
See discussions, stats, and author profiles for this publication at: https://www.researchgate.net/publication/259528201

Social Media: Past, Present and Future

Article · January 2013

CITATIONS

3
READS

22,290

4 authors, including:

Ajay K. Manrai

University of Delaware

80 PUBLICATIONS   1,613 CITATIONS   

SEE PROFILE

All content following this page was uploaded by Ajay K. Manrai on 07 January 2014.

The user has requested enhancement of the downloaded file.

https://www.researchgate.net/publication/259528201_Social_Media_Past_Present_and_Future?enrichId=rgreq-d8e4ace809689d1fb03bae08b537036a-XXX&enrichSource=Y292ZXJQYWdlOzI1OTUyODIwMTtBUzoxMDQ1NTA3MTExNjkwMjlAMTQwMTkzODI0MDk4NQ%3D%3D&el=1_x_2&_esc=publicationCoverPdf
https://www.researchgate.net/publication/259528201_Social_Media_Past_Present_and_Future?enrichId=rgreq-d8e4ace809689d1fb03bae08b537036a-XXX&enrichSource=Y292ZXJQYWdlOzI1OTUyODIwMTtBUzoxMDQ1NTA3MTExNjkwMjlAMTQwMTkzODI0MDk4NQ%3D%3D&el=1_x_3&_esc=publicationCoverPdf
https://www.researchgate.net/?enrichId=rgreq-d8e4ace809689d1fb03bae08b537036a-XXX&enrichSource=Y292ZXJQYWdlOzI1OTUyODIwMTtBUzoxMDQ1NTA3MTExNjkwMjlAMTQwMTkzODI0MDk4NQ%3D%3D&el=1_x_1&_esc=publicationCoverPdf
https://www.researchgate.net/profile/Ajay_Manrai?enrichId=rgreq-d8e4ace809689d1fb03bae08b537036a-XXX&enrichSource=Y292ZXJQYWdlOzI1OTUyODIwMTtBUzoxMDQ1NTA3MTExNjkwMjlAMTQwMTkzODI0MDk4NQ%3D%3D&el=1_x_4&_esc=publicationCoverPdf
https://www.researchgate.net/profile/Ajay_Manrai?enrichId=rgreq-d8e4ace809689d1fb03bae08b537036a-XXX&enrichSource=Y292ZXJQYWdlOzI1OTUyODIwMTtBUzoxMDQ1NTA3MTExNjkwMjlAMTQwMTkzODI0MDk4NQ%3D%3D&el=1_x_5&_esc=publicationCoverPdf
https://www.researchgate.net/institution/University_of_Delaware?enrichId=rgreq-d8e4ace809689d1fb03bae08b537036a-XXX&enrichSource=Y292ZXJQYWdlOzI1OTUyODIwMTtBUzoxMDQ1NTA3MTExNjkwMjlAMTQwMTkzODI0MDk4NQ%3D%3D&el=1_x_6&_esc=publicationCoverPdf
https://www.researchgate.net/profile/Ajay_Manrai?enrichId=rgreq-d8e4ace809689d1fb03bae08b537036a-XXX&enrichSource=Y292ZXJQYWdlOzI1OTUyODIwMTtBUzoxMDQ1NTA3MTExNjkwMjlAMTQwMTkzODI0MDk4NQ%3D%3D&el=1_x_7&_esc=publicationCoverPdf
https://www.researchgate.net/profile/Ajay_Manrai?enrichId=rgreq-d8e4ace809689d1fb03bae08b537036a-XXX&enrichSource=Y292ZXJQYWdlOzI1OTUyODIwMTtBUzoxMDQ1NTA3MTExNjkwMjlAMTQwMTkzODI0MDk4NQ%3D%3D&el=1_x_10&_esc=publicationCoverPdf


234

12

Social media

Past, present, and future

Lindsay Korenich, Dana Lascu, Lalita Manrai, and Ajay Manrai

Abstract

This chapter reviews past social media developments, examines current social media practices, 
and off ers future projections regarding the role of social media in marketing theory and practice. 
In the process, it provides a comprehensive understanding of social media in all its facets. It also 
off ers conceptual frameworks of past and present social media developments and practices, 
which include, among others, various applications, such as virtual game worlds; content 
communities, such as YouTube and other photo and video sharing communities; user generated 
content such as blogs and micro-blogs; digital video; social networking communities, such as 
Facebook; virtual worlds, such as Second Life, and virtual goods; ratings and reviews and other 
word-of-mouth communities; collaborative projects, such as Wikipedia; and mobile social media, 
among others. Subsequently, it is projected that the future social media technology will 
increasingly result from virtually endless interactions of company/company generated content 
and user/user generated content. Competition and information clutter is also projected to 
increase substantially in the future. Therefore the companies will have to tap into the lucrative 
social media platforms in order to eff ectively market to target consumers.

The chapter will also address overall opportunities and challenges of social media including 
the inevitable life cycle scenarios where online social media as we know it will lose its potency 
and experience the fatigue and ineff ective resonance we now observe in the case of telemarketing 
and other older media vehicles. In these scenarios, social media may lose its power and even its 
signifi cance – already, consumers are defecting from social media communities where they 
perceive an overwhelming brand and/or company presence, or even at the mere possibility that 
domain owners might attempt to monetize their website. These scenarios make it very evident 
that true innovations rather than mere tweaking of technologies is necessary for success and 
survival of social media in the future.

Key words

Social media, user generated content, social networks, content communities, blogging, mobile 
social media, and social media analytics.
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Introduction

To many who do not use various social media sites on a daily basis, the term “social media” 
may be considered fairly new. In reality, its roots date back more than thirty years to 
technologies that would seem arcane to the vast majority of current social media users. While 
it took social media decades to gain traction as a viable communication and business tool, the 
pace at which the technology has developed and advanced in recent years is diffi  cult to 
fathom. Any discussion of current trends and the latest technologies could be outdated within 
weeks or months. While academic research on social media is reasonably well developed and 
established (see Kaplan and Haenlein 2009, 2011; Hanna, Rohm and Crittenden 2011; 
Constantinides and Stagno 2011; and Akar and Topçu 2011), no study to date has attempted 
to create a conceptual framework that illustrates the development of social media over the 
years, capturing its various life cycle stages.

Although the term social media has taken on numerous meanings and is somewhat open to 
interpretation as the domain is constantly reinventing itself, generally the term refers to “websites 
and applications used for social networking” (Oxford Dictionaries 2012). Given that defi nition, 
one would wonder what the term “social networking” really means. Social media encompasses 
social networks, as well as content oriented networks (Euromonitor International 2010).

As evidenced in so many facets of our daily communication habits, social media has established 
itself as one of the more preeminent communication vehicles. Studies show that 75% of internet 
users are accessing a social network or blog when they go online (Johnston 2010). In the United 
States alone, there are currently 157.8 million social network users, 141.2 million Facebook 
users, and businesses spend $3.6 billion on advertising, with Facebook alone accounting for 
$2.6 billion; it is projected that these numbers will greatly increase, and in 2014, there will be 
170.7 million social network users, 152.0 million Facebook users, and businesses will spend 
$5.6 billion on advertising, with Facebook alone accounting for $3.8 billion (e-Marketer 2012).

To underscore the role social media currently plays in our lives, consider the following 
statistics noted in a Nielsen Social Media Report (2011):

• Social networks and blogs continue to dominate time online, now accounting for nearly a 
quarter of total time spent on the Internet;

• Nearly 4 in 5 active Internet users visit social networks and blogs;
• Close to 40% of social media users access social media content from their mobile phone;
• Social networking apps are the third most-used among U.S. Smartphone owners (behind 

games and weather, but ahead of maps, music, news and entertainment).

This paper will discuss (a) the foundational platforms that fueled the beginning of social media 
(“Social Media 1.0”); (b) a current overview of social media trends (“Social Media 2.0”; and (c) 
an analysis of current literature to help project the forces determining the future of social media 
(“Social Media 2.0+”). While the term “Web 2.0” is fairly well-known, and, some would argue, 
encompasses social media technologies, this study proposes that social media technologies have 
developed at a similar pace as the “web,” the specifi c nature of social media concepts are separate 
from the overall “web,” and thus warrant the use of independent terminology to categorize 
them. For this reason, historical social media technologies will be referred to as “Social Media 
1.0” (occurred concurrently with Web 1.0); current social media constructs will be known as 
“Social Media 2.0” (happening concurrently with Web 2.0) and the future framework of social 
media will be dubbed “Social Media 2.0+.”
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A historical perspective on social media: Social Media 1.0

While most benefi t is gained from investigating current and future trends of social media, it is 
important to have an understanding of how social media has developed over the years. Although 
it started as a rudimentary communication device, it has morphed into a complex and crucial 
business and social tool representing a multi-billion dollar industry (Sandholm 2011). Several 
past social media technologies are reviewed below in order to provide an understanding of the 
foundation for social media and to capture the nature of historical developments in a conceptual 
framework.

Phone phreaking

Perhaps the oldest form of social media was known as “phone phreaking,” which entailed 
randomly exploring and testing the boundaries of the phone system. It began in the 1950s, 
with exploratory technology users trying to identify ways to “cheat” the phone system to 
avoid costly long distance phone conversations (Borders 2009). Phreaks used company test 
lines and conference circuits in order to host virtual seminars and discussions. The fi rst “blogs” 
or “podcasts” were conducted over corporate voice mail systems where phone phreaks hacked 
into unused mailboxes. One would call into those phone mailboxes using a 1–800 number 
and listen to important phreaking content and leave comments and information as a voice 
mail; the phreak would then respond with additional phreaking content in the next update 
(Borders 2009).

Usernets

Usernet systems were fi rst launched in the late 1970s, allowing users to post articles or news 
items to a common group. They are considered to be a precursor to newsreader clients (Chapman 
2009). Many of the basic technologies evident in current groups (such as Yahoo and Google 
Groups) are based on usenet systems (Chapman 2009).

Bulletin board systems

Traditionally, bulletin board systems (BBSs) were associated with illegal activity, including 
playing host to hacking instructions and virus code (Chapman 2009). Bulletin board systems 
were among the fi rst platforms that allowed users to interact with one another via a personal 
computer and a telephone modem. Users could log on and access message boards and community 
fi le sharing (Borders 2009).

Commercial online services

Examples of these include Genie, CompuServe, and Prodigy, which were the corporate world’s 
attempt to enter the social media space. It was with these services that the fi rst chat capabilities 
were launched. These types of sites gained moderate popularity in the late 1980s, and continued 
through the late 1990s. America Online (AOL) entered the market and achieved a critical mass 
with its online chatting software (Borders 2009). As commercial online services were gaining 
popularity, the most critical communication tool was released to the masses when the World 
Wide Web became available on August 6, 1991 (Borders 2009).
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Instant messaging

Instant messaging social media services included IRC, or internet relay chat, launched in 1988, 
ICQ, launched in 1996, and other IM services such as AOL Instant Messenger. IRC was similar 
to the modern day Twitter as it permitted users to post updates to their global network (Borders 
2009). Emotions and word abbreviations began to emerge as IM services were gaining popularity.

Social media sharing

Napster was one of the fi rst sites to allow users to exchange media fi les (albeit illegally) with 
others, but it was short-lived and only survived from 1999 to 2000 before all copyrighted 
content had to be removed. Limewire and BitTorrent were quick to follow as alternative social 
media sharing platforms (Borders 2009). The pirating of copyrighted content online has been an 
issue ever since, with legal issues emerging around copyrighted music, photos, videos, and text; 
today, however, laws are in place governing many aspects of online activity, including regulations 
around third party content, content ownership/control, criminal activity, and employment 
practices (Ossian 2009).

The Social Media 1.0 conceptual framework

Very early on, social media was an underground, too often illegal and/or ungoverned, way for 
technologically savvy individuals to circumvent, interrupt, or copy codes, programs and services 
used by businesses and individuals. It was not widely embraced by businesses and not much 
value was placed on the usefulness of the technologies. The introduction of the World Wide Web 
enabled the proliferation of social media to a much broader audience, setting the groundwork 
for Social Media 2.0. The key similarity among these initial social media platforms was that they 
enhanced the ways we communicated with one another, or at least added additional venues for 
friends – and on a wide scale for the fi rst time, strangers – to communicate and share information. 
Each one also presented an entirely new concept, from sharing codes to computer viruses, to 
sharing music online. For the most part, each of these platforms entered uncharted territory in 
the online world and they did so operating independently of one another. The user had to have 
the proper technology to even access these sites, but more importantly, they had to then search 
out each technology individually.

Figure 12.1 illustrates this relationship, with the user as the wheel, and the various social 
media technologies as spokes. The individual had to “pull” content from these sites by reaching 
out to them, as little to no content was pushed by the companies to the users. It also illustrates 
how social media had been operating as individual silos.

Current perspective on social media: Social Media 2.0

Clearly, social media has yet to reach its full potential when it comes to marketing strategy. A 
McKinsey (2011) study of 792 marketing executives from a broad range of industries, regions, 
and company sizes found that digital media and online tools are barely tapped by companies, 
and, while most believe that an online presence is a must, few are taking active steps in engaging 
consumers using social media. The marketing practitioners are still attempting to fi nd out how 
digital media can be used to improve their return on investment, how they should use the data 
to produce meaningful customer insights in order to drive sales and increase customer 
engagement. They have only basic consumer information, despite the large quantity of social 
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Figure 12.1 Historical perspective on social media: conceptual framework

media data, and they have diffi  culties in measuring the impact of social media. They attribute 
these limits to the lack of internal leadership with regard to social media and the lack of resources 
to develop better analytical capabilities that could potentially harvest social media data for more 
eff ective communications to target consumers. Yet, while companies are currently using primarily 
two digital channels, company pages and e-mail, marketing executives foresee that, in the next 
two to four years, they should be using a broader range of tools, especially mobile and social 
media platforms, and it is clear that, at present, they are experimenting – most state that their 
companies currently use social media to achieve certain business objectives (McKinsey 2011).

The social media venues and tools currently available to marketing practitioners could 
potentially not only enhance, but also inherently change the way and the speed at which we 
communicate with one another as individuals, businesses and organizations. Almost all current 
social media users access various sites to interact with friends. Many also interact with companies 
and brands to learn more about the companies’ products or services, or to capitalize on discounts 
(Euromonitor 2012).

It is important to address the social media services that are currently in vogue in order to 
create a framework for understanding just how greatly they impact our personal and professional 
lives. According to a 2009 Social Media Guide, “[online] identity is now constructed rather than 
ascribed.” The industry has changed so dramatically since “Social Media 1.0”; there are now 
social media applications to manage or impact virtually every aspect of one’s life, even parts of 
one’s life that never existed until these technologies were invented.
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Social networks

A number of niche social media technologies fall into this category, including dating sites, forums, 
and more “traditional” social networks such as Facebook, Six Degrees, Friendster, MySpace, 
AsianAvenue, MiGente, BlackPlanet and Live Journal. These sites were in their infancy at the end of 
Social Media 1.0, but have come into their own in recent years, as they continue to innovate to 
become more interactive. Many of these sites quickly gained popularity with the masses. The 
dramatic increase in social networks indicates that users are demanding this kind of connection with 
others. But their long-term viability depends on their ability to keep users interested and respond 
to the needs of the consumer. Secondarily, there is exceeding pressure to turn a profi t and help 
investors or shareholders realize a return on their investment (Euromonitor International 2010).

Real time updates

Whereas earlier social media technologies relied more on static content, the new trend is focused 
on real-time updates. Users no longer wait for a news outlet to learn about, report on, and 
broadcast breaking stories; they turn to Twitter and other technologies where information 
travels and becomes available much faster. Location based technologies have also increased in 
popularity, allowing users to check-in at various locations. BrightKite and FourSquare, along 
with Facebook, have tapped in to the popularity of this concept (Borders 2009).

Virtual worlds

In virtual worlds, users exist in an online community as avatars, which can then interact with other 
users and within the parameters of the virtual world (Wikipedia 2012). The term “virtual world” 
was relatively unknown several years ago, but a Google search of virtual worlds today points you 
not only to sites like Secondlife, SqwishLand, Whyville, Twinity, and World of Warcraft, but also 
websites dedicated to reviewing virtual worlds, affi  nity groups for those interested in virtual worlds, 
and university programs teaching students how to build virtual worlds for use in a business setting. 
This has quickly blossomed into a major industry, with more than $1 billion invested in virtual 
worlds by venture capitalists from August 2007–August 2008 (Renaud and Kane 2008).

Internet calling

Skype is the most widely recognized technology in this space. As online technologies and mobile 
phones have advanced, the use of landline phone calls has diminished. Nearly a quarter of U.S. 
households have eliminated landlines (Reisinger 2010). Skype allows users to place audio or 
video phone calls using an electronic device (cellular phone, computer or tablet) and an internet 
connection. Many of the calls can take place free of charge, allowing for inexpensive phone or 
face-to-face communication between people who formerly had to rely on more expensive 
solutions or communication by email.

Blogs/Microblogs

Blogs themselves are not new – bulletin board systems of the 1970s used the same concepts – but 
whereas BBS users had to have a fairly in-depth understanding of software programs, anyone with 
an internet connection and a topic at hand can author a blog. Microblogging (Twitter, Posterous 
and Tumblr are examples of this) has also increased in popularity. The draw of these technologies 
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is that they allow for greater interactivity between the users. Instead of just reading static content, 
users can comment on posts, interact with other users, and perhaps engage in a dialogue.

Content communities/Media sharing

These sites are closest to what would be the current day Napster. They (legally) allow users to 
view and share a number of media fi les. YouTube is a popular site for sharing videos on virtually 
any topic, while Flickr allows users to post and view photos taken by other Flickr members. 
Users can also engage with one another via posting and commenting features. Flickr, and video 
sharing site Revver, are untypical in that they allow the photo or video creator to receive a 
portion of the royalty fees paid for downloads, or revenue generated from advertising, thus 
rewarding and reinforcing the important role of user generated content.

Social news and bookmarking

News is clearly shared more quickly with the advent of social media, but it is also shared and 
searched for diff erently. Delicious, Digg and Reddit are three of the more popular bookmarking 
sites that allow users to “tag” online content that they fi nd interesting or helpful and then share 
it with other users. On some sites, such as Digg, other users can then vote to determine if the 
shared content was valuable to them (Chapman 2009). Pinterest, the 2011 Crunchie Award 
winner for best new start up, is the newest, and currently the most popular, version of this. It is 
a “pinboard-style social photo sharing website that allows users to create and manage theme-
based image collections” (Wikipedia 2012).

Lifestreaming sites

Ustream.tv and Justin.tv are the most well-known lifestreaming sites. They allow visitors to 
watch various live videos as well as streaming video feeds, including those from security cameras, 
traffi  c cameras, and animal cameras. Most users do not off er constant video steams, but are 
instead only online occasionally (Chapman 2009).

Collaborative projects

As will be discussed, user generated content is an important aspect of successful social media 
platforms. Some organizations are relying on user participation to construct their entire site. 
Wikipedia is perhaps the most well-known example of this. The site is a free, web-based 
encyclopedia built by the collaborative knowledge of the user base. Anyone can log in and add 
content to the page for a given topic, and other users (plus the Wikipedia staff ) monitor the site 
to make sure the information added by others is factually correct. Googledocs is another 
collaborative web-based service that allows users to work collaboratively and simultaneously on 
word, PPT and Excel documents, minimizing the need for groups or work teams to constantly 
send diff erent versions of documents back and forth.

The Social Media 2.0 conceptual framework

Overall, the functionality and organization of the Social Media 2.0 technologies are dramatically 
diff erent from those in version 1.0, and they operate within a diff erent framework. One of the 
main diff erences is that users have certain expectations: they demand to be an integral player in 
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the social media world, helping to shape content and functionality. User generated content is a 
must, and users are not satisfi ed with sites that just talk “to” them and do not invite any kind of 
collaboration. According to Razorfi sh (2009), this use of social media to infl uence others is 
giving rise to completely new types of marketing; in this case, “Social Infl uence Marketing.” 
Users now share more and more information freely with one another on the internet in the 
form of posts, comments, videos, photos, ratings, reviews, articles and blogs (Akar and Topçu 
2011, p. 38.) Many people now turn to social media or networking sites not only to fi nd 
recommendations or reviews on products or services, but also to voice highly negative or 
positive experiences they have had with a particular company (Euromonitor 2012). Users then 
generate online communities where they share this information, with many fi nding peer reviews 
to be more reliable than information coming from the business itself. In this way, user generated 
content infl uences the behavior of other consumers (Constantinides et al. 2010).

Social Media 2.0 has also intensifi ed, or perhaps solidifi ed, some of the concepts that began 
to take shape with Social Media 1.0, including the idea of social proprioception, which “tells us 
where the nodes of our community are and provides a sense of connectedness to and awareness 
of others without direct communication. Technologies like Twitter enable us to have this sense 
even when the members of our community are not within sight” (Thompson 2007).

It is important to consider what eff ect social media is having on traditional media, and at the 
moment, it’s hard to say. Traditional media, such as CNN, BBC and the New York Times for 
example, are very active social media users, and although they allow users to be linked to other 
sites such as Facebook and Twitter, they are able to maintain their own identity and fan base 
(Euromonitor International 2010). Lievrouw and Livingstone (2006, p. 1) argue that “new 
media have not replaced older media, any more than broadcasting replaced print in the mid-
20th century. Rather, people’s information and communication environments have become ever 
more individualized and commodifi ed, integrating print, audio, still and moving images, 
broadcasting, telecommunications, computing, and other modes and channels of communication 
and information sharing.”

Although businesses know there are benefi ts to entering the social media world, many are 
still grappling with the best ways to use these new forms of communication to their advantage. 
A number of companies struggle with calculating the return on investment (ROI) associated 
with investing in social media. According to a 2011 survey, “one third of all social media 
marketers want to know how to monitor and measure the ROI of social media and integrate 
their social media activities” (Stelzner 2011). Others struggle to even understand the relevance 
or use of these new technologies. Twitter, for example,

is controversial precisely because it does not have an elder analog; it is a cousin of instant 
messaging, but its broadcast nature marks it as a diff erent type of communication. Twitter 
has been described as fun, trivial, innovative, addictive, a waste of time, and potentially a 
powerful social networking tool; but its implications for teaching, learning and creative 
expression, if any, are not yet fully understood

(A White Paper from the New Social Media Consortium 2007)

Figure 12.2 illustrates that, although the user is still central to the model, the focus has shifted 
from the user to the importance of user generated content, which impacts, directs, or in some 
cases is the integral part of these social media technologies. There has also been a change in the 
fl ow of information. Whereas historically users had to pull information from social media 
services, there is now a much more fl uid “push and pull” transfer of information between the 
user and the technology platform or site.
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Figure 12.2 Current perspective on social media: conceptual framework

Future perspective on social media: Social Media 2.0+

So where does all this rapid innovation and exploding use of social media leave us? Some argue 
that we are in a relatively unpredictable place, with little in the way of experience or predictive 
models to shine any light on where the industry is going. What is clear is that companies in the 
social media space need to continue to innovate and excite users while demonstrating the value 
of using social media in their life.

Additionally, mobile social media is continuing to grow, with “nearly one third of all U.S. 
mobile users accessing social media services” on their phone (Van Grove 2011). And businesses 
understand that social media involvement is an essential component of the marketing mix. 
According to the current Chief Marketer Social Marketing Survey, 73% of businesses queried 
state that social marketing is a key component of their campaigns, and 15% say they expect to 
launch social initiatives in the coming year, while only 10% of businesses surveyed will not be 
using social media in the near future (Loechner 2011). Of these, almost 80% of companies 
targeting consumers surveyed use social media to reach their audiences, and another 13% plan 
to incorporate social media in their marketing in the next year (Loechner 2011).

The Social Media 2.0+ conceptual framework

The marketing practitioner literature in particular suggests that the future of social media 
presents itself as a “fusion” between company-generated rich media content and consumer-
generated social media communication creating a more honest, authentic, balanced, and 
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comprehensive information source for companies’ target consumers (Akar and Topçu 2011). 
Akar and Topçu (2011) further support this concept, stating that “social media marketing consists 
of multidirectional dialogs. Brands talk to the customers, customers talk to the brands, and—
maybe most importantly—customers talk to each other. This situation is a new type of 
engagement that was impossible before Web 2.0” (p. 41).

According to Brian Solis, a prominent thought leader of new media, “companies of all sizes 
will need to transform their business and existing infrastructure … and to embrace all of the 
disruptive elements, such as mobile and social technology, in a new, cohesive organization that is 
focused outward and inward” (Awareness 2012, p. 3). According to Paul Gillin, another social 
media marketing expert, large campaigns from prominent companies will be developed with a 
social media component at their core, lighting the way to a new generation of sophisticated 
integrated marketing communications (Awareness 2012). Brands will attempt to optimize their 
overall approach to social media, taking social data to the next level: instead of focusing on 
measures such as reach and participation, brands will act on the insights of their social marketing 
metrics, using social profi les for more eff ective target marketing (Awareness 2012). Using social 
media will also improve the communication within the fi rm and raise the productivity of the 
customer service department by 20 to 25% (Bughin et al. 2012).

This integrated approach will benefi t consumers the most: it was found that consumers who 
visit social media sites benefi t from making better purchasing decisions than those who do not 
(DEI Worldwide 2008; Akar and Topçu 2011). Moreover, social media drives purchase. It was 
found that people trust social media connections: 90% of consumers trust social media 
recommendations and 67% of consumers’ purchase decisions are infl uenced by social media 
content – comparatively, only 14% of consumers trust advertising (DEI Worldwide 2012).

Social media’s value derived from its collaborative aspect is immense. Collaboration benefi ts 
are greatest for professional services (at 90%), followed by semiconductors (76%), retail banking 
(70%), aerospace (62%), life insurance (52%), property and casualty insurance (51%), automotive 
(43%), and consumer packaged goods (37%) (Bughin et al. 2012). While consumer package 
goods companies appear to lag behind other industries, even though they were the early adopters 
of social media, they have much to gain from leveraging social media benefi ts. Marketing and 
sales will benefi t the most, as companies using social media can gain consumer insights at only 
60% of the cost of traditional research, and consumer insights would also improve the speed of 
product development (Bughin et al. 2012).

Consequently, for optimum benefi t, marketers will, in the future, place greater emphasis on 
fusion of all relevant social media into a cohesive and coherent marketing mix, creating an 
eff ective platform to micro-target the brand, but also creating a community around their brands, 
off ering valuable content that is not only centered on the brand or industry.

Figure 12.3 illustrates this “fusion” of company/company generated content and user/user 
generated content as the force driving the future social media. This virtually endless chain of 
interactions is likely to result in several new social media technologies. At the same time the 
information clutter will exponentially increase. Segmenting, targeting, and positioning would 
therefore play a very critical role in the survival and success of new social media in the future.

Social Media Opportunities and Challenges

Social media and marketing strategies

It is widely suggested that businesses could potentially use social media more eff ectively and 
strategically, for example evaluating the return on investment associated with their media use, 
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Figure 12.3 Future perspective on social media: conceptual framework

and even disseminating their own social media content in order to leverage their social media 
footprint (Euromonitor 2010). In addition, businesses can use social media data in order to make 
product performance predictions. Research (Asur and Huberman 2010) has shown that the 
information available in social media markets is a better indicator of product or service 
performance than data obtained from surveys or opinion polls. Researchers can aggregate 
opinions of the broad population to gain insights into their behavior and to off er insights into 
future trends, or they can gather information on the online dialogue regarding a particular 
product, examining buzz and attention for diff erent competing brands in order to design more 
eff ective advertising campaigns (Asur and Huberman 2010). In other examples, search counts 
were found to predict consumer activities – such as attending movies and purchasing music or 
video games – that are likely to take place days or even weeks in the future (Goel et al. 2010).

Data collection using social media is also much less costly and cumbersome than collecting 
data using surveys and other traditional customized data collection techniques. Social media data 
can be collected for many domains simultaneously and it is easily analyzed, off ering speed (the 
data can be obtained in real time), fl exibility, and convenience across various domains (Goel et 
al. 2010).

Life cycle of social media

Integral to all the social media constructs – but most relevant to the future of social media – are 
the inevitable life cycle scenarios where online social media as we know it, or in its anticipated 
mobile form, loses its potency and experiences the fatigue and ineff ective attributions we now 
observe in the case of telemarketing and other “tired” media vehicles. This scenario has played 
out before in both the historical and current social media frameworks, as many sites have 
skyrocketed in popularity, only to burn out. The Globe (inventor of current social media) – 
lasted 14 years; Six Degrees (inventor of social network) – 4 years; Friendster – 9 years; and there 
are many other sites that were the “next big thing,” only to close their doors quickly thereafter 
(Edwards 2011).

In these possible scenarios, social media may lose its power and even its signifi cance. Already, 
consumers are defecting from social communities where they perceive undue brand and 
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company presence, or even at the mere sight of banner or interstitial ads at the point where 
domain owners attempt to monetize their website. Facebook, which has been criticized over 
privacy concerns, monetizing the site and selling user information, is now viewed as unfavorable 
by 28% of Americans, which is more than double the number of people who have an unfavorable 
opinion of Apple or Google (Sutter 2012).

An argument is emerging that social media overall, as well as some sites (such as Facebook) 
are plateauing, or even losing their footing. In a 2011 article, Ted Wasserman suggests that the 
main innovation to the current social media world has been microblogging. But since Facebook 
introduced microblogging via status updates, the only social media changes have been refi nements 
to that technology, including the concepts central to Twitter, Foursquare, GetGlue and Instagram. 
He supports this argument by looking at the major leaps we saw in personal computing with 
the Mac, or how the iPhone changed the mobile phone industry. Similarly to what is occurring 
in social media, after those major innovations, competitors mainly relied on tweaking that 
technology, not inventing something entirely new. Additionally, joining rates for some of the 
most popular sites are decreasing, and some users seem to be walking away from social media. 
According to a 2011 Gartner survey, “social media fatigue” is certainly evident in certain social 
media groups.

The trend shows some social media fatigue among early adopters, and the fact that 31 
percent of Aspirers [younger, more mobile, brand-conscious consumers] indicated that they 
were getting bored with their social network is a situation that social media providers 
should monitor, as they will need to innovate and diversify to keep consumer attention.

(Gartner 2011)

User fatigue, coupled with the challenges of using social media successfully in a business setting, 
are two of the biggest challenges that social media companies will face as we move into the next 
phase of social media use.

Social media and segmentation strategies

In this current stage, it is possible to start building consumer profi les based on their use of social 
media to create segments that are distinct behaviorally from other segments. Forrester Research 
(2009) fi elded a survey to 10,111 individuals ages 18 to 88 and, based on their fi ndings, created 
the Social Technographics Ladder, which includes, at the top of the ladder, creators (24% of 
social media users) who either publish a blog, their own web pages, upload videos or music/
audio they created, or write articles or stories and post them. At a lower level of use are 
conversationalists (33% of social media users) who update their status on a social networking site, 
or post updates on Twitter. Next are the critics (37% of social media users), who post ratings and 
reviews of products and service, comment on others’ blogs, contribute to online forums, or 
contribute to articles in a wiki. Following are collectors (20% of social media users), who use 
RSS feeds, vote for websites online, or add tags to web pages or photos; joiners (59% of social 
media users), who maintain a profi le on a social networking site and visit social networking sites; 
spectators (70% of social media users), who read blogs, listen to podcasts and watch videos from 
other users; inactives (17% of social media users), who do not engage in any of these activities 
(Forrester Research 2009).

In the future, businesses can actively target with social media initiatives the segment that best 
fi ts with their strategies. For example, for the creators, companies could create possibilities for 
them to create product-related content that would ultimately promote the company’s brand. In 
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addition, companies could identify micro-segments based on social media use that they could 
target more eff ectively.

Research with executives leading social media initiatives (Wilson et al. 2011) revealed four 
distinct social media strategies, based on the company’s tolerance for uncertain outcomes and 
the results sought. The “predictive practitioner” confi nes usage to a specifi c area (customer 
service, for instance) and it helps businesses avoid uncertainty and deliver results. For example, 
Clorox Connects is a website that helps Clorox brainstorm with customers and suppliers on 
product ideas; those with the best idea gain visibility, “making participation rewarding and 
sticky” (Wilson et al. 2011). The “creative experimenter” embraces uncertainty using small-scale 
tests to improve functions and practices, listening to customers on platforms such as Twitter and 
Facebook. The “social media champion” involves large initiatives designed for predictable results, 
and it requires collaboration across multiple functions and diff erent parties. For the 2009 Ford 
Fiesta Movement campaign to introduce the brand to the U.S. market, Ford held a contest to 
identify 100 candidates who were given Fiestas for 6 months and who were asked to use social 
media to discuss their experiences; within the 6 months, the drivers posted more than 60,000 
items, which garnered millions of clicks, including more than 4.3 million YouTube views, 
resulting in a brand awareness rate of 37% among Millennials, generating 50,000 sales leads to 
new customers, and prompting 35,000 test-drives (Wilson et al. 2011).

These types of initiatives are more likely to be commonplace in the future, as companies will 
take on creative initiatives that will involve social media.

Social media analytics

While spending on social network advertising is currently at over $2 billion yearly, there needs 
to be greater understanding of measurement of the eff ectiveness of advertising on these sites 
(Hartmann et al. 2008). Measures of social media infl uence abound. Among them are: Klout, 
which measures your social media infl uence using data from Twitter, Facebook, LinkedIn, and 
Foursquare; TwentyFeet, which pulls data from Facebook and Twitter and presents it in graph 
form; Crowdbooster, which determines when your posts will receive the most interaction and 
have the most infl uence on your audience and recommends the best times to tweet the 
following day; and My Web Career, which analyzes data from Twitter, Facebook, LinkedIn, 
Quora, and web search results to determine your score – the data are based on the size of your 
network, your overall social media presence, and the strength and reliability of your connections 
(Mackay 2011).

The volume of information captured by social media, the Internet, and multimedia is 
captured into large data sets – known as big data; this big data will quickly become the basis of 
competition for products and services in the marketplace (Manyika et al. 2011). Big data is 
expected to off er important advantages; for example, a retailer using big data is potentially 
capable of increasing its operating margin by more than 60% (Manyika et al. 2011). Focusing on 
the social interactions in various domains (Facebook, MySpace, and others) and modeling the 
data to understand the implications of interactions among agents will allow managers to observe 
how it is possible for a stimulus targeting a single individual to be magnifi ed and multiplied by 
its dispersion through a person’s social network (Hartmann et al. 2008) and to use this information 
to their advantage.

Businesses appear to have endless possibilities for using social media data; however, it is 
important for them to understand how social media data performs. For example, Godes and 
Silva (2012) examined product ratings data and found that product ratings decrease over time, 
especially when previous reviewers are very diff erent. In other related modeling examples, 
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research has found that ratings behavior is aff ected by previously posted ratings, and the eff ect 
on sales resulting from this social dynamic is signifi cant; yet, when marketing practitioners 
contribute comments of their own to create more positive ratings, they improve sales, but the 
analytics suggest that the eff ect is short-lived (Moe and Trusov 2011).

Conclusions

It is evident that social media as a whole is becoming increasingly prevalent in our society, and 
continues to impact the ways in which people communicate with one another. Not as certain 
is where social media is in its overall life cycle, and what kind of innovation will come along in 
the market in coming years.

The current analyses and trend suggest that the future of social media will become a more 
seamlessly integrated networking platform that will enable companies to keep pace with users’ 
increasingly mobile existence.
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