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Why Do We Join Social Networks?

Examples

Social FaceBook, MySpace,

Fills a basic human need to create relationships and connect with others. Friendster, EONS

Support (Emotional) MayasMom.com
Provides peer emotional support for people seeking guidance or help in some
aspect of their personal or professional lives.

Resource(s) LinkedIn, WikiPedia
Provides members with information crucial to their lives whether personal or

professional. This information is largely provided by peers, but can also be

provided by network providers.

Service(s) LinkedIn
Provides members with services important to their lives whether personal or

professional. This information can be provided by both peers and network

providers. Ex. Stock advice.




Why Do We Join Social Networks?

Credibility/Trust

People frequently join social networks because a personal level threshold of trust has
been established between the new member and the network provider or between the
new member and a trusted source (i.e., friend, co-worker, publication)

Examples

LinkedIn, FaceBook,

MayasMom

Recognition

Amazon, eBay,

Social networks often provide public recadlggsi ti on

f

(0]

Self Promotion
Social networks are often used to promote oneself, product, or service. MySpace, for
example, grew out of the grassroots efforts by small bands to distribute their music.

Flickr, MySpace,
LinkedIn

Self Definition

Many people join social networks because they personal identify with that network.
FaceBook was initially targeted and used exclusively by college students,
LinkedIn.com is for business professionals, EONS.com is for the baby boomer
generation.

MayasMom.com,
Facebook,
LinkedIn, DailyKos,
EONSs




Levels of Participation

Creators

Publish Web pages, write blogs, upload videos
to sites like YouTube

37% (Age: 18-21); 30% (22-26); 19% (27-40)

Critics
Comment on blogs and post ratings and reviews
37% (18-21); 34% (22-26); 25% (27-40)

Collectors

Use Really Simple Syndication (RSS) and tag
web pages to gather information

16% (18-21); 18% (22-26); 16% (27-40)

Joiners
Use social networking sites.
70% (18-21); 57% (22-26); 29% (27-40)

Spectators

Read blogs, watch peer generated videos, and
listen to podcasts

59% (18-21); 54% (22-26); 41% (27-40)

Common Knowledge

The McGraow Hill Companies

BusinessWeek

WEB STRATEGIES THAT CATER TO CUSTOMERS

June 11, 2007

Social media usage is still small but growing fast

Blogs. Podcasts. Video-sharing sites. Social networks. Here’s a April 2006 Aoril 2007
word of advice for companies scrambling to become a part of 1
these conversations. 1t’s not enough to build a hub in Second Life +6680/o | weo
or create a profile on MySpace.com. It's time to shift your focus g.ge | Teste
away from trying out every high-tech platform that comes across n i |
your in-box. Instead, home in on your customers. Almost every -y i
demographic group you can think of is engrossed in the Web these But very few users create content
days, and users are getting smarter about their tools. It won’t take YouTube Flickr Wikipedia
long to find the consumers who care about what you're doing— |
and tune in to what they’re doing. \_ Vi
. - Emepna
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Commercial Social Networking Sites

Monthly Monthly Change in Total Visits from
VWebsite Visitors Visits February 2007

1 FIYSEIAcE. COm Bh 744 Fd41 I -1%

z facebook com et R FRE A E B30 %

£ classmates com 11,978 06% Fedag Nz 11%

4 tyyearbook . com £ Ma T e 20,022 450 Z84%

& biebio com 540 465 13,082 3350 %

£ livrejournal.com 200 205 16,649 OF% 10946

7 blackplanet.com 2105 064 13,746 246 A%

g hig com g WA e 11,528 A5% 1%

] linkedin com & ERg 407 11,156 614 TEAY
10 tagued.com 2 ETE 61 10,5558 014 11%
11 FRLINION.COm 6741 Era 10,109 233 25%
12 260 yahoo.com 2 BELETT 9 8ah 483 -51%
13 e Corm &34z 502 9 609 950 2%
14 Triencater com 1 867 423 g 626 622 26%
15 arkLit com 469 B4 TR Bag T4%
16 flixster com 2211 187 B 782 495 11%%
17 fubar com 1 667 263 610 080 FET2ET%
1% fickle com 2105, 741 220 987 £1%
14 cafemorm com 1,672 240 £,004 B4 495%h
20 ¥anga.com 1,897 346 g A -BES
21 WLIELL GO 921 186 b A%E BET 14000%%
22 Twitter com B9 521 4 168 D26 4 ZE2%% %3.13-08
23 [ Ealiy] 1,181,104 2,216 5950 dE02% Compete.com
24 urbanchat.com 286 T35 25047 TTE 1 60% '
25 asiantomr net 147 0249 2828 M5 2%




Development & Use of SN Sites

MySpace Users Facebook Users  Online Population  U.S. Population
2006

Population
(in millions)
Males 48% 43% 48% 49%
[Females 52% 57% 52% 51%

Age Demographics

lUnder 18 23% 55% 20% 26%
Adults (18+) 77% 45% 80% 74%
User 21 to 34 22% 14% 17% 20%
[Users 35 to 49 30% 12% 28% 23%
lUsers 50 to 64 14% 6% 23% 15%

szers 65 and over 2% 1% 9% 12%

Source: Nielsen/Netratings data, Nov 2006 & U.S. Census Bureau i 2000 Census



Population
(in millions)

Males

[Females

Racial Breakdown
[White
Black
Asian

Other

MySpace Users

48%
52%

87%
9%
3%
1%

Development & Use of SN Sites

Facebook Users  Online Population

43%
57%

89%
8%
2%
0%

2006

48%
52%

89%
8%
2%
1%

49%
51%

80%
13%
4%
3%

Source: Nielsen/Netratings data,

Nov 2006 & U.S. Census Bureau i 2000 Census

U.S. Population




Development & Use of SN Sites

MySpace Users Facebook Users  Online Population  U.S. Population
2006
[Population (millions)

Males 48% 43% 48% 49%

[Females 52% 57% 52% 51%

Household Income

|_ess than $25,000 6% 4% 6% 28%
$25,000-49,999 22% 18% 23% 23%
$50,000-74,999 10% 29% 27% 18%
$75,000-99,999 20% 19% 19% 11%
$100,000-149,999 15% 18% 16% 10%
$150,000+ 7% 11% 8% 9%

Source: Nielsen/Netratings data, Nov 2006 & U.S. Census Bureau i 2000 Census



Interaction Content
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Socilal Network Continuum

>

> Web5|te domln

D]

-

N Member interactio Member
= driven
5 by content

S UGC limited to  UGC Mildly

S No UGC Rating & Integrated into

o Comments home & sub pages

Typical .

Nonprofit TODAY "

Common Knowledge Wednesday, September 24, 2008




Empowerment

Social networks ensure that members decide what,
when, and how they want AND distribute information.
i EXx. Facebook

Social networks provide tools necessary to easily
pursue their objectives for joining themselves
i EX. Flickr

Social networks mark a shift away from hierarchical
distribution of information and messaging to a flatter
model: Peer-to-peer sharing

Common Knowledge Wednesday, September 24, 2008



Sharing

Sharing is the social part of a social networking
Gossi p, Whatos New, Coul d

Successful social networks facilitate sharing at all
times

Sharing can happen between members and non-
members, friends, colleagues, family, or simply people
who share common interests on the social network

Sharing also means sharing (and less control over) an
organi zationod6s message

Common Knowledge Wednesday, September 24, 2008



Us er

Article Comments

Photo Comments

Discussion Posts
Blog Posts

Blog Post Comments

Group Directories
Friends
Photos

Centr

) S— PN
Wasscnot

By [y weterog e w30 % S ) et oy 4
e

n -
Wennage b Ok et

Sy Bare e mwe Seng e 0 e I e S dewn o @ vt
omatew |

Forum POst send 15 e sy Leters et S Sat

W Wy Frends

e
D )

ot 04 £33 s,

So0 vy
WESALE e voue
@ you o \Walgreens

Vex otwon Rersols

Fobet & vme ot o watnms
fx Capm Cot. Mwwas

W= HomeAway

Property Owear
Wre
3 & rtwre 1w

T he

Articles

Photo Galleries

Forums/Groups

Discussions

Topical Blogs

Review Topics

Other Personas

Activity Feed J

Common Knowledge

Wednesday, September 24, 2008

PT1io f




The

Article Comments
Photo Comments
Discussion Posts
Blog Posts
Blog Post Commen
Group Directories
Friends

Photos

facebook

Search v

Applications edit
@ Posted Items

D Notes

Photos

n Groups

E Events

Marketplace

Q Causes

v more

IS

Profile edit

Friends v

PayPal

Add new friends
View Hoyas fan page
Edit My Profile

1 am online now. S

/EANP @G S
@ & WE

Networks v

e 0S

Inbox (1) v

home account privacy

Joel Bush
What are you doing right now?

Networks: Los Angeles, CA
Georgetown Alum

Sex: Male

Relationship Status: Married

Looking For: Friendship

Birthday: February 11, 1976
Gaithersburg, MD

Political Views: Moderate

logout

¥ Mini-Feed

Displaying 10 stories. See Al

Yesterday

& Joel has added new friends since the last visit to More Friends, 11:24
Here are the friends Joel has added: Yashar Hedayat, Ann Turtle, David
Wolf, Brigette Hunley, Jim Kennedy

251 Joel and Christina Martinez are now friends. 5:152~

¥ Friends
107 friends. See All
; Meredith
= Hayman
LisaYee PhilipTate Hanson
. ' Jessica
S. Guim Nick Burke
Barbour  Velasquez Langston

January 15

& Joel has added new friends since the last visit to More Friends. 11:35

Here are the friends Joel has added: Yashar Hedayat, Ann Turtle, David
Wolf, Brigette Hunley, Jim Kennedy

January 14
& Joel has added new friends since the last visit to More Friends. 12:01

Here are the friends Joel has added: Yashar Hedayat, Ann Turtle, David
Wolf, Brigette Hunley, Jim Kennedy

28 Joel joined the group Los Angeles County Democratic Party, 8:2ézn

January 13

& Joel has added new friends since the Ia Bpliare Friends. 12:04

Here are the friends Joel has added: Yashar Hedayat, An
Wolf, Brigette Hunley, Jim Kennedy

¥ Friends in Other Networks

Common Knowledge
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Profiles as User Directory Hub

Article Comments Articles
Photo Comments Photo Galleries Article Comments Articles
Discussion Posts Photo Comments ;
Forums/Groups Photo Galleries
Blog Posts Discussion Posts
Discussions Forums/Groups
Blog Post Comments Blog Posts
Article Comments \ -o-'-'—:: — Chiasmse Discussions
Group Directories \? Blog Post Comments
Photo Comments Topical Blogs
Reviews i = Group Directories
Discussion Posts
Photos g g Reviews Review Topics
— - Blog Posts
= Photos Other Personas
Blog Post Comments = =
Topical Blogs
Group Directories
Revions Review Topics
Photos . Other Personas

Personas act as connective tissue between Content and Users
|l nterconnected paths constitute the us

Along the way these paths accumulate measurable points of value:
i Time-on-site = education
i User registrations
i Advocacy actions
i User generated content
i Volunteers

5

5
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Ladders of Engagement for OSN

Views an article with Reads and recommends Clickds on t ! e Findsiasogher tery
comments another user|6s ¢ o0 nmRBESMNA reference in Persona

AN | & =

Reads a public blog entry Submits a blog post Blog post approved, gets Receives Persona
big exposure messages

&1 = &7 B
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Ladders of Engagement for OSN

Views a Public Photo Uploads a Photo Receives a photo Invites user to connect
Gallery comment from a user as friends

& - S

Encourage action via Capture Emaill Add to marketing Advocacy/Fundraising
bulletin, widget, etc. channels appeals

1 /
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Utility/Needs Fulfillment

Social networks fill one or more needs of the
member (see why we | ol
a strong reason for visiting, joining, and
returning to the community

Because needs vary dramatically, a wide range
of engagement options are typically required

Common Knowledge Wednesday, September 24, 2008



Community Development

Identify Your Audience
Focus on audiences with shared values, interests, needs, motivation i community
should center around audience personal/professional life priorities

2. ldentify the Need
Establish a clear need that your organization/community is fulfilling

3. Seed Rich Content
Before the community creates its own, provide content that will entice users to
come by and sign up

4. Make Sharing Easy
Whether its photos, videos, or blog posts, members should always have the
option to share content with each other

5. Seed the Community
Identify key members to help seed the community ahead of time with content
(bl ogs, photos, groups, etc.) to avoid

Common Knowledge Wednesday, September 24, 2008



Birth of a Community

6. Leverage existing community
If you have a large database of online/offline supporters i make sure these
supporters are the first to be invited when the site launches.

7. Allow for Organic Growth
Sometimes users take a community in a different direction than anticipated i
avoid fighting this natural change and work with members to improve their
experience based on how they are using the site.

8. Leverage Other Social Networks
FaceBook, MySpace, and others are not competitors. Provide tools on these
net works that draw attention to SCO06s o

9. Marketing and Promotion
You wi || most | ikely sell what you mar

Common Knowledge Wednesday, September 24, 2008



Case Study

International Fund
or Animal Welfare

300,000 Actions for 300,000 Seals (SO

Join the fastest growing community of seal The Canadian seal hunt is cruel and puts the harp seal species at risk.
activists in the world. Roll your cursor over the

———
seal photo below to meet other activists from
around the globe. Then, glick here o ioin Actions Taken: 89,930

Actions Needed: 300,000

Search: Find your profile or search for fellow activists [ | (s

= A Abhilasha s
Bangalore,
- India
v | clickto see mors info
k T
T

Latest Seal Hunt News | Canada's 2007 c: ercial seal hunt starts tod:

0,000 seal pups are set to be slaughtered

End The Seal Hunt Today! Seal Hunt Fat:‘tmsh P Seal Videos and‘Pt:etuoTs :
7 o Why the S SR L]
More than 300,000 seals will be F—w » Seals on Flickr

ruel
* \Why the Seal Hunt is
insustainabl

Top Three Seal Hunt

cruelly Killed this year. 98% of the
seals killed in the past 2 years were
between 2 weeks and 3 months old.

— Why IFAW? Spread the Word to Save

4 ‘ Your gift puts IFAW on the | IFAW has led the fight to — Seals

ice to document the crustty stop the cruel slaughter of T
of the seal hunt, fight for "SI <3l pups since the 1960's i
more seal product bans in resulting in the import ban of Fedex
Europe and conduct vital , nevibor whitecoat seal pelts

research to help save seals in 1985. Today. with offices

in 15 countries. IFAW is the
world's leading animal welfare organization
fighting to save seals both on the ice and
through vital scientific and market research.
Read more >>

Contact Us | Privacy Policy | Site Map | Terms of Use

Copyright ©2007 International Fund for Animal Welfare, PO Box 193 - 411 Main Street Yarmouth Port, MA 02675
A Better World for Animals /e

1d People




Home | Take Action | Donate | Learn More | Seal Hunt Blog | Media Center

IFAW Seal Campaign

300,000 Actions for 300,000 Seals

in the f ing community of seal The Canadian seal hunt is cruel and puts the harp seal species at risk.
activists in the world. Roll your cursor over the
v P —
seal photo below to meet other activists from
around the globe. Then, glick here fo oin Actions Taken: 89,930

Actions Needed: 300,000

Search: Find your profile or search for fellow activists [ | (e

35 I
iy’ A —
2 A
. D
¥
Ay P
£ 8 Abhilasha S b
Bangalore,
India -

Click to see mor info
A T T

Latest Seal Hunt News | Canada's 2007 commercial seal hunt starts today - 270.000 seal pups are set to be slaughtered

End The Seal Hunt Today! ~ Seal Hunt Facts

VWhy the Seal Hunt is
More than 300,000 seals will be ruel
cruelly kKilled this year. 98% of the
seals killed in the past 2 years were
between 2 weeks and 3 months old.

Seal Videos and Photos
a0 5 * Sealson YouTube
o Seals on Flickr

Cruel

Why the | Hunt i
nsustainable

Top Three Seal Hunt

Idyths

Spread the Word to Save
i IFAW has led the fight to Seals
stop the cruel slaughter of
| : seal pups since the 1960's
| resulting in the import ban of
, newborn whitecoat seal pelts
in 1985. Today, with ofices
————"in 15 countries. IFAW is the
world's leading animal welfare organization
fighting to save seals both on the ice and
through vital scientific and market research
Read more >>

Why IFAW?

Your gift puts IFAW on the
ice to document the cruelty
of the seal hunt, fight for
more seal product bans in
Europe and conduct vital
research to help save seals

Fedex

Bookmark our blog reports

Contact Us | Privacy Policy | Site Map | Terms of Use

Copyright ©2007 Intemational Fund for Animal Welfare, PO Box 193 - 411 Main Street Yarmouth Port, MA 02675
A Better World for Animals and People

Total Impressions:
Total Clicks:
CTR:

Community Mbrs

Total $%:

IFAW Seal Campaign Site

33,574,147
29,360
.09%
98,000+

$130K +30%
(YoY)



IFAW Seal Campaign

300,000 Actions for 300,000 Seals (“JoINow™

Join the fastest growing community of seal The Canadian seal huntis cruel and puts the harp seal species atrisk.

activists in the world. Roll your cursor over the

seal photo below to meet other activists from - - - : - : ‘
around the globe. Then, click here to join. Actions Taken: 98,535 Actions Needed: 300,000

Search: Find your profile or search for fellow activists |

Bob C, Niles, MI, USA

"Nobody likes this, except for a few sick, cruel, andor ignorant seal
pup hunters and fur wearers — and shame on them. The rest of us —
the vast majority of people who are aware of this practice - are
appalled by it. Please help us stop it."




IFAW Seal Campaign

Join the Campaign (i

Home | Take Action | Donate | Learn More | Seal Hunt Blog | Media Center

Add Your Profile to the Save the Seals Global
Community

1: Personal Info

Thank you for joining the global community to end the seal hunt. To add your profile and message to
the 300,000 Action for 300,000 Seals homepage virtual montage. simply fill out the form the below

Your Name Your Message Choose an Avatar

First Name: o I

Last Initial
®

2. Personal Message

[ 1 prefer my name to be
anonymous

Your Location

Country:

{chossYourCouinl. (| Lo

c
o O photo for
oy Your
Why do you think it is important to support avatar.

IFAW's Seal Campaign? (Max. chars 250) . -
4: Audio Message
]

3: Avatar or photo

anonymous

Email Address

Sign up for IFAW action alerts

Leave An Audio Message

Call /5~ (508) 623-0406 @ to leave IFAW an audio message. Tell us why you think it is
important to support IFAW's Seal Campaign

Your Phone Number (for caller ID purposes only)
Please enter the number only. No spaces, commas, dashes or parenthesis - i.e. 15551234567
|

[L_PostMyProfile ] [ PreviewMyProfile__] [} Skip this Step.-| Already Posted My Profile 1

Contact Us | Privacy Policy | Site Map | Terms of Use

Copyright ©@2007 International Fund for Animal Welfare, PO Box 193 « 411 Main Street Yarmouth Port, MA 02675
A Better Worid for Animals and People




Home | Take Action | Donate | Learn More | Seal Hunt Blog | Media Center

Take Action to End the Seal Hunt

Canada's commercial seal hunt 2 3 cruel and
yeas have been baby
unds. the Canacian gover

that produces a o
A despite the potentislly devastating efle
sesi hunt quotss 10 the highest levels in history

ct nobody neex

95% of the animals kiled n the past two
glebal warming to harp seal breeding

ths old

hetween 2 weeks 10 3 m

nment has raised the snnu:

Piease urge the Canadian Prms Minister and Canadian Ambasssdo
Pisase add
300,000 Actions for 300,000 S

nd the crustty of the seal hart b
on more efiactive. Al

ompleting the letter below and
er is submited. you will be prompted to enter your profle info

to make your et
ais global community

Message Recipients

Stephen Harper - Prime Minister
© Emai

O Print a Lattar

Michael Wilson - Ambassador

© Emai

O Print a Lattsr

Review the Message

Subject*
End the Seal Hunt

Dear (rocipert nams)

[Sincerely.

] You wil recaive an email confiming that your message was sent. Chack the bax ifyou iould also like to raceive a copy of tis etter

Your Information

“Requred Fics
First Name® I
Lot e
Email Addess® |
Addosstne s [
Addesstine2 |
city* |
stte [Picsse mac  coocion b
O

Couty: ntegstates (]
Newsletter Subscriptions

Sign up for FAW
Action Aletts.

IFAW Seal Campaign

Take Action

Home | Take Action | Donate | Learn More | Seal Hunt Blog | Media Center

Make a Donation to Save Seals

Yes! | want to put an end to the Canadian seal hunt!

Canada's commercial seal huntis crosl and unnecessary. 98% of the seals kiiad in the past
been baby seal pups aged about 2 weaks to 3 months. Your financial gift helps
hunt monitors on the ice, fightfor mare seal product bans in Europe and cond
arch to help save seals

tal scientifc

of

ery doflar spent around the word during the past thres years, more than 83 cents went
rectly to animal welfare programs and institutional costs. To make your donation. please fill
out the fom below

How Much Do You Wish to Donate

© $500.00 Pays for on hour of fight time to brng  seal suneillance team to

ihe ice

L
© 5100 00 Pays for ons day of videotaping the seal hunt to exgose its cruelty 1o the world
00 Fun

ampaigns o prosecute anyone caught abusing seals menthly gift.
© 52500 Pays for a seal hunt ot

rration permit to document ongoing cruey and sbuse

Why Donate to IEAW?
* required informatior

Please confirm your donation amount

Enter Donation Amount Here * s

Personal Information
First Name.

Last h

Email Add

Address Lins 1

Address Line 2

- please make 3 selecton -

Country * United States ™

Payment Information
rdholder's Name

8 Number

d Typs:* Amencan Express ]
Crodit Card Expiraion * March ] 2007 ]

Billing Information
¥ the biing infomation s the sams as the contact
O] information check this bx.
¥ not please il out the information below

Address Line 1

Address Line 2

please make 3 selecton - ¥

United States

L3}

Contact Us | Privacy Policy | Site Map | Terms of Use

wiant to become a Champion for Animats,
logse n i

Make a Donation



IFAW Seal Campaign

1
2
3
4
S
6

Community

: Video Podcast

. Recent Blog Posts
: Recent Comments
. Blogroll

: MySpace Friends
: Tagging



