
The Four Zones of Social Media 



What are the goals of Social Media? 

•  How do social 
networking 
communities 
enable user 
participation 
and sharing? 

•  Why is 
engagement a 
goal of 
brands using 
social media 
marketing? 
What are the 
benefits of 
engagement? 

•  In what ways 
can brands 
utilize social 
networking 
communities 
for branding 
and 
promotion? 





Social Networks 
•  Social 
network: 
participation 
of a 
community of 
members 



Variations in Social networking 

1. Audience and degree of specialization 

2. The social objects that mediate the 
relationships among members 

3. Degree of decentralization or openness 



Social Networking Sites: Audience 
specialization 

Internal  

•  Internal social network 
provides a method of 
communication and 
collaboration that is 
more dynamic and 
interactive 

•  Membership is limited to 
those in an organization 

External 

•  External social network 
is open to people who 
are not affiliated with 
the site’s sponsor.	  

•  Still targets an audience 
–  Jdate 
–  clubpenguin 
–  affluence.org 



h#ps://hbr.org/2015/04/why-‐no-‐one-‐uses-‐the-‐corporate-‐social-‐network	  



Social Community  

•  Social Community 
–  Sharing 
–  Socializing 
–  Conversing 

•  Social networking 
•  Message boards 
•  Forums 
•  Wikis 

•  Build social identity 



Characteristics of Social Fans 

•  Emotional engagement 
•  Self-identification 

•  Cultural competence 
•  Auxiliary consumption 
•  Production 



  Social presence  Earned media   Paid media 

Marketing Applications 



Social Presence: Brands as Relationship 
points 

•  What are the brand’s core values? 
•  What social objects illustrate the values? 
•  What has the brand promised? 
•  What are the aspirational attributes? 
•  What traits are associated with the brand? 
•  What opportunities exist? 
•  What stories bring the brand to life? 
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Be Consistent, Stay in character 



•  Social ads are online display ads that 
incorporate user data in the ad or in the 
targeting of the ad and enable some form 
of social interaction within the ad. 

•  A social engagement ad contains ad creative (image and 
text) along with an option to encourage the viewer to 
engage with the brand (e.g., clickable “Like” button).  

•  A social context ad includes ad creative, an 
engagement device, and personalized referral content 
from people in the viewer’s network. 

•  Organic social ads are shared on a person’s activity 
stream following a brand interaction (such as liking 
the brand).  

Paid Media in Social Communities 







•  Earned reach (the breadth and quality of 
contact with users) gained when people 
share positive brand opinions and branded 
content with others is invaluable because 
of the influence attributed to individual, 
personalized brand endorsements. 

•  Influence posts occur when an opinion 
leader publishes brand-relevant content 
such as a blog post in social media. 

Earned Media and Brand Engagement 



•  Is the brand set up for engagement? 
•  If the brand participates in social media, where 

should the brand be? 
•  How can the brand’s profiles be developed in 

such a way as to reflect the brand’s 
personality? 

•  If “fan pages” exist among brand loyalists on 
social networking sites, how can the brand 
leverage fan sites to better meet its 
objectives? 

•  How can the brand integrate its social network 
presence into other campaign components? 

Is The Brand Ready for Social Communities? 



Social Publishing 

•  Social publishing 
–  Editorial  
–  Commercial 
–  User-generated 

•  Blogs 
•  Media sharing 
•  Bookmarking 
•  News sites 



Types of Content 

•  Blog posts 
•  Feature articles 
•  Microblog posts 
•  Press releases 
•  White papers and  
case studies 

•  Newsletters 

•  Videos 
•  Webinars 
•  Presentations 
•  Podcasts 
•  Photos 
•  More 



Dog shaming: a blog 

h#p://icanhas.cheezburger.com/	   h#p://www.dogshaming.com/	  



What is Authentic? 

•  Editorial 
•  Commercial 
•  Consumer-generated 

– Organic content 
–  Incentivized content 
– Consumer-solicited content 

– Sponsored content 
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Planning and Content 



Content Value Ladder 



Pillar Content: educational content 
readers use, save and share over time.  



Writing Titles with “LinkBait” 

•  Resource hook: 5 tips for great grades. 
•  Contrary hook: Lose weight with 
chocolate. 

•  Humor hook: Obese skunk cuts out bacon 
sandwiches. 

•  Giveaway hook: Save $50 here. 

•  Research hook: 66% of Americans are 
overweight. 



SEO (Search engine optimization) Tactics 

•  White hat 
–  Rule followers 

•  Gray hats 
–  Keyword stuffing 
–  Link exchanges 
–  Three-way linking 

–  Paid links 

•  Black hats 
–  Gateway pages and 
cloaking 

–  Link farms 



Social Entertainment 

•  Social entertainment 
–  Games 
–  Music 
–  Art 

•  Play and enjoyment 



Social Entertainment 

•  Social entertainment 
encompasses the 
digital and social 
forms of 
entertainment media.  

–  Social games 
•  Casual, social games 
•  Socially-enabled video 
games 

•  Alternate reality games 
(ARGs) 

–  Social music 
–  Social television 



What is Social Branded 
Entertainment?  

When brands create owned vehicles of 
branded content, in the form of games, 
music, or film, which is participatory and 
shareable via digital connections,  
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Social Entertainment as Play 

•  Play as power 
•  Play as identity 
•  Play as fantasy 
•  Play as frivolity 



Social Gaming  

What is a social game? 

Social games are 
multiplayer, 
competitive, goal-
oriented activities 
with defined rules  

of engagement and 
online connectivity 
among players. 

Elements of Social Gaming 

•  Leader board 
•  Achievement badges 
•  Friend lists 



Characterization of Social Gaming 

Segments 

•  Casual  
•  Hardcore 

Types  
•  Platform 

–  Hardware/ consoles 
•  Mode 

–  Way the world is 
experienced 

–  # of players 

•  Milieu 
–  Visual nature of game 

•  Genre 
–  Simulation  
–  Action 
–  Role-Play 
–  Strategy 



Game Based Marketing 

•  In-game advertising 

•  Product placement 
•  Brand integration 
•  Advergames  



Why Do Social Games Work  
For Marketers? 

•  Gamers are open to advertising content in games. 
•  Brands benefit when they associate with a 

successful game. 
•  Players identify with the brands their 

characters use, increasing brand involvement. 
•  Branding within a game’s story is an unobtrusive 

way to share a brand’s core message.  
•  Targeting to specific groups is possible. 
•  Marketers can measure a game’s promotional 

value. 



Other Forms of Social Entertainment 

Social Music Social Television 



Social TV 
•  Social TV is technology 

that supports 
communication and social 
interaction in either the 
context of watching 
television or related to 
TV content.  

•  The experience of 
watching TV is enhanced 
by social media. 

•  The phenomenon relates 
to social celebrity and 
the rise of 
“microcelebrities”.  
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Social Commerce 

•  Social commerce 
–  CRM/ service 
–  Retailing/ sales 
–  Human resources 

•  Buying and selling of 
products 

•  Reviews/ ratings 
•  Deal sites 
•  Social store fronts 



Social Shopping 
Social shopping refers 
to situations where 
consumers interact 
with others during a 
shopping event online.  



Decision making process 

Problem	  
RecogniHon	  

InformaHon	  
Search	  

AlternaHve	  
EvaluaHon	   Purchase	  

Post-‐
Purchase	  
EvaluaHon	  





Marketing Value of Social Commerce 
Ra#ngs	  and	  Reviews	   Recommenda#ons	  and	  Referrals	  	  





Social Commerce Strategies 

•  Share tools 
•  Recommendation 
indicators 

•  Reviews and ratings 
•  Testimonials 

•  User galleries 
•  Pick lists 
•  Popularity filters 
•  User forums 



Best Practices 
•  Authenticity: accept organic WOM (including negative 

WOM) 
•  Transparency: acknowledge opinions that were invited, 

incentivized, or facilitated 
•  Advocacy: enable consumers to rate the value of 

opinions 
•  Participatory: encourage consumers to contribute 

reviews and ratings 
•  Reciprocity: acknowledge the value of consumer 

opinions 
•  Infectiousness: make it easy to share 
•  Sustainability: remember opinions online live on 



WOMMA Guidelines for  
WOM Marketing 

•  Educate people about products 
•  Identify people most likely to share 
opinions 

•  Provide tools to make it easier to share 
opinions 

•  Study how, when, and where opinions are 
shared 

•  Listen and respond to supporters, 
detractors, and neutrals 



Influence and Social Shopping 

•  Social proof 
•  Authority 
•  Affinity 
•  Scarcity 
•  Reciprocity 
•  Consistency 
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