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1 Audience and Participants

2 Relational Data

3 Mathematical Models

4 Analytical Framework

5 Processing/Computing Power

6 Computer Mediated Communication

7 Visualization Algorithms

8 Interest/Use Cases

9 Marketing/ Commerce/ Web Services

Requirements. Social Network Analysis

Social Networks
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Critics
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19%

Collectors

Joiners

Spectators

Inactives

33 %

19 %

15 %

Web 2.0: Consumer Groups by Activity. United States. 2006.

Creators 13%
Publish Web page or blog / Upload video to videoportals

Comment on blogs / Post ratings and reviews

Use RSS / Tag Web pages

Use social networking sites

Read blogs / Watch videos / Listen to podcasts

None of these activities

Source: Li, Charlene. Social Technographics.Forrester Research. 2007. 
Available: http://www.forrester.com/Research/Document/Excerpt/0,7211,42057,00.html

Social Networks
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1 Individual/Collective/Network

2 Technology and Algorithms

3 Retrieval of All Relevant Attributes

4 Maintenance of Relationships

5 Merger of Macro and Micro

6 Generic Clustering and Filtering

7 Real Time/ No Direct Feedback

8 Action/Communication vs. Intention

9 Assumed Identity/ Islands/Holes

Large Scale Analysis Attributes

Social Networks
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Commercial Channels
Traffic and Lead Acquisition.

Source: Smirnoff Experience. YouTube Channel and Website. 2008.

Transition of Attention, Recall, Experience, Brand, Membership, and Buying Impulse.

http://www.hendrikspeck.com/


Prof. Hendrik SpeckTechnical University of Berlin

Fachhochschule Kaiserslautern ɬUniversity of Applied Sciences

Brand and Commercial Channels
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Commercial Channel
Network Concentric Marketing. iTunes/Youtube/Facebook. Stanford University.

Source: Stanford University at iTunes, YouTube and Facebook. 2008.

Attention * Recall * Popularity * Brand * Participation * Insight
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Analysis
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1. User Information and Interests

Social Networks
Data Mining. Data Layers.

2. User Generated Content, Interaction

3. Third Party Associations and Content

4. Access and Connectivity

5. API's, Beacons, and Data Feeds

6. Merger of Social, Mobile and Local
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