
sharing, 72
sharing posts with, 83-84
tricks and techniques, 76
who to include, 205-208

211c i rc les



Cisney, Jennifer, 54, 180
content strategy, 98-99
day in the life of Google+, 33-34
role in sales process, 115

Clark, Brian, 75

Close circle, 71, 76

collaboration opportunities with
Google+, 21

collaboration space, business pages 
as, 151

collaborative tools with Hangouts on
Air, 186

Collier, Marsha, 23

Comcast, content strategy, 100

@ComcastBill (Twitter), 101

comments
commenting on what you share,

132-133
disabling, 88
explained, 11
removing, 87
reporting, 87
tips and guidelines, 201-202

community
“campfire,” 122
characteristics of, 120-122
community-minded approach to

sales, 110
concepts and ideas, sharing, 124
connections, 122-123
content, 124
continuity, 123

community building, opportunities with
Google+, 21

community managers
content strategy for, 102-103
customer service, 172-173

community platform, business pages 
as, 150

Competitors circle, 73

competitors, acknowledging, 114

concepts, sharing with audiences, 124

connections
building, content strategy for, 106
businesses and people, 55-56
sharing, 122-123

contact forms, 181

content
case studies

Cisney, Jennifer (Kodak), 98-99
Dell, Michael (CEO, Dell), 99
Gerth, Bill (Comcast), 100
Monty, Scott (Ford Motor

Company), 99-100
for community managers/developers,

102-103
compared to Twitter, 100-101
importance of, 97-98, 124
for online stores, 103-104
posting to build connections, 106
for professional speakers, 104-105
for restaurant owners, 101-102
value of content curation, 128-130
valuing audience’s attention, 106
for writers, photographers, and

artists, 105

content creation, searchability, 168

contests, opportunities with Google+, 21

continuity, 123

conversations, 46

Corcoran Group business page, 151-152

cover photo, what to use, 180

Cowboys business page, 152

Create Circle option, 70

Cisney, Jenn ifer212



curation, 96

Curation Nation (Rosenbaum), 128-130

customer appreciation, 108

customer focus, 108

customer relationships, 203

customer service
community management, 172-173
opportunities with Google+, 22

customer service channels, business
pages as, 150

customers, interacting via business
pages, 150-151

D
The Daily Us (Rosenbaum), 129

Dallas Cowboys business page, 152

day in the life of Google+, 37
authors, 37-38
business executives, 42-43
Carly, Jacqueline, 36-37
Cisney, Jennifer, 33-34
educators, 40-41
Monty, Scott, 31-32
Pak, Greg, 32-33
personal experience, 30-31
photographers, 41-42
real estate agents, 38
reporters, 39
Rowse, Darren, 34-35
sales executives, 39-40

Dell, 22, 56, 160
content strategy, 99

Dell, Michael, 22, 160, 186, 190
content strategy, 99
social media strategy, 139

developers, content strategy for, 102-103

“digital clothing,” 129

Digital Photography School, 55

Dillon, Rebecca, 189

direct selling, 173-174

Disable Comments option, 88

disabling
comments, 88
resharing, 88

discovery opportunities with 
Google+, 21

Disney, 97

Docs (Google), 5

Dooley, Matt, 47-48

E
early adoption, 13, 26

Edelman Digital business page, 153

editing
names, 62
posts, 87
profile, 179-182
taglines, 62

education tools, business pages as, 150

educators, day in the life of Google+,
40-41

Elgan, Mike, 45-47, 206

Employment area (About page), what to
use, 181

employment profiles, 64

engagement
of early adopters, 13
opportunities with Google+, 22

Explore page, 179

213Explore  page



F
Facebook

compared to Google+, 6, 8
in brand interaction, 14-15

user base, 20

50 Cent, 75, 189, 207

filling out profile, 179-182

Financial Aid Podcast, 112

Find People on Plus website, 172,
178, 208

finding
business pages, 149
people, 178-179
users who are circling you, 68-69

Fishkin, Rand, 160-161, 165

flexibility, 46

focusing on customer, 108

Foliaki, Mahei, 130-131

following users. See circles

Forbes business page, 153

Ford Motor Company, 9, 54
content strategy, 99-100

formatting posted text, 84-85

Friendster, 20

friendsurfing, 7, 74, 179

future of Google+
circles, 7
comparison with Facebook, Twitter,

and LinkedIn, 6-8
integration with other technology,

5-6

G
Garfield, Steve, 138

Gerth, Bill, content strategy, 100

GM (General Motors), 9

Godin, Seth, 75

Good People circle, 71

Google Analytics, 5
integration with business pages, 150

Google Calendar, 5

Google Checkout, 5

Google Docs, 5

Google Places, 5, 187

Google Reader, 133

Google+
advantages of, 3-4, 15-18

circles, 7
comparison with Facebook,

Twitter, and LinkedIn, 6-8
ease of use, 4
future integration with other

technology, 5-6
inclusivity, 4, 11
search optimization, 16
sharing culture, 9-10
ties to Google search, 4, 8-9

Facebook versus, 14-15
lack of API access, 15
reasons for joining, 2
statistics on

average usage, 12
early adopters, 13
marketing metrics, 13
sharing versus other social 

media, 14
video, adding, 92

Facebook214



Google+ Local, 16, 187-188

Google+ Search, 178-179

Grameen Bank, 139-140

Green, Charles H., 207

Gross, Bill, 49-50

growing audience. See building,
audience

guidelines for social media
business pages, 202
comments, 201-202
customer relationship, 203
hangouts, 199-200
launching social media presence,

194-195
listening, 195
photos, 200-201
posting, 196-197
sharing, 197
video, 198-199

H
Hangouts, 24, 113, 184-186

business and, 93, 95
case study: John Herman, 138-139
explained, 11
tips and guidelines, 199-200

hardware requirements for Hangouts,
184-185

Hawk, Thomas, 208

helping others, 26-27

Henderson, Fritz, 9

Herman, John, social media strategy,
138-139

Hodson, Steven, 206

home bases, 158

Horvath, Mark, social media strategy,
140-142

I
Iannarino, Anthony, 189

improving search results with Google+,
162-165

inbound circles, 71-72

inclusivity of Google+, 4, 11

informational offerings, 170-171

Instant Upload option, 85-86

instruction, Hangouts, 93

integration with other technology, 5-6

Intel business page, 152

interest, building, 131

interviews
Carly, Jacqueliine, 36-37
Cisney, Jennifer, 33-34
Monty, Scott, 31-32
Pak, Greg, 32-33
Rowse, Darren, 34-35

introductions on profiles, 63

J
Jackson, Curtis, 189

Jantsch, John, 112, 207

Jarvis, Jeff, 179

Jordan, Todd, 207

Journalist circle, 71

K
Kawasaki, Guy, 75, 133, 203, 206

Keepers circle, 71

Kelly, Kevin, 179

Klau, Rick, 58

215Klau, Rick



Kodak, 54
content strategy, 98-99

@KodakCB (Twitter), 100

L
launching social media presence,

194-195

Lazar, Shira, 206

lead generation, 169-170

lead nurturing, 171

learning opportunities with Google+, 21

lighting for live video, 185

Link to This Post option, 87

LinkedIn, compared to Google+, 6, 8

linking to posts, 87

Links section on profiles, 64

listening, 195

live video. See Hangouts

local businesses on Google+, 187-188

Local circle, 72

location, adding to posts, 86-87

Lock This Post option, 88

locking posts, 88

logo as profile picture, 180

M
marketing

affiliate marketing, 112-113, 174
metrics, 13
“warm” sales. See “warm” sell

Mashable’s Google+ Guide website, 208

McCloud, Scott, 58

measuring size of audience, 118-119

media centers, business pages as, 150

Menchaca, Lionel, 160, 190

metrics. See statistics

@MichaelDell (Twitter), 101

Milano, Alyssa, 75

MKTG circle, 71

Monty, Scott, 9, 54, 88
content strategy, 99-100
day in the life of Google+, 31-32
role in sales process, 115

Motorphilia, 24, 81, 110-112

MySpace, 20

N
names, editing, 62

naming circles, 70-71

NASA business page, 153-154

Newmark, Craig, 179, 206

News circle, 73

nurturing leads, 171

O
O’Reilly, Tim, 179

online stores, content strategy for,
103-104

opportunities with Google+, 20
collaboration, 21
community building, 21
contests and promotions, 21
customer service, 22
discovery, 21
early adoption, 26
engagement, 22
mindset, 26-27

Kodak216



preparing yourself for, 23-24
referrals, 22
sharing, 23

ordering circles, 72-73

organizing circles, 23, 77

outbound circles, 23, 71-72, 75-76

Owyang, Jeremiah, 50-51

P
Page, Larry, 19

Pak, Greg, 21
day in the life of Google+, 32-33
role in sales process, 115

Penn, Christopher S., 112

people
businesses, 54-55

connections, 55-56
finding, 178-179

People Who’ve Added You button, 69

personal experience, day in the life of
Google+, 30-31

personal pages, business pages versus,
190-191

Personal Passion circles, 73

personality
blending business and personal, 26
importance in social media 

content, 24

photographers
content strategy for, 105
day in the life of Google+, 41-42

photos
cover photo, what to use, 180
posting, 85-86

profile picture, what to use, 180
on profiles, 61-62
tips and guidelines, 200-201

Pike, Rodney, 207

place data, adding to posts, 86-87

Places (Google), 5
integration with business pages, 149

+1 button, explained, 11

pointers. See guidelines for social media

PolarUSA, 55

posts
building connections with, content

strategy, 106
comments

removing, 87
reporting, 87

creating, 81-83
editing, 87
explained, 11
formatting, 84-85
linking to, 87
locking, 88
nature of, 79-81
photo posts, 85-86
place and location data, 86-87
sharing options, 83
tips and guidelines, 196-197
video posts, 86

Potential Employees circle, 73

power plays. See social media strategies

preparing yourself for opportunities
with Google+, 23-24

presence, 112

professional speakers, content strategy
for, 104-105

profile picture, what to use, 180

217prof i le  p icture



profiles, 54
About page, 60-61
for business, 54
creating, 23
employment, 64
explained, 10
filling out, 179-182
how you appear to others, 56-58, 60
introductions, 63
Links section, 64
names, editing, 62
photos, 61-62
in search results, 163
taglines, editing, 62

promoting others, 26-27

promoting your business, 182-183

promotions, opportunities with
Google+, 21

prospecting, 171-172

Prospects circle, 73

Q–R
quality of audiences, 118

Rackspace, 142-143

Ratcliff, Trey, 208

re-organizing circles, 77

Reader (Google), 133

real estate agents, day in the life of
Google+, 38

reasons for joining Google+, 2

reciprocal follows, 70

The Referral Engine (Jantsch), 112

referrals, 111
opportunities with Google+, 22

removing comments, 87

reporters, day in the life of Google+, 39

reporting comments, 87

requirements for Hangouts, 184-185

resharing, disabling, 88

restaurant owners, content strategy for,
101-102

reviews in Google+ Local, 188

Rosenbaum, Steve, 128-131

Rowse, Darren, 55
day in the life of Google+, 34-35

Ryan, Jeri, 207

S
sales

Google+ for, 186-187
“warm” sell, 107-108

adding value, 109
affiliate marketing, 112-113
audience’s attention, valuing, 108
auto sales example, 110-112
community-minded approach, 110
competitors, acknowledging, 114
customer appreciation, 108
customer focus, 108
two-tier sales, 113-114
webinar sales example, 109-110
your role in sales process, 115

sales executives, day in the life of
Google+, 39-40

Schindler, Esther, 207

Scoble, Robert, 75, 206
social media strategy, 142-143

@ScottMonty (Twitter), 101

Search Engine Land, 159

Search (Google+), 178-179

search optimization, 16

prof i les218



search results, 157-158
keeping primary website as main

search result, 158

searchability, 168

searching
for business pages, 149
for people, 178-179
search results, 157-158

home bases, 158
impact of Google+ on search,

160-162
improving with Google+, 162-165
keeping primary website as main

search result, 158
profiles, 163
social signals, 158-160

selling, direct, 173-174

SEOMoz, 160

Share What’s New box, 81, 83-84

sharing, 127-128
adding business value with, 135
as a practice, 130-131
building interest, 131
circles, 72
commenting on what you share,

132-133
culture of, 9-10
explained, 11
Google+ versus other social 

media, 14
magazine analogy, 131-133
opportunities with Google+, 23
options for posts, 83
resources, 133-134
sharing strategy, 131-133
tips and guidelines, 197
value of content curation, 128-130
workflow, 134-135

Shatner, William, 75

size of audiences, measuring, 118-119

smartphones, Google+ integration, 17

Smith, Aaron Manley, 24, 81, 110-112

Smith, Julien, 26

social media, Google+ sharing 
versus, 14

social media strategies, 137
business pages, 202
case studies

Dell, Michael, 139
Herman, John, 138-139
Horvath, Mark, 140-142
Scoble, Robert, 142-143
Yunus, Muhammad, 139-140

comments, 201-202
customer relationship, 203
hangouts, 199-200
launching, 194-195
listening, 195
photos, 200-201
posting, 196-197
sharing, 197
tips and guidelines, 143-145
video, 198-199

social proof, 111

social sharing, 46

social signals, 158-160

sound for live video, 185

speakers, content strategy for, 104-105

Spears, Britney, 190

statistics
average usage, 12
early adopters, 13
marketing metrics, 13
sharing versus other social media, 14

stores, content strategy for, 103-104
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Cisney, Jennifer (Kodak), 98-99
for community managers/developers,

102-103
compared to Twitter, 100-101
Dell, Michael (CEO, Dell), 99
Gerth, Bill (Comcast), 100
importance of, 97-98
Monty, Scott (Ford Motor

Company), 99-100
for online stores, 103-104
posting to build connections, 106
for professional speakers, 104-105
for restaurant owners, 101-102
valuing audience’s attention, 106
for writers, photographers, and

artists, 105

Sullivan, Danny, 159, 165

Swift, Taylor, 75

T
tagline

editing, 62
what to use, 180-181

team meetings, Hangouts, 93

text, formatting posted text, 84-85

Thinkers circle, 73

third-party tools, lack of API access in
Google+, 15

Thomas, David B., 57

thought leaders, content strategy for,
104-105

tips and guidelines for social media
business pages, 202
comments, 201-202
customer relationship, 203
hangouts, 199-200

launching social media presence,
194-195

listening, 195
photos, 200-201
posting, 196-197
sharing, 197
video, 198-199

traffic enhancement, 174

Trust Agents (Brogan and Smith), 26

tutoring in Hangouts, 93

Twitter, 26
compared to Google+, 6, 8, 100-101

two-tier sales, 113-114

U–V
user base. See also audience building

for Facebook, 20
for Google+, 19-20

value
adding via sharing, 135
of content curation, 128-130

valuing audience, 119-120

Vendors circle, 73

video
adding to Google+, 92
creating, 95-96

for business, 92-93
Hangouts, 24, 113, 184-186

business and, 93, 95
case study: John Herman, 138-139
explained, 11
tips and guidelines, 199-200

posting, 86
tips and guidelines, 198-199
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Ware, Danie, 57

“warm” sell, 107-108
adding value, 109
affiliate marketing, 112-113
audience’s attention, valuing, 108
auto sales example, 110-112
community-minded approach, 110
competitors, acknowledging, 114
customer appreciation, 108
customer focus, 108
two-tier sales, 113-114
webinar sales example, 109-110
your role in sales process, 115

webinars, selling over Google+, 109-110

websites, compared to Google+, 80-81

Wheaton, Wil, 75, 207

Wilkerson, Carrie, 207

Women of Google+ website, 208

workflows, sharing, 134-135

writers, content strategy for, 105

X–Y–Z
Young, Lynette, 206

YouTube, 20, 91
business and, 92-93
posting videos with, 86

Yunus, Muhammad, social media
strategy, 139-140

Zoller, Chris, 55
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