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(How stupid is Twitter?)

(Power users: live-Twitter using #magsu)
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Give a tweet?

It does seem kind of stupid.
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My Twitter, less stupid?
People & 

things I know, 

care about

UC Berkeley 

grad student 

James Buckõs 

Twitterñ

life-saving?
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Magazine Twitter, less stupid?
Publishers 

serving 

audiences, 

communities
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So how stupid is all this 

digital mumbo-jumbo?

Depends on the situation, the application.

òéthe right kind of stupidó
ñJacob Harris, a senior software engineer for The New York Times,

reported by Mallary Jean Tenore, Poynter Online, Sept. 8, 2007

òéI feel that the next big things will be found by 

some tinkerer putting a bunch of pieces 

together in new and interesting ways (remember, 

a light bulb is just some glass and a metal wire).  

Twitter's just a stupid example of thiséó
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Social media is hot
48% of American adults have Facebookor MySpace accts.

16% update Facebookor MySpace at least once a day

5% use Twitter

ñHarris poll, April 2009

Twitter:

ÅMore than 10 million users

ÅWeb traffic was up131 percent, February to March 2009,

ÅUnique visitors grew 1,382 percent, Feb. 2008 to Feb. 2009.

ñThe Twitter Book, Tim OõReilly & Sarah Milstein

ÅAshton & Oprah are Twittering

ÅSocial media is visible, mainstream

ÅAudiences expect òsocial publishingó
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We need to do it (social media)

òNational magazines run the risk of becoming irrelevant if 

they donõt develop new products that take advantage of the 

social structures users have created onlineé

òéfinally realizing the value and influence of local bloggers, 

niche communities and citizen journalistsé taking 

advantage of existing social graphs to extend their editorial 

reach.ó
ñDomenic Venuto, SVP and Head of Media and Entertainment, Razorfish
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Your new platform

Your magazine & brand need to 

go beyond:

ÅBeyond your pages in print

ÅBeyond your Web site

ÅAll over the place, via social 

media

ðOn lots of satellite platforms

ðIn multiple conversations among 

many groups
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Key traits of 

social media for publishers
1. Gets you close to your audience where they are.

2. Lets you join/start/improve /amplify the 

conversation. 

ÅBe notoriously helpful & generous

ÅAvoid outright promotion; show the value

ÅNo spamming

3. Provides platforms for your online extensions, 

satellite content òSocial media isnõt about you. Itõs about your customers 

and connecting with them so that when they have a 

need for X, they remember they have a friend on 

Twitter/Facebook/the Web who specializes in that.ó

ñLisa Barone, Outspoken Media
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Roadmap for session

1. Twitter (the biggy)

-BREAK-

2. Facebook, 

other soc. networks

3. Wikis, crowd-sourcing

(Blogs are critical, too, but 

not in this session.)

ÅDefine & tour

ÅStrategies & 

examples

ÅAdvice & tips

ÅHow to set up

ÅTools
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Twitter
ÅMicroblogging: 140 characters per tweet

ÅSocial: 

ðfollow & be followed, opt-in, òasymmetricó

ðcooperation, sharing, giving credit, pointing to, helping

ÅConversational streams

ÅReal-time, short-lived

ÅMulti-platform, device

ÅGrowing rapidly

ÅBecoming part of the culture

Letõs take a live tour, kick the tires of a 

typical Twitter account: @mgoldsf.

Two views, inside & out.
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What good is Twitter (and 

Twitterlike apps) for publishers?

ÅSpreads your brand & good reputation to many ponds: your 

niche + influencers

ÅEasy distribution channel for headlines, news blurbs, links back 

to content on your site

ÅPlatform for novel forms of Twitter-ready content (tips, daily 

recipe, haiku, contestsé)

ÅMonitoring of news developments, disasters, trends

ÅTool for coordinating & publishing òteam reportingó of events

ÅBulletin board to promote events, keep participants updated
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Headline news wire
Twitterlike
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Monitoring developments, 

disasters, trends
Monitoring:

ÅTwitterLocal

ÅTwittervision(local)

ÅTwittervision3D

ÅTweetgrid

Å+é (see list)

Search:

ÅSearch.twitter.com

ÅTweetBeep, 

TweetScan, 

Å+é (see list)

Twitterlike
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Coordinating & publishing 

òteam reportingó
Stanford 

Professional 

Publishing 

Course

(and other 

conferences, 

like, say, 

MagsU: 

#magsu)

Twitterlike

(Summizeis now built 

into Twitter search.)
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