
LEARNING OBJECTIVESLEARNING OBJECTIVES

When you finish reading this chapter you will be able to answer these 
questions:

1 Why do social media marketers need to understand the behavior of 
consumer segments? What are the bases of segmentation used to group 
consumers? 

2 What are the elements of social identity? How do individuals build their 
social identities? How are these identities relevant to marketers? 

3 What behaviors are exhibited by people using social media? To what extent 
are people participating in the four zones of social media? 

4 How can we explain the motives for participation in social media activities? 
What attitudes are most relevant for our understanding of social consumer 
behavior? 

5 What are the most important segments of social media consumers? What 
do they tell us about targeting users of the social Web?

3 Social Consumers
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Segmentation and Targeting for Social Media Marketing
In the last chapter, we reviewed the steps marketers use to plan a social media marketing 
strategy. The steps apply both to campaigns that will be executed entirely in social media 
as well as those that integrate social media with other media. After analyzing the situation 
and setting objectives, the planner must gather consumer insight to develop a profile of 
the targeted consumer segments. This is the focus of Chapter 3. We’ll review the basics 
of segmentation, discuss individual and group behaviors in social media and why those 
behaviors occur, and detail segments found in social media communities.

Profiling the Targeted Segments
Marketers are rapidly adopting social media marketing strategies and techniques, but 
social media marketing will work only to the extent that these new media platforms can 
reach the customers organizations want to talk to in the digital space. Marketers target 
specific segments whose needs they believe the brand is capable of satisfying in exchange 
for meeting organizational objectives. Market segmentation is the process of dividing a 
market into distinct groups that have common needs and characteristics. Marketers use 
several variables as the basis to segment markets including geographic, demographic, 
psychographic, benefits sought, and behavior. These characteristics represent the bases 
of segmentation marketers use when they divide a population into manageable groups.

Marketers utilize these variables to segment and to identify target audiences regardless of 
what kind of strategy will be used. But when it comes to social media marketing, we need 

SHOW ME!
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to also take into account how consumers can be segmented according to their digital lives. 
Although it may seem like everyone is online, and most everyone is on Facebook, the extent 
to which a person’s life is digital varies based on his or her lifestyle, personality, demograph-
ics, and even his or her geographic and economic conditions. Understanding these segments 
and how their attitudes and behaviors differ is a critical component in devising an effec-
tive social media marketing strategy. Marketers use this information and insight to develop 
profiles that help marketers make better campaign choices. Let’s briefly review the bases 
of segmentation and try to understand how these variables translate into the online world.

Geographic Segmentation
Geographic segmentation refers to segmenting markets by region, country, market size, 
market density, or climate. For example, North Face can expect to sell more parkas to 
people who live in winter climates, whereas Roxy will move more bikinis in sunny vaca-
tion spots. Geographic segmentation is increasingly relevant to social media marketers, 
not only due to location-based targeting based on a business’s distribution channel, but 
also because social media increasingly incorporate GPS technology, a satellite system that 
provides real-time location and time information.

This innovation aids local businesses that can use the technology to target specific 
people based on physical presence. Services such as Foursquare (Gowalla is a similar 
competitor) position themselves as geo-targeted social media. In other words, Foursquare 
is part social network, part GPS tracking system. Users log in via their smartphones and 
other Wi-Fi-enabled mobile devices and “check in” to their location. From there they 
can see if they have friends nearby (both services will import friends from Facebook 
and other accounts), and also see links to local businesses. This is where segmentation 
strategy comes into play.

SHOW ME!

Foursquare Local Offer

As Foursquare members check in, local businesses in that area can reach out 
to them with special offers and interactive promotions such as free drinks or 
discounts. Importantly for the local merchants who use the service, Foursquare 
offers a business “dashboard” that includes metrics on the number of check-
ins, the times of day people check in, the most recent visitors, and the most 
frequent visitors.1 Other apps utilize geographic targeting too. For instance, 
Facebook’s Nearby Friends app announces when people in your friends list are 
close. Ads are delivered to your mobile device based on your location. In fact, 
this is perhaps the most relevant aspect of geographic segmentation for social 
media marketers—it provides actionable strategies that engage on the social, 
mobile level. Worried about privacy? We address privacy later in this chapter.
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Demographic Segmentation
When marketers employ demographic segmentation they utilize common characteris-
tics such as age, gender, income, ethnic background, educational attainment, family life 
cycle, and occupation to understand how to group similar consumers together. General 
Mills creates specialized campaigns for different demographic segments, such as when it 
launched QueRicaVida.com as an online platform for Latina moms.

How can demographic segmentation benefit social media marketers? Let’s take a look 
at a campaign from Secret deodorant. How would you describe Secret’s target market 
demographically? That’s easy—females, aged 12 and up, in North America. Traditionally, 
a brand such as Secret would target women with print ads in magazines appropriate 
by age group. In this case, though, Secret has taken a very different route; its strategy 
highlights the importance of considering demographic characteristics. Here’s an overview 
of the campaign. The Mean Stinks campaign is an anti-bullying campaign sponsored 
by Secret deodorant. The campaign provides support literature to inform girls and their 
parents about the dangers of bullying and how to combat those dangers. But more, the 
campaign has become a community, a channel for creative expression, and a rallying 
cry of importance to teen girls and their moms. It started simply with a Facebook page 

SHOW ME!

Secret Mean Stinks

Is this campaign an effective way to reach 
the target market? The approach suggests 
the Secret brand really understands the 
challenges of being female. This is a key 
component of demographic targeting. 
It’s about more than the basic facts. The 
marketer takes the demographic knowledge 
and uses it to understand the needs of the 
market.
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and a call to action—girls who believed that “mean stinks” would pinky swear against 
bullying. How? By painting their pinkies blue! The Facebook page acquired hundreds 
of thousands of likes in short order. Since then, the campaign has evolved. Using the 
theme #gangupforgood, Secret empowered girls to use their blue pinkies to let others 
know they would not bully. Secret then leveraged this content, and its own, in the social 
community zone (zone 1) and the social publishing zone (zone 2). Profiles are active in 
Twitter, Facebook, Instagram, and Pinterest. A microsite publishes user-generated con-
tent from the social communities, and a YouTube channel and Vimeo (zone 2) channel 
provide both Secret-produced videos to help parents and teachers combat bullying and 
user-generated videos.

Psychographic Segmentation
Psychographic segmentation approaches slice up the market based on personality, 
motives, lifestyles, and attitudes and opinions. These variables may be used alone 
or combined with other segmentation bases such as demographics. Psychographics 
tend to provide the richest picture of a consumer segment in that the descriptions of 
psychographic segments help marketers to know the real person making the consump-
tion decisions.

Let’s consider a practical application of psychographics in the social media space. The 
greeting card industry has experienced declining sales for some time now. Instead of 
cards, people may send emails, e-cards, or even just a Facebook post! A large-scale study 
by Unity Marketing identified four psychographic segments among greeting card buyers. 
Unfortunately for the greeting card industry, a segment called “Alternative Seeker,” the 
largest and fastest growing group the study identified, is also the most eager to find an 
alternative to the traditional card.2 Alternative Seekers view social media as an answer to 
staying in touch with friends and family on both a daily basis and on special occasions 
such as birthdays and holidays.

Unity’s report warns that greeting card companies are at risk as people turn to social 
media as a replacement to traditional cards. But this change presents an opportunity for 
others. New entrants in the industry like Wrapp and Givt offer a social form of gift card 
with mobile redemption features. Even Starbucks enabled a Twitter app that lets you give 
a cup of coffee to someone with a simple tweet!

Benefit Segmentation
Benefit segmentation groups individuals in the marketing universe according to the 
benefits they seek from the products available in the market. For example, in the auto 
industry people who buy hybrids and electric cars look for different benefits from a car 
than those who buy muscle cars or SUVs.

What benefits do consumers want from their interactions with brands in social media 
environments? There are competing schools of thought on this issue. Some industry 
experts argue that consumers want to have meaningful relationships with the brands 

81SOCIAL CONSUMERS

03_Tuten & Solomon_Ch 03.indd   81 11/10/2014   7:03:04 PM



82

they use frequently, and particularly with those brands they consider lovemarks. 
This term refers to brands that inspire passionate loyalty in their customers. Kevin 
Roberts, CEO of Saatchi & Saatchi, originated the concept; his agency looks for ways 
to deepen bonds with consumers and thus cultivate these lovemarks. Saatchi & Saatchi 
even maintains a website that encourages people to nominate the brands that inspire 
them in different categories. For example, brands in the beverage category include 
Guinness, Inca Kola, and Boost Juice.3 You can nominate your own favorites at www.
lovemarks.com.

If Roberts and others are right, brands can use social media engagement with custom-
ers to build the relationship—conversing, sharing, caring, and interacting in each other’s 
lives over time (just like people do). We’ll take a deep look at how brands can engage 
consumers using social communities (zone 1) in Chapter 5.

Behavioral Segmentation
Behavioral segmentation divides consumers into groups based on how they act with 
regard to a brand or a product category. When it comes to social media, we leave 
residues of our interactions with brands and about brands. This behavior can be uti-
lized for targeting of people more likely to want our offering. Actually, our residue, 
sometimes called social exhaust, can aid marketers in building segments utilizing all 
of these bases. The information we leave makes up our social identity, a concept we 
focus on next.

Social Identity: Touchpoints in a Wired Life
Facebook? YouTube? Flickr? Twitter? Which of these sites do you make a part of your 
digital life? What are you sharing? Thoughts, opinions, activities, photos, videos? 
When and from where? On the go with a mobile device? From a fixed location using 
a stationary computer? These days, the answer is most or all of the above. Our online 
activities and the information we post document our digital identity—the way we repre-
sent ourselves via text, images, sounds, and video to others who access the Web. The 
evidence of these activities also makes up what marketers call social identity. Altimeter 
defines social identity as “the information about an individual available in social media, 
including profile data and ongoing activity.”4 In other words, social identity is the way 
marketers view you given your social media activities. This view of you comes from 
data available from your social footprint. As time passes, your social identity likely 
becomes clear. Why? Because you are likely to participate in more communities and 
in more ways.

This shift is called digital primacy.5 It reflects a change in the culture of wired indi-
viduals like you—digital natives—who turn first to digital channels for communication,  
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information, and entertainment. Is this good or bad? Probably a bit of both, as evi-
denced by submissions to a call for user-generated content issued by PBS and Smith 
magazine. The challenge asked participations to provide six-word insights on their 
digital lives.

The following posts are a small sample of what people wrote. What might your six-
word memoir say?

Countless connections, never a soul meeting

140 characters cannot encapsulate my status

Tweets, keyboards, and mice: my frenemies

My thumbs weren’t made to type

Needed to find myself. Used Google

Afraid my phone’s smarter than me

Social Touchpoints: The DNA of Social Identity
Perhaps in a typical day you wake up using an alarm clock app on your smartphone. 
After you snooze the alarm, you might check your News Feed on Facebook Mobile. 
You leave home and head for school. In transit, you stay connected with your smart-
phone or even an Internet-enabled car if you drive a new Ford. You might search for 
reviews on the best place for coffee along your route, or the cheapest source of gas. 
When you get to class, your professor might ask you to work collaboratively in a wiki 
on a class assignment or bookmark research for a group project using an app like 
Evernote. Later that day, you might watch The Talk while you get ready for your evening 
shift at work. When Julie Chen asks for your reaction to today’s entertainment news 
during the #everybodytalks segment, you turn to Twitter to post your opinion—or 
if you are an innovator, you might use your Google TV to respond right from your  
television console. Shopping later (or during a lecture?) use an app such as Foursquare 
and you might score valuable coupons for savings while you shop. See what we mean? 
Everywhere you go, as long as you have an Internet-enabled device, social media can 
be a part of your daily life. The opportunities exist as social media touchpoints. You 
can see the possibilities for these touchpoints in Figure 3.1. These touchpoints leave 
impressions—we call them social footprints, and they make up the data that marketers 
use to paint your social identity.

Throughout the day, social media users touch a variety of devices, channels, and sites 
for many different reasons. Whether we’re checking the weather forecast, getting the lat-
est news, relaxing with friends while watching favorite videos, or trying to get a deal on 
a pizza, social media are increasingly a part of our daily lives.
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Morning

Time of Day

Location/
Activity Context

Smartphone

Home HomeCar CarWork WorkRetail

Desktop Computer/
Laptop

Game Console/
Internet-Enabled TV

Tablet or iPad

Channels Used

Social Networks
Social Publishing Channels
Social Entertainment
Social Commerce

Facebook
Twitter
YouTube
Foursquare
Groupon

Social Media
Vehicles Used

Noon Night

Figure 3.1 A Social Life

Source: Based on Ken Martin and Ivan Todorov, “How Will Digital Platforms Be Harnessed in 2010, and How Will They 
Change the Way People Interact With Brands?” Journal of Interactive Advertising, 10, no. 2 (Spring 2010), http://jiad.
org/article132, accessed November 17, 2010.

Social Footprints
A footprint is the impression or mark an object makes when it occupies a physical space. 
Depending upon the surface material, the impression may remain some time after the 
indentation was created—when a budding graffiti artist happens upon a patch of drying 
cement, the rest is history! Similarly, a social footprint is the mark a person makes when 
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he or she occupies digital space. As we visit websites and web communities, we leave a 
digital trail behind. This social footprint may be subtle or obvious depending upon the 
quantity and frequency of visits and the activities in which we participate. For example, 
when you visit your friend’s Facebook profile and learn that she’s a fan of Juicy Couture, 
you learn something about what matters to her. This information is one aspect of her 
social footprint.

Figure 3.2 illustrates a social footprint for one person, Gary. It’s clear in this example 
that the footprint’s owner, an artist in Richmond, Virginia, has a sizeable presence on 
Facebook. There he interacts with friends and colleagues, posts personal messages, and 
sometimes promotes gallery showings and art for sale. Gary also publishes his film work 
on the media sharing site YouTube. As he adds photography to his multimedia productions, 
he frequently uses his iPhone to capture images and upload them to Flickr and Facebook. 
He further promotes the content he’s published by microblogging on Twitter. Gary also 
posts images and written observations to his blog, Naked Doodles, hosted on Blogger.  

• Facebook profile
• Twitter feed
 (@garygarbett)

• Gallery located
 at garygarbett.com
• “a passing glimpse”
 blog
• “Naked Doodles” blog
• YouTube channel—
 “carborito studio”
• Flickr photostream

• Sales on Lulu.com
 and Cafepress.com

Zone 1:
Social Community

Zone 2:
Social Publishing

Zone 4:
Social Commerce

Zone 3:
Social Entertainment

• Not active in this
 space

Figure 3.2 Gary’s Footprints

85SOCIAL CONSUMERS

03_Tuten & Solomon_Ch 03.indd   85 11/10/2014   7:03:05 PM



86

He utilizes the social shopping functions of apps such as Snipi on his iPad, which help him 
to keep track of items he might want to purchase and enable him to run price comparisons 
across the Web before he does. Over time it’s likely that Gary will continue to expand his 
digital footprint as he becomes involved in other social communities, posts his physical 
whereabouts on Foursquare, designates his favorite bands on Myspace, and subscribes to 
news and entertainment feeds using aggregators such as Flipboard. Across all four zones 
of social media, Gary leads a very social digital life as he deposits footprints.

You may or may not leave as many footprints as Gary, but you certainly leave your share. 
Like Hansel and Gretel who dropped breadcrumbs to mark their way in the forest, you 
leave traces as you interact online and especially as you share social content. Have you 
ever “liked” a site, an article, or a product? Footprints. Did you ever shop online? More 
footprints. Comment on YouTube videos? Download podcasts from iTunes or upload pic-
tures on Instagram? That’s right … more footprints. Records of your activities may make 
up a lifestream (assuming you share enough detail with regularity), which is essentially a 
diary you keep through your social media activities. And guess what: you’re certainly not 
alone in this particular forest. Lots of people other than your BFFs are interested in these 
electronic tracks. Savvy marketers follow them to see where you’ve been and to predict 
where you are headed and what you might want when you get there. This knowledge 
helps them ensure that when you do arrive they will be ready to serve you customized, 
targeted ads and offers that meet your needs. More on that later.

Your Social Brand
You deposit social footprints throughout the social communities you visit. Many social 
communities require registration as a member of the community in order to access ser-
vices and join in community activities. Your username in social communities is a handle 
or nickname, just like those truck drivers used on their old-fashioned CB radios. It may 
be a pseudonym or your real name. Although many digital natives use pseudonyms that 
can hide real identities and maintain some privacy, others choose handles that describe 
something about them in shorthand as they try to build a following. We can think of these 
IDs as our digital brand name. Rather than hide one’s identity, they heighten the meaning 
associated with one’s name. For example, digital media guru Jennifer Leggio, a prominent 
blogger for ZDNet, uses the handle “mediaphyter” to represent her social digital footprint.

Once you’ve made that decision, you’ll need to ensure that you aren’t handle-squatting. This 
term refers to the use of a digital brand name by someone who really doesn’t have a claim to 
the brand name. Sometimes another person may have a legitimate claim to the name—many 
of us have names that are not unique. For instance, there are hundreds of men named David 
Jones in the world. In that case, use of the handle doesn’t constitute squatting. On the other 
hand, a quick search of Twitter for actor Hugh Jackman turns up several people listings, 
including @RealHughJackman, @JackmanHugh, @HughJackman, and @H_Jackman, among 
others. Only one is the “real” Hugh Jackman—the others are probably handle-squatters.

Next, you should find out whether your desired username is available in the many social 
communities. Services like Namechk.com make this easy. A sign of the times—parents are 
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using services like this to choose baby names (to find a unique name) and then register-
ing their newborns in social networks to reserve the handle!

Your Social Brand in the Age of Selfies

The first selfie was shared in early 2011, and in just a few years, the hashtag #selfie has 
been used on Instagram more than 88 million times!6 That’s just one social vehicle and 
one hashtag. People use the hashtag #me just as much! Your selfies are indicators of your 
social brand and, like your handle, they differ from many other sources of information 
that make up your social identity. Aspects of your identity over which you have a great 
deal of control are thought to be active, while activities associated with typical participa-
tion in social channels are thought to be more passive.7 The less control you have over 
the information, the more passive it is in terms of influencing your identity. A selfie is 
one of the most active aspects because you are in control. You may take several shots, 
but you publish only the ones you like—if you publish at all.

We’ll explain later in this chapter how marketers can use the information that makes 
up your social identity to target you more effectively, but what does your social identity 
say to others? To your friends, family, employers, teachers? That’s the question Andy Beal 
addresses in Repped, a book designed to show people how to protect their own reputa-
tions in a social economy.8 Why is it important? Because, as we discussed in Chapter 1, 
Web 2.0 is a reputation economy. Brian Solis perhaps said it best: “Think about it this way. 
When you look in the mirror, you see a reflection of who you are right now. What if you 
could transform that reflection each day into someone you hoped to see staring back at 
you?”9 You can with the choices you make. Solis suggests that people conduct their own 
social activity audit. Does that sound familiar? It should. It’s the same exercise marketers 
can use to assess the situation and their competitors’ social presence that we introduced 
in Chapter 2! A personal audit should categorize social media activity according to the 
values expressed in the social engagement.10

 Vision: a vision post answers the questions, “Did I learn something? Was 
I inspired?”

 Validation: a validation activity answers the question, “Am I accepted by 
a group?”

 Vindication: a vindication post informs others, “I am right.”

 Vulnerability: a vulnerability post opens one’s self to others, “I am approachable.”

 Vanity: a vanity post reveals a tendency to narcissism, “Look at me. I am all that.”

Footprints should reveal a social identity that is balanced. We all have aspects of these values 
inside. But when our footprints are focused more in certain areas, we may inadvertently 
paint a distorted picture of ourselves. To summarize, your digital footprint leaves evidence 
of where you are and where you’ve been. Your lifestream is the journal of your digital life. 
Taken together, they make up your social brand, what marketers call your social identity. 
When you look at this evidence, we think you’ll agree: You are what you share!
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THE DARK SIDE OF SOCIAL MEDIA

We’ve warned that reputation is ever-
lasting in the realm of social media. But 
is that really so? The Court of Justice of 
the European Union thinks differently. 
Under the Data Protection Directive, its 
so-called Right to be Forgotten ruling, 
the Court declared that people have a 
right to control, at least to some extent, 
the access others have to digital infor-
mation about them.11 In other words, if 
you don’t like some of the information 
that makes up your social identity, just 
ask that it not be found! The ruling puts 
search engines in the responsible role 
here in that past information online is 
mostly found through search. If the rul-
ing stands, people can ask Google to 

stop indexing information so it no longer 
appears in search results. And, yes, your 
public activities in social communities 
are indexed! Try Googling yourself to 
see what others could see. While you 
may appreciate this “do-over” approach 
to burying past mistakes, it opens the 
door to digital censorship. Censorship, 
at its core, is counter to the philosophy 
of openness and transparency that serves 
as a cornerstone of digital culture. Plus, 
it puts the onus on search engines like 
Google to bear the administrative burden 
of eliminating indexing on information 
that may be perceived as invading one’s 
privacy, regardless of whether the infor-
mation posted was slanderous.

SHOW ME!

Companies Use Selfies Too!

Dallas Pets Alive decided to leverage the selfie 
trend to help find homes for homeless mutts. 
How? With its #Muttbombing campaign! The 
campaign features real dogs available for 
adoption. The dogs are featured in “photobombs” 
using selfies of area celebrities and local people 
grabbed from Instagram. Fans can submit 
suggestions for who will be muttbombed next! 
See the campaign at www.muttbombing.com.
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A Wired World: Social Media Usage
Worldwide, there are about 2.5 billion global Internet users today—that’s roughly 35% 
of the world’s population. Most Internet users, about 26% of the world’s population, are 
active on at least one social network. That’s nearly 2 billion people. Of course, penetra-
tion does vary by global region, with the lowest penetration rates reported in Africa and 
South Asia. Even these areas are expected to experience growth, at least in part due to 
Internet access via mobile phone. Mobile penetration is 93% worldwide.

Motives and Attitudes Influencing Social Media Activities
Why We Log In
Web users increasingly participate in social networks such as Facebook, play online 
social games (turn-based, multiplayer games designed to be played within social net-
works) such as Candy Crush within the network community, comment on the posts of 
friends, update status messages, and share content. Likewise, brands are joining in on 
these sites as they add content and try to converse with consumers. What’s your motiva-
tion for the time you log on social networks? Chances are there are many reasons that 
drive you to visit these sites. Some of these motives probably seem like no-brainers, 
but others may surprise you. These are the most common impulses researchers have 
identified:

  Affinity impulse: Social networks enable participants to express an affinity, to 
acknowledge a liking and/or relationship with individuals and reference groups. 
When you use Facebook to stay in touch with high school friends and to make new 
friends, you are responding to the affinity impulse.12 This is also referred to as a 
social function. When people contribute to social communities for this reason, they 
do so to form friendships and feel a sense of belonging.13

  Personal utility impulse: While we tend to think of social media participation truly 
as community participation, some do consider, “What’s in it for me?” This is the 
personal utility impulse and it may be one of the most important motives for brands 
to acknowledge. Studies of participation in social communities report that util-
ity, whether in the form of information seeking, incentive seeking, entertainment 
seeking, or convenience seeking, is a major motive for social media activity.14 The 
findings are congruent with others utilizing a uses and gratification approach to 
understanding social media behavior.15

  Contact comfort and immediacy impulse: People have a natural drive to feel a sense 
of psychological closeness to others. Contact comfort is the sense of relief we feel 
from knowing others in our network are accessible. Immediacy also lends a sense 
of relief in that the contact is without delay. Do you feel lost without your mobile 
phone? Do you feel anxious if you haven’t checked Facebook recently? When you 
reply to a message, do you keep checking for a response? These are indicators of 
your need for contact comfort and contact immediacy.
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SHOW ME!

Social Use Worldwide

These changes in access to the 
Internet equate to increased access 
to target audiences for social media 
marketers. In other words, our 
reach is now extensive online. 
Reach refers to the percentage of 
the target audience that can be 
accessed using a form of media. 
In the early days of the Internet, 
reach was small and the medium 
was not considered as attractive. 
While social media usage is still 
strongest among younger people, 
the elderly make up the fastest 
growing age segment for social 
media usage.
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  Altruistic impulse: Some participate in social media as a way to do something good. 
They use social media to “pay it forward.” The altruistic impulse is also aided by the 
immediacy of social media, and this value has been played out in the immediate altruistic 
responses (IAR) of social media users to aid calls during crises such as the earthquake 
relief for Haiti or Japan.16 Individuals want to do good and do it quickly—social media 
make it easier to contribute in the form of a cash donation or a service to the community. 
The altruistic impulse serves a value-expressive function in that it enables individuals 
to express their own moral beliefs through their social media behavior.17

  Curiosity impulse: People may feel a curiosity about others and want to feed this 
interest—this is also known as the prurient impulse. Online, we can satisfy our 
curiosity by “following” people on Twitter and visiting their profiles. Surely it is 
the prurient impulse that led millions of Twitter users to follow Ashton Kutcher’s 
daily tweets while millions of others relentlessly track the ups-and-downs of actress 
Lindsay Lohan—will she prevail, or crash and burn? Curiosity relates to the next 
impulse—the validation impulse. In fact, they might be thought of as two sides of 
the same coin. That’s because exhibitionism can feed curiosity.

  Validation impulse: Social media focus intently on the individual. You can share as 
much or as little of your opinions and activities as you like, and comment on those 
of others. This focus on the self highlights the validation impulse, in other words, 
feeding one’s own ego. That’s why the validation impulse is sometimes referred to 
as the ego-defensive function. This function is thought to be particularly relevant as 
people seek to eliminate perceived external threats and eliminate self-doubts.18 Who 
knows? Perhaps the prevalence of bullying behavior in social media is actually a 
manifestation of the validation impulse. Certain behaviors are affiliated with people 
driven by the validation impulse. These include the prevalence of selfies among 
the mix of posts, a tendency to check to see if posts received likes, a tendency to 
overshare, and a tendency to impression manage (e.g., promoting the perfect life).19 
These were among the behaviors noted by researchers in a study that investigated 
types of narcissism in social media. Particularly on Facebook and Twitter, people 
may use posts to show superiority (particularly by expressing opinions) or to par-
ticipate in exhibitionism. That’s why Brian Solis, a thought leader in the realm of 
social media, advises to guard against the dreaded disease, “accidental narcissism.”

Despite the tendency for vilifying the validation impulse in social media participation, 
the validation impulse may relate to one’s desire to share creative output just as easily as 
it may relate to one’s desire to feed narcissistic tendencies.

Andy Warhol famously said, “In the future, everyone will be world famous for 15 minutes.” 
The legendary artist and visionary understood even way back in 1968 that the media had 
the power to spotlight almost anybody and everybody. For better or worse, it looks like 
Warhol was right. With social media, anyone anywhere in the world can earn worldwide 
fame for a brief time. This seeking for fame and the ease of audience access has given 
rise to the development of microcelebrities. We’ll talk more about this phenomenon in 
Chapter 7 (on social entertainment).

Despite these motives for participation, there are also motives for not participating! 
Users may experience guilt for spending what they perceive to be excessive time on 
social media activities.20 They may feel guilty “creeping” on other people. Both of these 
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feelings can lead to an increased sense of social media addiction, which we discussed 
in Chapter 1.

Privacy Salience: How Much Do They Know and  
How Much Do You Care?
It’s helpful for marketers to understand motives for social media participation and sharing 
as we make strategic marketing decisions, but the residue left behind is also of value. That 
residue, what we call social footprints, makes up the social identity information that market-
ers can use to augment other customer information, make assessments, or conduct research.

Are you concerned about privacy as it relates to your social media activities? The 
extent to which worries about sharing too much information impact our online behavior 
is known as privacy salience. Interestingly, privacy salience doesn’t necessarily explain 
whether social media users take steps to protect their privacy. Because of the disparate 
relationship, researchers call the phenomenon the privacy paradox.21 The privacy paradox 
describes people’s willingness to disclose personal information in social media channels 
despite expressing high levels of concern for privacy protection. Privacy concerns also take 
on multiple forms including social privacy and institutional privacy. Social privacy refers 
to concerns about disclosing personal information to others. A desire for social privacy 
is the antidote to the curiosity impulse and “creeping” behavior. Institutional privacy is 
privacy from the use of data by the institution providing the service and third parties. 
Research suggests that people are taking steps to protect their social privacy. Common 
strategies include excluding contact information, untagging and removing photographs, 
and limiting contacts to known others. While it’s still common to disclose (and perhaps 
overshare) intimate information, people may feel comfortable sharing because they’ve 
taken steps to protect social privacy. Despite the concern over social privacy, social media 
users seem less concerned about institutional privacy. Is this because of an acceptance 
of business use and access to big data or a lack of understanding?

Some suggest that privacy is viewed differently by different generations. In particular, 
today’s teens, Generation Z, exhibit lower levels of privacy salience. According to Pew, 
teens share a lot of information in social channels:22

 92% have posted their real name to the profiles they use.

 91% have posted a selfie.

 82% have posted their birth date.

 71% have posted the name of the school they currently attend.

 71% have posted the name of the town in which they live.

 64% who use Twitter have a public profile.

 53% have posted their email address.

 20% have posted their mobile phone number.

 16% have allowed sites to auto-post their location.
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Why so much sharing? It may be the view of the social context. If social media communities 
are viewed as private, the expectation is that social norms will prevent inappropriate 
use of the content and people should feel comfortable disclosing sensitive information. 
If these spaces are viewed as public rather than private communities, users may disclose 
more carefully, recognizing that the content may have a broad reach beyond the intended 
audience. People, particularly young people, may view social media profiles as forms of 
“produced self” and tend to see social communities as public venues.

Whether due to a lack of privacy salience or a distinction in whether the media used 
to communicate is public or private, social media users may be guilty of oversharing. To 
date, research on oversharing suggests that this behavior may be motivated by the valida-
tion impulse, the affinity impulse, or the contact comfort impulse. For instance, a study 

FROM BYTES TO BUCKS

How Marketers Use Social 
Identity

You are one person, but the reality is 
that you have many selves. There’s the 
real self, though you may choose to 
reveal different parts of that as you move 
through different social situations. For 
example, you may come off as a serious, 
quiet person when you sit in class but as 
a fun-loving party animal on Saturday 
night. Then there’s your ideal self that 
you construct online—many of us are 
very selective about the information and 
photos we post as we try to convince 
others about who we really are. In social 
media others construct an image and 
perception of who you are based on the 
footprints you leave. When marketers 
assess this information, the portrait they 
paint of you is called a social identity. Just 
as direct marketers have long known that 
a more complete customer profile can lead 
to better targeting of offers, marketers 
now recognize that utilizing social 
data can further enrich these profiles. 
Marketers can use this information to 

identify new leads, convert prospects to 
customers, resolve service issues, and 
more. Altimeter, the leader in helping 
businesses utilize social identity data, 
sees social identity as an evolution in 
social CRM.23 The data enable brands to 
learn about customers in a more relevant 
way than simple transaction data or even 
the cookie data captured when consumers 
browse the Web. For example, if a brand 
can associate an Instagram user who 
posts a picture with a complaint caption 
with a customer who has purchased 
often in the past, it is positioned to build 
higher customer lifetime value. Altimeter 
believes using social identity data helps 
brands to build richer customer profiles, 
efficiently use marketing budgets, and 
engage across channels. In fact, cross-
channel engagement is one of the hottest 
topics in marketing today. Brands can 
use social identity data at all points in 
the purchase funnel, whether they seek 
to identify prospects, nurture leads, 
tailor recommendations, follow up with 
customers to enhance retention, or 
reward loyalty.
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of oversharing among Facebook users found that the content was self-oriented with an 
apparent goal of attention-seeking.24 As one author put it, these oversharers treat Facebook 
like a drive-thru window where they can get their fast, cheap pick-me-up.25 People who 
have trouble expressing their “true selves” may also overshare. The true self is made up 
of qualities a person possesses but has difficulty expressing to others. Social media may 
provide the venue for expression.

Privacy salience may also vary by cultural region. A study by marketing research firm 
Ipsos found just that! You might be surprised by the outcome, though. When asked for 
a descriptor of how much they share online, nearly one in four people around the world 
said they share everything.26 The United States, Canada, United Kingdom, France, and 
Germany all under indexed while countries such as Saudi Arabia over indexed. There may 
be a relationship between Internet penetration and oversharing. Nearly all of the countries 
reporting oversharing are in areas with lower Internet penetration, while the countries that 
undershare are primarily European, where Internet penetration is high.27

Social Media Segments
Because social media are such new areas, marketers are still figuring out just how to use 
them, and to what extent they should rely on these platforms when they identify their 
target markets and try to communicate with them. One brand may add a social media 
piece to a broader strategy when it creates a Facebook page, whereas another may replace 
virtually all of its traditional advertising with “new media” messages. Decisions regarding 
just how much to rely on social media and how to design programs that will be effective 
require us to understand as much as we can about just who participates in social media 
and how they may differ from one another. We need to address these questions:

 In what online communities do these consumers participate?

 What activities do they participate in online and in social communities, 
specifically?

 What role does social technology play in their lives? Is it for keeping in touch 
with friends and family, a productivity tool, a stress reliever?

Knowing the answers to these questions will help you to ensure that the social media 
marketing strategies and tactics you plan have a shot to resonate with the target market. 
There are countless examples of social media marketing campaigns that have failed. In 
fact, Gartner, a research firm specializing in technology, claims that half—that’s right, 
50%—of social media campaigns fail.28 Why the huge number of bombs? Probably a 
major reason is simply that the social strategy is not matched to the target audience. A 
contest that requires players to upload original video content will not succeed with a 
target market that primarily consumes content but does not create its own. A promotion 
for a free song download offered on Twitter will not work if the band’s fans tend to hang 
out on MySpace instead. A stunt from Skittles to feed live streams from social media 
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communities to its website will not appeal to parents if the live feed includes profanity 
inappropriate for their children.

How then should we identify and define social segments? The segmentation schemes 
of consumers participating in social communities online are still in their infancy. We’ll 
take a look at three typologies of digital consumers, each of which offers insights into 
the lives of social consumers.

Social Technographics
Forrester Research introduced the concept of social technographics based on research it 
conducted on the social and digital lives of consumers. This work became the founda-
tion for a book, Groundswell, by Charlene Li and Josh Bernoff.29 From that first study, 
Forrester identified six types of people (of those online) based on how those people use 
and interact with social media. Because the types reflect increasing levels of involve-
ment in social media, Forrester used the image of a ladder to illustrate the segments (see 
Figure 3.3). The system classifies people into the types based upon their social activities 
within the past month. The types are not exclusive—some people fit into more than one 
category based on their activities. Still, the ladder is indicative of the level of involvement 
in social media people have reached given their activities. Forrester continues to collect 
data as social media further penetrate our culture, and to study the social technographics 
of specific groups, including businesses.

Creators are categorized as such because—guess what?—they create content. They add 
value to the social Web and their social communities as they contribute content to be shared 
with others. User-generated content (UGC) is one of the defining cornerstones of the social 
Web, as we discussed in Chapter 1. What constitutes creating content? UGC may refer to a 
broad range of content ranging from video, photos, blogs, vlogs, comments, podcasts, forum 
discussions, online product reviews, wiki contributions, and consumer-generated advertising. 
The technographics profile categorizes people as creators if they recently published a blog 
entry, wrote and posted an article online, maintained a personal webpage, and uploaded 
video or audio they created to a site such as YouTube. In other words, creators are those who 
at least in part provide the ammunition with which the rest of the social community interacts.

Forrester added conversationalists to the social technographics ladder as the company 
recognized that people were talking through social media and doing so frequently (at 
least weekly). What does this mean? Simply, conversationalists maintain discussions with 
their friends via Twitter and Facebook updates and comments. Generally, conversational-
ists are the youngest of the segments, and more likely to be female.

Critics are reactors to content, rather than creators of content. They interact socially 
primarily by posting comments, ratings, or reviews and editing wikis. Although critics are 
not creating original content at the same level as creators, their contributions are highly 
valued in their social communities. Reviews and ratings are among the most utilized 
sources of information in the social Web. Critics are more than consumers of content; 
they embellish the content others contribute and thus create consumer-fortified media, 
also known as augmented content.
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As we move down the technographics ladder, the segments become less responsible 
for content and more involved in the consumption of content. Of course, creators and 
critics are also consumers of content, but they are defined more by their contributions 
than by their consumption.

Collectors tend to be efficient and organized users of social content. They use RSS feeds 
(syndicators of content that send content directly to subscribers) to receive regular updates on 

Creators
24%

Conversationalists
33%

Critics
37%

Groups include
consumers
participating
in at least one of the
indicated activities
at least monthly.

• Publish a blog
• Publish your own Web pages
• Upload video you created
• Upload audio/music you created
• Write articles or stories and post them

• Update status on a social networking site
• Post updates on Twitter

• Post ratings/reviews of products or services
• Comment on someone else’s blog
• Contribute to online forums
• Contribute to/edit articles in a wiki

• Use RSS feeds
• Vote for websites online
• Add “tags” to Web pages or photos

• Maintain profile on a social networking site
• Visit social networking sites

• Read blogs
• Listen to podcasts
• Watch video from other users
• Read online forums
• Read customer ratings/reviews
• Read tweets

None of the above

Base: US online adults

Collectors
20%

Joiners
59%

Spectators
70%

Inactives
17%

Figure 3.3 Social Technographics Ladder

Source: 2011 Social Technographics® for Business Technology Buyers, http://forrester.typepad.com/groundswell/2010/01/
conversationalists-get-onto-the-ladder.html, accessed May 28, 2011.
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the information they want; bookmark and share online content; add tags to content such as 
bookmarked articles, photos, and videos; and “vote” for content. Historically, collectors were 
not thought of as contributors in the sense that creators and critics are. Their social activities 
ensured that they were regular consumers of content and helped the communities to which 
they belong by sorting and rating the content others post. But this has changed as curation 
has become a valued social media skill. Just as curators in art galleries carefully select pieces 
based on a collection’s mission, curators in social media use their knowledge of a subject 
matter to skillfully orient a collection of social content. Collectors may not give the social 
audience a cool new video on YouTube, or publish poetry on WeBook, but they do add value 
when they help to organize content in a way that benefits the social network as a whole.

Joiners maintain a profile on one or more social networking sites and visit those sites 
on a regular basis. Joining is fun. Joining is easy. It takes advantage of the enhancements 
available in Web 2.0 technologies and social software that make it simple for even techno-
phobes to participate in social networks.

Spectators consume content. They read, watch, and listen. Spectators treat online con-
tent like that available in other media—television, magazines, and radio. Inactives are 
online, but they aren’t social participants. Some people spend time on the Internet and 
still avoid social communities. Being inactive is largely a by-product of generation. Of 
those users in developed countries worldwide who are in the under-35 age group, only 
10% fall into the inactives category.

When an organization develops a social media marketing campaign, it can use Forrester’s 
Social Technology Profile Tool to identify which tactics will fit with its target audience’s 
social media usage category. The idea is to match your media strategy with how your 
target market uses social media to maximize the likelihood you will connect with your 
intended customers.

For example, it wouldn’t be too smart to set up a UGC contest that requires entrants to 
film and upload their own video if your target market is composed primarily of spectators. 
Or at the other extreme, there is the danger of unintentionally excluding some segments 
from the experience. For instance, Unilever launched an initiative that solicited ads from 
consumers for several of its brands. The winners won cash and prizes, as well as a trip to 
a London film festival. However, the campaign focused on creators. The microsite provided 
information only for video creation rules and uploading guidelines. Judges chose the win-
ners. There were no planned participation routes for the other technographic segments. 
Only a small percentage of the online population are creators, whereas the market for 
brands such as Ben & Jerry’s and Dove is quite broad. Thus, even though Unilever devel-
oped an interesting social media promotion with an experienced partner, the company 
unwittingly ensured that about 76% of its online target audience wasn’t able to engage.

Unilever’s campaign reminds us that in many cases the target audience will include more 
than a single technographic type. For this reason it’s key to offer multiple ways to participate. 
For example, the Crash the Super Bowl contest offers opportunities for several forms of par-
ticipation. Creators contribute videos to the contest site and share the videos on other media 
sharing sites such as YouTube. Critics rate and vote on the videos submitted. Conversationalists 
talk about the videos. Collectors share the video links using channels such as Twitter and 
Facebook and tag the videos so that others can find them. Joiners and spectators view the 
videos but may not help to promote them. Still, they add to the overall impact of the contest.
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Social technographic behavior does vary around the world. Table 3.1 explains the 
percentage of the online population in each region that participates in the specified cat-
egory. It’s clear to see that Koreans are avid in their social media participation.

Table 3.1 Social Technographics by Region (percentage)

CATEGORY AUSTRALIA (%) KOREA (%)
EUROPEAN 
UNION (%)

UNITED 
STATES (%)

Creator 23 49 14 24

Critic 31 46 19 37

Collector 14 19 6 21

Joiner 50 48 29 51

Spectator 64 76 49 73

Inactive 22 9 40 18

Forrester’s social technographics segments are useful for understanding how people may 
interact with social media and how brands should engage them. But a simpler approach 
may be possible. Researchers at Ryerson University in Toronto studied the commonalities 
among behaviors like those included in the social technographics segments and found that 
the number of meaningful segments could be reduced to three.30 Social media participation 
centered around (1) creating, (2) socializing, and (3) information seeking. Social media users 
will spend more time socializing and information seeking. This is because social media 
activities exist along a continuum of active-to-passive with online reading and viewing 
demanding less involvement and cognitive effort compared to the active creation of content.31

Pew Internet Technology Types
The Pew Internet & American Life Project published a paper called “The Mobile 
Difference.”32 As increasing numbers go online and participate in social communities 
from mobile devices, this Pew report sought to better understand consumer views of 
mobile Internet access. In the study, participants were asked about their attitudes toward 
a variety of online activities as well as their motives. What resulted was a typology of 10 
digital lifestyles for the American consumer. In this scheme, digital lifestyle groups are 
based on two characteristics: (1) whether they hold a positive or negative view of digital 
mobility and (2) their relationships with assets (gadgets and services), actions (activities), 
and attitudes (how technology fits in their lives).

Pew defines digital mobility in terms of whether the individual welcomes mobility as a way 
to delve further into digital communications or keeps Internet communication technologies 
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at a distance. Five groups have an increasing reliance on mobile technologies as a way to 
connect with others online; the other five groups are “stationary” in their use of Internet com-
munications. The research suggests that when it comes to social media strategies, marketers 
should target those with positive views of mobility. The use of social media is associated with 
their use of the Internet and mobile devices, whereas the stationary groups are less likely 
to be heavily engaged in social media. Table 3.2 summarizes the 10 groups Pew identified.

Table 3.2 Pew Internet Technology Types

MOTIVATED BY MOBILITY

 Digital collaborators: Digital collaborators have the most gadgets of any group and use 
them to work, play, create, and share by visiting social networks with their mobile devices. Key 
demographics: mostly male, late 30s, well educated, relatively high incomes.

 Ambivalent networkers: Ambivalent networkers use mobile devices to visit social networks 
and for texting, but they also feel like people need breaks from so much connectivity. Key 
demographics: male (60%), young (late 20s), ethnically diverse.

 Media movers: Media movers create content such as photos and share them on social networks 
using their mobile devices. For them, digital is all about being social and connecting with others. 
Forty-six percent have a social network profile. They are managers of content and have a high 
attachment to the Internet. Key demographics: male (56%), mid-30s, family oriented, middle 
income.

 Roving nodes: This group wants to be connected but primarily for work. They use texting 
and email and rely upon their mobile devices for productivity. Social networking is not a key 
concern. This group relies on voice communication, texting, and email for communication. Key 
demographics: female (56%), late 30s, well educated, high incomes.

 Mobile newbies: This group is relatively new to mobile connectivity to the Internet. Overall, they 
are more focused on old media than new. Key demographics: female, 50s, lower educational and 
income levels.

STATIONARY MEDIA PREFERRED

 Desktop veterans: Content to use desktop computers with high-speed Internet access. Key 
demographics: male, mid-40s, well educated, relatively high incomes.

 Drifting surfers: Infrequent online users who wouldn’t mind giving up the Internet and their mobile 
phone. Key demographics: female, early 40s, middle income.

 Information encumbered: This group suffers from information overload. They prefer old media 
such as television to the Internet. Key demographics: men (66%), early 50s, average education, 
lower-middle income.

 Tech indifferent: This group is made up of light users of the Internet who would be willing to give 
up their digital connectivity. Key demographics: female, late 50s, lower income.

 Off the network: This group is made up of people who do not use the Internet and do not have 
mobile phones. They may have had some experience in the past, but did not choose to continue 
participation. Key demographics: low-income seniors.

Source: Adapted from John Horrigan, “The Mobile Difference,” Pew Internet & American Life Project, March 2009, http://
pewinternet.org/Reports/2009/5-The-Mobile-Difference-Typology.aspx, accessed March 27, 2010. Used by permission 
of Pew Internet & American Life Project.
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Microblog User Types
Microblogs like Twitter are thought to differ from other social networks. Members may 
seek to align by interests rather than relationships. The patterns go even deeper though, 
as Pew Research Center found in its study of Twitter topic networks.33 It discovered six 
specific archetypes of social media participation in its analysis of Twitter conversations:

 Polarized Crowds

 Tight Crowds

 Brand Clusters

 Community Clusters

 Broadcast Networks

 Support Networks.

The two most critical for marketers are brand clusters and support networks, but before 
we get into that, let’s take a look at the meaning of each archetype. Polarized crowds are 
people who are passionately discussing an issue. There are two sides and people do not 
cross the party lines! Tight crowds are characterized by highly interconnected people such 
as hobbyists, fans, or professional groups. Brand clusters are talking about brands but the 
people talking are not talking with each other. Community clusters typically feature news 
relevant to specific groups. Broadcast networks exist when many people repeat prominent 
news. The news sources are the hub, but the news is spread through retweets. The support 
network is one in which customer complaints are handled by one or more members. It 
produces a hub-and-spoke structure but the members are largely disconnected.

Brand clusters are relevant for social media marketers because these conversations are 
occurring around brand topics. There is an opportunity to engage. The support network 
archetype is relevant to brands seeking to use social media as a customer service channel.

CHAPTER SUMMARY

Which bases of segmentation are relevant to target wired consumers in a social 
media context?

The traditional bases of segmentation marketers rely upon are still useful in social 
media applications. Geographic segmentation is segmenting by market location or 
location characteristics. In particular, social media tools with geo-targeting such as 
Foursquare are useful to businesses that employ geographic segmentation. Demo-
graphic segmentation includes common personal characteristics such as age, gender, 
income, and educational attainment. Benefit segmentation is based on the benefits 

100 FOUNDATIONS OF SOCIAL MEDIA MARKETING

03_Tuten & Solomon_Ch 03.indd   100 11/10/2014   7:03:10 PM



101

consumers seek from products. Some brands are developing mobile apps to pro-
vide added value to consumers; we call these branded applications brand butlers. 
Behavioral segmentation uses consumer behavior as the basis for segmentation. 
Psychographic segmentation utilizes personality, activities, interests, and opinions 
to categorize individuals. Many of the existing social media segmentation schemes 
available to date are psychographic in nature.

What are the aspects of social identity? How do individuals build their social 
identities? How are these identities relevant to marketers?

Social identity is the information marketers collect using our social footprints (the 
residue from our social media activities). We build our social identities anytime we 
share online. Marketers can use this information to augment other consumer data.

What behaviors are exhibited by people using social media? To what extent 
are people participating in the four zones of social media?

Increasingly our lives are spent online checking email, shopping, banking, watching 
videos, playing games, and socializing in social networks. In zone 1, consumers 
interact and communicate with others in their networks. In zone 2, we publish our 
own content as well as consume the content produced by others (both commercial 
and user-generated). If you’ve watched videos on YouTube, you’ve spent part of your 
online activity in zone 2. Playing games online is a major activity of zone 3 and 
shopping online is a prelude to zone 4.

How can we explain the motives for participation in social media activities? 
What attitudes are most relevant for our understanding of social consumer 
behavior?

There are several motivations for consumer participation in social media activities. 
The affinity impulse is our need to acknowledge a liking or relationship with indi-
viduals or reference groups. The prurient impulse is the curiosity we feel—curiosity 
that can be fed by observing social media activity. Contact comfort is our need to feel 
close to others. The immediacy impulse is our need to have contact without delay. 
The altruistic impulse is the need to do something good for others. The validation 
impulse is the need to feed our own egos.

What are the most important segments of social media customers? What do 
they tell us about targeting users of the social Web?

Several typologies of digital consumers exist, including the social technographics 
profiles from Forrester Research, Pew’s Internet technology types, and the archetypes 
of Twitter participation. Each provides insight into online social behavior.
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KEY TERMS

affinity impulse
altruistic impulse
bases of segmentation
behavioral segmentation
benefit segmentation
collectors
consumer-fortified media
contact comfort
contact immediacy
conversationalists
cookies
creators
critics
demographic segmentation
desktop veterans
digital brand name
digital collaborators
digital identity

digital mobility
digital primacy
drifting surfers
geographic segmentation
GPS technology
handle
handle-squatting
immediacy impulse
immediate altruistic responses 
 (IAR)
inactives
information encumbered
joiners
lifestreams
market segmentation
media movers
mobile newbies
off the network

oversharing
personal utility impulse
privacy paradox
privacy salience
prurient impulse
psychographic  
 segmentation
reach
roving nodes
RSS feeds
social footprint
social media addiction
social media touchpoints
social privacy
social technographics
spectators
tech indifferent
validation impulse

REVIEW QUESTIONS

1 Define digital primacy. Do your 
media choices reflect the claim of 
digital primacy? Explain.

2 What is the difference between a 
social footprint and a lifestream?

3 What is a social identity?

4 Define the major variables market-
ers use to segment consumers, and 
provide an example of how each 
variable can be applied in a social 
media application.

5 What are the primary motives that 
drive social media participation?

6 Describe the seven types of  
people characterized by the social  

technographics ladder. Which of the 
types is the most important to mar-
keters using social media marketing? 
Why do you say so?

7 Why is the concept of mobility rel-
evant to social media marketers?

8 What differences exist between  
the Pew Internet technology types 
who are motivated by mobility  
and those who prefer stationary 
media?

9 What is privacy salience? Why is it 
of concern to social media market-
ers? What is the difference between 
social privacy and institutional  
privacy?
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EXERCISES

1 Begin a social footprint audit. Make a 
list of your online memberships. Start 
by “googling” yourself to find out where 
you’ve left your mark online. Then eval-
uate your presence using the personal 
audit suggested by Brian Solis. Are you 
painting the social identity you wish to 
portray?

2 Evaluate the Social Technographics lad-
der as it relates to your own behavior. In 
which of the categories do your activities 
fall? What would this mean for market-
ers targeting you?

3 Find an ongoing social media market-
ing campaign. Assess the components 
of the campaign in terms of whether 
and to what extent it offers a participa-
tion route for the social technographics 

segments. How could the campaign 
be improved to better engage peo-
ple of varying levels of social media 
involvement?

4 Visit Twitter and read the stream of user 
posts (this is known as the tweet stream) 
for a few minutes. Can you see activities 
related to the archetypes in the chapter? 
How are you able to identify them?

5 Write six words on your digital life. Do 
your ideas relate to the concepts in the 
chapter?

6 How do you feel about privacy? Do you 
take steps to protect your social privacy? 
What about your institutional privacy? 
Ask a few friends and establish a plan 
to protect your privacy that fits with your 
own view.
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