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what is social media?

why do i care?

We at Sports Media Challenge believe in the power and sub-
stance of social media, but we understand that many people, 
including some of our clients and others we deal with every day 
in the sports, entertainment and lifestyle markets, still don’t get 
it. Whether you’re a “digital native” or “digital immigrant,” this 
social media glossary is intended for people trying to figure it 
out and get answers to:  
1) what does social media mean to me and my organization and  
2) why should we care about it?

Social media is primarily internet and mobile based tools that 
bring people together, enabling them to share and collaborate 
with each other. It’s fundamentally shifting the way we com-
municate. Fans and consumers have taken control of the way 
they interact with brands. If brands want to have any relevancy 
in the marketplace, they have to recognize and deal with that 
fact. Social media, and tools affiliated with the movement en-
able people and brands to listen, communicate with, and create 
community around common interests and in the case of our 
clients, influential fans.  Think about word of mouth, passion and 
community and it will be clear that they have a prime relevance 
in the worlds of sports and entertainment.

With over 70+ million videos on YouTube (source), 133+ mil-
lion blogs (source), and over 3 million Tweets per day (source) 
social media is clearly a burgeoning and important channel in 
which to listen and engage with people near and far.

Sports Media Challenge (SMC) created this social media glos-
sary built on ideals of social media users.  As opposed to an all 
encompassing, definitive glossary marketed at people, the team 
at SMC created this glossary as a conversational tool for peo-
ple. The glossary is designed to educate everyone from CEOs to 
the average fan about social media and why it’s relevant to them.

Consider our Winning Fans with Social Media glossary a 
work in progress and a conversation around social media and 
the terms included. After reading it and even testing some of it 
out, reach out and let us know ways in which we can make it 
even more meaningful to you.    

Whether it’s to sell tickets, build critical affinity, listen to and 
factor in fan perceptions about a new hire, etc. it’s all about 
earning the love of your fans, which has taken on a different 
relevance. Using social media intelligently will help you thrive 
during hard times and take you into a different stratosphere 
when the economy turns around. 

Let us hear from you!

Kathleen Hessert
President
Sports Media Challenge                                                                                        
Buzz Manager™

JUST G IVE ME THE BASICS !
If what you’re looking for is a brief overview or an easy term-
by-term reference guide, then follow the green Rookie Guide! 
You’ll get just the essential vocabulary for a basic understanding of 
today’s social media lingo.

I ’M R EADY FOR MOR E !
When you’ve got the basics down, move on to the Intermediate 
Playbook and look for the orange terms for a fuller, more in depth 
understanding. Focus on strategy and using the tools to promote and 
further your name or brand.

QUICK NAV IGATION GU IDE
At any point in this glossary, use the quick navigation letters that appear at the bottom of each page to jump to any point you 
choose in either the green Rookie or orange Intermediate section. To jump to the beginning of either section click on the 
appropriate rectangle header. 

“Worse than being blind is being able 
to see, but have no vision.”–Helen Keller
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A
Alerts — Set up customized notifications using criteria you specify to have 
search engines compile and automatically deliver e-mail alerts to you when-
ever your specific words, phrases or tags are mentioned online. (a.1)
... I wonder what public opinion is on my recent announcement to...

Archives — A collection of entries or blog posts organized by category or 
date.  Your fans can browse and search the archives to reference old posts 
on your site. (a.2)
... I’m writing an article and want to quote a line from a blog I read months 
ago, so I use the archives to look up the post and credit the source...

Avatar — A user’s representation of him/herself in the form of a picture or 
object, often used on blogs, forums and other social communities in lieu of 
an actual picture. (a.3)
... I created an avatar to generate a likeness without making a personal 
photo public. I even gave myself the blue eyes I’ve always wanted!...

B
Ballhype — A sports news site and social network that finds the biggest 
sports stories on the web and lets fans discuss, vote, or submit their own. 
Very similar to Digg, but sports-specific, Ballhype also features a ‘top blogs’ 
list, which ranks blogs based on their number of inbound links. Relevant 
Links: Ballhype Main Page; Ballhype’s Top Ranked Blogs (b.1) 
... I use Ballhype to get a quick daily synopsis of hot topics in my industry 
the same way I check Page Six of the Post...

Beta — A development stage of software, a program, blog, etc. that is re-
leased to the public for testing and bug discovery. (b.2)
... Before an official release, I test-drive new ideas with my VIP panel to 
collect feedback and make adjustments... 

Blog — Short for weblog, a blog is a type of website maintained by an indi-
vidual or group. Blogs feature comments and other material that can include 
links, news, graphics and video. Posts are displayed in reverse-chronological 
order with the most recent at the top. The ability for users to leave com-
ments (a feature usually enabled) is an important interactive aspect. (b.3)
... When on tour, we use our band blog to chronicle up-to-the-minute hap-
penings on the road, giving fans access to behind-the-scenes info and allow-
ing them to be part of the experience...

Blogroll — A list of recommended blogs with links from one site to others 
that the blogger enjoys, is affiliated with, or commonly references. (b.4)
... I provide links to related blogs so readers have a more complete frame 
of reference for my discussion... 

Blogosphere — Collective term that encompasses all blogs.  Also known as 
the ‘world of blogs,’ it implies that all blogs make up one worldwide intercon-
nected community.

C
Champions — Advocates who are passionate about telling and spreading 
stories about your brand. These people tend to appreciate recognition for 
their efforts, but virtually always do it for free because they love your brand, 
product, services, etc.  Also known as evangelists. (c.1)
... By identifying and enabling the champions of my non-profit, I put my 
fans to work for me– they advertise my cause more effectively and cred-
ibly than even I can...

a.1 Essential to the management of your brand, alerts allow you to 
monitor what’s being said about your name, your organization, your 
industry, etc. If you see that someone has a problem with your brand, 
you can respond appropriately to alleviate the situation.

a.2 Archives are organized with the most 
recent entry at the top. Moving down the list 
moves farther back in time.

a.3 An example of an avatar from 
a popular fantasy sports site, the car-
toon puts a ‘face’ with the name. There 

are many programs to help you create your avatar, allowing you to 
hand pick every feature from the shape of your face to your outfit.

b.1 Getting a blog post or story on Ballhype is a great way to get 
exposure and boost traffic for your blog or website.

b.2 Beta is used primarily for software applications, but you could 
design a new blog and provide the link to a select community of your 
closest connections to solicit feedback before launching to the entire 
Internet.

b.3 Blogs are a great way for a company to provide thought leader-
ship, make connections with other sports and entertainment individu-
als and build a community surrounding a brand.

b.4 Blogroll

c.1 Look at Southwest Airlines, Harley Davidson and Apple to see 
that brands with highly passionate champions are successful. This 
is relevant because social media allows these advocates to spread 
information about your brand faster than ever before.

SIDELINE TIPS
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c
Comments — The section of a blog or website that allows users to re-
spond to a post. Comments often feature interactive conversations back and 
forth between participants. (c.2)
... We use comments on our team blog to connect with fans, allowing a two-
way dialog for more direct and meaningful communication...

Crowdsourcing — Taking a task that is usually performed by an employee, 
agency, or freelancer and outsourcing to a large group of people.
... I need a new logo for my company, but instead of spending the money 
for a professional, I can make an open call to the public and offer a prize 
for the winner at a fraction of the cost to me...

D
Dashboard — The administration area on your blog software only seen by 
site moderators. From here you can implement administrative options like 
write new posts, manage old posts and comments, change the presentation 
of your blog and add widgets and plug-ins.

Deadspin — The most influential sports blog in the blogosphere according 
to Sports Media Challenge’s Top Blog Index, averaging about 350,000 unique 
visitors every day. Relevant Link: Deadspin Home (d.1)
... We strive to have our organization featured on Deadspin to garner at-
tention for our organization...

Direct Message (DM) — A function of Twitter that allows you to send a 
private message to another Twitter user. (d.2)

Discussion Boards — A general term for any online “bulletin board” where 
you can read and post messages about a particular subject. Messages can ei-
ther be factual or opinionated in nature, and will likely receive a response 
from other participants.  Also known by various other names such as discus-
sion group, discussion forum, message board and online forum. (d.3)
...I monitor discussion boards that are associated with the celebrity I rep-
resent to get an unbiased sense of how our PR efforts are being received 
by the public...

Domain Name — The unique name that identifies a website and appears 
in the menu bar. It provides symbolic representation and a recognizable name 
to the numerically addressed Internet resources. (d.4)

E
Ecosystem — Any specific social media network. This could be a network 
of blogs like SB Nation, a central community like Yardbarker, or a social net-
work like Facebook.

Entry — An individual post or article published on a blog. Each of these 
entries become their own individual web page within the blog.

Eye Rest — A way to break up large chunks of text via images, bold text, 
bullet points, hyperlinks, etc. This practice keeps your readers from getting 
strained, bored, or otherwise losing interest.
... we try to incorporate eye rests to keep our content from looking stale 
and engage visitors with relevant visuals of interest...

c.2 Comments allow your community to submit their thoughts and 
questions about your content. Reading these comments gives your 
company an idea of what consumers think about your brand, and 
what they would like to know more about. You can also use the com-
ments section of a blog to respond to questions and communicate 
interactively with your community. This adds a very human element 
and makes your company more accessible to your fans.

d.1 Following the Deadspin blog is a great way to stay up-to-date 
on current sports trends.

d.2 You can use direct messaging to send a message specified for 
one person that you wouldn’t want other people to see. It functions 
like an e-mail, but you are only allotted 140 characters.

d.3 Discussion boards are prime listening platforms. Following 
relevant discussion boards help to locate influential community mem-
bers, give you an idea about current trends and hot topics and hear 
what fans think of your brand.

d.4 Domain name ex: www.sportsmediachallenge.com

http://www.sportsmediachallenge.com
http://www.sportsmediachallenge.com/sportsblogindex/current_index.asp
http://deadspin.com/
http://sportsmediachallenge.com/
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F
Facebook — One of the world’s most popular social networking sites. Us-
ers can join networks organized by school, city, region, workplace, etc. and 
interact with others. Members can add friends, post comments on profile 
walls, join groups, update personal profiles, and countless other tasks. With 
more than 140 million active users, (Facebook Stats) it is a popular platform 
for companies wanting to reach a particular demographic.
... our established presence on Facebook not only connects with, but engages 
our targeted demographic...

Fan Generated Media — Social media that is specific to the sports, en-
tertainment, and lifestyle industries. This is unedited content contributed by 
ordinary people on blogs, discussion boards, video sharing sites, social net-
works and more. The term FGM was coined by Sports Media Challenge 
President, Kathleen Hessert in 2006 to better reflect CGM (Consumer Gen-
erated Media) in the sports, entertainment and lifestyle markets. (f.1)

Fannation — A popular sports community owned by Sports Illustrated. The 
site features rumors, message boards, scores and blogs from staff, fans and 
groups. One differentiating and popular feature with the fans is the ‘throw-
down,’ which pits two sports fans against each other in a debate about vari-
ous sports topics. At the conclusion of the throwdown, peers vote on the 
winner. Relevant Link: Fannation Home (f.2)
... If I’m involved with sports, chances are some of my fans are participat-
ing in this community...

Findability — The ability to be located on the web or in social network-
ing sites. This term is used when discussing the availability and reach of a 
website.
... my Findability directly affects traffic to my site or blog, so increasing 
Findability is an important goal...

Firefox — The second most popular web browser worldwide (behind Inter-
net Explorer). Firefox includes a lot of useful tools including tabbed browsing, 
a spell checker, and integrated search. (f.3)

Followers — The people that choose to follow you on Twitter, which means 
that each time you send a tweet (message) it shows up in their stream of 
messages. (f.4)
...the more followers I accumulate, the more people are automatically up-
dated about my actions– a quick and easy way to keep my fans informed...

Friendster — A social networking site (SNS) that provides tools for friends, 
family, co-workers, etc. to stay in touch online. It currently has more than 70 
million users worldwide, and is most prominently used in Asia. 
Relevant Link: Friendster Home

G
Google Docs — A free web-based word processor, spreadsheet and pre-
sentation application offered by Google. Similar to Microsoft Word, Excel, 
and PowerPoint in that it enables people to open their documents from any 
computer with Internet access and increases the ability to collaborate with 
others. (g.1)

Google Analytics — A free service offered by Google that generates de-
tailed statistics about the visitors to a website. (g.2)
... I use this service to understand who is visiting my online site(s) and how 
they’re using the content. This knowledge allows me to evaluate my site and 
refine it to better serve my visitors...

f.1 Through fan generated media, ordinary people can create and 
spread content about your team, brand, etc. You need to be aware of 
this media so that you know how other people perceive your brand. 
Providing champions with the right resources can help to quickly 
spread messages you want to convey via fan generated media. In ad-
dition, monitoring fan generated media is important to uphold the 
reputation of your brand.

f.2 Image of A Fannation Throwdown

f.3 Firefox is one of the most popular 
web browsers among people using social 
media due to the fact that there are a 
large number of add-ons created by third 
party developers that enhance the web 
surfing experience and make sessions 
more efficient.

f.4 The more Followers you have, the more reach you have when 
sending messages and the more others perceive you as having influ-
ence. A large number of followers can enable a blogger to acquire 
more traffic and become acquainted with other people more easily.

g.1 This video explains it best: Google Docs in Plain English

g.2 Using the statistics Google Analytics allows a company to un-
derstand where their traffic comes from, who it consists of, and other 
vital stats that help a company get a better idea of who is digesting 
their content.

http://www.sportsmediachallenge.com
http://www.facebook.com/press/info.php?statistics
http://www.sportsmediachallenge.com/about/management.asp
http://www.fannation.com
http://www.friendster.com
http://www.youtube.com/watch?v=eRqUE6IHTEA
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H
Hashtags — In Twitter, prefixing a word with a hash (#joepa82) provides 
additional context and cues for recall. Using hashtags also increases tracking 
capabilities. Relevant Link: Introduction to Twitter Hashtags (h.1)

Hat Tip — Public acknowledgement to a person (or website) for bringing 
something to a blogger’s attention. It is often abbreviated by H/T. Using hat 
tips is a blogging best practice and considered common courtesy. (h.2)

Hyperlink — An electronic link posted in the content of a document di-
recting a reader to a specific website. (h.3)
... I use hyperlinks to direct viewers to additional relevant content. For 
example, blue underlined hyperlinks are used in this glossary to connect 
related terms...

I
Inbound Link — Link from an outside site that sends visitors to your site, 
Considered “free advertising,” and serves to improve search engine optimi-
zation.

Influencers — People in the social media world that guide the conversa-
tion. These are usually bloggers, discussion board administrators, or highly 
active commenters. Influencers have the ability to change the minds of read-
ers; therefore are very valuable for teams, corporations and brands.
... I identify the influencers of my industry to zero in on the key players 
online so that if needed I can use them to my advantage... 

Instant Messaging — A tool (or set of tools) that support real-time com-
munication between two or more people. This is usually only text-based 
but some platforms support both audio and/or video as well. Some popular 
instant messaging platforms are Skype, Digsby, and AOL Instant Messenger. 
(i.1)

K
Keywords — Keywords usually refer to words (or a combination of words) 
that are used to find relevant or useful web pages. They are descriptive terms 
used to summarize the contents of a website or a piece of media. More 
specific keywords yield more relevant search results. (Important in search 
engine marketing and search engine optimization)
... If I write an article about USC’s national title hopes, I set some com-
mon keywords that include: Pete Carroll, USC, Football, Pac 10, and BCS o 
help interested viewers find my content...

 L
Link Building — The act of obtaining links from other web pages and blogs 
to improve the amount of traffic you get via direct referrals (people clicking  
those links) and search engine ranking. (l.1)

M
Measurement (Social Media) — Tracking fan generated media. Social 
media measurement usually reflects a more calculated measurement than  , 
utilizing tools like google analytics, and others that provide stats based on 
engagement, influence, sentiment, reputation, visibility, etc.  (m.1)

h.1 ex: a group attending a social media sports conference and 
tweeting about the event uses a hashtag like #sports2.0., which 
allows anyone to search using “#sports2.0” and find all the tweets 
about the event

h.2  on my blog I wrote, “Chris Paul was the player picked #1 overall 
in most fantasy basketball leagues so far this year. His actual average 
pick is 1.4.” I then gave credit to the person that pointed this out --> 
(H/T Matthew Berry of ESPN.com)

h.3 This is an example of a hyperlink:
http://sportsmediachallenge.com/  You can also code it so that the text 
is whatever you want and it still takes you to the same webpage. 
Sports Media Challenge

i.1 AOL Instant Messaging window:

l.1 Link Building is important because the more links you acquire 
from other blogs (especially reputable and popular blogs), the more 
value your blog/website will have. Google interprets more external 
links to mean that your site has important content and as a result 
your site will usually rank higher in search engine results.

m.1 Measurement provides quantifiable feedback on a campaign 
and its success. If you’re measuring your statistics on your blog, you 
can identify the peaks and valleys in your traffic to get a better un-
derstanding of what posts are resonating with your fans, and which 
ones are falling flat.

http://www.sportsmediachallenge.com
http://www.wildapricot.com/blogs/newsblog/archive/2008/03/11/an-introduction-to-twitter-hashtags.aspx
http://sportsmediachallenge.com/
http://sportsmediachallenge.com/
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m
Microblogging — A form of blogging that allows users to write and publish 
brief text updates of usually 140 characters (see Twitter). These messages 
can be submitted and received through a variety of means including text 
messaging, instant messaging, e-mail, mobile devices and the Internet. This 
type of blogging is usually only distributed to a community of friends, family, 
coworkers or others who are close to you. (m.2)

Monitoring (Social Media) — The tracking of blogs, social networks, and 
other forms of media for mentions and references to a particular topic (i.e. 
a company or brand). (m.3)

MyBlogLog — A Yahoo owned social networking site for the blogger com-
munity. It reports on traffic and visitors to sites and is based in part on in-
teractions via a popular widget that many bloggers include on their websites. 
Relevant Link: MyBlogLog (m.4)

MySpace — A social networking website featuring members’ profiles, blogs, 
groups, photos, music and videos. Rupert Murdoch’s NewsCorp purchased 
MySpace in 2005 for $580 million dollars. There are currently 110 million 
active users (Social Network Stats) in the MySpace network. 
Relevant Link: MySpace
... I utilize MySpace to keep my fans informed about my band’s shows, 
reviews and recent news to get them involved and increase attendance at 
live performances...

 N
Navigation — Menu of links and/or buttons that enables users to move 
from one web page to another within a site. (n.1)
 
New Media — Term meant to encompass the emergence of digital, com-
puterized, or networking information and communication technologies. It 
revolves around the concept that there are new methods for communicat-
ing, characterized by collaboration and participation. This makes it easier for 
people to have a voice in their community and even in the world. (n.2)

Ning — Online platform that allows users to create their own social net-
works and social websites within one big Ning community. It attempts to 
appeal to users who want to create networks around specific interests, but 
have limited technical skills. (n.3)

O
Online Community — A group of people that interacts and communi-
cates using online tools such as e-mail, instant messaging or message boards 
as opposed to face-to-face communication. People participate in online com-
munities often for social reasons, but also for professional and educational 
reasons as well. (o.1)

m.2 Microblog 
example from Twitter:

m.3 Monitoring is significant because it is important to know what 
your fans are saying about your brand and who the influencers are 
that are participating in and leading these conversations. For example, 
Sports Media Challenge uses a proprietary search engine, Buzz Man-
ager, to mine, measure, 
and analyze online con-
versations. Having this 
information enables 
a company to protect 
their brand, learn about 
trends and apply the 
knowledge to create an 
actionable strategy.

m.4 This widget shows 
the most recent visitors (with a mybloglog 
account) to your blog. It’s a great way to 
see who is interacting with your content 
and allows you to reach out to make new 
connections. If one views a lot of blogs with 
these widgets, it can also be a good way to 
get extra traffic to your blog.

n.1 Menu for a top sports blog, The Fat Cyclist:

n.2 Prior to new media, web pages were static places where peo-
ple went to get information. With the emergence of new media, plat-
forms such as blogs and social 
networks have sprung up. These 
are places where people can 
communicate with one another, 
share and spread information 
quickly.

n.3 An example of some ning 
sports communities:

o.1 Fannation is an online 
community. Your fans congre-
gate here to have discussions 
revolving around your brand. They 
are also able to share their pas-
sions, interests, etc. Becoming fa-
miliar with the communities with-
in which your target demographic 
participates  enables you to bet-
ter understand your consumers, 
their wants and their needs.

http://www.sportsmediachallenge.com
http://www.linkedin.com
http://sportsmediachallenge.com/
http://www.fatcyclist.com
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P
Paid Search — A type of advertising in which website owners pay to have 
their websites shown near the top of a search engine results when looking 
for certain key terms. For Google, they appear on the right-hand side of the 
results, and are called “sponsored links.” The fee is usually based on the ratio 
of clicks of the sponsored link versus how many total searches there are for 
those key terms. (p.1)
...I use Paid Search during the Tour de France to place my cycling website 
at the top of the search return results during prime industry season...

Peer-to-peer (P2P) — Direct interaction between two people in a net-
work. In P2P networks each peer will be connected to other peers, enabling 
further sharing and learning.

Photoblog — Blog that predominantly features photos as opposed to text. 
It is a form of photo sharing and publishing in the format of a blog. This type 
of blogging became popular in the early 2000s when camera phones and 
mobile blogging became more mainstream. 
Relevant Link: Photoblog - Dangerous Sports

Podcasting — Distribution of radio shows on the Internet. A series of 
audio or digital video files distributed over the Internet through web feeds 
to be listened to either on a computer or MP3 device. What distinguishes 
a podcast is its ability to be syndicated, subscribed to and downloaded im-
mediately when new content is added. (p.2)

 R
@replies — By putting the ‘@’ sign in front of a person’s username on twit-
ter you generate a reply that directs a message to a specific person.
... If I am trying to send a message to Kathleen Hessert that I don’t mind 
other people seeing I would send:
@KathleenHessert - Have you checked out The_Real_Shaq ‘s most recent 
Twitter messages?..
 
Retweet — When you send a message that someone else has already sent 
to your followers. To do this you simply send out their same message, but  
use RT and @insertnamehere in front of the message.
Ex: RT @KathleenHessert - Make sure you check out Mack Brown’s happy 
birthday message to Joe Pa! (r.1)

RSS Feed — Really Simple Syndication or Rich Site Summary is a web feed 
format that delivers frequently updated content such as blogs and news. It 
provides a way for people to stay informed by pulling information, stories, 
etc. from specified sites and putting them all in one place (ex: Google Feed 
Reader). This saves time because subscribers don’t have to visit each site 
individually. (r.2)

 S
Second Life — 3D virtual world where residents create their own images 
and avatars, socialize, connect and create. Relevant Link: Second Life

Sidebar — Column(s) on either side of a blog. The area is often used for 
contact information for the blog’s author, a blogroll, subscriber information,
 the blog’s categories, and various widgets. (s.1)

p.1 This is important because it allows your company to pay a fee 
to make their website more prevalent on a search engine. In theory, 
your website will get more exposure because it will appear higher in 
search results for key terms regarding your brand. Also, it allows you 
to see what kind of competition you might have for a keyword. For 
example if I am a supplement company and I search “weight train-
ing,” I can see who my competitors are and which ones are paying for 
advertising via search engines.

p.2 Podcasting is a way for fans to absorb your content on their 
own time. Before, fans had to tune into a radio show at a certain 
time, but with podcasting they can listen to the show whenever it’s 
convenient and even from an ipod or other MP3 player.

r.1 In Twitter, if someone sends a message you find interesting or 
that you think would add value to the lives of your followers you can 
retweet it. Research indicates that consumers trust word of mouth 
from people they know more than anyone else. Because of this, being 
retweeted is an honor, and reinforces the fact that you are provid-
ing interesting content. Keeping up with retweets is also important 
because it allows your brand to see what type of information is being 
spread, and by who. 

r.2 Video: RSS Made Simple

s.1 Sidebar

http://www.sportsmediachallenge.com
http://blorgens.blogspot.com/2008/02/worlds-most-dangerous-sports.html
http://secondlife.com
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s
Site Meter — Service that provides a counter and tracking information for 
websites. It monitors and reports on information about visitors, including 
how they reached the site, what operating system they’re using and the date 
and time of their visit. Log IP addresses and Java Script or HTML are used to 
track visitor information. Relevant Link: Site Meter Home
 
Skype — Application that enables users to make phone calls over the Inter-
net. This service is free between Skype users. Other features such as chat, file 
transfer and video conference make Skype a valuable tool for businesses.
... we use Skype to communicate with our parent company in Italy while 
avoiding long distance charges... 

Social Bookmarks —  A method for Internet users to store, search, orga-
nize and share web content they think is valuable. Some of the most popular 
social bookmarking sites are delicious.com and stumbleupon.com

Social Media — Online word of mouth that uses internet-based tools to 
share and discuss information. Social media differs from mainstream media 
in that the tools are relatively inexpensive and anyone can create and access 
information. The content is often unedited in nature. (s.2)

Social Network — A social structure made up of individuals or organiza-
tions (nodes) that are tied by one or more specific types of interdependency 
(i.e. passions, friendships, values, etc.)

Social Networking Site (SNS) — An online website that lets users cre-
ate public profiles, form relationships, and build communities of people who 
share interest and activities. These websites usually have ways to message 
other users via e-mail, instant messaging, discussion forums, etc. Examples of 
social networking sites are Facebook, MySpace, and LinkedIn.

Social Software — Software systems that enable computer-mediated 
communication where users interact and collaborate. E-mail, blogs and in-
stant messaging are forms of social software.

Sports Blog Index™ — The Sports Blog Index is Sports Media Challenge’s 
ranking of the top sports blogs on the internet. The formula for ranking the 
blogs and determining the index is based on three main criteria: influence, 
community, and relevance.  Sports Media Challenge has a general sport blog 
index, as well as specific indexes for each major athletic league or associa-
tion. Relevant Link: Sports Blog Index

Subscribe — To opt-in and give someone permission to send you their 
messages. Many fans subscribe using a feed reader or through e-mail. (s.3)

Syndication — When your website or blog material is made available to be 
distributed online. This often refers to having a website feed available so that 
others can be notified and view recently updated content.

T
Tagging — A practice commonly used in blogs where the creator assigns 
keywords (tags) to their content to identify posts within the site/blog as a 
category or topic. This helps describe the post and allows it to be found again 
via browsing or searching. (t.1)

s.2 Using social media for marketing purposes allows you to listen 
and engage your community and fans. It is one of the least expensive 
forms of marketing, and a great way to convey a more human-side of 
your business that will resonate with your fans. Social media market-
ing helps you build links that have the potential to positively influence 
your position in search engine rankings. It also drives traffic to your 
website and blog where visitors can be converted to returning fans. 
Finally, it is a great way to compliment other marketing efforts.

s.3 When fans subscribes it means they care enough about the 
content you are providing to give you permission to deliver it directly 
to them. Subscribers make up the core...

t.1 Ex: Here are some tags that appear at the end of a post from 
a popular social media blog:

http://www.sportsmediachallenge.com
http://www.sitemeter.com
delicious.com
www.stumbleupon.com
http://www.facebook.com
http://www.myspace.com
http://www.linkedin.com
http://www.sportsmediachallenge.com/sportsblogindex/current_index.asp
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t
Tag Cloud — A visual depiction of words used to describe tags. These 
clouds usually feature the tags (assigned keywords) in alphabetical order with 
the more prominent tags featured in larger or bold font. This enables users 
to identify the most popular tags on that particular site and click on them for 
topics surrounding those tags. (t.2)

Technorati — An internet search engine that features real-time search for 
user-generated content, as well as popularity indexes. They are also respon-
sible for the “State of the Blogosphere” report issued each year. Relevant 
Link:  Technorati Home

Thread — Strands of conversation. On an e-mail list or web forum they 
will be defined by messages that use the same subject. On blogs they are less 
clearly defined, but emerge through comments and trackbacks. Threads are 
most commonly found on discussion forums. (t.3)

Trackback — A type of linkback between web authors. It allows web au-
thors to see who is linking to and referencing their content. Trackbacks usu-
ally show up in the comments section of a blog and have the link of the blog 
that has linked to and shared your content.

Twellow — A search directory for Twitter by area, expertise, profession or 
other attributes. Relevant Link: Twellow (t.4)

Twitter — A free social messaging tool that lets users participate in social 
networking and micro-blogging. This services allows users to send and read 
updates that are only 140 characters long (known as tweets). 
... I use Twitter as a tool for networking, sharing links to pertinent infor-
mation for my fans, publicizing events, news, blog posts, and much more...

Twitter Search — A search engine (like Google), but specifically for Twitter. 
Relevant Link: Twitter Search (t.5)

U
Unique Visitors — A count of how many different people access a web-
site. For example, if a user leaves a site and then returns five different times 
during a measurement period, that user will only be counted as one unique 
visitor but count as five “user sessions.” (u.1)
... I monitor the number of unique visitors on my site to get an accurate 
count of how many individuals visit my site each day...

User Generated Content — Unedited content contributed by ordinary 
people on blogs, discussion boards, video sharing sites and social networks. 
(u.2)

V
Viral — Designed to spread. If a project or video is viral, it has a strong 
component of word of mouth communication. People attempt to create viral 
videos that are unique and interesting so that people will share them with 
others (i.e. OfficeMax’s Penny Pranks campaign), but sometimes they just 
spread spontaneously.

t.2  ex. Tag Cloud:

t.3  Thread

t.4  Twellow
 

t.5  Twitter Search

u.1 Different from regular page views and hits, unique visitor 
numbers are a more accurate indicator of the size of your audience. 
If you counted only the number of page views, one person visiting your 
web page/blog 100 times a day could dramatically skew your traffic. 
Counting unique visitors lets you know exactly how many different 
people are viewing your content.

u.2 User generated content provides you with an idea of how 
others feel about your product, brand, company, service, etc. Compa-
nies sometimes hold contests asking for user generated content to get 
a better indication of what consumers think of their brand. Addition-
ally, this content can serve as marketing to evangelize a brand, and is 
usually seen as more authentic because it comes from regular people 
and not the company.

http://www.sportsmediachallenge.com
http://technorati.com/
http://twellow.com/
http://search.twitter.com
http://www.youtube.com/user/pennypranks
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v
Virtual World — An online, computer-based environment that simulates 
our physical world or a fantasy world. Users are usually depicted by an ava-
tar or other representation of themselves. Second Life is one of the most 
popular virtual worlds.
... Our fans/consumers participate in virtual worlds, discussing sports and 
entertainment with other fans from all over the world...

Vlog — Vlog stands for video blog. The entries are videos often accompa-
nied by some supporting text and/or images. Vlogs are typically updated with 
regular frequency. Relevant Link:  The Sports Vlog
... I use a vlog format to promote my new film in the format of streaming 
movie previews...

W
Web 2.0 — Term that describes the changing trends in the way the world 
wide web is being used. Web 2.0 aims to increase creativity and collabora-
tion, while allowing for secure online sharing. It is marked by the emergence 
of blogs, wikis, social networking sites, and video sharing sites. (w.1)

Web Conference — Live meetings or presentations over the Internet that 
allow people in different parts of an office, the country, even the world to 
connect from their respective computers.

Webinar — A seminar on the web. This type of web conference is more 
one-way in nature in that the speaker typically talks with limited action from 
the audience.

Widgets — Stand-alone applications that can be embedded in other ap-
plications, like a website or a desktop, or viewed on its own on a PDA. These 
may help you to do things like subscribe to a feed, do a specialist search, or 
even make a donation. Relevant Links: Popular Widgets 

Wiki — Web page, or set of pages, that can be edited collaboratively. The 
best known example is wikipedia, an encyclopedia created by thousands of 
contributors across the world. Once people have appropriate permissions 
- set by the wiki owner - they can create pages and/or add to and alter exist-
ing pages. (w.2)

Word of Mouth Marketing (WOM) — Marketing efforts that take ad-
vantage of social networks and other mechanisms outside traditional media 
to promote initiatives. WOM attempts to utilize personal relationships be-
tween people and communities to advance a specific message, product or 
service.
... As a consumer I trust the recommendations of other consumers more 
than most other types of advertising. It’s to no surprise that this is true 
of people in general...

Y
YardBarker — Sports news, commentary and humor submitted by fans 
and celebrity athlete bloggers. This serves as a central network for sports 
bloggers of all kinds. Relevant Link:  Yardbarker Home 

YouTube — A video sharing website where users can upload, view, and 
share video clips. YouTube has made it possible for anyone to post videos 
that have the potential to be seen by people all over the world in a matter of 
minutes. Relevant Link:  YouTube Home (y.1)

w.1 Your fans are in charge now. They can use all of the web 2.0 
tools to start their own conversations, predict, share, start rumors, col-
laborate, and talk sports. They are already in this space discussing your 
team or your brand, so it is important to understand web 2.0 so you 
can listen to what is out there and know how to respond effectively.

w.2 Wikis are a good way for people to write a document together, 
instead of emailing files to and fro. You don’t have to use wikis for col-
laborative working - they can just be a quick and easy way of creating 
a website.  Although wikis are easy to use, that doesn’t mean everyone 
in the a group will commit to their use with similar enthusiasm. 

y.1 Your fans could be using YouTube to post videos discussing your 
team or your brand. They could be advocating your brand, or they could 
be bashing your brand. Familiarizing yourself with YouTube will help 
you see what types of videos are out there about your company.

http://www.sportsmediachallenge.com
http://sportsvlog.blogspot.com/
http://www.widgetbox.com/search/?q=list:MOST_POPULAR
http://www.wikipedia.com
http://www.yardbarker.com/
http://www.youtube.com/
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A
Adsense — A Google created ad program that allows websites to generate 
revenue. The website earns money each time a visitor to the site clicks on 
the ad. This technology is most appealing because it isn’t an in-your-face or 
pop-up style ad, and actually tries to match itself with the content on the 
site. (a.1)
... This is one way I earn extra income on my website as fans click on the 
relevant ads on my page...

Adwords — The advertiser program from Google that populates the ads 
for adsense. Adwords offers both pay-per click (PPC) advertising and site-
targeted advertising. If you paid for an ad, a link to your blog/web page would 
be placed where relevant.

Aggregator — A web based software or application that collects syndi-
cated web content (news and blogs), in a single location for easy viewing.
... My niche is college football. I subscribe to various college football re-
lated blogs using a feed aggregator that pulls the content from those blogs 
as they are updated and it is all delivered in a convenient e-mail. This is a 
great way to keep my finger on the pulse of other sports, entertainment, 
and lifestyle niches...

C
Chicklet — A feed button that typically contains a feed reader logo and has 
a specific blog or feed information attached to it. It is usually coded such that 
users can easily subscribe to the website’s feed. (c.1)

Comment Spam — The action of commenting on a blog (often artificially, 
using robots) with the sole purpose of generating an inbound link promoting 
commercial services. These links can increase a site’s search engine ranking 
and help the spammer’s site rank ahead of competitors.
... An example of this would be companies posting irrelevant advertisements 
in your blog’s comments section. If you’re blogging about Big 10 Football, 
and in the comments section, they leave something like, “Click here for in-
expensive teeth whitening,” this is definitely comment spam...

Cookie — Small text files that improve overall site experience, a cookie is 
a piece of data stored on the user’s hard drive containing information about 
the user. They are used for authenticating session tracking (state mainte-
nance), and maintaining specific information about users, such as site prefer-
ences.

Creative Commons License — A licensing concept that lets you dictate 
how people use your work. It lets you navigate in between all rights reserved 
and full rights reserved. You keep your copyright but it allows others to copy 
and distribute you work provided that they do so on your terms and give 
you credit. Relevant Link: Creative Commons

D
del.icio.us — A social book marking manager online that enables you to 
bookmark your favorite links, tag them, categorize them and share them with 
others. Relevant Link: del.icio.us (d.1)

a.1 Adsense example from Google

c.1 Most websites display a button that looks like the one below. 
Readers will click on this button when they want to subscribe to your 
blogs’ content.

d.1 del.icio.us

http://www.sportsmediachallenge.com
http://creativecommons.org/about/
http://delicious.com/
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d
Digg — A website that allows users to discover and share content from 
anywhere on the Internet by submitting links and stories and then voting and 
commenting on the pieces. The most popular or ‘dugg’ stories are featured 
on the digg homepage where they inevitably receive a large surge in traffic. 
Digg was founded by Kevin Rose in 2004. Relevant Link: Digg Home (d.2)

E
Embed — Copying HTML (or another coding) from one site into another. 
This is often beneficial practice for videos and widgets.
... On my sports blog, I want to show the top 5 dunks from the NCAA 
tournament from YouTube. I embed the HTML coding from those respective 
YouTube videos onto my blog so that the entire video, not just the link, 
shows up on my page...

F
Feedblitz — Provides RSS and blog e-mail subscription services. Offering 
RSS by e-mail gives affords the opportunity to improve reach, since not ev-
eryone wants their feeds syndicated into a reader or web browser. 
Relevant Link: Feedblitz Home
... I’m a fan who reads several blogs regularly, but I don’t have time to go 
to each separate one every day. Using the Feedblitz service allows me to 
subscribe to many blogs so that each time one is updated, I receive that 
post via e-mail...

Feedburner — A web feed management provider (tool) that provides cus-
tom RSS feeds and management tools to bloggers, podcasters, and other 
web-based content producers. It enables them to manage RSS feeds and 
track subscribers. It ‘burns’ content into a simple format for readers to sub-
scribe. Relevant Link: Feedburner (f.1)

Feed Reader — An open-source aggregator that supports RSS and Atom 
feeds, subscribed to by the user, so that specific content or search results 
arrives in their reader. Google reader is probably the most popular reader.

 

H
Hits — Requests made to a web server for a file (most often a web page, 
but also images, JavaScript, etc). Because web pages can have more than one 
file embedded (i.e. various images on the page), the site can have more than 
one hit per page load. As a result, hits are not considered a very accurate 
measurement for website popularity. Unique visitors or page views are a bet-
ter measuring tools for this type of evaluation.

L
Linkbait — A piece of content within a website designed to entice (or bait) 
other websites, bloggers, content producers, etc. to link back to that content 
from their own page. (l.1)

d.2 Digg

f.1 Just like FeedBlitz, Feedburner lets fans read your blog posts in 
an easier fashion, except it allows users to receiving updates via e-mail 
and in a feed reader.

l.1 Link baiting can incorporate any number of practices, including 
hosting competitions, offering awards, attacking a popular blogger, and 
writing long listing posts. All are ways bloggers try to luer traffic  back 
to their blog.

http://www.sportsmediachallenge.com
http://digg.com/
http://feedblitz.com/
http://www.feedburner.com/fb/a/home
http://www.google.com/help/reader/tour.html


A B C D E F G H I J K L M
N O P Q R S T U V W X Y Z

A B C D E F G H I J K L M
N O P Q R S T U V W X Y ZI

SIDELINE TIPS

R
© 2009 Sports Media Challenge   |   www.sportsmediachallenge.com

M
Mashup — An application that combines two different services to create an 
entirely new service of some benefit. An example might be a website where 
users can put virtual pins on a google map indicating a sporting event in real-
time at a particular location.

Meme — A digital idea that can pass from one person to another via imita-
tion. Often this means one website creating a list of questions, and asking a 
certain number of people to answer them, and then each pass to a certain 
number of people within their network. (m.1)

N
NoFollow — An HTML attribute (or tag) that notifies search engines that 
a hyperlink should not influence the links target ranking within the search 
engine’s index. Its intention was to help eliminate certain types of search 
engine spam, but has spread to blogosphere where many bloggers use it to 
keep people from building backlinks via commenting on other blogs.

O
Open ID — A shared identity service that enables users to sign on to vari-
ous websites using a single digital identity.

Open Source — A development practice that allows other people to 
modify your creations. It encourages other users to add to and improve an 
existing product or service.

P
Permalink — A permanent link most commonly used to create a direct link 
to a blog post after a newer post has taken its place. The permalink is the unique 
URL location of the post after it has been moved to archives. Using a permalink 
enables others to link easily to a post without having to search. (p.1)
... An online magazine just published a review of my new album and I want to 
link to it in my website news section. I use the permalink URL so that the link 
isn’t broken when the publication is updated...

Platform — Essentially something to build on. Examples of platforms are 
Facebook, Linux and other web 2.0 software on which users can build and 
customize a personal space. 
... Platforms are foundations that my fans modify to express their individuality 
and meet their needs...

Plug-in — A computer program that interacts with a host application (i.e. 
web browser) to provide a specific function on demand. The idea is that 
these programs act a plug-ins that can just be inserted into the existing 
system. Browsers such as Firefox and content producing sites such as word-
press offer lots of plug-ins.

S
Search Engine Optimization — SEO is the process of improving both 
the volume and quality of traffic to a website from search engines via natural 
search results. It is used as an Internet Marketing Strategy to achieve higher 
ranks on the search engines by learning how search engines work and what 
people are searching for. Increasing SEO usually involves things such as the 
relevance and the density of the keywords.

m.1 Ex: TheBigLead posts an idea for all sports blogs to post one 
blogging best practice and tags 3 other popular sports blogs (essen-
tially asks other sports blogs to participate). Each of those can choose 
to respond (or not), and then include their own 3 people to continue 
the idea, and so forth. 

p.1 Ex: appearance of numerical link vs. permalink:
http://buzzmanager.wordpress.com/02082008/
http://buzzmanager.wordpress.com/latest_buzz_in_sports/

http://www.sportsmediachallenge.com
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s  
Social Media Optimization — SMO is a set of methods for generating 
publicity through various social media tools and websites. Rohit Bhargava 
first coined the term in 2006.

Stylesheet - Term used in web development using coding language such as 
css (cascading style sheet) or xsl to define the visual layout of the site.

SIDELINE TIPS

TELL ME MORE
Sports Media Challenge (SMC) has been in the forefront of reputation 
management, strategic communications and media training for those in the 
sports, entertainment and lifestyle markets since 1984. Initially known for 
guiding high profile athletes, coaches and executives through the perils of 
media exposure and public speaking, the company has developed a wealth of 
communication expertise much broader and deeper than its origins. Its goal 
is to help clients maximize public exposure and minimize risk by providing 
“best practice” approaches to a wide range of communication needs from 
traditional media training to crisis management and mastering the challenging 
new world of social media.

SMC has a proven track record of providing best in class speaking, training and 
consulting services to emerging stars and seasoned pros, to organizations and 
individuals at the professional, collegiate and Olympic levels. Whether the client 
needs communication strategies or tactics, for an individual or a group, the 
SMC team of professionals delivers. SMC is led by Founder and President 
Kathleen Hessert. SMC clients over the years have included representative 
members of the NFL, MLB, NASCAR, NHL, PGA and ATP Tours.  At the 
collegiate level SMC has worked closely with scores of athletic departments 
including those from Universities such as Penn State, Texas, Tennessee, 
Florida, New Mexico, Colorado, Michigan State and Notre Dame. Individual 
clients include NFL Super Bowl MVP’s Peyton and Eli Manning, NASCAR’s Kasey 
Kahne, Longhorns Coach Mack Brown and NBA great Shaquille O’Neal.”

Sports Media Challenge’s proprietary search engine, 
Buzz Manager™ mines, monitors and analyzes online 
conversations. Buzz Manager has all the research and 
monitoring capabilities of any major search engine, but 
with preliminary focus on social media for the sports, 
entertainment and leisure industries. Buzz Manager pro-
vides clients with in-depth quantitative and qualitative 
analysis including, a buzz score indicating the volume 
and influence of conversation for a specific time period, 
as well as trends and sentiment of that conversation over 
time. Buzz Manager separates itself by providing human 
analysis in every report. Trained analysts review the 
major trends and sentiment of posts in an effort to 
highlight actionable information to clients. The analysts 
then coach clients in how to take action, engage the con-
versation and lead the discussions about their brand.

For more information on our buzz monitoring and buzz 
building services please contact us here.

http://www.sportsmediachallenge.com
http://www.sportsmediachallenge.com/buzzmanager/index.html
http://www.sportsmediachallenge.com/contact/
http://www.sportsmediachallenge.com/buzzmanager/index.html
http://www.sportsmediachallenge.com
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