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· Social Media and Web 2.0 
· Examples from pp. 237-8 of microblogging show how the media environment has changed drastically because of social media. We are accustomed to getting information in short, digestible chunks and forwarding to friends to share. Sometimes, that result in over-sharing (like many politicians or even news organization falsely reporting info). 
· social media’s tools and capabilities have been around in some form ever since the earliest days of the Internet, but its true potential in business and media companies has only recently been realized 
· ground up changes means that social media has power but often threatens traditional business models 
· Web 2.0 = describes various aspects of social media, but is somewhat misleading 
· Why? because no major technological shift or improvement has been made in the Web 
· instead, it symbolizes a few changing aspects of the Web
· most importantly, the changing uses: more people working with and talking to each other than ever before 
· Therefore, Web 2.0 = a general term to describe the fundamental changes taking place in online media 
· for our intents and purposes, we will use the more descriptive term “social media” 
· Defining Social Media 
· social media = the intersection of technology, social interaction, and information sharing 
· Social Media vs. Traditional Media 
· first difference: changes from a broadcast or monolog model of one-to-many to a more dialogic model of many-to-many communication 
· case study: controversial episode/character of a TV show 
· 1970s: fan clubs, letters to the editor, face-to-face discussion, hand out flyers or mail them, maybe his/her story gets picked up by the local press 
· 2012: discussion-board area of show’s website, other discussion groups, fan sites, upload video to YouTube, mainstream media may eventually cover the story 
· a complete media ecosystem can be created and sustained through social interaction using tools that social media provide 
· follows the “publish, then filter” model 
· second difference: cost 
· It is important to remember that this does not mean that traditional mass media is no longer important or powerful
· first: provides much of the source material that the public discusses 
· agenda-setting function (p. 242) 
· second: they tend to increase events’ importance through media coverage because they generally have larger audiences 
· What makes Social Media “Social”?
· more accurate question: how are social media more “social” than traditional media? 
· Choice
· more media choice 
· more options of styles and genres within media types 
· search engines, recommendations from online friends, RSS feeds etc. make us more proactive in getting the type we want  
· “more choice” does not always mean “better quality” 
· pro: competing with each other to attract the attention of the audience
· Conversation 
· Companies have had their reputations ruined or made because of online conversations, unknown artists have become famous through them, and funny or embarrassing moments caught on videotape have made some people instant celebrities. 
· The focus on conversation also shows the shift from a lecture to a dialog between companies, media or otherwise, and the public. 
· Curation 
· classifying content through an activity like tagging (p. 243) 
· it brings some order, helps when searching
· done by content creators, not from authoritative figures 
· content becomes more searchable in addition to helping users see relations between terms 
· ex: Flickr and YouTube
· Creation 
· digital media tools played a major role in the rise of user-generated media content 
· low cost of distributing that content through online networks 
· does not mean everyone is creating great works of art 
· challenges include intellectual property laws that disrupt the idea of digital culture (being able to borrow freely from existing media to create something new)
· more restrictive laws may remove creative material from the public domain, but on the other side of that coin, content creators do need to receive compensation for their work 
· solution: the Creative Commons model  
· Collaboration 
· willingness of people to collaborate on a common good for no personal monetary gain 
· open-source movement from Ch. 2 
· online realm to offline, especially in organizing people around politics or social movements 
· Obama’s presidential campaigns in 2008 and 2012 
· Types of Social Media 
· development of tools that make creating and sharing content easier than ever 
· the rapid growth of the Web audience and the increase in broadband Internet connections, thus enhancing the user experience 
· Wi-fi has also played a role in expanding access to social media 
· Email 
· its ease of use, prevalence, and capabilities to send messages to more than one person make it a powerful communication tool (also an element of social media)
· a drawback of email is information overload 
· email’s major con: spam (p.247)
· spam clogging the Internet and inboxes reflects the downside of easily being able to share content
· Discussion Boards and Forums 
· online “‘bulletin board” 
· news organizations provide a forum for readers 
· sometimes this conversation takes on a life of its own and becomes more important than the original article in terms of the value of information provided
· Sometimes moderated 
· vital form of mass communication on the Internet 
· WELL or “the Park Place of email addresses” 
· owned by Salon Media Group, publisher of Salon magazine 
· charges $15 a month to belong 
· one of the few successful business models of its kind 
· Chat Rooms 
· “virtual room” 
· chat rooms differ from instant messaging (p.249), which also takes places in real time, in that instant messaging usually involves an online conversation between two or at most a few people 
· interactivity of chat rooms can empower audience members as they establish connections between like-minded individuals in online communities and inform, educate, and entertain each other
· Blogs 
· can contain thoughts, links to sites of interest, rants, or whatever the blogger wants to write about 
· Blogger.com, owned by Google, makes creating, posting, and sharing a blog easy for nontechnical people.
· WordPress is another very popular blogging platform that offers free blog hosting
· blogs tend to develop the characteristics of traditional media, acting as a kind of “broadcast” or “publishing” model of information or news 
· the ease in which blogs have traditionally allowed users to subscribe and forward posts to others, as well as allowing for comments. 
· although this difference is becoming less prominent as more mainstream media companies adopt the same techniques to encourage sharing of their content 
· blogs tend to have a raw, honest, and unfiltered quality
· moved from their text roots to easily include video, audio, and multimedia
· important curatorial role 
· Microblogs 
· work in the same way as blogs but the format and technology encourage shorter posts and content than what blogs allow 
· Twitter and Tumblr 
· use it as a kind of curatorial news service, following people who tend to find new or interesting stories on topics of interest 
· Tumblr allows for easy uploads of text and multimedia content 
· other social networking sites offer microblogging services = “status updates” 
· updating friends in your social network while out and about is essentially microblogging 
· Wikis
· wiki means “quick” or “speedy” in Hawaiian
· the ability to see the editing history of any particular page and revert to an earlier version if needed 
· also provides a ready way for participants to discuss and debate points related to the content they are working on 
· the Wikipedia community has shown a remarkable ability to police the vast and growing amount of content on the site 
· social media have the power to transform media audiences and how they work on principles different from traditional media economic models
· However, more restrictive editing rules for content and “lock” or “protect” some pages from being further edited to ensure accuracy, a move away from its earliest days 
· Social-Networking Sites 
· allow users to show the connections they have in their social network 
· 2003: Friendster was created as a site to help people connect with old friends and make new ones; had similar features to Facebook, LinkedIn, and MySpace 
· leads to potential buyouts from larger media companies 
· Facebook’s IPO earlier this year 
· other social-networking sites: LinkedIn (professional interests), media or photo sharing (Flickr), and Foursquare and Loopt (location-based)
· All of the social-networking sites developed within the past few years provide a variety of communication and sharing tools, and many encourage users to develop applications that make the sites even more useful to participants
· two main influences: the importance of social networks and the culture of the open-source movement 

