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@ Leg 4. From Melbourne to Hong Kong.

Outline Theme 2. Social Media Segmentation.
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@ Leg 4. From Melbourne to Hong Kong.

1. Social Media
Platform Uses

We are here!

15-Jan-2018

Theme 2. Social Media Segmentation.

Social Media has several classifications. We will see the most relevant ones. Everything depends

Demographic
variables

of view who is
using it?
Several
population
classifications:
by generation,
by age,
income,
occupation,
sex, ethnicity

From the point

on the “eye of the beholder.”

By
“Communication”
Activity

From the point of
view of
“Communication
media ”
practitioners
How is it used in
this industry?

Ex. Fred Cavazza
social media
landscape

From the Point
of View of
“What each
platform does?”
Ex. Social Media
Map Overdrive

From the Point
of View of the
frequency of
visits to each

platform or app.

How many
times we utilize
it?
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Benefits

From the Point
of View of the
reason of usage
Why do we
utilize it?

By
Psychological
variables

From the
Point of view
of values,
attitudes,
personality
and lifestyle.
This is
extremely
important
for
matketers.

W/ | G


https://support.office.com/es-ES/article/b89770f1-deb1-4a19-94ef-342aa15a4689

@ Leg 4. From Melbourne to Hong Kong.

Depending on the demographics, we can classify different social media platforms.
One example is the variable age.

1. Social Media
Platform Uses

0006

Age distribution of active social media users worldwide as of 3rd
quarter 2014, by platform

Tumblr

By

Instagram

Demographic
variables YouTube

Twitter

Pinterest

» Even though this chart
(s from the year 2014, s 9%

it is an example of
how we can segment
soctal media by age (a
demographic variable)

We are here!
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Source Additional Information:
GlobalWeblndex Worldwi

Statista 2017 Active s

LinkedIn 26%

Facebook 25% 29%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100% 110%

Share of users

M 1624 I 25-34 35-44 M 45-54 55-64

le; GlobalWebindex; 3rd quarter 2014, 16-64 years;
ycial network and active app users, excluding China
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@ Leg 4. From Melbourne to Hong Kong.

Depending on the “communication activity”, we can also classify different social media

platforms.
1. Social Media I found F{'ed .Ca|:azza 's graph very interesting, he has segmented them by “type of
Platform Uses ~ communication”. Social Media Landscape 2017

By

“Communication
" Activity

Eventbrite Medium WIKIPEDIA
okcupid WORDPRESS tumblr.
tlnder ¥ badoo WiX MYSPACe  dailymotion

65 oo QD NING wcllly Youilif) Seribd

SlideShare
Phour.z XING ghOS‘t B Vm

viaded
plaxo tiata world
Llnkedmg)mmer Go gle fickr

aceboo i’r imgur rp

Fred Cavazza has segmented the
soctal media platforms in 5

groups: @
| @orkplace TC“‘SD”” b P=' J f B GIPHY &NIMEJ Behance
;' geg;vso;; lj;gg QHipthat @ Chet @ Spotify DEEZER D il
. uousnt
: o2 slack @
3. Sharing \" GitHub © reddit
We are here! 4. Messaging
5. Discussing D=
ISCourse
muuT
=) 0 @) Discussing FredCavazza.net
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@ Leg 4. From Melbourne to Hong Kong.

1. Social Media
Platform Uses

1 )

We are here!

15-Jan-2018

Depending on the “functionality”, we can also classify different social media platforms.

Three years ago, Kietzmann, Hermkens, McCarthy, and Silvestre, published the article “Social media?
Get serious! Understanding the functional building blocks of social media” in the Journal Business
Horizons-Kelley School of Business at Indiana University. They introduced an interesting framework to

classify 7 building blocks which allow us to understand the different levels of social media
functionalities.

PRESENCE PRESENCE

The extent to ;:-.a; “:f atnhi
which users reali girl.t?rlﬂa
know if others and mmedia::
SHARING are available RELATIONSHIPS sl s

SHARING of the context

ot st The extant to Contant s oo
exchange Bisgileer i o flow properties in
distribute aJnd relateto each system and social emeie o
receive content IDENTITY ey graph

IDENTITY

Data privacy

controls, and

tools for user
self-promotion

relationships

The extent to
which users
reveal
themselves

REPUTATION
The extent to

CONVERSATIONS CONVERSATIONS REPUTATION

. B Monitoring the
The extent to which users Conversation
i ; ) strength, passion,
which users know the social velocity, and the et b s
communicate standing of "

risks of starting

and joining reach of users

and brands

with each other others and

content

GROUPS

The extent to
which users are
ordered or form
communities

GROUPS

Membership
rules and
protocols

Social Media Functionality Implications of the Functionality
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@ Leg 4. From Melbourne to Hong Kong.

Ve

Reference

Overdrive has segmented their “social

media map” by functionality”. But there iy,
1. Social Media are at least 4 different variables in this Heaigh
Platform Uses ' segmentation. Fitness
i : International
By
Functionality
Recruiting Messaging
\ ]
This classification has grouped the Social Media by
different social media platforms by Inflcr Funcammiality

“what do they do?

1. By function (recruiting, networks,
Management and Tracking, etc.)

2. By industry (Crowdfunding, health
& fitness, news, travel)

We are here! 3. By type of communication (video
sharing, listening, livestreaming, Listening 7N
blogging, messaging, music...)

4. By geography (internationally)

Video
Sharing
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@ Leg 4. From Melbourne to Hong Kong.

Overdrive has segmented their “social media map” by functionality. This classification has
grouped the different social media platforms by “what do they do?”, but this segmentation is a
1. Social Media mix of different functions and interest groups.

Platform Uses SOCIAL MEDIA MAP - 2018

QO NETWORKS (O PHOTO SHARING QO VIDEO SHARING UVESTREAMING O camine O recrumng O
Facebook instagram YouTube Facebook Live Steam Indeed
Twitter Pinterest Vimeo Periscope Xbox Live CareerArc
Snapchat Fiickr Vevo Youtube Live PlayStation Glassdcor
Google+ imgur Tapstack Houseparty Ongin Unkedin
VTime Protobucket Screencast Ustream Birzard Entertainment Upwork
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@ Leg 4. From Melbourne to Hong Kong.

Depending on the “functionality”, there have been other attempts to create frameworks which
can be applied to social media. Jeremiah Owyang segmented digital start-ups by functional

1 Social Media groups in his model “Collaborative Economy Honeycomb Version 1.0"

M-' Collahorative Economy

0 o @ By Type of Honeycomh Version 1.0

ln dustry The Collaborative Economy enables people to

efficiently get what they need fram each other.
Similarly. in nature, honeycombs are resilient
structures that efficiently enable many individuals
to access, share, and grow resources among a
commen group.
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@ Leg 4. From Melbourne to Hong Kong.

Depending on the “functionality”, there have been other attempts to segment digital
companies. The “collaborative economy framework” from Owyang has evolved to the

1. Social Media version 3.0. Owyang has extended his model to disruptive technologies affecting different

Platform Uses ' segments (categories)

By Type of

Industry

Collaborative Economy
Version 3.0 by Jeremiah
Owyang
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@ Leg 4. From Melbourne to Hong Kong.

To the question how often do we use social platforms? Bain has given us the following
segmentation categories.

1. Social Media

Platform Use

— — 18% 12% 12% 1% 10%
rate
o Heavy users of o Heavy users of ¢ Disproporticnate * Moderate sociol * Maintain passive
personal networks mu¥imedia sites, creators and posiers media use and presence on social
e Skew to female users, ratings and review of content disproportionate networking sites
We can ClGSSlfy younger ond working  sites, branded * Heavy users of presence on blog sites ¢ Skew 1o female
% p iql * “Moms” represent a communities locationbased gomes, ¢ Skew 1o mole users, older
eac Of the socla large share ¢ Skew fo male crowdzourcing sites, users, older
media p[atforms vsers, older branded communities,

secial shopping

(globally) by how
many times do

\\\\ﬁ__f/// 10% 9% 8% 6% 4%
t customers use oung and Mcbile Social Gomers Showgoers cfessional Networkers

each Of the o Haavy users of ratings  * Haavy users of * Active on social e Tend 1o be passive * Heavy users
[ tf d and review sites, microblogs, socicl gaming and consumers of of professional
ptatjorms an groupbuying sites, networking and engoged in locofion: entertainment ond networking sites
| group them by beonded communities  locatica-bosed gomes  based goming content genecated ond microblogs
We are here! ht * Disproportionste o Skew lo younger * Significont contingant by others » Skew to male
eacn tag. share of spending demographics, skews older users, affluent
ocours onfine e.g., students
Sowrce: Sociol Madic Consumer Survey lloawoary 2011), n=3,019
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@ Leg 4. From Melbourne to Hong Kong.

Why do people use social media? If we utilize the variable “users reasons”, let’s see what

does Global Web Index has found:

1. Social Media
Platform Use

T ——

By Users

Benefits

The main three motivations why people

use Social Media are:

1. To stay in touch with friends
(replaces email and traditional
courter-letters & postcards)

' 2. To stay up to date with news and

current events (replaces the
newspapers, magazines and
Jjournals)

3. To fill up spare time (replaces other
activities-hobbles, watch TV or any
other)

We are here!

Chart of the Day

11 JANUARY 2018

Top 10 Reasons for Social Media Usage

Top 10 Motivations Behind Using Social Media

% who say the following is a main reason for using social media

o2 Tostayin touch with what

@ my friends are doing 42%
To stay up-to-date with

news and current events 41%

@ To fill up spare time 39%
To find funny or

| 4 entertaining content 37%

e00 General networking

v0s ;

@ with other people 34%

L 0 W

&+

Because a lot of my
friends are on them

To share photos or
videos with others

To share my opinion
e

To research / find
products to buy
—_—————

To meet new people
_—

Question: What are your main reasons for using social media?
Source: GlobalWeblndex Q3 2017 | Base: 77,814 Internet Users aged 16-64
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@ Leg 4. From Melbourne to Hong Kong.

From the Point of view of values, attitudes, personality and lifestyle. Each social media
company has created several tools to segment clients by using each content we post. This is
1. Social Media extremely important for marketers. Facebook is the pioneer in this field.
Platform Uses RAbaGkbiEines | ook Yuimgan’ BT - o

0006 By

@ Psychological
N variables

N/

L}

We are here!

Ads Pages Inspiration Success Stories News

Choose\youragdience

gonnect with the people who will love your DUSIRESS:

Go to Ads Manager

Your people are here Customer Companies
list on LinkedIn

Two billion people use Facebook every month. With our powerful audience selection tools, you can target the people
who are right for your business. Using what you know about your customers—like demographics, interests and
behaviors—you can connect with people similar to them. There are three options for choosing your audience on

Facebook

222 292 @ LinkedIn
RSN  Count Targeting
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@ Leg 4. From Melbourne to Hong Kong.

New Social Media Segmentation: After reading the last slides, it is evident that social media

2. Traditional has disrupted the way we have done segmentation. There is a Digital User Segmentation
Segmentation vs. Social Matri lled BYOP
Media Segmentation ' afroe catte BRING YOUR OWN PERSONA
Digital User Segmentation Matrix

There is an interesting
segmentation based on
research by Scott Snyder
president and chief strategy

. . (23%) (26%) (10%)
officer of Mobiquity, a = WANNABES MAINSTREAMERS NOMADS
professional services firm =
headquartered in Wellesley, X
Massachusetts. E
He has called this digital =
matrix segmentation as 3
| BYOP: “Bring your own = (7%) (17%) (17%)
We are here! R i ANALOGS PARANOIDS CHAMELEONS
Limited Basic Advanced 7oy
DIGITAL CAPABILITY W
Ref: Wireless Innovation Council/Mobiquity Research
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@ Leg 4. From Melbourne to Hong Kong.

New Social Media Segmentation: BYOP categories are based in two variables (digital

2. Traditional capabilities and trust
Segmentation vs. Social

Media Segmentation
T TS et

BRING YOUR OWN PERSONA
Digital User Segmentation Matrix

(23%) (26%) (10%)
WANNABES MAINSTREAMERS NOMADS

High

TRUST/DATA SHARIN G

(7%) (17%) {17%)
5 ANALOGS PARANOIDS CHAMELEONS

We a re h e re I Limited Basic Advanced
DIGITAL CAPABILITY

Ref: Wireless Innovation Council/Mabiquity Research

Analogs: They are unwilling to and/or incapable of using digital technologies.
They may have been capable digital users who decided to “unplug” due to
privacy or life-balance concerns. At best, analogs might be willing to dip their
toes into the digital waters via easy-to-use touch points like simple kiosks or
websites before progressing to more advanced interactions like mobile and
social.

Wannabes: Here we have embryonic users of mobile and social who are very
eager to learn the basics so they can seem to be experienced. Wannabes are a
group that you want to engage going through their peers who have more
advanced capabilities. Once Wannabes see their friends doing something cool or
valuable, they will educate themselves to at least get by. Think of seniors talking
to their grand kids on Facebook. Once they realized this was the place their
grand kids hung out, they put in the effort to become basic Facebook users (not
many have progressed to be power users).

Mainstreamers: These are people willing to opt in to most digital solutions with
a strong possibility of a benefit in the near future. Mainstreamers represent the
pregnant middle of the market, ready to be nudged toward behaviors and-
outcomes that are good for them and others. Show them the value of each -
interaction, and they can quickly become loyal digital patrons. If the value~
equation diminishes, you may lose them.
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@ Leg 4. From Melbourne to Hong Kong.

New Social Media Segmentation: BYOP categories are based in two variables (digital

2. Traditional capabilities and trust
Segmentation vs. Social
Media Segmentation

Paranoids: These are cautious users who are very protective of their data
and need to be persuaded that there’s a value in sharing their data.

— e — Paranoids represent a potentially dangerous group as they will lash out if
BRING YOUR OWN PERSONA they believe their personal information is being compromised or misused
Digital User Segmentation Matrix somehow. Companies that do not respect the privacy needs of this

segment risk public scrutiny and bashing.

(23%) (26%) (10%) Chameleons: Here are digital savvy users who will change their digital
WANNABES MAINSTREAMERS NOMADS

High

behaviors and data sharing to suit each situation and personal interests.
They are protective of their data when they perceive there is limited
benefit or have low trust. Chameleons will educate themselves on the

TRUST/DATA SHARIN G

™ 1 ) privacy policies of different brands and make sure they share only what
3 ANALOGS PARANOIDS CHAMEEEONS they need to. It will take an extremely strong value proposition or clear
privacy controls to engage them with highly personalized interactions.
We are herel Limited Basic Advanced
DIGITAL CAPABILITY Digital Nomads: People in this segment truly want to port their digital
Rt Wirles Innoation CounilMobiuity Resarch profiles anywhere in any setting. They are willing to share data on the

promise of a future benefit for them or a broader group. Digital Nomads
fully expect that you will not just collect their data, but use it to deliver an
exceptional user experience and significant benefit for them and other: +
users like them. Achieve this and they will be your greatest champions.
Fall short, and they will become your biggest critics.
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@ Leg 4. From Melbourne to Hong Kong.

The existence of Social Media Platforms and the fact that more than 36% of the global

2. Traditional population utilizes them, has come to disrupt the traditional manner in which we do market
Segmentation vs. Social segmentation.
Media Segmentation
— » The idea of BYOP segmentation is to identify segments of clients by their level of digital
engagement.

» Users of social media have a unique digital profile and set of behaviors to usage situations.

» The 6 categories introduced with the BYOP digital matrix illustrate various types of consumer
profiles based on people’s degree of digital savvy, level of trust to the social media, willingness to

\/‘ share information and preferred frequency of interactions.

« The digital capabilities have become a unique segmentation variable. Using this insight to
segment customers goes beyond socio-demographic data, because age, income and education
We are here! are no longer reliable predictors of a consumer’s digital capability.

* When shifting to a BYOP segmentation. Scott Snyder recommend to focus in the next areas:
1. Adopt a Digital Segmentation Model like BYOP.
2. Be Transparent with Customers about Data Usage.
3. Develop a Strong User-centered Design Capability.
4

Use Big Data and Predictive Analytics to drive more personalized interactions.
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@ Leg 4. From Melbourne to Hong Kong.

Theme 2. Social Media Segmentation.

2. Traditional

Segmentation vs. Social
Media Segmentation

We are here!
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