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Interaction Types
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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)
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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— |
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Commercial Social Networking Sites
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