Chapter 13

Web 2.0 and the new media landscape:

The first social media started in 1979 by Tom truscott and Jim Ellis was called Usenet.
Social media is the interactive internet-and mobile-based tools and applications that allow users to post and exchange information in real time, facilitating connection, collaboration,and creation of user generated content.
Web 1.0 were composed of static websites, while the web 2.0 was filled with blogs,wikis, and collaborative projects. It’s all about connection, engagement, and participation. Thanks to new technological functionalities, like the RRS, people were able to express themselves to others cost-free. It allowed user to generate content and participate, instead of just becoming user and consumers of the content.
In participatory cultures, social media participants could be:
1) The creators
2) critics
3) collectors(saving,sharing)
4) joiners(connecting, uniting)
5) spectators( reading)
Participatory culture is a culture in which a person is both a consumer and producer.

What is participatory culture?
A culture with three elements:
1) low barriers to creative expression and civic engagement.
2) support and mentorship among members for each other’s creations.
3) feeling of social connection between members and belief that their contributions matter.
Hallmarks of this culture include the following:
1) judgment
2) networking
3) collective intelligence 
4) transmedia navigation
5) appropriation
6) negotiation

What is social media?
It is a tool on the web 2.0 that allows the following:
1) posting and sharing information
2) conducting conversations
3) delivering and exchanging publicly available media content created by end-users,including documents,presentations,photos,and videos.

Businesses implementing social media can capitalize on the opportunity to achieve different goals:
1) Generate traffic
2) developing following
3) attracting recruits
4) creating brand awareness
5) facilitating interaction and engagement
6) generating revenue
7) responding to and mitigating crises

Types of social media
Blogs: is a web page which a person posts his or her writings, opinions, and/or other information, usually on a regular basis.

Best corporate blogs intended for public use include the following features:
1) writing about topics that matter to customers
2) educating customers by offering trend and industry news rather than just news of product launches
3) writing from a personal perspective rather than a seller’s or brand-message perspective
4) providing a view that complements but is different from press releases and other brand-based communications.
Social networks: A website that facilitates communication and interaction between two or more people by allowing them to create profiles, send messages, write status updates or posts, and share photos and videos.

Companies have capitalized by using it for variety of purposes like:
1) create brand community
2) to keep stakeholders and shareholders up to date on products
3) to promote products and services, especially to targeted demographic groups
4) to publicize events, product launches, and contests
5) to carry out marketing research

LinkedIn is the professional version of facebook. Professionals use it to increase their online presence for potential partners, colleagues, and clients. It allows them to be contacted or found easily.

Micro-blogs: a blog whose entries are shorter than those of a traditional blog. For instance, twitter posts are examples of mircro-blogs.
Business organizations use it to:
1) monitor the competition and their latest projects and initiatives
2) monitor customer satisfaction and public perception of their organization
3) share and find professionally related knowledge and resources

Photo- and video sharing sites: A website(such as instagram) that allows users to post and share photos, videos, and multimedia.

Organizations use these sites in a number of ways:
1) to share press announcements and keynote speeches with employees and investors
2) to upload company photos, public service announcements, and commercials
3) to post recruiting videos
4) to capture client, customer, and public feedback on company entreprises, products, and services(comments must be monitored). 

The social media advantage:
Canadians on average spend 45 hours per month online.

Businesses use social media for several purposes and potential benefits:
1) internal and external communication
2) customer identification and profiling
3) customer care, relationship building, and fan loyalty development
4) interaction, collaboration, and engagement
5) brand awareness and product promotion
6) recruitment
7) crowdsourcing

The risks and challenges of Social media:
1) time theft
2) malicious, negative, or damaging employee comments made about employers]leaks of proprietary and/or confidential information
3) damage to brand reputation
4) outdated information
5) use of personal social media by corporate executives
6) corporate identity theft
7) fraud
8) legal, regulatory, and compliance violations

Measuring social media performance:
 Business marketers use social media analytics to monitor sentiments and align them to their business goal.
Social media analytics: Is the gathering and analyzing of social media data, which is used to determine usage trends and measure customer interest.
They could track the following:
1) increases in the number of followers/friends
2) the sharing content among users or the number of one-on-one engagements
3) the conversation from social media consumers to paying customers.
Companies could also track what people are saying about their competitors and their brands.
They use social measurement tools such as:
1) Google analytics
2) Klout
3) Hoot Suite
4) Postrank


