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The social web 

 

üUser generated content 

üInteractive 

üExchange of content 

üSocial 

üDialogue 

üShare 

üListen 

üEngage 
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Maslowôs Hierarchy of Needs 
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No need to be on all of them! 



What is social media? 

üñSocial Media is a group of Internet-based applications [Facebook, 

YouTube, Twitter] that build on the ideological and technological 

foundations of Web 2.0, and that allow the creation and exchange of user 

generated content.ò  

üSource: Kaplan AM, Haenlein M. Users of the world, unite! The challenges 

and opportunities of Social Media. Business horizons. 2010;53(1):59-68.  

üNew media is the combination and convergence of computing and 

information technology, communications networks and digitised media and 

information content. The interlinking of these three key pillars has arisen 

due to the development and popularisation of the Internet coupled with the 

accessibility of activities, products and services within the digital media 

sphere 
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http://www.youtube.com/watch?v=QUCfFcchw1w&list=UULC9cX5GntaQmTSF6hTqrzA&index=8


+ 
Evolving picture 



Gender 

 

Source:  Johanna Blakley, USC Study data posted at @Mojojohanna 



Social Media Statistics Australia ï June 2014 

ü1. Facebook ï 13,200,000 users 
2. YouTube ï 12,750,000 UAVs 
3. WordPress.com ï 6,300,000 
4. Tumblr ï 4,900,000 
5. LinkedIn ï 3,700,000 
6. Blogspot ï 2,950,000 
7. Twitter - 2,500,000 Active Australian Users 
8. Instagram - 1,600,000 Active Australian Users 
9. TripAdvisor ï 1,450,000 
10. Snapchat - 1,070,000 Active Australian Users 
11. Tinder ï 1,000,000 Australian users 
12. Flickr ï 740,000 
13. Pinterest ï 380,000 
14. Yelp ï 180,000 
15. MySpace ï 165,000 
16. Reddit ï 160,000 
17. Google Plus ï approx 65,000 monthly active Australian users 
18. StumbleUpon ï 55,000 
19. Foursquare ï 33,000 
20. Digg ï 22,000 
21. Delicious ï 20,000 

üStatistics compiled by SocialMediaNews.com.au for June 2014. 
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http://www.socialmedianews.com.au/
http://www.socialmedianews.com.au/social-media-statistics-australia-june-2014/


Facebook 

üAustralians are among the worldôs most 

enthusiastic Facebook users, spending an average 

of 7 hours and 43 minutes per month of the social 

networking site 

ü25% of Australians óLikeô or interact with a brand 

on Facebook on a weekly basis 

ü57% of Australians participated in óLikingô brands 

during 2011 ï up from 46% in 2010 

 



Limitations of the data and research 

üDesign: largely case studies 

üChanging platform landscape 

üRelevance of principles 

üLinks to principles of effective messaging 
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üWe assessed the amount, reach, and nature of energy-dense, nutrient-

poor (EDNP) food and beverage marketing on Facebook. 

üWe conducted a content analysis of the marketing techniques used by the 

27 most popular food and beverage brand Facebook pages in Australia.  

üWe coded content across 19 marketing categories; data were collected 

from the day each page launched (Average of 3.65 y of activity per page). 
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EdgeRank 
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üWe ranked the top 250 Facebook 

pages on the basis of the total 

number of Australian Facebook 

users who had liked the page, 

using data from the social media 

monitoring site Socialbakers  

16 



All pages were for EDNP food and bevarges 

ü27 pages 

ü7 fast food restaurants 

ü5 chocolate 

ü4 sugar-sweetened sodas 

ü3 energy drinks 

ü2 confectionery brands 

ü2 ice cream brands 

ü2 condiments or spreads 

ü1 sweet biscuit 

ü1 salty snack 

üThere was a nearly even mix of 

international (13 pages) and 

Australian-based brand pages (14 

pages) 

ü4 brands (Subway, Coca-Cola, 

Slurpee, Maltesers) represented by 

both an international and an 

Australian version of the page 
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üMost commonly liked by those aged 18ï24 years, with 16 of the pages 

most frequently liked by this age group. 

üFive pages (Maltesers Australia, Cold Rock Ice Creamery, Slurpee 

Australia, Subway Australia, Coca-Cola Australia) were most popular 

among those aged 13ï17 years. 

üThose aged 13ï24 years were the most common age group to like 4 

pages: Dominoôs Pizza Australia, Pringles, McDonaldôs Australia, and 

Cadbury Eyebrows.  

üThe remaining 2 pages, Vegemite (a savory, salty spread popular in 

Australia) and Cadbury Dairy Milk Australia, were most popular with a 

slightly older audience, those aged 25ï34 years  
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Marketing techniques 
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Competitions, prizes, giveaways 
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Games 
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