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Interaction Types
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1. Social 
Fills a basic human need to create relationships and connect with others.

2. Support (Emotional)
Provides peer emotional support for people seeking guidance or help in some 

aspect of their personal or professional lives.

3. Resource(s)
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.

4. Service(s)
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.

Examples

Why Do We Join Social Networks?

MayasMom.com

FaceBook, MySpace, 

Friendster, EONS

LinkedIn, WikiPedia

LinkedIn



5. 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)

6. Recognition 
Social networks often provide public recognition for an individualôs expertise. 

7. 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.

8. 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.

LinkedIn, FaceBook, 

MayasMom

Flickr, MySpace, 

LinkedIn

MayasMom.com, 

Facebook, 

LinkedIn, DailyKos, 

EONs

Amazon, eBay, 

blogs

Examples

Why Do We Join Social Networks?
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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)



Commercial Social Networking Sites

*3-13-08 

Compete.com


