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1. Introduction

“Dear friends,” it read, “l am pleased to get in touch with you through Twitter. Thank you for
your generous response. | bless all of you from my heart.” *

This Tweet is from Pope Benedict XVI.

In the time where we are living it is not possible to ignore the social media. All we can
do is to embrace it because it will not disappear and can only grow.

How long does it take for a piece of information to be published? Today, it happens in
in a matter of seconds. With social media, which is being used on a daily basis, or
better said, every second, a lot has changed not just in the media world but also in
our society. How exactly is the society on the whole and journalism affected with this
fast growth of social media?

It is hard to imagine doing anything without confirming the information online. Nearly
all organisations, wheather private or government, have online presence. In these
times, we don’t even need to leave our home to get groceries or to find love as it is all
available at the click of a mouse. How this new trend is affects our daily life?

The strong trend of social media’s emergence and its use can be seen all over the
world with USA leading it and Europe not far behind. These days Twitter and
Facebook are used more frequently than the traditional Public Relation platforms by
Celebrities to disseminate information and keep in touch with their audience. Now the
fans and followers do not have to wait till the next print edition of their favorite
magazine or the next TV telecast as photos and gossip are being published almost
instantly using social media platforms.

It is not only that the information is being published faster than before; even language
semantics are being changed through social media. The words are being changed in
way that they are shorter and thoughts are conveyed using minimum written words.
In social media, English is the dominating language as also Latin alphabet. Is the
social media changing society with language semantics and the way of
communicating?

Social Media is based on a human need for socialization. Through Social Network
sites it's much easier to connect with others people, and the “face to face”
communication, which is not the classical one, can be established much easier. Here
| have to notice that most of the users are using the Social Networks sites to connect
with people they already know. Of course there are certain sites and people who are

L http://www.nytimes.com/2012/12/13/world/europe/the-pope-now-on-twitter-posts-his-first-
message.html (online at 19.01. 2.45 am)



using the Social Network sites for other purpose as well. In this paper | will try to find
out how much and in what direction.

Most Journalists although, not all of them are relying on what is published on web 2.0
especially when it comes to information about public personalities. Lately it has been
easier to verify and confirm stories given that stars are self publishing pictures and
information about themselves.

Through this constant use of web 2.0, the Social Media is not only growing and
improving under constant pressure, but its also evolving in different ways that it can
be used — directly and indirectly!

Most users are using it directly — which means through Twitter, web sites, blogs,
Facebook and other platforms. This is easy to use for marketing purposes and the
costs are low.

Some companies and organizations use web 2.0 indirectly - who rely on journalistic
reports to talk about their brands and products, although this is getting rarer by the
day as everyone is being proactive in using the power of social media and self-
building their image.

The only difference is perhaps in how it is used, and how this use varies from a
country to country.

This master paper is divided in two parts. The first part is dealing with theory,
answering questions like what is social media and web 2.0, how long has it existed
and its impact on other types of media.

In the second part | will present my research on the impact that social media has on
society, culture and the way it is changing and effecting it.

In this reference, the culture doesn’t have to be something that is ‘planned’ with
intentions. Culture is something that ‘happens’ and can be determined or defined by
looking back and observing certain societies and traditions.

Social media is playing a part in creating a new culture - a culture of communication,
thereby creating new communities (virtual) and the way people are connecting with
each other.

1.1Construction of master paper

In the first part, after the introduction | will explain my theory. In this part | will
consecrate myself to theory which is supporting the research part that is a result of
coherency to all published research work that | found and used, on the subject of
Social Media.



In the beginning, | will disarticulate most connection and relevance between Public
Relations (PR) and Social Media. Further in paper this correlation will come more to
expression, in which | will try to present in a transparent way, the connection OF
Social Media not only with PR but also with society. After this comes a theory part
which illustrates all relevant Social Media platforms. This relevance is determined on
the base of years of existence, popularity and importance.

In the theory part, | will further discuss and explore the connection and relationship
between Social Media and human emotions. The best example for this is the
involvement of Social Media in times of crises. The use of Social Media is stronger in
times of crises, which is further connected with the emotions. This part is only used to
show that Social Media have a strong emotion component which is also responsible
for the popularity of Social Media.

After that | will briefly explore the development of culture under the influence of
traditional media such as a television, radio etc.

In addition to this, | will highlight the changes contributed by Social Media that are
visible and crucial to the society.

In the research part, the method | have used is a Survey. The survey contains 34
guestions, some of them with multiple type responses while some are of descriptive
in nature. The survey was sent to PR agencies in Austria, Germany and Croatia and
in all of these countries | invited 20 agencies each who were asked to respond to the
survey. The survey was created online and a link was supplied with the respondents
kept anonymous as an attempt to remove any aspects/conditions which may prevent
them from supplying veiled responses.

The collation, examination and processing of the survey data has been done in
statistic suite — SPSS. The outcomes obtained as a result are presented in graphical
and verbose forms in the closing of this master paper to support and help make a
conclusion to this research work.

1.2 Problem statement

As the Social Media appeared, it was considered as a source of wastage for time and
energy with not much potential to grow. But in truth, the growth of social media was
extremely high and fast and the interest which was initially shown only by the
individual and personal users was transferred in a short time to big companies and
corporations which made a business out of it (see capitals about YouTube, MySpace
etc.).

As an example, if we look at the area of journalism and news reporting, most of which
with each passing day is moving from print to online. In this light, its obvious that
future is online and given by this fact the influence of social media can only increase
more, given the established platforms aid in transfer of news content through the



frequent discussion amongst its users. Increasingly, it feels that social media is here
to stay, and it’s just a matter of time when all businesses from every field will have to
register their presence on social media .

However, social media cannot avoid the commercial factors which also happen with
all other types of media.

With an increasing power of social media, and the rapidity of appearance of new
platforms of social media, how is it possible to know which platforms are achieving
the set goals and if they need to market themselves with a distinct usability in mind?

1.3 Research interest

The social media is an important part of the media landscape and it is not possible to
imagine the world without its existence anymore.

The above statement is evident from the fact that marketing companies are using
social media on regularly basis:

Image 1

Ninety-three percent of marketers use social media to market their businesses,
according to a new survey from SocialMedia Examiner. Data from “2011 Social
Media Marketing Report” also indicates a significant 90% of marketers said that
social media is important to their businesses.?

It is amazing how social media is affecting the society and how it can play a big role
in creating or modifying someone’s image (from its usage for marketing as per the
above graphic). For example, during recent presidential elections in USA, a great
deal of marketing was conducted on the various social media platforms.

2 http://www.marketingcharts.com/wp/direct/9-in-10-marketers-use-social-media-16879/ (approached
on 16.02.13,11.11 PM)



“This election was the first in which all candidates—presidential and congressional—
attempted to connect directly with American voters via online social networking sites
like Facebook and MySpace. It has even been called the "Facebook election.” It is no
coincidence that one of Obama's key strategists was 24-year-old Chris Hughes, a
Facebook cofounder. It was Hughes who masterminded the Obama campaign's
highly effective Web blitzkrieg—everything from social networking sites to podcasting
and mobile messaging.”

The social media is much represented amongst the younger generation:

“Perhaps not surprisingly, younger marketers tend to spend more time engaging in
social media activities than their older peers. Marketers aged 20 to 29 years spend
more time than other age groups using social media marketing (with 41% spending

11-plus hours weekly), followed by 30-to-39-year-olds (37% spending 11-plus hours
”4

per week).

Place in the Social Media "Life Cycle”

70.0

525

Number of
People

f 35.0

17.5

Weekly Hours

B Just getting started
B Been doing this for a few months

Been doing this for a few years
Source: Social Media Marketing Industry R eport @ 2009 Michael &, Stelzner
Image 2

3 http://www.usnews.com/opinion/articles/2008/11/19/barack-obama-and-the-facebook-election (
online: 16.02.13, 11.44 PM)

4 http://www.marketingcharts.com/wp/direct/9-in-10-marketers-use-social-media-16879/ ( online:
17.02.13, 00.00 am)
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Even though there is still some resistance towards social media, we cannot deny its
strength and possibilities as well as the risks that comes along. Although, what | am
particularly interested in is to figure out how strong is the impact of social media in
creating an image. And the best test set of this are the PR agencies. Of course it is
possible to observe it also on private level, where private user are using social media
platforms to create certain image which can be helpful for their career or place in
society.

Something that may have started as a college site with an unlined purpose, few years
later became crucial for a personal including career matters.

“‘Waldman says 91 percent of employers use social networking sites to screen
prospective employees (like you.) They use Facebook first, then Twitter, then
LinkedIn last, after receiving the job application. Here’s the rub: 69 percent of
employers have both rejected and hired a candidate based upon what they’ve seen
on a site.”

All this shows how big the impact of social media is, and with this master paper | will
try to research how is this exactly happening and in which share are the social media
used.

Besides that | will research which social media platforms are most popular, why, what
are the main characteristics of social media, and if it that is the reason for their
popularity as mentioned in paper social media, and if it is possible to create a public
picture/image just by using them, and if so (or not) in what proportion.

2. PR and Social Media

“People are discussing their brands, products and services right now, across multiple
forms of Social Media, with or without them. Plugging their “ears” and pretending
none of this is taking place isn’t going to help the situation or make it go away. Quite
honestly, it will only make things worse for the brand. The key is to let go and
embrace the chaos.”

This new process was quickly recognized by are PR Agencies. They saw the power
of massage that comes with social media, the impact and the reach. They are using
this benefits’ not only to create their own image, they are using it to create what is
even more important an image for their clients/products.

5 http://career-news.healthcallings.com/2012/10/02 /creating-your-social-media-image/ (approached
on 17.02.13,00.17 am)

6 Solis, 2009, S. 19.
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Not only that the social media is very affordable but it is also easy to work with, and
the extant of input/massage is greater than it can be expected.

The PR agencies found in social media the perfect tool which lead them direct to the
consumer and allows them to avoid the middle point, the media (what is to be noted
here is that | am not saying that with appearance from social media, PR agencies are
not using the services of traditional media anymore.)

We can speak here from some kind of “humanization” of product. If the certain
product comes in spheres of social media, in communities which are discussing
about it - giving it “shape” and making it closer to consumers by giving him “real
feedback from real people” and making a distance from a commercial image that had
it before.

It is not uncommon thing that PR Agencies are sending new products to Bloggers
with most readers, to test it and to write about it. The products are considered as gifts
which request a good feedback. This kind of “commercial” has much bigger impact
then one which is to be found on official site of a product.

“Bloggers are gaining recognition as industry authorities, earning the same (and
sometimes more) respect and reach as traditional media (and sometimes surpassing
it)-”7

To go further the PR Agencies are not restricting them only on sending on products.
They make events which are attended by known “names” from virtual world.

They are seeking the sources of communications and giving them directly a story to
talk about.

On the other hand to improve the service, these days its considered the time the
company/PR Agency needs to answer the question asked tough the one of social
networks. Also by using the social media its easy to make research about people’s
preferences.

“...Social Media requires that we “share” stories that benefit all those engaged in the
process by first learning what they’re specifically looking for.”®

The social media is working for the consumers, who can just easily go online and
check what have others said about the product they need and decide if they need it ,
the same way can companies and PR Agencies found out what status the product
have and if it is needed change it.

The consumers have possibility to take and share their opinions and views and are
free from the impact of that what they have been told.

7 Solis, 2009., 5.2
8 Solis, 2009., 5.2
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“Social Media and Web 2.0 are altering the entire media landscape, placing the
power of influence in the hands of regular people with expertise, opinions, and the
drive and passion to share those opinions.”

The PR Industry and Social Media didn’t combine just on start, if we consider that
Web 2.0 has been present for a long time.

“‘Many PR veterans are cautiously or skeptically observing the changes taking place
in PR.”

On the beginning Social Media was considered as something what wasn’t meant to
stay for too long, and should be out of trend soon. But that happened more or less
with every new media. Even when Television appeared they pronounce him the say
destiny. And still today it exists, growing and changing, effecting culture as also other
industries. One gets the feeling that same thing is with Social Media also.

2.1 PR

PR Industry compared to the others industries is relatively young, but since its
beginning it has developed real quickly. Through the time it has been changing, but
today the meaning of PR, also because of Social Media, it has become, if | dare to
say bigger than before.

Actually in a way Social Media is doing the same thing that PR wasl/is - building the
opinions.

But this time they are not building on the strategy. They are built on a reviews and
exchange of the information, and they don’t have a clear goal - to make or destroy
someone or something.

2.2 What is exactly PR?

“Although we won’t compare PR to each branch of marketing, we agree that PR is
not advertising. ™

First two real PR expertise, and they are still respected today are lvy Lee and Edward
Bernays. They set the ground for a PR industry as we know today although maybe
their reasons for more in connection with manipulation. *2

9 Solis, 2009, S.1

10 Solis, 2009., S.7

11 Solis, 2009., S.15
12See. Solis, 2009., S.23
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Lee started to do PR even before Bernys, although the Barnays is called the “Father
of PR”. He was the first one who used a press releases and made bossiness men
more communicative about their work which made them more interested for public.
Also he was listening and using both- press releases and also the opinion of public,
which before him no one did. *3

vy Lee was the one who invented the press release.

“Lee believed PR was a “two way street” — that is, he believed that communication
professionals were responsible for helping companies listen to the people who were
important to them and communicate their massages to them. This practice is
absolutely critical in the twenty-first century.”*

The very interesting fact about Bernays is that he was a nephew from a famous
Sigmund Freud, so it is not wonder that his theory about human behavior affected his
work in PR.

He worked with every aspect he could which wasn’t used before, like a psychological
one or cultural, sociology etc all in cause to manipulate and to achieve the goals. *°

“According to Bernays, “Public Relations is a management function which tabulates
attitudes, defines the policies, procedures and interest of an organization followed by
executing a program of action to earn public understanding and acceptance.”*

But the very start of PR is considered the start of World War 2 and Hitlers
propaganda.

But today PR is called in many books and articles as PR 2.0. With the appearance of
Social Media everything changed.

Lee as also a Barnays they considered PR as a tool of management. It was about
getting a measure of a public opinion, so they can understand a public, it interest and
the way it work and then make a plan, program how to approach it so they can
getting understanding and finally acceptance.’

But not only about measuring. It is of course about the changing or effecting the
public or individual opinion. Changing the perspective how a certain product is seen
and accepted in public. And that happens often so that we are not even aware of it.

13 http://nathanedgedmu.wordpress.com/2011/05/02/the-founding-fathers-of-pr-ivy-lee-and-edward-
bernays/ (approached on 20.01 at 03.30)

14 Solis, 2009., S.23
15 Breakenridge, 2008., S. XVII
16 Breakenridge, 2008., S. XVII
17 Solis, 2009., S.24
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“Die bewusste und zielgerichtete Manipulation der Verhaltensweisen und Einstellung
der Massen ist ein wesentlicher Bestandteil demokratischer Gesellschaften.
Organisationen, die im Verbogenen arbeiten, lenken die gesellschaftlichen Ablaufe.
Sie sind die eigentlichen Regierungen in unserem Land.**®

(The consciously and directed manipulation of the attitudes and approach of the
masses is important part of democratic society. Organization which work in hidden,
are channeling this society processes. They are actually regency in our land.”)

With a help of PR it is possible to make out of someone a new person in public, a
chewing a certain chewy can make your life more meaningful or wearing a certain
jacket will give you a life you always wanted.

Of course all this is not true, but the power of manipulation is strong.

“Nicht das Notwendige sollen die Kunde kaufen, sondern das Wiinschenswert.”*

(Customers should not buy the necessary, they should go for what they desire for.)

Since then nothing much was changed. PR is still using all available sources to make
consumers to believe in certain idea, but what is changed that they have a kind of
‘enemy” in Social Media, which they are turning in a collaborator. And they are on a
good way.

“PR 2.0 was born trough the analysis of how the Web and multimedia were redefining
PR and marketing communications, while also creating a new toolkit to reinvent how
companies communicate with influencers and directly with people.” %°

It is visible that PR is not only using a classical journalist, relying on stories and
articles, editorials made by them. It is also moving in direction that cannot be ignored
- social media.

“We officially entered the era of Social Media”*

18 Bernays, 2007, S.11
19 Bernays, 2007., S.11
20 Solis, 2009., S.30
21 Solis, 2009., S30

15



3. The Method

| will be working quantitative by using survey.

| will be using is a simple survey which is going to be online. It will be sent to PR
Agencies in German spoken areas of Austria and Germany along with agencies in
Croatia. The aim will be to have enough data to facilitate this research. Collecting the
date it is going to be anonym.

The data will be execute in SPSS program.

More about it in research part.

3.1 Question of Interest — General

In which form has the communication been changed since the social media ?
How does the Social Media works in communication between companies, PR ?
Social Media and PR ?

Change of the culture

Who can be communicated to?

Credibility (whom can | trust - friends, people | know )

a) Sources :

The date and studies from Economic Chamber of Trade, Commerce and Industry
Austrian Corporation of Social Media

Facebook

Twitter

Diverse studies etc.

4. Research Questions and Hypotheses

4.1 The first research question

RQ1: is it because of changes that happened in last year’s in media relief made PR
agencies to turn more to social media?

RQ1_1: Do the PR Agencies use Social Media more than traditional ones?

16


http://dict.leo.org/ende?lp=ende&p=Ci4HO3kMAA&search=Economic&trestr=0x1401
http://dict.leo.org/ende?lp=ende&p=Ci4HO3kMAA&search=Chamber&trestr=0x1401
http://dict.leo.org/ende?lp=ende&p=Ci4HO3kMAA&search=of&trestr=0x1401
http://dict.leo.org/ende?lp=ende&p=Ci4HO3kMAA&search=Trade&trestr=0x1401
http://dict.leo.org/ende?lp=ende&p=Ci4HO3kMAA&search=Commerce&trestr=0x1401
http://dict.leo.org/ende?lp=ende&p=Ci4HO3kMAA&search=and&trestr=0x1401
http://dict.leo.org/ende?lp=ende&p=Ci4HO3kMAA&search=Industry&trestr=0x1401

H1: Since social media they are many changes made, as in cultural way as also in
business way. The PR-Agency unlike before, are using more the power of social

media, then the traditional media. They realized the potential the social media carries
with it and used it for they own goals.

H1_1: “PR agencies are using social media more than traditional media”

This question is relevant to determined in which percent the PR agencies are using
the social media. The percent that we will get will show us the actual state of social
media in media relief. Whit the date we getter it will be easier to continue the
research and answering on the further research questions.

4.2 The second research question
RQ2: “what are the main characteristics of Social Media?
RQ2_1: “do the Social Media provide credibility?”

H2_1: the main characteristic of social media is interactivity, they are user friendly
and because of their popularity and they have big impact.

H2_2: the collecting of information with Social Media it easier and this kind of
information have credibility

After we collect the data about the use of social media, if it is social media or still the
traditional media, that how we called them with appearance of social media, we will
see why exactly is social media attractive to PR agencies and what are the main
reasons for its use.

But what is maybe even more important is if this information, which is collected
through social media, carries with it self credibility and does the PR agencies have a
real use from it - for their work as maybe also to monitor the work of other PR
agencies.

The monitoring of other PR agencies is not really the main interest of this research
guestion, or at all from the perspective of this master paper. It is more there to check

for what others purposes PR agencies are using social media, and how much they
trust the information that is to be found on social media.

4.3 The third research question

RQ3: Was there any direct pressure on PR agencies that made them start using
social media?

17



H3: PR agencies confronted a pressure from society as also a need in a business
sense to start using social media.

With this question we will be able to understand reasons besides attractiveness of
social media, and to find out if there was any pressure as from society’s side but also
from a professional one.

Behind the reasons that are much easier to recognize such as the assumption that
they are user friendly or have credibility, there is also a “forcing” site which made the
PR agencies to start using social media.

4.4 The fourth research question

RQ4: What kind of impact did social media had on culture/society, especially on
creating images? (seen trough use of Social Media in PR Agencies)

H4:social media from its begin had a huge impact on development of the
culture/society, especially in creating a certain images, for different reasons such as
a self-promoting

The PR agencies are there to create, change or improve the certain image about the
client or product that they represent, but how much are the social media involved in
that? More than we think, or are they still seen “as extra help”?

With this research question we hope we will get the answer on this and see in which
direction the social media is heading, and what role and impact does they have in
this context.

5. Web 2.0 - What s it?

Web 2.0 improved ways to communicate between people, or better it - Web 2.0 made
it easier to communicate.

During the research, | came across the term UGC numerous times, which stands for
User Generated Content. It means, as the name itself says — content created by the
users where user are the one who are creating the content, and deciding what and in
which form it will go online. They are under, more or less no codes to adhere to (it
depends on terms of usage that social network site enforces) and have totally
freedom from content creation and through its lifecycle.

Danah m. boyed and Nicol B. Ellison defined Social Networks as “web-based
services that allow individuals to (1) construct a public or semi-public profile within a
bounded system, (2) articulate a list of other users with whom they share a
connection, and (3) view and traverse their list of connections and those made by

18



others within the system. The nature and nomenclature of these connections may
vary from site to site.” %

5.1 How did Web 2.0 happened?

The subject of this master paper is not how the web 2:0 was created; it is more about
the social side of it - what happened after it was created, what kind of influence it has
on society. But for better understanding it is important to go through web 2.0 story.

Internet was not always admired and used like it is today. In the beginning most of
the people were annoyed by the fact that opening a webpage took too long. There
was too much trammel, and it was too expensive. Nowadays the situation is overall
different.

The web 2.0 (or the expression) was actually born in a discussion between Tim
O’Reilly and MediaLive International. Although there is still lack of clarity and
disagreements on what exactly constitutes Web 2.0, and it is often used for a
marketing purpose, the most quoted theory is from Tim O’Really.

Through the simple example below, it is possible to see how the internet/web was
developing and became what is today called Web 2.0.?3

Note: The pattern that O’Reilly uses is already few years old, so in-between there are
some new more advances been made.

Web 1.0 Web 2.0

DoubleClick --> Google AdSense

Ofoto --> Flickr

Akamai --> BitTorrent

mp3.com --> Napster

Britannica Online --> Wikipedia

personal websites --> Blogging

Evite --> upcoming.org and EVDB

22 Boyd, danah. Social Network Sites: Definition, History, and Scholarship. Under:
http://jcmc.indiana.edu/vol13/issuel/boyd.ellison.html ( on 15.12.12)

23 23 http:/ /oreilly.com/web2/archive/what-is-web-20.html (approached on 19.12.12 at 13.37)
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domain name speculation  --> search engine optimization

page views --> cost per click

screen scraping --> web services
Publishing -> Participation
g;;\:s;tsmanagement - Wikis

directories (taxonomy) --> tagging ("folksonomy")
Stickiness --> syndication **

We can see that user from a passive turned into active one. It is not anymore just
about searching and observing, it is also about taking a part and connecting. It is
about becoming social.

Further in his speech Tim O’Reilly talked about the web bearer. Precursor of Google
and the bearer of web1.0 was Netscape and today that role has been taken up by
Google. Google refused from the very beginning to use advertising as a financial
source and decided to charge the service from customers, meaning people were
paying for using Google.?®

On the other hand the Netscape had a different outset from Google.

Netscape framed "the web as platform™ in terms of the old software paradigm: their
flagship product was the web browser, a desktop application, and their strategy was
to use their dominance in the browser market to establish a market for high-priced
server products. Control over standards for displaying content and applications in the
browser would, in theory, give Netscape the kind of market power enjoyed by
Microsoft in the PC market. Much like the "horseless carriage" framed the automobile
as an extension of the familiar; Netscape promoted a "webtop" to replace the
desktop, and planned to populate that webtop with information updates and applets
pushed to the webtop by information providers who would purchase Netscape
servers.?®

The main difference between Netscape and Google is that Google is not just a tool,
software. It is a database and it manages this dates.?’

24 http:/ /oreilly.com/web2/archive/what-is-web-20.html ( online on 19.12.12: 02:00am)
25 http:/ /oreilly.com/web2/archive/what-is-web-20.html ( online on 19.12.12: 02:00am)

26 http://oreilly.com/web2/archive/what-is-web-20.html ( online on 19.12.12: 02.41 am)

272727 27 http: / /oreilly.com /web2 /archive /what-is-web-20.html ( online on 19.12.12: 15.25)
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The survivals of web 1.0 by Tim O’Reilly

All of “the survivals” who came across from web 1.0 to web 2.0 have one thing in
common — the so called collective intelligence.

For an example: Hyperlink, Yahoo!, E-Bay, Amazon etc...they all have users
involved — whether it is to create content or discuss, users are active part of the
process.

5.2 Social Web

To go away from a tchnical definition of a web and to come closer to subject this part
will be about social web - the definition and the meaning.

One part of Web 2.0 is social web. Here is not in center a technical site of the web,
the way the programs, software etc. been made, it is more about supporting the
social structures and interactions which are happening inside the internet on the
sites which are used for communication, exchange of information’s etc?®.

The definition is from H.Hippner, who also invented the term “Social Software”
e webbasierte Anwendungen
e die fir Menschen
e den Informationstausch, den Beziehungsaufbau und die Kommunikation

e in einem sozialen Kontext unterstiizten %°

e web based aplication
e which for people
¢ the information exchange the building of relations and the communication

e are supporting

28 See. Ebersbach, 1971. S.29
29 Ebersbach, 1971. S. 29
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If we go deeper in Hippener’s definition of social web this are the points that needs to
be mentioned:

In the center is the individual person as also the group. The functions which are
happening between the individuals are important and every action needs to be
documented. This is in contradiction with other www sites where everything needs to
stay anonymous.

5.3 The individual needs to integrate in group

Transparency - this is very important. As is already mentioned on the beginning every
action, dates eftc .of the user’s needs to be registered, documented.

Self-organization - there are no strict rules. It is mainly about that community chooses
on their own what they really need and then adapt the certain platform to what they
need. In this context is important to mention the democracy of web.

Social Ratings — this in a way is the feedback that users get from each other.
Through these feedbacks someone gets a better review which makes that user more
interesting and appreciated in a certain online community/ on a certain social page,
Through this democracy its being changed and decreased.

Structure — the focus is less on information and more about the structure from which
it comes. Through the connection that inputs have is possibly to see to meaning and
the impact behind. *

5.4 The types of social web

There are so many social web types, that its not even possible to mention them all.
From a politic, medical, art, fashion, books, cooking to fan pages etc. More or less for
everything that exists its possible to find an online community. But in the sea of types
it is possible to mention the most important prototypes’.

Wikis - as we know here is about collective writing of texts/ articles, the individual
person is not that much in focus as an article/text which is written by writers in the
community on a topic, person, place, etc.

Blogs - they are a type of personal journals, but they become much more than that.
Here is networking important to become a part of community.

30 Ebersbach, 1971. S.31-32
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Social-network service — they are important because they are not just taking care of
social networks they are also building them.

Social Sharing — these are special web based softwares which are focused on
sharing social content such as videos, pictures etc...*!

5.5 Wikis

When we are looking for any content, it is enough to go online and to check what is
going on for an example in certain movie, without even watching it by reading what
the others have written about it.

It is actually web based software which is free for user and allows them to edit and

read text on the site. They can edit it directly in internet when they open the browser.
32

One of the main attribute is that every user has the same rights. It has the same
layout syntax as the Blogs which is simple and easy to work with. This is what makes
it even more attractive to users.

Wikis are also a one-to-many Media, because everyone who is included write on
same text.*®

For Wiki to work as a community, it is important that everyone who is included in the

community is behaving correct, so the trust can be built and maintained. The reader

gets to see the latest issue and there is a history of everything what was done before
so there is no disorder.

But the main characteristic is that the text and information is in the foreground and
the user is not in much focus. Also, all the changes can be, depending on
configuration of certain wiki, either open or anonym.**

There are, according to Ebersbach, few components that are similar to all wikis.

Like “editingmodus”. On every wikis page is the “edit” button clearly visible and it is in
most cases the first thing that we notice as we open the page.

Intern linking. Every site has the links that leads to other wikis sites. What is on one
hand useful when it comes to research, but it can lead to making some of the wiki
pages not easy to read due to extensive hyperlinking. They all begin with big type
and there are no spaces between, so called Camel Case.

31 Vgl. Ebersbach, 1971., S. 33
32 Vgl. Ebersbach, 1971., S. 35-36
33Vgl. Ebersbach, 1971.,S.36
34 Vgl. Ebersbach, 1971., S. 36-37
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History - all previous entries are saved and can be found again (rollback). There is
also a function called “diff” that shows all changes made between two versions.

Recent - Changes. The site allows the viewers to see the recent made changes and
can not be changed or affected by users.

Sand Box. It's a wiki site where a user can try how to use a certain wiki page. This is
of course also a wiki page that is “cleaned” on regularly base.

Search function. Like every site wikis sites have also search function that allows the
user to find a part or the whole text.

User administration - On the beginning it was common that no registration was
needed but with time some wikis pages have been created where registration is

needed. In that case, if there are any constrictions, they are kept on really low level.*

The wikis are growing and are being used on daily basis. We can also see on some
Wiki pages that feedbacks from users have been enabled which are also growing
bigger and creating some kind of a trust relation between different users. Almost a
kind of a virtual world.*

This is known as wiki-effect. The result is self carried process with a high self mobility
of users.®” (translation from German to English)

Of course that in some way, when we take look at some wikis sites it is visible that
they can be used just as a certain “show off”, and that is for sure one of the reason
why they are not scientifically reliable.

Wikipedia and also other Wikis have had cases of so called “vandalisms” where to
create mischief certain users corrupted the information posted on the Wiki.

In this case the PR Agencies are playing a significant role. It can happen that some
paragraph or the whole text is being erased or changed so that speaks for the
wanted image of product or client, or for an example politician.

Besides that there are other case, called “Edit ~Wars” where authors of the same text
are changing them and uploading reciprocated versions.*®

35 Ebersbach, 1971., S.44-45
36 Vgl. Ebersbach, 1971., S. 47
37 Ebersbach, 1971., S. 47

38 Vgl. Ebersbach, 1971., S. 51
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The point that needs to be understood, is that this kind of information cannot be used
as scientific source and cannot be published for the same reason. The information
found through Wikis can just be used as a help for further search.

There are always new trends in Wikis, like for an example Semapedia, where the
continent is is direct transferred to mobile phones. These days that would be called
simple Apps.

5.6 Wikipedia

The one of the most established Wikis is Wikipedia. Wikipedia is well known and
used by everyone, but cannot be used a scientific source, because it is written/built
from different users, as it is already explained in the paragraph above.

The Wikipedia had a tremendous success, in U.S.A alone from 2001 till 2007 1,9
Million articles have been written.*®

Wikipedia is also available in different languages and covers almost most of them.

What is the success behind Wikipedia? The answer is that Wikipedia, when we look
at the site, we notice that design is pretty simple, it is also user-friendly and everyone
who has the access to internet can have access to Wikipedia and can read, write and
edit texts.

6. Social media and its focus

Not every social media platform has the same focus. Different social networks sites
have different goals that they want to archive. From my own experience with social
media networks the difference are pretty obvious. For example Facebook is different
from YouTube. YouTube is based on new published videos and comments below
them, while Facebook is more “private” (depending on settings) but is used for private
exchange of information (which also can be discussed - there are also the “Fan
Pages” which are more or less public). But for both an account is needed.

To understand more about difference between social networks sites | will present
here a model made by jan. H. Kietzmann - The honeycomb of social media.

In his model he explains what services a social network sites provides and on what is
the focus set.

39 Ebersbach, 1971., S.38
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Social Media Functionality Implications of the Functionality

The framework we use (see Figure 1) is a honeycomb of seven functional building
blocks: identity, conversations, sharing, presence, relationships, reputation, and
groups. Each block allows us to unpack and examine (1) a specific facet of social
media user experience, and (2) its implications for firms.”*® Howsoever,

““These building blocks are neither mutually exclusive, nor do they all have to be

present in a social media activity. They are constructs that allow us to make sense of
how different levels of social media functionality can be configured.”

6.1 ldentity

In further he explains what each term means. According to Kietzmann “Identity” tells
us how and in which way the person is involved and how much is reveling from
personal dates, from his identity.*?

40 Jan H. Kietzmann , Kristopher Hermkens, [an P. McCarthy, Bruno S. Silvestre: online under:
http://beedie.sfu.ca/files/PDF /research/McCarthy_Papers/2011_Social_ Media_BH.pdf

41 Jan H. Kietzmann , Kristopher Hermkens, Ian P. McCarthy, Bruno S. Silvestre: online under:
http://beedie.sfu.ca/files/PDF /research/McCarthy_Papers/2011_Social_Media_BH.pdf

42Vgl. Jan H. Kietzmann , Kristopher Hermkens, [an P. McCarthy, Bruno S. Silvestre: online under:
http://beedie.sfu.ca/files/PDF /research/McCarthy_Papers/2011_Social_Media_BH.pdf011_Social_Media_
BH.pdf
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6.2 Conversation

The second block is conversation. Here is the most important point - how much a
certain person is willing to reveal during the conversation. Every conversation that
user is having with other user/users of certain social media network site/sites has a
goal. Is it exchange of information, getting attention and/or affirmation, or even to find
a life partner - though the others are using for other purpose such as a humanitarian
work, political statements, “wake — up” calls, environment awareness etc. 3

Here is important, for the subject of my paper, to quote Kietzmann directly:

“Another fundamental implication of conversation is the issue of firms starting or
manipulating a conversation. For example, Unilever gave its community something to
talk about upon launching the Dove Campaign for Real Beauty in 2004. People not
only conversed on Dove’s own blog or discussion board, but also talked very
positively about the campaign across many social media platforms**.”

This manipulation that is created through the social media is from interest in my
paper - to create a public opinion, and that too a positive one, by using and
manipulating social media. For example in the Dove Campaign, according to diverse
articles, which appeared after the campaign was published, the models, which were
used in campaign, were not ‘ordinary, next door women’. They were models chosen
based on strict criteria, and they used the Photoshop to create a “ a girl/woman next
door”. So using social media networks sites, and manipulating people to write
positives about certain product/ campaign can do much more and has much stronger
impact then classical advertising. Of course, it is also risky, in case if it fails the
consequents can be detrimental for the brand image.

6.3 Sharing

Under “Sharing” Kietzmann considers what and to where is boundary set on what is
being shared. He also explains that although the name “social” is pointing to social
exchange, to people, users, it doesn’t have to be necessarily that way. He talks about
object that users “get around” which makes that object interesting for others, and
make it social wanted. He uses the example of “Groupon”. In this example we can
see (the same site exist in Austria also, groupon.at) that what made this site popular
it's “mouth propaganda” — meaning the communities on different sites made it
popular.

43 See. Jan H. Kietzmann , Kristopher Hermkens, Ian P. McCarthy, Bruno S. Silvestre: online under:
http://beedie.sfu.ca/files/PDF /research/McCarthy_Papers/2011_Social_Media_BH.pdf

44 Jan H. Kietzmann , Kristopher Hermkens, [an P. McCarthy, Bruno S. Silvestre: online under: http
://beedie.sfu.ca/files/PDF/research/McCarthy_Papers/2011_Social Media_BH.pdf
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6.4 Presence

In a real world, it is maybe hard to guess when and for how long someone is
available, if there are no clear signs that points to it. And exactly that exist in virtual
world - clear signs about someone’s availability. Not only it says if someone is
there/online/available or not, it is also possible to share exact information where the
person is. In case of entertainment media, it makes it quite easy for journalists to
come to information. As Kietzemann also mentioned in his book, the couple Demi
Moor and Ashton Kutcher were one of those celebrities that provided public with
information on almost daily basis. The private pictures were published on one social
media network sites, which led to divorce - which was also made more or less, public,
because both of them used their Twitter account to share thoughts about current
private life.

So under presence it is not only considered if someone is online and available for
conversation, it is what kind of information is available.

6.5 Relationships

Here the main criteria is in what kind of virtual relationship are two users. Depending
on relation they will share the information, or the information about user will be
available for other users on the site. Some of social media network sites have strict
rules, about what can be seen by others and what not (like on LinkediIn it has clear
and strict instructions about what private information of a user can be seen and by
who)

For example other social media platforms, such as a Skype are operating different.
Exchange of information and documents is possible, but on direct way, and its more
about instant contact, where people/users use visual tools, meaning camera, to getin
contact and to talk with people they know (in general). This kind of conversation is
more “instant messaging”, and the profile they have on Skype is not that relevant,
which is not that capacious as on the other social media networks.

6.6 Reputation

“>“Reputation is the extent to which users can identify the standing of others,
including themselves, in a social media setting. Reputation can have different
meanings on social media platforms. In most cases, reputation is a matter of trust,
but since information technologies are not yet good at determining such highly
qualitative criteria, social media sites rely on ‘mechanical Turks’: tools that
automatically aggregate user-generated information to determine trustworthiness.”

Here it is all about “thumbs up”. It all depends on how many “likes” a post or site has,
to be appreciated by others, and to be visited. If for an example someone likes a

4Shttp:/ /www.academia.edu/959458/Social_Media_Get_Serious_Understanding_the_Functional_Building_
Blocks_of Social_Media
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certain post or site, then the others with same interest will follow it. Platforms that use
this feature (namely Facebook) have the mechanism where the algorithm is set in a
way that the increase in the number of likes automatically makes that piece of
content being promoted for greater visibility by the others. So it is not much about
quality, in many cases, it is more about to “follow” and in most cases based on what
the others are following i.e. what is ‘popular’.

On Twitter is possible to “follow” as many person/user as a person/user wants,
because there is no limit on flowers, so why not to “follow”? “°

6.7 Groups

As we already seen in the paragraph about “Reputation” the importance of “likes” and
“followers”, it is just continuing on this note.

“The groups functional block represents the extent to which users can form
communities and subcommunities. The more ‘social’ a network becomes, the bigger
the group of friends, followers, and contacts.”™’

In Kietzmann’s paragraph about ,Groups” he mentions Robin Dunbar theory about
human capability to react social with maximum of 150 people, and to have a stable
social connection with them.

The social media networks, or better said, users/ fun pages/ blogs etc, have much
more than that. The explanation is that is possible on many social media sites, to

” ” “

filter “friends”, or to make groups - as “job”, “school”, “close friends” etc.

In case of “fan pages” they are administrators who control, and decide who will join
the sites, and so they also send invites.

In this way it is possible to communicate with a larger amount of users, and to have a
social connection.

All this indicates how the social networks, how the communities are being built. In
these times the knowledge is available more than ever, but still it seems that despite
all that knowledge gaps are still big and cultural difference noticeable and thus the
social media networks have crucial role in interacting, connecting and sharing of
information.

46See., http://www.academia.edu/959458/Social_Media_Get_Serious_Understanding_the_Functional_Build
ing_Blocks_of Social_Media

47http:/ /www.academia.edu/959458/Social_Media_Get_Serious_Understanding_the_Functional_Building_
Blocks_of Social_Media
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Note:

It is interesting how these days, when one needs information, before he/she looks at
the internet sources, it is easier just to ask a question on one of social media network
sites. The information that he or she gets, is mostly even more reliable, then the one
on the internet site, by using the web search. The other thing is time saving by
avoiding using search machine, and the discussion which are being led after certain
posts/questions are leading to multiple answer and providing more information’s. Just
with one post it is possible these days to get the information easier and quicker than
ever before.

Social Media are not only used because of the possibility of getting the needed
information in a short time. The other reason for its popularity is the prospect of its
socialization.

The best example is the story about Facebook.

7. Social Media

7.1 Facebook

Facebook was founded by Mark Zuckerberg, a young Harvard student at that time. In
the beginning Facebook intended to be only used by students of Harvard University.
After a great response, because more than a half of students joined the Facebook
in a short time, the project “Facebook” was expanded on a high school, where it
shortly gained a high level of the popularity among young population.*®

But the story of Facebook wasn’t planned. All happened step by step, one project
turned to another one, and all started from an unserious website.

First site that Zuckerberg built was called “Course Match” and was designed as a
help for students to decide which course to take. The second step which lead to
Facebook was called “Facemash”. On a “Facemash” a students could vote on
someone “Sex-Appeal” — for an obvious reason this site became an instant hit. On
the other side the “Facemash” had some legal problems (Zuckerberg downloaded
pictures from a University server with out a proper permission to do so). But the

48 See.Brown, 2009, S.51
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success that Zuckerberg accomplished with this project brought him closer to idea

which will be later known as “Facebook”.*®

January 2004 was the year when Zuckerberg registered the domain under name
“Thefacebook.com”. During that year he moved to Silicon Valley, to Palo Alto, where
he got his first capital, $500.000 and Facebook grew bigger. At that point was clear
that “Thefacebook” had a future, because of the number which was already at 5,5
million users and it was growing. *°

Eventually with a success came investors, sponsors, buyers of advertising space and
the name changed it to the name that is stayed till today: Facebook.

One of the biggest Facebook critic is the lack of privacy.

Before | continue the story about Facebook | have to mention, as | am also a user of
Facebook, though | am aware of a weak privacy control, am still using and publishing
occasional private photo and my current locations.

In a Jakob Steinschaden book called “Phanomen Facebook: Wie eine Website unser
Leben auf den Kopf stellt (Phenomena Facebook: How a website turns our life
upside down) ” mentioned an example of privacy violation.

“Legander ist ein Vorfall, bei dem ein Facebook-Mitglied unabsichtlich verriet, dass er
seine Freunde zu heiraten gedenkt. Denn alle Facebook-Kontakte bekommen tber
den News Feed die Nachricht zu lessen, dass er einen “Diamonde Eternity Flower
Ring* bei Overstock.com gekauft hat.“ >

Ist a legendary a case, where a Facebook member unintentionally reviled that he
wants to marry his current girlfriend. All his Facebook contacts could over News
Feed read that he had bought her” “Diamonde Eternity Flower Ring“ at
Overstock.com >

Even today is still discussed how cases like this can be prevented. Through the
latest privacy setting that have been made on Facebook its possible to see the cover
as also a profile picture. The rest depends more on the settings. But the fact is that
everyone can contact anyone no matter if they are “friends” or not on the social
network.

49 See. Steinbach, 2010, S.40
50 See. Steinbach, 2010, S.41
51 Steinbach, 2010, S.42
52 Steinbach, 2010, S.42
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Facebook headquarters have been sending out many press releases on this subject
explaining that settings has to stay as they are otherwise Facebook wouldn’t be what
it is - a platform where people can connect and where they can “find” each other.

But never the less, critics on violation on privacy do not end.

The part about privacy on social sites, such as on Facebook, is important. Through
this it is possible to highlight and explain the risks around privacy.

The latest issue is called “Facebook Exchange”

According to web site Digitalaffairs.at, it is an advertising system which makes it
possible to book over a “Demand Side Platforms”. This makes it easy to place
‘Facebook Adds” in a real time by using a Real Time Bidding as also a “Retargeting
Mechanism”.

1.”Demand side platforms- like search management platforms, DSPs bring all
accounts into one tool for centralized management and reporting, but demand-side
platforms do more than simply bring efficiency to handling multiple ad exchange
accounts. They act as a central hub for handling whatever data you can bring in to
help with the real-time bidding valuation that is crucial to successful ad exchange

management ™3,

2.“Real Time Bidding- Dabei werden Display-Anzeigen automatisiert per
Bietverfahren innerhalb weniger Millisekunden - also quasi in Echtzeit - versteigert.
Die Werbekunden kénnen fir jede einzelne Ad Impression (beziehungsweise den
Nutzer, der dahinter steht) entscheiden, ob und fiir wie viel Geld diese erworben
werden soll. Dabei gilt: Je mehr Gber den jeweiligen Internetnutzer bekannt ist, desto
wertvoller ist eine Ad Impression. ( the display adds are being automatized by a offer
process in few milliseconds —meaning in a real time- being sold. An advertising client
can decide for each Ad Impression (meaning for an user who stands behind it) if and
how much money he wants to purchase. The important is: to more is internet user
known to bigger is worth of Ad Impression)™*

3. Retargeting Mechanism — this is something that we all deal on a daily basis so no
special explanation is required. It's a marketing machines/tool which follows which
sites users visits, “memorize” and when he moves to another one offers a products
that suits to habits of users in form of banners.

The whole process works easy: when Facebook user use an external site that will be
automatically saved in “cookies” and will appear next time as a Facebook add when

53 http://www.imediaconnection.com/content/26711.asp ( online on 06.01.13 at 02.09 am)

54 http://www.horizont.net/aktuell /digital/pages/protected /show.php?id=98542&page=1&params= (
online on 06.01,02.32 am)

32



he log himself on Facebook. Perfect case would be when he would click on this Add
that would connect him direct with that website he already visited before.>

This shows us that a privacy on Facebook although protected by privacy settings is
not guaranteed completely. The user’s habits are being followed and used to
sell/offer the products.

So besides data that are visible for every internet user (it doesn’t have to be even a
Facebook user) even a user habits are known to ones who pays the most. The only
way to effect or to change that is not to be a Facebook user.

7.2 Twitter
What is Twitter?

Twitter is the second popular social media network. But it seems that it is more used
in USA then in Europe.”und obwohl Twitter seit einem halben Jahr sehr oft in den
Medien prasent ist, haben weit (iber 50% der Deutschen noch nie davon gehdrt>® (
even though the Twitter is already more than one half year very present in media, the
half of Germans never heard about it). But although it is more popular in countries
overseas such as USA, Australia or Canada there is some countries in Europe who
are also beginning to experiment with it.

Twitter as any other social media platform is easy to work with and allows expressing
opinion, emotions...

How did all started?

“Twitter wird am 13.Juli 2006 von den drei Griinden Jack Dorsey, Biz Stone und
Even Williams gestartet.“” (Twitter was started by Jack Dorsey, Biz Stone and Even
Williams)

Just like a lots of others social media platforms, Twitter was also started as a resarch
project which was developed into global successful platform. "Urspringlich wurde es
als Forschungsprojekt bei der Firma Odeo genutzt.”*®

The information about Twitter and what exactly it is, can be found directly on the
home page

55See: http://digitalaffairs.at/ - (online on 06.01.13 at 03.00)
56 Berns, 2010., S. 27
57 Berns, 2010., P.33
58 Berns, 2010., P.33
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“At the heart of Twitter are small bursts of information called Tweets. Each Tweet is
140 characters long, but don’t let the small size fool you—you can discover a lot in a
little space. You can see photos, videos and conversations directly in Tweets to get
the whole story at a glance, and all in one place.**®

Also, it is described on page what is exactly a Tweet. “A Tweet is a 140-character

message posted via Twitter.”®

Twitter is categorized under “Micro Blogging”- “the main difference to the standard
blogging are frequency and the length of the post. Microblogging posts are restricted
in length and updated much faster than regular posts. A “normal” blogger will update
his or her blog once every couple of days. Microbloggers will send several updates to
their microblog(s) every day.®*

Of course, Twitter is not the only micro blogging site .

The Twitter & Co create a feeling that people know what is going in lives of others
even if there is a huge distance between them.

Going through books and articles (online and print) there is expression that always
comes out: Ambient Intimacy

“Ambient intimacy is about being able to keep in touch with people with a level of
regularity and intimacy that you wouldn’t usually have access to, because time and
space conspire to make it impossible.”®?

But that is not only thing. As the community is growing up the number of users willing
to revile more is also increasing.

“‘Diese Ambient Intimacy ist nicht die einzige Sache, fur die Twitter gut ist. Je mehr
Nutzer der Dienst hat, desto mehr Leute erzahlen davon, was sie gerade lesen,
héren und wortber sie nachdenken — oftmals mit Links auf weitere spannende
Dinge.®

59 https://twitter.com/about (28.08.13, 02.08 am)

60 http://support.twitter.com/articles/15367-how-to-post-a-twitter-update-or-tweet# (online: 28.01.13,
01.23)

61 Degenklob, 2009., P.3
62 http:/ /www.disambiguity.com/ambient-intimacy/ (online: 28.01.13, 06.28 am)
63 O'Reilly, 2011., P.11
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7.3 Blog

“Ein Blog ist auf den ersten Blick eine regelmaliRige Webseite mit chronologischen
sortierten Beitrdgen, beginnend mit dem aktualsten Beitrag auf der Startseite, dem
altere Beitrage folgen. Der Begriff Blog ist eine Abkirzung des Begriffs Weblog, in
dem wiederum die Begriffe ,web“ und ,log“ (Protokoll oder Log wie in Logbuch)
stecken“®*

(A Blog is on the first sight a regular website with chronological sorted article/posts,
inchoate with an actual article/post on the start page, which is followed by others
articles/posts. The term Blog is acronym of term Weblog, which contains terms “web”
and “log” (protocol or log like in Logbook)

Like Alby is continuing to explain in his book, that blog is actually a diary or journal
which is published online | need to make a notice on that. A blog is a kind of an
online diary or just a tool to exchange the opinions and tool with others, but however
the blog, in due course of time has also developed as a marketing tool for
promotions. In the beginning most of the blogs were just in the form of text, but these
days there is no blogs which can be imagined without pictures and/or videos. Most of
them, especially in entertainment cannot be considered if they don’t publish enough
pictures. Most of the time it is enough just one or more picture with a short text
(“instagram” is based only on pictures and comments).

Besides, the personal blogs, entertainment blogs, fan blogs, etc there are also
Watchblogs. The Watchblogs are special form of blogs. They have as their main task
to observe what is said or written and to discuss it. It means they are there to criticize
the said and written and the society. Of course they are not obligated to any press
codes. But more about it later.

7.3.1 History of Blog

It is not easy to track the beginning of the blog story, although it is considered that
bogs started at the begin of 1990s. Of course the blogs in those days are not similar
to the ones found these days, because they are just web sites which are from time to
time updated by their owners and what can be updated in terms of the type of
content has changed with the advancement in technology.

The term “blog” was first time used by Jorn Bager in year 1997. He describes a blog
as® “"Webpage where a Weblogger ‘log’ all the other Webpages he/she finds

interesting””.®

64 Alby, Tom, Web 2.0: Konzepte, Anwendungen, Technologien, Hanser, Miinchen, 2008, S.21
65 See. Ebersbach, 1971., S.58.
66 Ebersbach, 1971., S.58
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One of the first web bloggers that appeared were from Dave Winer (scripting.com),
Steve Bogart (news, pointers & commentary) as also Cameron Barret (Abb. 2.9). The
year 1999 was an important date for bloggers and the future of it. C.Barret published
an article called “Anatomy of a Weblog” in which he tried to define what is the blog
exactly and that is a separate media.®’

Under Blogs, the small messages as the one published on Twitter are considered
also a kind of Blog: Micro-Blogs. Under this it means posts from Twitter.

What made the blogs spreading and growing was 9/11. After that more and more
people wanted to have their opinion heard so they started to blogging, and putting
their anger public.

“If the Clinton-Lewinsky scandal of the late 1990s is the event that marked the birth of
online journalism (Lasica, 2003), the terrorist attacks of September 11, 2001, did the
same for blogging. Although blogs began to appear in the late 1990s, it was after
9/11 that the phenomenon spread rapidly. Many of the new blogs focused on the
events of that day and President Bush’s subsequent war on terrorism.” %

One prime reason why the social media is successful is because it is possible to
express emotions with no hold, no censorship and no control.

“For example, the conservative blog, Vodkapundit.com began 4 months after 9/11
with a post titled, “Why Aren’t we Bombing Iraq Back to the Stone Age Already?””®

Of course the fact that using social media does not cost much, and it is easy to
understand the way to work it so it is contributing to their success.

“Blogs are popular in part because they enable easy, inexpensive self-publication of
content for a potentially vast audience on the world wide web, and because they are
more flexible and interactive then previous publication formats, print or digital
(Herring, Scheidt, Bonus & Wright, 2005).”"°

Blogs are not (mostly) under any influence and the bloggers are allowed to write what
they want and how they want. However, users are not allowed to criticize politicians,
government, media etc. such as China and Iran who have high degree of censorship
and this kind of expressing of opinion is forbidden.

“...blogs have become powerful voices for and against media and government and
many other causes and issues.””*

67 See. Ebersbach, 1971.,S. 58
68 Tremayne, 2007., S. XIII

69 Tremayne, 2007., S. XIII

70 Tremayne, 2007., S.3

71 Tremayne, 2007., S.3
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Blogs are also characterized through the rapidity of publishing. If someone for
example is on right place in a right time, he can publish the content in a second (does
not matter if it is about natural disaster or a new designer collection), and so wins
over journalist who hast to come there to be able to see and report about it. So these
days it is not uncommon hint that journalist are taking information from blogs.

“Die etablierten Medien konnten mit der Geschwindigkeit und der Authentizitat der
bloggenden Augenzeugen nicht Schritt halten und nutzen sie zum Tell selbst als
Quellen.“"

(The established media could not keep up with the rapidity and authenticity of the
blogger eyewitnesses and there for they are using it to a certain level as a sources)

The PR is also as a known fact is using the blogs, so not that only politicians have
their blogs, or stars, it's becoming a common that products or companies etc have
their own blogs too. So although the description of a blog as a personal online journal
that has been mention several time is not completely correct.

That’s why is important to make a categories for different kind of blogs.

The blogs which are used by companies like a Google blog
(http://googleblog.blogspot.co.at/) is used, of course, for a PR as also marketing
purpose.

This kind of blogging is called “corporate blogging”.

“Corporate Blogs dienen dabei in erster Linie dem Marketing und der PR nach innen
und aulRen. Sie kbénnen aber auch fur ein kollektives Newspublishing verwendet
werden und somit die Kommunikation der Mitarbeiter untereinander oder mit den
Kunden erweitern.“”

(Corporate Blogs are serving in first line the PR and marketing purpose, inside as
also outside. They can of course be used for news publishing and therefore to
upgrade the communication between employees or with clients)

7.3.2 Types of Blogs

There are many types of blogs, and | am sure that even in this moment a new type is
being created. But according to Anja Ebersbach, Markus Glaser and Richard Heigel
this are classifications:

72 Ebersbach, 2008., 59
73 Ebersbach, 2008., 59
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7.3.3 Content
e “Tagebucher” (Journal/Diary) — personal blogs
e Zeitungsblog (Newspaper blogs) — led by print media

e Watchblog — the special blogs which have goal to critical observe and
comment on beings around

e Warblog - writing/reporting about war

e Eventblog — reporting about certain events

e Hobbyblogs - reporting about certain hobbys
e Ingoblog - reporting about certain subjects

Media

e Textblog - blog for news or portals. They are publishing daily new news about

certain subject.

e Filter & Linksammlungen ( link collector) — are the former weblog

e Fotoblog - can be used in both way, commercial as also private

e Vidoblogs - being regularly actualized

e Audi blogs - are also regularly actualized
Operating

e Corporate Blogs - used by companies

e Edublogs - educational blogs

e Private Blogs - focus on thoughts and opinions of private person
Device

e Moblogs — operated by a telecom device, as an mobile phone
Searching engine and Metblogs

e They are searching the blogs after typed term/word and can also show the
newest posts.’

74 See. Ebersbach, 2008., S.62
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7.3.4 How does the Blog function?

To create the blog account it is not that difficult. As with any other social media they
are just a few simple steps to follow which always include similar rules.

According to Ebersbach, Glaser & Heigl this are the main characteristics.

First what a blogger need is to find a server that he feel comfortable with and he can
start with postings content.

Posts - this are the most important parts of any blog. They are written in Editor, which
is a text program and are put online in order that the last one is first on site. They all
have dates and the oldest posts are saved under the last one or in archive.

Permlinks - this are links which lead directly to single text or comment, and they can’t
be changed (URL) . They are always same no matter if the text is being changed.
Only in case that text/post is been removed/erased so will be also the URL.

Archive - are are all posts saved under dates so they are easy to find.

Comments - can be posted under posts as a sharing opinion about the post subject
and can be only referring to that same subject. They lead oft to discussion that can
be also erased by a blogger.

Trackback/Pingback - is a function which shows the reaction on a certain post and its
not visible on the blog if the post is commented on some other webpage.

Ping - it used to check if some IP (Internet addresse) is still reachable. During that a
Ping address will be also send together with it.

Tagging - it makes easier to find posts. These are the key words of post through
which post is easier to find/ the subject of post.

Category — they are listed, if available, on menu. They are helping the user to find
quicker what he/she is looking for.

Feed - contains the posts in simplified form and allows the user if he directed the
subscribe to a blog to get a news about any activity or new post through help from
Feed reader.

Blogroll - it's an important blogfeature which is collecting all links from blogs which
are popular and user if he follows the link can visit the others blogs. Of course it is
visable for users. "

75 See., Ebersbach, 2008., S. 62ff
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Blog as we can see by our self on internet can be different by design. There are lots
of layouts that are provided on internet. As also there are lots of servers for blogs and
one of the most popular is wordpress.com. Of course there is blogger.com but the
newest one who is high ranked is Tumbilr.

In this picture below, taken from a website www.pingdom.com we can see in graphic
terms which blog platform is most popular.

Blogging platform/CMS Technorati Top 100 blogs

WordPress

/ 48%

Data source: Pingdom www.pingdom.com

Image 376

Further in that study is it explained how they did the research: “Methodology: Since
the Technorati Top 100 is updated every day, we froze our list on March 20, 2012,
and then set out to investigate what blog system or CMS each site is using. For each
site, we started by using third-party services like BuiltWith, WholsHostingThis, and
Wappalyzer, to see if they would reveal anything about the site. If that did not give us
any results, we proceeded with tools like host, whois, and dig. Only if that still didn’t
tell us what we needed, did we get in touch with the site through contact details
published on the site (mainly email, phone, and Twitter), or in the domain registration.

76 http:/ /royal.pingdom.com/2012/04/11/wordpress-completely-dominates-top-100-blogs/ (online
27.01.2013, 04.24)
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In most of the cases marked “N/a” the other party simply did not want to respond to
our repeated requests. In just a few cases, they declined to answer.“’’

As we can see the WordPress is still leading platform which had the biggest growth in
last year “At 48%, WordPress is clearly the dominating blogging platform as well as
of growing importance as a more generic CMS”"®

The other which I will mention here before | close the chapter about types of blog is
Tumblr.

Tumbilr is pretty new in a sea of social media platforms, and it is also young platform,
built in year 2007.” Based on current dates Tumblr has a 91.5 Million blogs as we
write about it?®. And in one year after it is built had around 642,000 blogs®*

The way the Tumblr works is: “a post picks up a note when it is either liked or
reblogged by another Tumblr user. A “like” gives it a little heart and tags it for you; a
reblog puts it onto your own Tumblr blog. Basically, almost 8 million people have
done one or the other here.”®

Popularity of Tumblr is growing with each today. The fact that important people from
world of entertainment or any other area are using the Tumblr it contribute their
excess.

Of course there are others new ones such as an Pintrest that is seems is going
bigger and bigger with every day, but it won’t be possible to describe every single
social media network/platform.

77 http:/ /royal.pingdom.com/2012/04/11/wordpress-completely-dominates-top-100-blogs/ (
online:27.01.2013 03.45 am)

78 http:/ /royal.pingdom.com/2012/04/11/wordpress-completely-dominates-top-100-blogs/ (online:
28.01.2013 05.36 am)

79 http:/ /www.tumblr.com/about (online:27.01.2013)
80 http://www.tumblr.com/press (online: 27.01.2013 11.40 pm)

81 http://royal.pingdom.com/2012/04 /04 /tumblr-50-million-blogs-20-billion-posts/ (online: 27.01.2013
11.49)

82 http://www.forbes.com/sites/jasonoberholtzer/2012/09/20/the-most-popular-tumblr-post-of-all-
time/ (28.01.13 01.12 am)
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7.4 MySpace

“‘Myspace LLC. is a leading social entertainment destination powered by the passions
of fans. Myspace drives social interaction by providing a highly personalized
experience around entertainment and connecting people to the music, TV, movies,
and games that they love. These entertainment experiences are available through
both online and offline and across multiple platforms and devices. Myspace is also
the home of Myspace Music, which offers an ever-growing catalog of freely
streamable audio and video content to users and provides major, independent, and
unsigned artists alike with the tools to reach new audiences. The company is
headquartered in Beverly Hills, CA and is an affiliate of Specific Media.”®®

The MySpace was use to be a very popular, back then, and it looked pretty different
then these days. But it seems that MySpace is winning back his popularity.

“MySpace began when Tom Anderson, a musician with a film degree, paired up with
Chris DeWolfe, an Xdrive, Inc., marketer, to create a website where musicians and
fans could interact and engage in music sharing and casual discussion on music.”®*

With the time MySpace was growing and had at some point “100 million members
and it ranked as the sixth most popular website on the U.S internet in terms of page
hits (Cote & Pybus, 2007, p.88)"%

What was different at My Space was that it had two possibilities for profile. A user
could choose between a professional profile, made for musicians and normal private
profile. For a regular user the profile was made so they can put private information,
pictures, etc. For the professionals it was made so that they can put tracks and a
certain amount of them free of charge.®

MySpace had a different categories such as “Top Artist” which was ranked by the
music affiliation such as for an example “Indie” so it was easy to find the bands by
their categories.

This resulted in a lot of musicians actually getting discovered through MySpace.®’

“While there are stories of musicians being discovered outside of the social
networking sites (such as a performing on the street or at the musicians venue), the

83 http://www.myspace.com/ (online on 25.01.13 at 7.23 pm)
84 Suhr, 2012., P.33

85 Suhr, 2012., P.33

86 See. Suhr, 2012., P.33

87 See. Suhr, 2012., P.34
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difference between being discovered on MySpace, as opposed to a real-life context,
it's the role played by charts”® — one of them was Colby Caillat.

But besides those who were discovered on MySpace and those who are about to be,
many of the already established ones recognized the power of MySpace (and of
course of youtube) and started to use it for promotions purposes.

“For established musicians, the game plan and strategies often pertain to
strengthening the cultural capital they have already obtained. Thus, many
mainstream musicians also utilize MySpace and YouTube as an importance source
of marketing.”®

Some of them are for example Taylor Swift or Coldplay, R.E.M etc.

MySpace is a social network platform that is more or less only meant for musicians,
and all others who have interest in music.

But in year 2011 it had suffered through many losses and now trying to gain the
success that it had before. It was sold for around 40 Mil. to a company Specific Media
which is trying to get MYSpace more on mainstream track which will bring also the
profit, which means that well known artist will have bigger role on MySpace, they will
be better represented. *

“Although is fair to say that the future role in of MySpace in the discovery of
underground musicians is still unclear, given the objective of the company which
bought the website, it seems unlikely that MySpace will actively aid in the
representation of grassroots musicians.”®*

7.5 YouTube
YouTube was and still is one of the most popular social media platform.

“YouTube is of critical importance to today’s musicians and the music industry at
large. While MySpace once functioned as a place where musicians could interact
with their fans and increase fan base, YouTube provides the opportunity for users to
increase fan basis via video postings.”®

88 See. Suhr, 2012., P.34
89 Suhr, 2012., P.35
90 See, Suhr, 2012., P. 54
91 Suhr, 2012, P.34
92 Suhr.,, 2012, P.55
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According on dates that are on official YouTube site every minute a 60 hours of new
materials is being uploaded, 4 Million of videos are being streamed. YouTube has
more than 800 Million users. %

But despite of all this success that YouTube has, the site is “in some countries, such
as Pakistan, the site is blocked entirely, threatening YouTube’s global success.*

Not only that MySpace helped in career many young artists, the same did the
YouTube. Just a simple look on the front page of YouTube can tell us much about
how artist are represented on site.

Of course the YouTube by using a help from search machine that we use by
searching videos, adjust the preference to the viewers, and suggest the videos that
we could find interesting.

Many of artists become famous thanks to YouTube. All what is needed for YouTube
account is an email, computer and an internet connection. And everyone can upload
videos.

One of them was famous teen star which become popular on international level.
Justin Bieber.

“Although the list of unsigned musicians acquiring record contracts in extensive, pop
sensation Justin Bieber’s case is particularly noteworthy because not only was he
signed to a major record label, but he has become enormously famous and is now a
household name.®

As we can see a social media networks, especially ones as a YouTube or different
types can and are in the most cases the quickest way to be “heard”. But as already
mentioned YouTube is social media platform, so all this exposing can also lead not to
expected results.

“In contrast to Justin Bieber’s story, Rebecca Black, a thirteen year-old girl, seem to
be going down the same path as Bieber; to date, she has received over 113 million
views (Russian, 2011). Similar to Bieber, she has gained national mainstream
exposure, and her song was also charted by Billboard.”*®

The attention that is possible to gain over every social media platform, is possible to
get also over YouTube. But as at the others social media platforms, and it's no
guarantee it will positive.

93 See http://www.youtube.com/t/press_statistics (online: 05.02.13, 09.48 pm)
94 Rowell, 2011. P.12

95 Suhr., 2012, P.57

96 Suhr., 2012, P.58

44



“Although she is enormously popular, her popularity is not the result of her talent,
rather the opposite. Her notoriety has given her national fame. In terms of concrete
number of views, Black has become famous, but it is viewer’s attitudes towards the
music that has attracted the spotlight.”®’

YouTube was founded by three young persons, Steve Chen, Chad Hurley and Jawed
Karim in California. The main goal was the share videos and to encourage other
people to do the same. But the YouTube had something also working for him:
YouTube had a great timing, while as the YouTube was launched all others social
media platforms were getting on popularity. So YouTube just came along.*®

It was established in year 2005, as an answer to difficulties with transferring videos
over internet. The YouTube is not just made for a mainstream artists, its also there
for anonymous users who can upload a unlimited numbers of new videos/clips.*

As the YouTube was growing other big companies were showing the interest, such
as Google.

“In October 2006, Google, Inc., purchased YouTube for US $1.65 billion.”*®

YouTube as such, hosting videos for mainstream artists, had of course legal issues
that had to be solved. Some of the big labels pulled their content from the YouTube,
which was also fallowed that some countries decided to ban some of videos, based
on the same reason as the big companies had.

“on December 20, 2008, Greg Sandoval reported that Warner Brothers Records had
pulled its video from YouTube after choosing not to renew its licensing agreement
with the website. Warner Brothers Records are not the only label demanding that its
videos no longer be played.”***

Although as | mentioned above the YouTube made many artist famous for the
established artist YouTube wasn’t always that crucial.

97 Suhr, 2012, P.58

98 See Rowell, 2011. P.7
99 See Suhr, 2012, P.56
100 Syhr., 2012, P.56

101 Suhr, 2012, P.63
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“‘However, if a person is already become famous on the mainstream media, then
fame on YouTube may occur with little or no effort. This was the case with Susan
Boyle, who experienced overnight success after being on the 2009 season of
Britain’s Got Talent television show.”*%

The opportunities that are given through YouTube are numerous and can help the
one to get his career on the run, or just to get famous for a while. It helps also
established artist to promote them self as also to gain more fans. But it doesn’t all
have to be so positive. YouTube has also another side which does not always results
with positive score.

“On the other hand, the commercial aspect of YouTube has not always resulted in
positive outcomes. YouTube has faced various legal battles over ownership and
copyright issues, which has caused the site to delete the numerous videos, especially
this concerted to artists signed by Warner Brothers Records.”**

8. The Change

When did the change started? Media can be powerful weapon, which can be used for
different causes, and social media is in a way in hands “of people”. But this fact can
also be manipulated (example - by PR Agencies).

“Noch vor 15 Jahren war Mundpropaganda ein drtlicher und zeitlich begrenztes
Phanomen. Wer sich im Alltag Giber schlechten Service, unfreundliche Bedienungen
oder miserable Qualitat beklagte, teilte seiner Arger oft ausschlieRlich mit Familie und
Freunden. Im Zeitalter des Web 2.0 ist der individuelle Einfluss des Verbrauches
jedoch enorm gestiegen.“*

(15 years ago was mouth propaganda a phenomenon that was attached to place and
time. Who wasn’t happy in his/her daily life with bad service, unfriendly attendance or
miserable quality, was able to share his anger only with family and friends. In time of
web 2.0 individual influences of consumers is grown enormous.)

102 Suhr, 2012., P.69
103 Suhr, 2012., P.69
104 Kaiser & Hopf in Janner, 2011., P.77
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What internet has become, we can find this expression lately in many editions, its
museum. Moved from the bricks to internet areas. To see something, or the learn
something, it is not necessary anymore to go to museum, we are just one click away.

“In the 1990s museum content began the emerge from behind the walls of institutions
and to appear at distributors websites. The internet was increasingly becoming a
common medium for institutions to display, in a limited way their cultural
knowledge.'%

The social media is very useful when it comes to sharing information’s, knowledge
and helpful advices. People learn by using social media. There are some indications
that had people in Haiti knew what is really tsunami and how does it look like, maybe
some lives could have been saved.

As we can see in chapters above, the growth of social media, especially blogs was
enormous increased during the disaster, such as described in chapter before — on
an example of 9/11.

In this context we are talking about a common heritage that helps others.

“Heritage is a cultural practice that “embodies acts of remembrance and
commemoration” and is used “to construct, reconstruct and negotiate a range of
identities and social and cultural values and meanings in the present.” There is also a
new model of “heritage as social action” where people are seen as “active owners
and modifiers of culture...and agents in the history-making process...constantly
reproducing significance.”*%®

Sophia B. Liu has presented the model which “depicts what is happening in practice
but also alludes what could be better supported with technical tools.”**

Socially distributed curation model shows are how heritage works with social media,
that social media is used as a tool and way to express to opinions, especially in time
of crises.

“in this model, each curatorial activity plays an important role in making curation
successful, even though some activities may exist all the time while others may not
be supported very well yet.”*%®

105 Giaccardi, 2012., P.145

106 http: //sophiabliu.com/Dissertation.html ( 11.02.12 at 05.20 am)
107 Giaccardi, 2012., P.46

108 Giaccardi, 2012., P.46
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Image4

“This final model shifts the focus away from traditional curatorial roles towards the
following seven curatorial activities intended as actions rather than roles: (1)
Preserve and maintain, (2) Collect and achieve, (3) Categorize and organize, (4) Edit
and verify, (5) Craft a story and synthesize, (6) Exhibit and juxtapose, and finally (7)
Guide and converse. “*®

8.1Preserve and maintain

Here is the question how to preserve and care about certain artifact so that at same
time all this what for he stands for stayed preserved for the next generations.**°

“The challenge in the social media landscape is how to preserve social media
artifacts (e.g. blog posts, online news articles, online videos and comments
associated with each of them). It is necessary to preserve the entire social media
service?'!!

109 Giaccardi, 2012., P.46-47
110 See. Giaccardi, 2012., P.47
111 Giaccardi, 2012., P.47
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Social Media is considered, in this time, as an important carrier of knowledge and
information for the new generations, and the question is how to preserve them?

8.2 Collect and archive

Social Media is playing also an important part in collecting the information, which as
mentioned above will be preserved for generations’. The role of social media in this
matter is not under question, but it is more about what is the best way for this to be

done.

“Another important aspect of socially distributed curation is deciding where and how
to build a collection of digital memories and artifacts using archiving techniques”**?

The issues that appears are the ones more important than the others?

“One might consider Flickr or YouTube as an amorphous collection of multimedia
content from the wider public.”**3

But the other Social Media platforms are also not left far behind: “Facebook groups
and blogs may also be considered sites that aggregate artifacts into collection.”***

8.2 Categorize and organize

“Categorizing and organizing items in collection are also important maintenance
activities associated with socially distributed curation.”**®

By this we consider not just all that appears on social media, but also how does it
appears and who has leading role (in most cases) in deciding the appearance.

“Organizing activities by subject matter experts are likely to produce historically more
relevant tags and categories.”*

8.3 Edit and verify

“The adoption of the term “curation” in the social media landscape put particular
emphasis on editorial activities and on being able to verify what artifacts are included
in collection.”**’

112 Giaccardi, 2012., P.47
113 Giaccardi, 2012., P.47
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Here is main issue the relevance. This could be compared with classical journalist,
like the Sophia B. Liu is explaining in her book “Heritage of Social Media”.

4.8 Craft a story and synthesize

“Another aspect of socially distributed curation has to do with synthesizing the
information from each artifact to craft a story. Crafting a story involves weaving
together web artifacts them in meaningful narrative that can be passed on the future
generation.”®

The way how a story is told helps to make memories alive, to describe certain feeling
or situation, to awake or to remind on emotions. This is very important for social
media, because in this lies the strength of social media and one of the reasons why
social media is growing and being so popular.

8.5 Exhibit and juxtapose

“Social media services and the feathers within it are increasingly becoming exhibition
spaces for crafting and presenting the stories.”**°

By this is meant that social media has this power to make the stories more engaging
by telling or retelling them, also in making them more easy to understand and getting
the content closer to wider audience.

Guide and converse

“Since social media services fundamentally facilitate conversations and engagement
with the public, one might argue that many social media users engage in
documenting activities. “*?°

Social media users are sharing their knowledge with others not because they have
to, or get, in most cases, any financial advantage out of it - its just because they want
it.

The other aspect of social media in time of crises is also the connection that is
possible to create between the users and governments.

“Instant communication using social media such as Twitter and Facebook helps
citizens to maintain a constant dialogue with governments; this dialogue can be

117 Giaccardi, 2012., P.49
118 Giaccardi, 2012., P.49
119 Giaccardi, 2012., P.49
120 Giaccardi, 2012., P.52
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especially valuable during times of crisis, but requires a careful recalibration of
communication strategies on both sides in order to maximise efficiency and avoid the
spreading of misinformation.”*#

Of course the affect that social media has on society is visible in our daily life. How
often we spend our time discussing something that happened “online”, talking about
someone comment on picture or video- or answering on the question if we know
someone, that we don’t know it personally but we saw the picture Facebook?

Is it a positive effect on society or not, it is for sure discussable but not inevitably.

“Besides having opportunity to know a lot of people in a fast and easy way, social
media also helped teenagers who have social or physical mobility restrictions to build
and maintain relationships with their friends and families. Children who go overseas
to study can still stay in meaningful contact with their parents. To a greater extend,
there is anecdotal evidence of positive outcomes from these technologies.”??

Social media is helping people to bound, to stay in touch but as also another site
which can be characterized as negative.

9. Negative effects of social media on society

9.1 Hyper texting

“According to the research, hyper-texting, defined as texting more than 120
messages per school day, was reported by 19.8 percent of teens surveyed, many of
whom were female, from lower socioeconomic status, minority and had no father in
the home. Drawing from the data, teens who are hyper-texters are 40 percent more
likely to have tried cigarettes, two times more likely to have tried alcohol, 43 percent
more likely to be binge drinkers, 41 percent more likely to have used illicit drugs, 55
percent more likely to have been in a physical fight, nearly three-and-a-half times
more likely to have had sex and 90 percent more likely to report four or more sexual
partners.”#

Besides this problem, there are others problems which have been mentioned before
in this paper while talking about social media platforms.

The biggest, or maybe the more discussed one, is the problem of privacy. Although
every social media platform has settings which allow us to protect our privacy still,

121 http://eidos.org.au/v2 /social-media ( approched on 17.02.13, 02.34 AM)

122 http: / /ezinearticles.com/?Impact-of-Social-Media-on-Society&id=5378885 ( approached on 17.02.12,
02.56 am)

123 http://case.edu/medicus/breakingnews/scottfrankhypertextingandteenrisks.html ( approched on
17.02.13 at 03:47 AM)
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there are enough private dates they are open to public. The most common thing that
users leave open is “their friend list. Using the algorithm, researchers were able to
infer many personal traits merely from friend lists, including educational level,
university attended, hometown and other private data” ***. By viewing friend list, from
a personal experience is possible to identify the person. Actually, by checking
someone friend list you are checking his friend, college, acquaintance etc group-
which can tell you much about person life.

Other thing that can lead to reveal a personal date is constant changing of settings
that, if we don’t response quick enough, can make our private dates public. “Many
social networking sites regularly make changes that require you to update your
settings in order to maintain your privacy, and frequently it is difficult to discover how
to enable settings for your appropriate level of privacy.”**

Besides that, especially on Facebook, and Facebook is one of the leading platforms
of social media, if not the leading one, there is problems of certain tags that can also
attack the privacy and publish an information about the person, which is against of
the will affected person. “When social networking sites have a "tagging" option,
unless you disable it, friends or acquaintances may be able to tag you in posts or
photographs that reveal sensitive data.”

Many persons had problems, by getting a job, or their picture in public was “twisted”
because of updates, if it is a picture, tag and status etc, posted on certain social
media platform.

Something that used to be used only for fun, it turns to be a relevant source for
collecting personal information about person, without even the need to meet that
person.

9.2 Heath and Social Media

The other categories of negative effects of social media on society have direct
connection with health. They have been many discussions if social media can affect
human health. Maybe it is too soon to make long term conclusions but there some
inductors that it might could be so.

124 http: / /socialnetworking.lovetoknow.com /Negative_Impact_of_Social_Networking Sites ( online:
02.03.13 at 04.28 am)
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10. The research part

As | already mentioned in the beginning of paper | decided to do the research on PR
agencies which are based in Austria, Germany and Croatia.

Online survey was sent to 40 PR agencies in general and we got the answers for 24
of them. The survey was a couple weeks online.

The reason why we decided to send the online survey on PR agencies in Germany,
Austria and Croatia was to cover as much as possible and we included the Croatia
for of better geographic coverage. The online survey was made in English language
and contained 34 questions.

32 of the questions were the ones with multiple closed answers, and there was
possibility to choose more than answer. We had only two open questions, which we
will use to addition the answers we will get from statistic test.

The survey was of course anonymous.

10.1 Methodic approach

Quantitative

We decided to choose online survey which is part of quantitative methods, because it
was easier and faster to work with.

Any other method seemed it would not bring us enough information that we could
work with.

We were more interested in finding out the connection between the social media and
in this case PR agencies and the best way to research that was with the help of
survey which allows us to work with statistic tools after collecting the needed
information’s.

,Bei der quantitativen Forschung geht es darum, Verhalten in Form von Modellen,
Zusammenhangen und zahlenméaRigen Auspragungen maglichst genau zu
beschreiben und vorhersagbar zu machen %

( n the gquantitative research it is about behavior in form of models, correlation and
represented characteristics and the way how to describe them best and make them
predictable)

126 http: //imihome.imi.uni-karlsruhe.de/nquantitative_vs_qualitative_methoden_b.html ( online: 05.03.13,
04.09 am)
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The hypothesis that we had made, could only be proper analyzed with the help of
statistics tools, in our case SPSS program where we used descriptive statistic.

»Quantitative Verfahren allgemein eignen sich mit ihrer standardisierten
Befragungs- und Beobachtungsform, der Untersuchung grof3er Stichproben und der
Anwendung statistischer Prufverfahren sehr gut zur objektiven Messung und
Quantifizierung von Sachverhalten, zum Testen von Hypothesen und zur
Uberpriifung statistischer Zusammenhange 4%’

(Quantitative methods suit generally standardized questioner and observation form,
as also for the study of large samples and the application of statistical testing and for
objective measurement and quantification of situations to test hypotheses and to
verify statistical correlations)

As we know social media are not new subject, and we didn’t want to research
something that is already common. Our goal was more to see how far and how deep
the use of social media goes, and all that over PR agencies. And the PR agencies as
they are, representing the clients/products can affect the society. So we wanted to
research how big the role of social media is in that process.

Because of that reasons are hypotheses were based on more or less established
aspects.

LHier ist es wichtig, den Untersuchungsgegenstand schon insoweit zu kennen, dass
man Hypothesen tber mogliche Zusammenhénge oder ein theoretisches Modell
aufstellen kann, um bekannte Aspekte zu quantifizieren.

Bei der Entwicklung quantitativer Forschungsinstrumente wie beispielsweise
Fragebogen ist es wichtig, dass ausreichende Kenntnisse Uber relevante Inhalte und
Beurteilungskriterien vorhanden sind. “ *?®

Here is important, to known the research subject, which would make possible to
construct the hypotheses about the correlation or theory model, with goal of
guantizing the known aspects.

The process of working with survey has steps which we have followed as
represented:

127 http://imihome.imi.uni-karlsruhe.de/nquantitative_vs_qualitative_methoden_b.html ( online: 05.03.13
at 04.16)

128 http: //imihome.imi.uni-karlsruhe.de/nquantitative_vs_qualitative_methoden_b.html ( online: 05.03.13
at 04.16)
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(1.
.

3.

4.
(5.
(6.
(7.
(8.

(.

,Definition der Fragestellung
Einholen aller verfigbaren Informationen tber den Untersuchungsgegenstand

Konstruktion des Erhebungsinstruments (Fragebogen, Beobachtungsschema,
guantitativer Interviewleitfaden etc.)

Pretest des Erhebungsinstruments

Datenerhebung

Dateneingabe

Quantitativ-statistische Auswertung

Interpretation der Ergebnisse und gefundenen Zusammenhénge

Ergebnisprasentation/Berichterstellung 4

Definition of questions
Collecting all needed information about research object)

Construction of elevation instrument ( survey, observing pattern, quantitative
interview etc.)

Pretest of elevation instrument

Collecting of dates

Submission of dates

Quantitative- statistic analyze

Interpretation of the results and harvested correlation

Presentation of results )

Using of survey and quantitative method as such may have many advances, but we
decided to use it for two reasons:

129 http://imihome.imi.uni-karlsruhe.de/nquantitative_vs_qualitative_methoden_b.html ( online 05.03.13
at 04.35)
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“Ermittlung von statistischen Zusammenhéngen méglich“**°and ,groRere
Objektivitat und Vergleichbarkeit der Ergebnisse %

After we collected all the information that are placed in theory part we have set up the
online survey and collected the much date as we could, we did the evolution in
SPSS program.Statistic part.

10. 2 Statistic part of research

In the research part | have used the statistic suite called ‘PASW’ (formerly known as
SPSS)

We used the descriptive statistic because this was the most efficient way for this
research.

“Descriptive statistics are used to describe the basic features of the data in a study.
They provide simple summaries about the sample and the measures. Together with
simple graphics analysis, they form the basis of virtually every quantitative analysis of
data 1132

We have used mostly the Frequency test and Chi-Square test.
Haufigkeit:

,Die Zahl die kommt, wenn man abzahlt, wie oft eine bestimmte Kategorie in Daten
kommt.“!33

(The number which follows, after the counting, how often a certain categorie appears
in dates)

In order to do that first we had to make the categories where we have classified our
observations. We need the categories in order to be more clearly what we are
submitting.

130 http: //imihome.imi.uni-karlsruhe.de/nquantitative_vs_qualitative_methoden_b.html ( online: 05.03.13
at 04.45)

131 http://imihome.imi.uni-karlsruhe.de/nquantitative_vs_qualitative_methoden_b.html ( online: 05.03.13
at 04.46)

132 http://www.socialresearchmethods.net/kb/statdesc.php ( online: 05.03.13 at 05.12)
133 Hatzinger, 2009., P.98
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After that we determined the variable we used. These are the classification types of
variables.

“There are different ways variables can be described according to the ways they can
be studied, measured, and presented.

Numeric variables have values that describe a measurable quantity as a number, like
'how many' or 'how much'. Therefore numeric variables are quantitative variables.

Numeric variables may be further described as either continuous or discrete:

o Continuous variables can take a value based on a measurement at any point
along a continuum. The value given to an observation for a continuous
variable can include values as small as the instrument of measurement allows.
Examples of continuous variables include height, time, age, and temperature.

o Discrete variables can take a value based on a count from a set of distinct
whole values. A discrete variable cannot take the value of a fraction between
one value and the next closest value. Examples of discrete variables include
the number of registered cars, number of business locations, and number of
children in a family, all of of which measured as whole units (i.e. 1, 2, 3
cars).”3

“Es kdnnen die Kategorien schon von vorneherein feststehen und man braucht seine
Beobachtungen nur mehr entsprechend zuzuordnen. Oder aber man sammelt die
Informationen zunachst in freier Form (z.B offene Fragen in einem Fragenbogen), um
anschlieend nach einem Kategorisierungsschema (das man eventuell erst
entwickeln muss) die Beobachtungen zuzuteilen. Diese beiden Vorgange kdnnte
man auch als Klassifikation bezeichnen. “ 1%

(The categories could already existing and all we have to do is accordingly submit
our observation. Or we can collect the dates in free form (for example open
guestions) in order according to category pattern (which we need eventually to
develop) to integrate our observation. These two procedures’ we can call
Classification.)

Also we used so called numeric description.

134 http://www.abs.gov.au/websitedbs/a3121120.nsf/home/statistical+language+-+what+are+variables
( online: 05.03.13. at 02.15 pm)

135 Hatzinger, 2009., P.98,
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“Bei einfacher kategorialer Information zahlen wir aus, wie haufig jede Kategorie
auftritt und erhalten absolute Haufigkeiten. Dividieren wir diese noch zusatzlich durch
die gesamte Zahl an Beobachtungen, ergibt sich die relativen Haufigkeiten.“**®

(For simple categorized information we are counting how often each category
appears and so we get the absolute frequency. If we divide this through the entire
number of observation, we get the relative frequency.)

Besides the frequency test we used also Chi-Square test.

“The Chi-Square Test for Independence evaluates the relationship between two
variables. It is a nonparametric test that is performed on categorical (nominal or
ordinal) data.™®’

To count the Chi-Square test we need to have a so called null-hypothesis. Actually,
we have to have to possible results that we expect to work with Chi-Square test. This
are so called statistic hypotheses %

We have so called null.-hypothesis and alternative- hypothesis, which we use to test
our assumption in Chi-Square test.

The alternative hypothesis is representing the opposite from null-hypothesis®*.

“Ein statistischer Test hilft uns, eine Entscheidung zugunsten der Null- oder der
Alternativhypothese zu treffen. Man kann dabei eine Wahrscheinlichkeit angeben, ob
beobachtete Daten flr die Nullhypothese sprechen. Diese Wahrscheinlichkeit
bezeichnet man als p-Wert (oder in PASW SIGNIFIKANZ).

(a statistic test is helping us, to find a decision who will suit the null-hypothesis or
alternative hypothesis. We can also give probability, if the observed dates are
speaking for null-hypothesis. This probability is called p-Value ( or in PASW
SIGNIKIANZ)

136 Hatzinger, 2009, P.103

137 http: / /www.statisticslectures.com/topics/testforindependence/ ( approched on 05.03.13 at 05.55)
138 See Hatzinger, 2009.,P.111-112

139 Hatzinger, 2009., P.112
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10.3 Statistic — evaluation

For this research paper before we start analyzing and falsifying the hypothesis, it is
important to establish the facts about the PR agencies who took part at this survey.

So the first question which is going to be answered is which type of PR agenciesitis.

This is the question in survey:

“What kind of PR-Agency are you?”

(18,52%) Lifestyle

(3,70%)

(3,70%)

Hospitality

Envoirment / Cultural

(20,37%) Fashion&Beauty

(7,41%)

Finacal/ Investor

(11,11%) Food&Beverage

(5,56%)
(3,70%)
(5,56%)
(5,56%)
(5,56%)
(1,85%)

(5,56%)

Healthcare
Ports/Leisure
Home Furnishing
Poilitics

Real Estate
Technology

Travel

The diagram below represents the distribution in a more succinct way on how the PR

agencies are divided into various sectors.
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6%
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6%
9.Home Furnishing . '

6%

8.Ports/Leisure VV
4%
7.Healthcare

6% 4. Fashion&Beauty
20%
6.Food&Beverage

11% 5.Finacal/ Investor

7%

Image 5

As expected the PR agencies which are working with products of social interest or
representing clients who are public persons, especially the ones who are in
entertainment bussiness, are the one who are leading in this category.

From all PR agencies who took apart in this survey it is obviously from the results
above that the most of them are Lifestyle or Fashion& Beauty agencies, or one both.

It wasn’t possible to get the exact breakdown if it is one of the agencies just a PR
agency with main domain for Lifestyle or for Fashion& Beauty. This is because the
examinees had that possibility to choose not more than three answers, meaning they
not just had possibility of choosing the multiple answers, but also because it is not
common that a PR agency it is just working on one special area. Especially in this
kind of type PR agency: Lifestyle and Fashion& Beauty. In this case they often
combine exactly these two areas.

To go deeper and to get a better overview over PR agencies, we will count the
percents of PR agencies in Lifestyle and/or Beauty and Fashion area.

These are results on how many PR agencies have chosen Lifestyle and/or Fashion &
Beauty as working area.
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Glltige Kumulierte
Haufigkeit | Prozentt Prozente Prozente
Gultig 0 14 58,3 58,3 58,3
1 10 41,7 41,7 100,0
Gesamt 24 100,0 100,0
Chart 1
PR Agency
M Lifestyle
= Others
Image 6

The 58,3% of all agencies who took a part at this survey are Lifestyle agencies, or
one of their work area is Lifestyle combined with other areas.

Q1 _4: Fashion & Beauty

Glltige Kumulierte
Haufigkeit Prozent Prozente Prozente
Gultig 0 13 54,2 54,2 54,2
1 11 45,8 45,8 100,0
Gesamt 24 100,0 100,0

Chart2
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PR Agency

MW 1. Fashion & Beauty

W 2. Others

Image 7

The 54,2% of agencies of this survey choose Fashion & Beauty as a main working
area or a part of it.

As we can see from the diagrams above most of the PR agencies are working in/and
Lifestyle or/and Fashion & Beauty area. The reasons for this can be various. But the
most likely reason is that in most cases, this area already has established brands and
brands who are easy to work with, meaning this subjects gain the publicity easily due
to what they already are.
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11. The first research question

RQ1: is it because of changes that happened in last year’s in media relief made PR
agencies to turn more to social media?

RQ3_1: Do the PR Agencies use Social Media more than traditional ones?

H3: Since social media they are many changes made, as in cultural way as also in
business way. The PR-Agency unlike before, are using more the power of social
media, then the traditional media. They realized the potential the social media carries
with it and used it for they own goals.

H3_1: “PR agencies are using social media more than traditional media”

In the first frequency table it shows that 12,5% of participants are using only
traditional media, as 8,3% are using only social media. The majority has chosen the
combination with a result of 79,2%.

Out of this result the interpretation is that the more agencies use the traditional
media, but the bigger majority is using the both.

Figure4: Use of Media

USE OF MEDIA

mlT™M ®m2.5M m3.Com M

13%Traditional
Media

8% Social media

Image 8
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With this result the hypothesis H3_1 is falsified. But the 79,2% are using both.
Considering that 12,5% are just using the traditional media, the difference between
these two results is big. Which leads us to conclusion that almost 80,0% of PR
agencies are working besides traditional media also with social media, so social
media cannot be excluded from their work routine.

Although the accent is still on traditional media, and not on the social media, it is
obvious that it is going in this direction, and this from a social science perspective is
guite significant.

The similar question to “What is your main tool for communication?, for a better
understanding is in which exactly area are the working. Now that we now, the most
are still using more frequently the traditional media then the social media, with this
guestion will be answered in which area exactly are they operating. If it is print,
broadcast, online and how much percent in social media.

The question under number 4- “What is your main area of operation”, will show us in
percents which area of operation is most used by PR agencies.

Image 9

From the diagram above we can see online media is heading with 35,20% which can
be based on the fact that there are more online media then print one. If we just
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consider that besides online media that exist as online media, every bigger/important
traditional media platform also has an online edition, and the publishing is cheaper.
This is followed by a print media with 27,8% and then with social media.

The social media a significant percent share of 24,10% which converge the fact that
social media is well established in operations of PR agencies, which also pushed the
out, according this results, a broadcasting which is represented with 13,00% share.

In further analysis will be transparent what does that exactly means.

To understand more about the general use of social media, in the question Nr.6 this
subject was analyzed deeper.

B. N E.N Residuum
Ja 22 8,0 14,0
Nein 1 8,0 -7,0
manchmal 1 8,0 -7,0
Gesamt 24
Chart3
Statistic forTest
g6
Chi-Quadrat(a) 36,750
Df 2
Asymptotische Signifikanz ,000

Chart4

As we analyzed more the hypothesis of the use of social media, we can see from a
statistic results above that use of social media is high.

The answers given on “yes” are at the number 22 while the ones on “no” or
“sometimes” share the same value “1”.

But the main measure to determine the result and the relation between PR agencies
and social media, meaning how much they use the social media is here the Chi-
Quadrate test.

The null-hypothesis for the Chi-Quadrat test says that there is no difference in the
use of social media or not within PR agencies. As we can see, the null-hypothesis is
falsified since the significance of test, so called p-value, is 0.000. This means that
according to the results of the questionnaire there is a difference among the
participants in using social media. The question was mostly answered with yes (x %),
so we can make the conclusion that most PR agencies do use social media.
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USE of Social Media

W1.YES E2.NO 3. Sometimes

Imagel0

As we can see from this diagram, but also from Chi — Quadrate, the majority is using
the social media, and not only majority, but we could see freely almost everyone,
exactly said 92%. Only one small percent marked the answer which says that don’t
use it, but same percent went on the answer which are pointing that use is not
excluded its minimized on “sometimes”.

So out of this result, it is clear that use of social media is strong. Maybe it is not
possible to verify to hypothesis three (H3) which says that social media are more
used then the traditional, but we can see that the use of social media is high.

The answers that came out on this research question RQ3_1: Do the PR Agencies
use Social Media more than traditional ones?- cannot be verified, as said before, but
in social science spirit we can see that use of social media has a significant role that
cannot be ignored, and the PR agencies are using it in majority percent.

Further on will be analyzed if it is possible to work without those majorities who are
working already with social media? Also, on which basis and with which exact social
media platforms? And do they help in daily communication.

As it already clear from above that social media is used in 92% cases, from the next
guestions will be possible to see if it it's also used in daily communications.

Q11- Does social media help you in daily communication?

66



Communication

Image10

Here we can even speak of total integration of social media in daily communications
of PR agencies.

92% of answers were conforming that they use social media for their daily
communications.

So almost every PR agencies who took part on this survey has a social media on her
daily work routine.

The Chi-Square test provides no surprises here. The null-hypothesis for the test
says that there is the same amount of agencies, which use SM as the one that don’t
use. Due to the p-value of XXX, the null-hypothesis is falsified.

In a next question will be visible how professional they treat social media, by having a
person in charge for it.
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Personnal in charge for social media

Wl .yes W2.no

Imagell

Out of these results it shows that a big majority of 75% have a dedicated personnel in
charge for social media. On the other hand just a small percent of 25% is handling
social media together with other work duties.

This shows us that power of social media is not underrated; it is on contrary very
highly positioned. If we consider that 75% of total number have a personnel who is
taking care of social media.

Considering all this, it is quite obvious how big importance is given to social media, in
creating an image and taking care of already existing one.

From previous analysis we have seen although majority chosen traditional media
over social media, that a role of social media is important.

This result can be also used for a hypothesis H1:

“H1: social media from her begin had a huge impact on development of the
culture/society, especially in creating a certain images, for different reasons such as
a self-promoting”

The reason why majority of 75% is having personnel in charge for social media, is
because of having control over what goes “online”. This is important for creating an
image, or better said, it is a part of creating an image as also of changing it. Not only
for client’s purpose, but also for the PR agencies’ own image.

Another result which is significant for hypothesis H3 is if it possible to work without
social media.
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On one side we have results which directly questions do the PR agencies use more
traditional media, or social media, and the majority, which is actually not that higher,
but of course significant, with 12,5% have chosen traditional media.

For a social science it more important the other result where it says that almost 80%
are using both.

Now it will be visible if the work is even possible without using a social media.

possibility to work without social media

Hl.yes M2.no

Image 12

From this diagram we can see that 79% couldn’t work without using the social media.

Only smaller percent which is 21% could imagine working without social media, like
they did before.

For this paper is more relevant the majority which is higher, in this example, much

higher. 79% of agencies who answer on this question, which had simple construction
and the direct question with straight answers “yes” and “no” went for positive answer
which shows, although a certain percent of 12,5% is still using traditional media over
social media, they cannot imagine the possibility of working without the social media.

The hypothesis cannot not be verified, but through other results analyzed so far, it is
more than obvious that social media, is more than a big part of today’s PR agencies
activates/ work and cannot be separated from it.

To understand better the use of social media, which, as shown and proved in above
examples, we will research which platforms are most used.
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As in theory part seen, the Facebook had since his expansion and popularity was on
the first place among social media. Of course Twitter shared that place with
Facebook, but the other social media platforms such as Blogs or communities are not
far behind.

Some of them as MySpace lost on their popularity, although they played crucial role
for many artist, but today even though they try to gain same level or even similar, it

seems, according to facts | gathered in theory part, are still having a trouble to gain

the same results and position it enjoyed before.

Due to growth of social media it was not possible to name every social media, or
even to collect them all into one question, so | decided for a better understanding of
use of social media to work with the ones that came out as most popular while writing
a theory part.

That’s why in question number Q12 of online survey these are the ones who have
been ranked: Facebook, Twitter, Blogs, Communities and Others.

Under others are all social media platforms, who have had an impact but not so big
and strong as the ones mentioned above. Of course this can be quickly changed.

Others; 6,90%

4. Communities;
10,30%

Image 13

As expected, Facebook took the leading role in this results with 51,7% of share. The
Twitter is on the second place, with 17, 2% what is actually not that surprising
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considering that this survey was sent to PR agencies in Europe. The popularity of
Twitter is much bigger in U.S.A than in Europe.

Facebook on the other hand is an effective tool, and every brand possible can be
found on Facebook. “Fan pages” are easy to maintain and the users, through a
simple click can become part of a community- which keeps them constantly updated.
With a bigger amount of “likes” the community becomes bigger and so does its role
and importance.

Other platforms of social media such on third place, Blog with 13, 8% shows us that
certain PR agencies, exactly 13, 8% of those who had (or also) chose the blogs are
investing more time on preserving the clients name and image “alive and active” in
world of social media.

Communities which are on fourth place with 10, 3% place are actually not much
behind the blogs percent.

This is actually in a way surprising result because communities were expected to get
a bigger rank.

In a way communities are “free & honest voice” so | expected that PR agencies will
invest more in communities. Facebook and others are actually fun pages, so the
communities should be more used as they are more “believable”.

To go further in researching/analyzing the behavior of PR agencies towards social
media, especially in this rate, the next step was to account a relation based on a daily
use of social media and social media platforms that are being worked with.

This will be done with cross - classified table.

In this example it is possible to see, what platforms of social media are being used
and how often.

Other than that, because it is already examined in the example above, which social
media platforms are being used; now we will see the correlation.

If we go from a fact that the question Q11 is: “Does the social media helps you in
daily communication?”

and
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Q12:"Which platform is most useful for the purpose above?’ than it seemed as

logical step to make the cross - classified table to see the exact use based on a daily

communication.

platform(a)

gql2 1 q12 2 q12 3 q12 4 ql2 6 Gesamt
$communication( qll 1 Anzahl 14 4 22
a) gqll 2  Anzahl 1 0 2
Gesamt Anzahl 15 4 24

Prozentsatze und Gesamtwerte beruhen auf den Befragten.
a Dichotomie-Gruppe tabellarisch dargestellt bei Wert 1.

Chart 5

From the total number which is 24, 22 went for an answer ,yes“ and just “2” chosen

the answer “no”.

From a total score, here we can also see that Facebook has a leading position,

followed by a Twitter with a visible gap (5)
Others platforms of social media are not much in behind from Twitter, for an example

Blogs (4) and communities (3).

Others social media are marked with value 1.

Of the participants, who answered that social media does not help in daily
communication, one answered, that it is using facebook, whereas another one us

using “other”.

Facebook, as also seen in theory part, as here proven is having a leading role in front

of all others platforms of social media, but not just a leading role.

The gap between Facebook and Twitter followed by others social media platforms is

significantly bigger and sets the Facebook as most popular tool of social media.

Research question Q3 and hypothesis H3- conclusion

RQ1: Do the PR Agencies use Social Media more than traditional ones?

H1: Since social media they are many changes made, as in cultural way as also in

business way. The PR-Agency unlike before, are using more the power of social

media, then the media. They realized the potential the social media carries with it and

used it for they own goals.
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This hypothesis couldn’t be verified because 12,5% are using directly and only
traditional media, and 8,3% have chosen social media, which is of course less and
disqualifies this hypothesis from the verification.

However, almost 80% said that they are using both - traditional media as also social
media, so this percent/result is what is significant for this master paper as also for
social science.

Regarding the fact that social media are not that long on media landscape, if we
consider that the blogs are the oldest one, and they are not older than 15 years, we
can see how quickly social media is progressing and taking over the overall media
area.

Still traditional media are heading over the social media, but the percent of PR
agencies that are using the both types of media is the significant here and that is
relevant for the master paper, as also for social science.

The increasing use of social media is also to see in other results that are listed
above.

For an example the share of 79% PR agencies confirmed in question if it is possible
to work without social media as negative.

That shows us that even though traditional media is leading social media, the latter is
well established and is here to stay.

Further on 92% are using social media in daily communications, which becomes
unavoidable tool not only for communication need for clients but also for
communication about PR agency itself.

The most popular social media platform with 51,70% is Facebook. After Facebook
comes Twitter, Blogs, Communities but with a significant share.

Just Twitter has 17,20% which is actually a high percent pointing on the big gap
between Facebook and Twitter.

The others gaps between the rest of platforms in survey, such as blogs, communities
and others is not that significant, meaning the differences are not that high.

Just to point out, that all social media platforms, could not have been included in this

guestion of online surveys because it would be not possible first to list them all, and it
would make survey harder to answer.

75% of PR agencies confirmed that they have personnel in charge for social media,
for the platforms that are just mentioned above.
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So not only that PR agency is using social media in high percent and on daily basis,
they have also personnel, and in a high share, who has for a task to care about all
the used social media platforms. (which in most cases means Facebook)

The hypotheses H3 is falsified , but the amplitude of social media is transparent and
high.

12. The second research question
Q2: “what are the main characteristics of Social Media?
Q2 _1: “do the Social Media provide credibility ?”
H2_1: the main characteristic of social media is interactivity, they are user friendly

and because of their popularity and they have big impact.

H2_2: the collecting of information with Social Media it easier and this kind of
information have credibility

For a better understanding of what is the social media and what pulls people/users to
it, or in this case PR agencies to it, it is important to research what are the main
characteristics of social media.

The other answer that we are seeking is possibly even more important - does this
information gathered with help of social media, have credibility. Can it be trusted?

Can the PR agencies, which are working in majority share on daily basis, as shown in
last analysis, can also have true use of this information and rely on it?

This research question is important because it will show us not only the “pulling”
factors but also will in a way establish the acquisitions about social media and will
help us to better analyze the last research question.

To find the answers on the questions we will analyze the next questions from survey.

The question under number 9 from survey can give us direct answer on the research
guestion.

SG9: Main reasons for their popularity?
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Main reasons for popularity of social media

W 1. Easy to work with

M 2. Have a big impact
3. Popular

m4. All above

Image 13

From the result portrayed in this diagram we can see that the majority of 75%
answered on this question with “all above”.

On the second place is more “commercial” reason- the popularity. This result is
logical, although the results are much behind the first answer, with 14%, and through
this analysis a higher score was expected.

On a third position, with 8% is “easy to work with” that confirms already a fact that we
all now know as a social media user and also as this was discussed in theory part.

On the last position, with just 4% is the “big impact”, which is now proven as less
motivating reason for using social media.

From the open question under number 14 we have added to get additional answers
about this subject, that are not analyzed in statistic this are the answers:

Question what are the reasons why it is possible to work without social media:

e Because its additional
e there are other forms of credible media
e we use traditional media

e es geht leichter mit sm, ist aber nicht unmdglich ohne sm zu arbeiten. kontakte
etc. knupft und erreicht man tber fb sehr gut

e (it is easier with social media, but not impossible without. Contacts etc. can be
easier established over fb)

e Journalists are not used to get information about the products over the social
media channel. It is at the moment not such a established way. But we're
working on that.

And under number 15 in online survey, was the question why it wouldn’t be possible
to work without social media. These are the answers we got:
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e beacuse of the connection to people

e because it has already become a daily business
e Their impact is just too big

e Utterly important

e Its Impact is too strong

e because it has become too important to work with
e our main mode of communication

e quick communication

e cheap n popularity

e Cheap and affordable to disseminate info

e Connection

e Social media is largely popular, current and easy way of communication with
costumers and clients

e we are used to it now
e they have big reach

e Because communications do happen both offline and online. Can't have one
without another

Out of all this answers we got, and we have to consider there was no answers who
were offered, we got the same answers we expected to become.

Social media have big reach; they are affordable, popular, important are they have
become an important part of today’s communication. In combination with traditional
media their strength comes out.

What lead us to make the conclusion out of this is that not one of these factors is
nearly enough as separate ones, to use social media, but all of them as a group are
valuable tool for PR agencies, almost with a result of 80% irreplaceable.

But we have to make a note on this one, and say that this answers were not that
“surprising”, such as the question itself. But there was a need for this so we can go
step further and see what happens with the information collected on the next level-
credibility and use.

The main goal of this next question is, after we established the already expecting
assumptions about “pulling factors” of social media to see the depth and seriousness
that is seen in social media- or not.

But before we get to the main question we will start with other questions that will help
us to describe the way to the main answer.
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First question on this way is: to whom are they communicating through social media?

Are they trying to reach certain groups of people, in hope to turn them into
consumers of the product that they are representing? Or to already established
groups, the consumers? Or it goes in both ways?

Question under number 24 in survey: to whom are you communication through social

media?

Frequency from comm

Antworten
Prozent
N Prozent der Falle
$comm( q24_1 6 21,4% 26,1%
a) q24_2 6 21,4% 26,1%
q24_4 16 57,1% 69,6%
Gesamt 28 100,0% 121,7%
a Dichotomie-Gruppe tabellarisch dargestellt bei Wert 1.
Chart
Traget of communacation
Image 14

As we can see the bigger majority answered this question with answer “all”. That led

us to conclusion that was more or less expected.

57% of participants chosen the answer “all” pointing out that they use social media
not just for the target group but also to update the existing consumers.
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The same share of percent went for the answers “consumers” and “target group”
although there, at least in diagram sketch, it is a slight difference of 1% that we can
ignore and observe it as same result.

Out of this we can see that social media have been used for both, for both
consumers and targets groups.

Social media, as already few times mentioned and proven, in this statistic part, are
easy to work with so it is logical that they will be used for external (as maybe even an
internal communication, but this is not of our interest) communication.

To manipulate which social media, can also be easy, just what it takes is time and
effort in sense of creating accounts that will be recognized. In that way it is possible
to post all information about for an example certain product. If it is described as
positive it could attract new consumers. Of course this kind of communication asks
for a lot of time to be invested.

On the other hand, if platforms of social media, used for promoting products and
clients which are represented by a PR agency do not have updated profiles or online
pages that can affect the response which already exists in social media “world”.

Of course negative. But this kind of effort it is not big. All is needed, in most cases, it
is actually a new picture a day, or a simple post.

If we look at fashion blogs where a picture of single thing, such as a new fashion
item, it is enough, if the blog is already popular, to achieve a huge amount of
clicks/hits and that explains the position of this denouncement.

In the next question we will find more about the feedback after the “massage” has
been sent to target groups or consumers. This question, result is very relevant to see
what kind or reflection this kind of use of social media has after sending “the word
out”.

This question is under number 25 in online survey: has the feedback been good or
bad.

Glltige Kumulierte
Haufigkeit Prozent Prozente Prozente
Giiltig  good 18 75,0 75,0 75,0
bad 6 25,0 25,0 100,0
All 24 100,0 100,0

Chart7
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Feedback

H 1. good
2. bad

Image 15

According to the result we got in this test, it seems that majority of 75% said that
feedback is good.

25% gave a feedback as - bad.

To do another test to be sure on given result we have integrated also a Chi Quadrate
test.

Statistik fur Test

g25 voll
Chi-Quadrat(a) 6,000
Df 1
Asymptotische Signifikanz ,014

a Bei 0 Zellen (,0%) werden weniger als 5 Haufigkeiten erwartet. Die kleinste erwartete Zellenhaufigkeit ist 12,0.
Chart 8

As we can see, the null-hypothesis is falsified since the significance of test, so called
p-value, is 0.014. This means that according to the results of the questionnaire there
is a difference among the given feedback. The question was mostly answered with
good (x %), so we can make the conclusion that most PR agencies have positive
feedback.

Out of these results we can come to conclusion that if social media is properly and
regularly used it brings positive feedback, and that in major share. With this we have
proven again the theory mentioned above that social media if ignored can make
damage and on the other hand, if used properly will bring good results.
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This 25% which gave an answer as “bad” on feedback from social media, are
probably the ones who didn’t used social media in the right way. Of course we cannot
know 100% because this are not the question who has been asked, but considering
the theory part and the answer we got so far, it can lead us to this conclusion.

Further in the analysis we will go to more concrete and deeper question which will
step more from objective answers and give as insight in more complicated state of
roles that social media has played.

But before we do that, first we have to determine on which time base social media is
being used.

We have seen to whom are they communicating, we have seen also what kind of
feedback this communication is bringing with it, but for a better query we will analyze
the time base.

This question is under number 26 in online survey. We have done the Chi Quadrate
test.

g26_voll
Beobachtetes Erwartete
N Anzahl Residuum
,00 1 4,0 -3,0
Min 2 4,0 -2,0
Hr 3 4,0 -1,0
Day 4 4,0 ,0
Week 1 4,0 -3,0
Comb 13 4,0 9,0
Gesamt 24
Chart9

As we can see here, from all the participants who answered on this question, 2 of
them said that they are using it on minute base, 3 on hour base, 4 daily, 1 on week
base and 13 of them went for a combination answer.

For a better overview we made also a diagram, which gives results transformed in percents.
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Frequency of communication

1.min

4% 2.hour
0

9%

Image

But to get answer which will give us insight of significance we will do a Chi Quadrate
test.

Statistic for test

g26_voll
Chi-Quadrat(a) 26,000
Df 5
Asymptotische Signifikanz ,000

a Bei 6 Zellen (100,0%) werden weniger als 5 Haufigkeiten erwartet. Die kleinste erwartete Zellenhaufigkeit ist
4,0.
Chart10

Chi Quadrate null hypotheses- no significant at intervals. It means all the possibilities
are being used same.

As we can see, the null-hypothesis is falsified since the significance of test, so called
p-value, is 0.000. This means that according to the results of the questionnaire there
is a difference on time base. The question was mostly answered with combination (x
%), so we can make the conclusion that most PR agencies use social media on
combination base.

The test is showing that this is not correct. According to number of answers we can
conclude that the combination of all given answers is most frequently used.

81



Social Media have no strict time basis of use, they are used on combination of all in
the survey question mentioned.

We can assume that this lies on the fact that social media are easy to work with it,
and it is hard to follow the splendid time.

What is more interesting is the fact that there are a certain number of participants
who said that they are using social media on a minute basis, what can only mean that
they refer to “chat” — direct with targets group over social media platforms, or as a
member of communities stay unclear, but also it is not so relevant for this master
paper.

The next question goes more in the concrete direction that we need. It is about
collecting information over social media that are need for work of PR agencies.
We didn’t specify which information in particular, as that would be impossible, and
would go in another direction which is not a subject of this research. Those kind of

information would require a whole new research subject, that's why we decided just
to restrict it on general answer.

Collecting of information

This question is under number 27 in online survey.

Is it helpful (social media) for gathering information needed for work of PR agencies?

For a better overview we made also a diagram with results in %.

Collecting of information

7 1o 3. both

Image 17
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g27_voll

Beobachtetes Erwartete
N Anzahl Residuum
Yes 21 8,0 13,0
No 2 8,0 -6,0
Both 1 8,0 -7,0
Whole 24
Chartll
Statistic for Test
g27_voll

Chi-Quadrat(a) 31,750
Df 2
Asymptotische Signifikanz ,000

a Bei 0 Zellen (,0%) werden weniger als 5 Haufigkeiten erwartet. Die kleinste erwartete Zellenhaufigkeit ist 8,0.
Chart12

Null- hypothesis: social media are not helpful for gathering information for work of PR
agencies.

As we can see, the null-hypothesis is falsified since the significance of test, so called
p-value, is 0.000. This means that according to the results of the questionnaire there
is an importance of information collected over social media for the work of PR
agencies. The question was mostly answered with yes (x %), so we can make the
conclusion that most PR have advantages of the collected information over social
media.

As we have seen above the feedback that was given by social media was in majority
positive, so the information collected over social media reflected under we could
expected that they could be useful.

In which direction it is moving and which kind of work is not specifically specially
known, but our interest was to find out if they have advantages’ out of it.

These results are pretty strong, if we consider that 21 of participants went for the
answer “yes”, just 2 of them have chosen answer “no” and 1 had chosen option
“both”.

As in a diagram image of results, it show us clear, counted in percents that the
majority of 88 % went for positive answers, as just 8% agreed on answer “no”. 4%
said it could be both, as good as also bad.

Out of this answer the results we got, are pointing out that PR agencies not just need
they also get important information needed for their work, so they can provide better
services and make their work quality higher.

The main result that we need for this research question is about the credibility. We
have see that PR agencies find the information given through social media platforms
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relevant, but do they have credibility? Can they be trusted? Are they really that
useful? This question is logical slide of research.

This question is under number 28 in online survey.

Does this kind of information have credibility?

We have done besides regular frequency test also Chi — Quadrate test.

As this question is very important for this research, we will also do besides the test, a
diagram, which shows us in image wise the level of credibility.

Credibility

Hl.yes WM2.no B3. both

Image 17

When we take look at diagram we can see that 67% of participants said there is
credibility in information collected over social media.

25 % of them said that this information can have credibility but it doesn’t have to rule.
This information can also be false, and as such of new use.

8% went for the answer “no” which means that this kind of information have no
credibility.
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gq28

Beobachtetes Erwartete

N Anzahl Residuum
yes 16 8,0 8,0
No 2 8,0 -6,0
both 6 8,0 -2,0
All 24

Chart 13

From total number of 24 PR agencies who answered on this question 16 of them
confirmed that information won over social media have credibility, 2 of them said no,
as 6 of them went for the answer which represents the both side- as credibility as
also the assumption that they can be false.

Statistic for Test

g28 voll
Chi-Quadrat(a) 13,000
Df 2
Asymptotische Signifikanz ,002

a Bei 0 Zellen (,0%) werden weniger als 5 Haufigkeiten erwartet. Die kleinste erwartete Zellenhaufigkeit ist 8,0.
Chart14

If we go from O- hypothesis which says that disposition should be equal we can see
that’s not correct. We can see that p-value is 0,002 which gives us a proof that null
hypothesis is defeated and is proven that there is credibility.

According to Chi-Quadrate test has credibility.

With this tests we became the answer on the main research question which is :

Q2_1: “do the Social Media provide credibility?
H2_2: the collecting of information with Social Media it easier and this
kind of information have credibility

The information collected over social media has credibility, and the PR agencies can
work with provided information. They use that information on combine time based
pattern, and have advantage out of this information.
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In the theory part we saw that social media are eagerly used because of their
interactivity, and the fact that they are user friendly. These facts are common to all
who are users of social media, including me.

The fact that they are popular is obvious and we started this paper part because of
that, but more to see how “deep” social media infiltrates in work of PR agencies and
then through them effects the society.

But the more important thing is if the PR agencies trust the information collected over
social media, and they do. They use this information to improve the work to the
clients they represent but also to see in which direction trends go, and how to set
their work best.

In another example we will see that they also use this information, provided through
social media, to observe the work of other PR agencies.

This question is under number 29 in online survey.
Is it possible to observe other companies/competitors through social media?
Through this last analysis for this research question we will see if the PR agencies

are also using the information collected over social media to improve the work of PR
agencies as such, but also to provide better work for the represented clients.

We will try to see if PR agencies are trying through social media to compare their
work with others PR agencies with a goal to achieve the levels they aiming for.
Or to change what they consider needs to be changed.

PR observing

Image19
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In the diagram above we can see that a majority went for an answer “yes” in
surprisingly 87%. Just a small share of total, which is 13% decided to choose answer

no-.

g29
B. N E.N Residuum
Yes 21 12,0 9,0
No 3 12,0 -9,0
Gesamt 24

Chart 15

In this part we can see the results in numbers. From total number of participants who
took part on this question the majority of 21 have chosen the answer "yes” and only
“3” decided to take the answer “no”.

Also out of this test is proven that majority, in significant higher number went for an
answer “yes’”.

For the last security check on validity this result we will do Chi-Square test.

Statistic for test

q29_
Chi-Square ( a) 13,500
Df. 1
asymptotic significant ,000

0 cells (,0%) have expected count less than 5. The minimum expected count is 12,0.

If we go from null-hypothesis which says that PR agencies don’t use social media for
a purpose to observe the work of other PR agencies then the result we get from Chi-
Square test is explained under:

As we can see, the null-hypothesis is falsified since the significance of test, so called
p-value, is 0.000. This means that according to the results of the questionnaire PR
agencies are using social media to observe the work of others PR agencies. The
guestion was mostly answered with yes (x %), so we can make the conclusion that
most PR are using social media for that purpose.

Out of these last results we can see that PR agencies are not only using the social
media to find the needed information about the clients that they represent with
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purpose to improve their quality of work that they provide, but also to improve the
guality of PR agency in general.

It means that it is necessary to provide the needed quality almost as a priority.
13.The third research question

RQ3: Was there any direct pressure on PR agencies what made them start using
social media?

H3: PR agencies confronted a pressure from society as also a need in a business
sense to start using social media.

In this part of research we will try to see what exactly made a PR agencies to start
using social media.

We can assume it was pressure from society or a financial one, but we will analyze
the extent.
First question will analyze if there was any pressure.

This question is under number 19 in online survey.

Pressure from outside

Image 20

Out of this diagram we can see clearly that majority went for the positive answer in
high share of 80%.
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Only 20% said there was no pressure from outside.

Since this was a kind of question where the multiple answers are not possible we can
say with certainty that there is a strong impact of pressure from outside.

In further analyze we will take a look at score as also at Chi-Square test.

Expected
Observed N quality Residuum
Yes 20 12,0 8,0
No 4 12,0 -8,0
All 24
Chart 17

Here also we can see that from 24 participants who answered on this question have
chosen the answer “yes” and only 4 of them went for negative answer.

To determinate better the results; we will do the Chi-Square test.

Statistic for test

q19_
Chi-Square(a) 10,667
Df. 1
asymptotic significant ,001

0 cells (.0%) have expected count less than 5. The minimum expected count is 12.0.
Chart 18

If we go from null-hypothesis that there is no pressure from society or business we
can see that also with Chi-Square test this null-hypothesis is subjected, and there is
significant pressure as from the society as also from business side, in combination.

With this results we can say with confidence that there is significant pressure from
both sides, and it compels the PR agencies to work in high percent with social media.

The pressure that is coming from society as we thought is not that high as from the
professional side. The reason why PR agencies use social media is not only because
of the fact that it is popular, it is more about how this popularity can be use for a
better achievement of goals.

For example, the answer we found in the open question under number 17 in online
survey, we can see what does the social media means:

“es geht leichter mit sm, ist aber nicht unmaoglich ohne sm zu arbeiten. kontakte etc.
knupft und erreicht man tber fb sehr gut®
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It is far more easier to work with social media, but also it is not impossible to work
without it. To establish contacts it easier over social media”

Out of this we can see that there is still a social connection included in work of PR
agencies that can be established easier over social media.

This question is under number 20 in online survey.

What kind of pressure was it exactly?

Pressure

4.0t0hers 1.society
5% 5%

Image 21

Out of this diagram we can read that the majority went for the answer “both”,
meaning the reason they started to use social media was because of the pressure
from society as also from business side. The answer was answered with share of
66%.

This result is backed up with 24% who said that the reason why they started to use
social media was because of bossiness pressure.

4% of participants in this question answered that they started to use social media out
of “other” reason, and just 1% named the “society” as main reason.
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Expected
Observed N quality Residuum

,00 3 4.8 -1,8
Soc 1 4.8 -3,8
Bus 5 4,8 2
Both 14 4,8 9,2
Others 1 4.8 -3,8
Together 24

Chart 19

Out of this score we can see that majority, as also in results in diagram, went for
answer “both” with 14 PR agencies, then 5 PR agencies answered it was because of
business reasons, 1 named “others” are deciding pressure, and 1 Pr agency named
also society as stimulus.

For a better questions analyze, as we did with almost every other question, we did
here also Chi-Square test.

Statistic for test

q20_
Chi-Square 24,333
Df. 4
asymptotic significant ,000

At 5 cells (100.0 %) have expected count less than 5. The minimum expected count is 4.8
Chart 20

If we start from null-hypotheses which says that is not clear where the pressure
comes from, we can say that according to this Chi-Square test the hypotheses is
subjugated and it is proven that comes from bossiness as also from society.

Out of all this results above it is visible that the main factors for creating pressure
which on other hand makes PR agencies to use social media comes from
combination of business and society pressure. This was the strongest result we got in
our analysis!.

This shows us that PR agencies are using social media in professional way, and the
popularity factor is approached from a professional side.

It is well coordinated and we can assume out of these results that what is going

online to suit the way the communication goes on the social media platforms and to
achieve the goals which are set by plan.
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14. The fourth research question

RQ4: What kind of impact did social media had on culture/society, especially on
creating images? (seen trough use of Social Media in Pr Agencies)

H4:social media from her begin had a huge impact on development of the
culture/society, especially in creating a certain images, for different reasons such as
a self-promoting

Focus

B 1.Creatingan image M2.Changinganimage m3.Both M

Image 22

From all examinees who answered on this question 25% are just having their focus
on creating image, which is bit higher and it is common, because as mentioned
above can be an easier task as an changing an established image ( in most of the
cases).

As for a focus who have a goal to change an established image 21 % of PR agencies
chose as their focus.

And out of the lot, 54% have chosen both.
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As its well-known that most PR agencies in their job description have changing
or/and creating image as a major speciality, what we wanted to achieve with this
question is the definition of direction for certain PR agencies. If 54% of PR agencies
have chosen both, it allows us to make a next step and to see what is the connection
between social media and creating/changing images.

Next question which is going to be analyzed is what can actually be achieved with
using social media. And this is not only including the PR agencies- it includes all who
has been using social media. If it is a PR agency, client, company- but from a PR
perspective.

Building the image

B 1. Positive
50% M 2.Negative

3. Both

Image 23

46% went for an answer that implies that the use of social media does have positive
effect on building a image.

4% said it can build a negative image. This can indicate that a wrong usage of social
media, or that social media are not suitable for every client, what is actually not likely
believable if we consider the fact from theory part, where we have seen that social

media contribute to Barack Obama’s campaign, and that even Pope is using Twitter.
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What is more likely is that perhaps an improper or irregular use of social media can
have a negative effect on image.

(For this | can bring a few personals examples. All the blogs, or even the Facebook
fan page of a certain magazine, which has no person who is in charge, has not that
good reputation as it could have if it had more activity on page.

The blogs which have enough clicks are taken seriously and can even earn on it etc

)

The half of it, exactly 50% went for an answer that using a social media can be
positive as also negative for building an image.

That shows that, considering that just 4% said it can reflect negative, and 46% it is
positive, that can be risky for image building if the social media it is being not use.

As we have seen for the process of building image the social media is playing a
significant role, but this results are not enough to say that they are crucial. Better said
it is important that social media is playing deciding role on building an image.

Is more so than likely the combination with other factors, is it now traditional media or
something else, social media is carrying an importance with itself.

As for a matter of better understanding of influence that social media has on creating
image we will analyze next question. This one is not about creating/building image, it
is about already existing one.

If the company/client/PR agency were not using social media, would that affect
already existing image?
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Influnce on existing image

| 1. Positive
M 2. Negative
3. None

m 4. Both

Image 24

According to this results it seems that without using social media can be reflected
negative to existing image- with majority of 58%.

On the other hand 17% said that no using of social media can reflect positive on
existing image.

13% said that absence of social media could lead to negative but also to positive
reflection on existing image.

Just one percent behind, with 12% came result that without social media there
wouldn’t be any visible difference on existing image.

For a clearer understanding of these results we will do Chi Quadrate test.

ql7
Beobachtetes Erwartete
N Anzahl Residuum
Pos 4 6,0 -2,0
Neg 14 6,0 8,0
None 3 6,0 -3,0
4,00 3 6,0 -3,0
Gesamt 24

Chart20
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Statistik for Test

ql7
Chi-Quadrat(a) 14,333
Df 3
Asymptotische Signifikanz ,002

a Bei 0 Zellen (,0%) werden weniger als 5 Haufigkeiten erwartet. Die kleinste erwartete Zellenh&aufigkeit ist 6,0.
Chart 21

H_0 (Null hypotheses): Not using social media does not make any difference for the
image of the company.

According to p-value, this null hypothesis was defeated, so the result is, that not
using social media leads to a negative image (due to the results).

We can see here that social media is still not that strong so that not using of social
media could make any crucial importance. The image for an example of company
would stay same if or it is not social media.

And the last analysis on this research question would be if there is any change on
image since using the social media.

Maybe as we have already seen there is no change on image if there is a use of
social media or not, but is there any change, that makes any contrast since use of
social media?

This question can be considered same as the latter one, but it can make participant
of this online survey make to think about advances or yet negative changes since the
use of social media, in a another way and deeper, which can give us the answer we
need for this certain research question.

In this last test will be used Chi-Square test.

g22
Beobachtetes Erwartete
N Anzahl Residuum
Yes 16 12,0 4,0
No 8 12,0 -4,0
Gesamt 24
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Chart 22
Statistik fur Test

gq22
Chi-Quadrat(a) 2,667
Df 1
Asymptotische Signifikanz ,102

a Bei 0 Zellen (,0%) werden weniger als 5 Haufigkeiten erwartet. Die kleinste erwartete Zellenhaufigkeit ist 12,0.
Chart23

Although the difference is small, only 0.10% for a social science this is a significant.

As from the results above we can see that hypothesis: H4:social media from her
begin had a huge impact on development of the culture/society, especially in creating
a certain images, for different reasons such as a self-promoting” is falsified.

Social media have an impact on society, but not as we expected to have. They don’t
affect directly creating/changing an image, but the result we got from a Chi-Quadrate
test we can see there is a small but significant difference.

Social media are still not changing completely the way the images are represented,
or changing their picture in public, but it is almost on border value to be so. And this
is why these results are important for this research.

The direction of movement social media are heading in can effect changes on the
way things are seen in public, which are operated directly through social media.

It is not proven that social media are crucial, but they are crucial part in combination
with traditional media.

15. Conclusion

The subject of this presented paper is social media and the effect it has on society
through PR agencies.

We have analyzed the data we have collected with online survey in statistic program
PASW.

The master paper is divided in theory and research part. The first part, theory is
representing all important social media platforms, as also the information what is web
2.0. Further on we discussed about the PR, the way it was developing and became
what it is today.

After a relatively short prologue on PR we discussed in further the social media and
the focus of their goals and their modus operandi. In this part we also pointed out, on
the basis of literature we used, the differences that are between different social
media platforms. From that we could see that every social media platform had a
characteristic which differentiates it from the others and it becomes the reason for
the popularity it gains.
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We have also seen which are the main characteristic needed for success and define
the social media platform as such.

We tried to mention and describe all relevant social media platforms, but it was not
possible to mention all of them due the high numbers of social media that are existing
and considering the fact that they are new ones being launched almost every day.

The one we have analysed, apart from the others is Facebook which seem through
the analysis we have done in statistic part and also visible in theory part, is the most
popular social media platform at least in Europe, leading ahead of others with 51%.
The other 50% is divided amongst social media platforms such as Twitter, Blogs etc.

We also mentioned and described the function and goals of others social media
platforms, such as Blogs, MySpace, Twitter, YouTube etc....and we have retrenched
the fact that all of them are based on an art of communities, and as long the
communities “lives” so does the certain social media platform - independent on what
continent and goals are they based.

In the next paragraph we discussed the change it began with appearance of social
media, the way that people, ordinary people for an example their blogs are the one
who are directly “saving” and “collecting” the heritage and knowledge for the next
generation by writing and “saving” in their online archives. For information that we
used to go to library, all we now need is to sign up online. And for that matter we
don’t need even to visit official site, lot of information can be found on numerous
online sites. We described this process in detalil.

We have also seen that use of social media, especially in time of crises had it “social
boom” and spread it over the online space. As an example of 9/11 we have seen how
quick social media, in this case, blogs were coming up almost on daily basis.
Everyone had something to say. Social media has something what traditional doesn’t
have — total freedom of speech, no codex to obey (not in journalistic sense) and
emotionality is not on the edge - exactly what makes the social media attractive and
popular. The touch of “humanization”, especially in times where people having less
time for each other.

We can see through this part of theory that social media has effected society in that
sense of providing them some kind of socialization in a virtual world, where people
are free to express their opinion and to be that what they are not “offline”.

On the other hand we can learn and find out more about things that are available and
represented in traditional media, we can exchange our opinions and learn about the
things that someone else want to share with others.

Some literature covered in the theory part, even says that some natural disasters
could have be prevented if there was an access to social media so people could
have recognized on time what is coming (Tsunami in Haiti).

But there is another side of social media also, besides the positive one. Disregarding
the facts | have mention above, social media is improving daily communication, if not
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exactly that then it makes it much easier. It is easy to work with and it is very
affordable.

As anything else the social media has also a negative side, Hyper texting, or lack of
privacy that can lead to major consequences is just one of the few bad effects that
social media can have on society. There are studies that mention also the isolation
and lack of socialization, that what also can be, if seen from another corner, can work
for social media.

In the research part, we made an online survey with 34 questions which have be sent
to different PR agencies in Austria, Germany and Croatia.

The questions of survey have been created according to the information and pre
knowledge we had on social media.

Majority of the PR agencies that answered on this survey were from the field of
Lifstyle and Fashion& Beauty. (as per the answers)

The results we got were going in the direction that PR agencies are still using more
the traditional media than the social media in exclusivity. But if we consider that the
majority (79%) answered this question that they use traditional media in combination
with social media, we can see the strength of media lies in combination of traditional
and social media, and hence social media cannot be ignored.

On the other hand we could see that online media use was heading with 32.5% in
front of others. This gives us the impression that the future of media lies in online
space and so does the social media.

Further on we found that the majority use social media in a high share of 92% and
that the same percent of 92 is also using social media for daily communication.

But this “daily communication” is not the same communication that is used among
private persons. The PR agencies use the pseudonym of popularity and freedom of
speech that social media carries with it and use it to achieve its own goals.

After the established facts that PR agencies use social media for their work and
collecting information through it, was important to see if this information have
credibility.

According to results we got it seems it has. 67% of PR agencies agreed on positive
answer about credibility of information that they receive or collect through social
media. They use this same information for their work — to work for the clients they
represent and also to observe the work of others PR agencies to determine best
practices within the industry.

In the transfer question about pressure we found out, that there was a high pressure,
80% said it was, on PR agencies to use social media.
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But this pressure didn’t came from a business or society in particular, it was the
combination (66%) of these two factors which made PR agencies use it. Out of this
we saw that social media is not just a trend, it is a serious professional tool which
helps PR agencies to achieve set goals.

And in the last research question | tried to find out what kind of impact did social
media had on creating images in society or culture, seen through the PR agencies’
perspective.

According to results received, 54% of PR agencies said that their focus on social
media has been to both create and change the image and it seems there was no big
impact proven. There is small difference which may not seem so big, but for social
science it is important.

On the other hand not using social media can reflect negatively on image. 58%
responded in favour of that thought.

We have found out through the research in this paper that traditional media is still
leading and more of the dominant player when compared to social media’s
contribution in the media landscape.

But we have to consider that social media is relative young but it is growing fast, and
already has an established status in such a short time. Social media is important and
together with traditional media, it is being increasingly used for private and
professional purposes, on a daily as well as per minute basis.

Social media is helping PR agencies to achieve their goals and targets, both financial
as well as business. Social media may not change the image in high measure, but
there is a slight proof that they still do it, and not using it can make negative image on
PR agencies.

They are easy to work with; they are popular, and affordable.

Social media has established itself in a short period and its progressing and getting
bigger faster than expected.
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Survey:

Frage 1: What kind of PR-Agency are you?

Frage 2: What is main focus of your PR-Agency?
Frage 3: What is your main tool for communication?
Frage 4: What is your main area of operation?

Frage 5: Who are your main clients?
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Frage 6: Do you use social media?
Frage 7: If you use social media, which of this platforms?

Frage 8: Which social media platform is the most popular and which is the
least? Please fill in.

Frage 9: Main reasons for their popularity?

Frage 10: Do you have a dedicated personnel in charge for managing social
media?

Frage 11: Does social media help you in daily communication?
Frage 12: Which platform is most useful for the above purpose?
Frage 13: Would it be possible to work without support from social media?

Frage 14: If yes, why? Please fill in.
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Frage 15: If no, why? Please fill in.

Frage 16: What kind of an image can a company/client/agency build with the
use of social media?

e bearbeiten

e lOschen

Frage 17: What kind of an image would a company/client/agency have if it were
not using social media?

.
.

Frage 18: How long have you used social media for commercial purposes?
.

Frage 19: Was there any pressure from the outside that made you start using
social media (market trends, clients, competitiors, etc.)?

Frage 20: What kind of pressure was it exactly?

Frage 21: What changed since you started using social media?
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Frage 22:

started?

Frage 23:

Frage 25:

Frage 26:

Frage 27:

?

Frage 28:

Frage 29:

media?
[ ]

Frage 30:

Does agency have a different image since the use of social media

Did image change in some other direction?

: To whom are you communicating trough the social media networks?

Has the feedback been good or bad?

How frequently is this kind of communication happening?

Is it helpful for gathering needed information for work of PR Agency

Does this kind of information have credibility?

Is it possible to observe other companies/competitors through social

In terms of expenses, social mediais
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Frage 31: Is it worth? Does it pay out in the end?

Frage 32: Would you ever consider to stop using social media for your
operations?

Frage 33: If you would, why?

Frage 34: If you wouldn’t — why?
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18. Abstract
Abstract

Social Media affects the society as well as the culture. Although it hasn’t been around
for long, it has still changed a lot in the media landscape. Almost every day a new
social media platform is being launched. What kind of an effect does this have on
society?

How strong are these changes and how to deal with them? PR agencies are often
the bridge between social media and society, consumers. The central point of this
paper is to research how PR agencies approach social media and how they use
social media to reach their goals? How can social media be set up to achieve goals?
Do the Public Relations (PR) agencies really have any use of social media?

These are the question | that I will try to answer in this paper.

The paper is divided in two parts: a theory part and a research part. The theory part
discusses all relevant social media platforms, their history and methodology. Besides
that, this paper maps out their development timeline and pros and cons of each
social media platform discussed. Briefly, | have discuss about the origin and the
meaning of social media, as also about PR, its meaning and its connection with
social media.

After this | will represent my hypothesis. The first hypothesis claims that PR agencies
are using more social media then the traditional media. The second one is affirming
that social media have more credibility then traditional media. The third hypothesis is
postulating that PR agencies are under society’s and business’ pressure which made
them to start using social media. The forth hypothesis is that social media has a
strong impact on society through which it can change an entity’s image in the society.

To carry out my research | have made an online survey which was sent to forty
different PR agencies in Austria, Germany and Croatia. | used quantitative approach
supported by statistic program —PSAW. The questions are divided according to
research hypothesis and evaluated in PASW. After finishing it, the data was
collected and the research questions answered.

The end result of this paper gives us insight in to the connection between PR
agencies and social media and the strength and influence that social media have on
society through its use by the PR agencies.
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