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SOCIAL NETWORKS

13.1 Overview
According to eMarketer (www.emarketer.com), the number of U.S. online social-
network users have been, and are projected, as follows:

Social-network Percent of Total

Users Internet Users
» 2006: 60.3 million 33%
» 2007: 72.3 million 38%
» 2008: 85.3 million 44%
» 2009: 94.3 million 47%
» 2010: 100.2 million 49%
e« 2011: 104.7 million 50%

13.2 Top Online Destinations

According to Nielsen Online (www.nielsen-online.com), the leading social-
networking destinations ranked by number of unique visitors in September 2008 are as
follows (change from September 2007 in parenthesis):

* MySpace: 59.4 million (1%)

» Facebook: 39.0 million (116%)
* Classmates Online: 17.1 million (28%)
* Linkedin: 11.9 million (193%)
* Windows Live Spaces: 9.1 million (-11%)
* Reunion.com: 7.6 million (57%)
e Club Penguin: 4.2 million (12%)
* AOL Hometown: 3.9 million (-49%)
* Tagged.com: 3.8 million (330%)
* AOL Community: 3.1 million (-23%)

13.3 MySpace and Facebook

MySpace, owned by News Corp., and Facebook are among the most trafficked
sites on the Internet. While MySpace is the larger of the two, Facebook has
experienced the highest recent growth.

According to Social Networkers 2008, a report by Netpop Research
(www.netpopresearch.com), site use among social networkers is as follows:
 MySpace: 63%

» Facebook: 60%
» Use both MySpace and Facebook: 34%
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The following is the distribution of these users:

Facebook MySpace Both
Gender
* Female: 51% 53% 58%
* Male: 49% 47% 42%
Age
e 13-to-17: 16% 17% 18%
e 18-t0-29: 43% 22% 42%
» 30-t0-39: 16% 20% 20%
e 40-t0-49: 11% 19% 12%
* 50 and older: 14% 21% 9%
Education
* High school or less: 26% 44% 33%
* Some college: 25% 30% 29%
* College degree: 29% 19% 28%
* Some post-graduate/degree: 20% 7% 11%
Marital
* Single: 53% 39% 51%
* Married: 42% 47% 44%
» Separated/divorced/widowed: 4% 15% 4%
Income
* Under $50,000: 40% 60% 49%
e $50,000 to $74,999: 21% 21% 21%
* $75,000 and higher: 39% 19% 30%
Employment
* Employed: 55% 57% 59%
* Unemployed: 13% 18% 13%
* Full-time student: 28% 15% 24%
* Retired: 4% 10% 5%
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“Facebook users are educated and
concentrated in the 18-to-29 age range.
MySpace users are older and more likely to be
married.”

Social Networkers 2008
Netpop Research

13.4 Niche Networks

Dozens of new social sites launch on the Internet each day. Estimates of the
number of social sites range from 1,000 to 10,000, as of September 2008. According
to Bill Eager, co-founder of bSocial Networks (www.bsocialnetworks.com), there will be
as many as 250,000 sites that call themselves social networks by year-end 2009.

Ning (www.ning.com) allows users to create their own social networks.
Launched in 2004, Ning had more than 200,000 distinct networks at year-end 2008.

“In essence, Ning allows people to create their
own mini-MySpaces. Like Facebook or
MySpace, Ning has profile pages, photos,
videos, and messaging. Name it whatever you
like, pick the layout, and voila — you have your
own social network.”

BusinessWeek, 6/2/08

According to Anthony Acquisti, strategy supervisor for emerging media at OMD
(www.omd.com), many niche social sites should be popular with advertisers because of
their focused group of users.
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“While My Space and Facebook get all the
attention, social media focused on topics as
remote as knitting or bird watching can be a
strong branding target these days. These more
focused audiences should be popular with
brands because relevance trumps size.”

Anthony Acquisti
OMD
Brandweek, 4/28/08

13.5 Social Networks for Kids

Social-network sites for children have blossomed. Club Penguin, the most
popular site for kids, drew 4.2 million unique users in September 2007.

Such sites are growing in popularity because children are using the Internet in
greater numbers. According to Kaiser Family Foundation (www.kff.org), among kids as
young as ages 4-t0-6, 26% use the computer daily, 43% use it several times a week,
and 7% have a computer in their bedroom.

At sites such as Club Penguin children adopt a penguin avatar, or at Webkinz
children get a plush-toy stand-in for their virtual pet. Sites such as these, aimed at kids
ages 6-to-11, also offer learning and computer skills along with games.

13.6 Social Networks for Youths and Young Adults
According to eMarketer, the number of teen (ages 12-to-17) social-network users
have been, and are projected, as follows:

Social-network Percent of Total

Users Internet Users
» 2006: 11.5 million 61%
» 2007: 13.6 million 70%
e 2008: 15.3 million 77%
» 20009: 16.4 million 81%
e 2010: 17.1 million 83%
 2011: 17.7 million 84%
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“The continued growth of social networking
seems assured, unless teens stop social
networking as they become adults. Don’t bet on
that.”

Debra Aho Williamson, Sr. Analyst
eMarketer, 12/14/07

13.7 Social Networks for Baby Boomers

One of the more interesting developments in social networking is the launch of
online social networks targeting the Baby Boomers demographic. Eons.com, the
largest such site, has been described as MySpace for Boomers. Groups include
baseball fans, ex-hippies, and runners. According to The New York Times (February
10, 2008), Eons has about 285,000 active members.

Long-established iVillage.com recently launched iVillageConnect.com, which
president Deborah Fine touts as a “their space for grown-ups.”

Recent launches aimed at this demographic include Boomertown, BoomJ,
Maya’s Mom, Multiply, Rezoom, TeeBeeDee, and Winster.

13.8 Social Networks for the Affluent

A new crop of online social-networking sites has taken aim at the rich, seeking to
create exclusive Web communities of like-moneyed friends. The most popular sites in
the segment are aSmallWorld.net and Diamond Lounge. Members must be invited to
join. Those who engage in improper behavior, like trying to mingle with strangers or sell
products too aggressively, are kicked out.

According to The Luxury Institute (www.luxuryinstitute.com), 60% of affluent
adult Internet users participated in online social networks in 2008, a dramatic increase
from only 27% who did so in 2007. Affluent social network members surveyed by the
institute had an average income of $287,000 and an average net worth of $2.1 million.

13.9 Social Networks for Professionals

Social networking is now blooming in the business world, thanks to the social
networks that enable professionals and executives in industries such as advertising and
finance to rub virtual elbows with colleagues. LinkedIn (www.linkedin.com), the largest
of the sites, has more than 30 million members.

A November 2008 survey by Anderson Analytics (www.andersonanalytics.com)
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developed the following profile of Linkedln members:

* Internet-savvy social networkers: 30%
» Executives/business contact networking: 28%
* Primary interest in social aspects: 22%
* Looking for jobs: 21%

“Some people believe that Linkedln is a place
for job hunters, some believe it is a place for
serious networkers, and others think it’s a way
to keep in touch with old colleagues. This study
shows these are all true.”

Dan Shapero, Director of Business Services
LinkedIn
Advertising Age, 11/10/08

Industry-specific networks include sites such as Sermo.com for doctors,
INmobile.org for the wireless industry, and AdGabber.com for those interested in

advertising.

13.10 Advertising on Social Networks

According to eMarketer, advertising spending on online social networks has
been, and is projected, as follows (change from previous year in parenthesis):

2006:
2007:
2008:
20009:
2010:
2011:
2012:

$ 350 million

$ 920 million (163%)
$1.43 billion (55%)
$1.81 billion (27%)
$2.08 billion (15%)
$2.36 billion (13%)
$2.61 billion (11%)

Spending in 2007 was distributed as follows:

e MySpace: $505 million
e Facebook: $140 million
» Social network offerings from portals and other sites

(MSN Spaces, Yahoo! 360, AIM Pages, Orkut, etc.): $ 95 million

» Other general social network sites (Bebo, Friendster,
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Gather, Piczo, etc.): $ 60 million
» Vertical social networks and marketer-sponsored

social networks: $ 45 million
» Widgets and applications: $ 15 million

Social networks were originally developed without any form of advertising and
mostly only served as a personal medium for users. As ads began to appear in 2006
and 2007, many users balked. According to comScore (www.comscore.com), the
average time users spent on social networking sites fell 14% between and October
2007 and January 2008, a decline that was, in part, attributed to users’ reaction to
advertising on the sites.

“Annoyed with the ad deluge on social
networks, many users are spending less time
on the sites.”

BusinessWeek, 2/18/08

Sensitive to users’ concerns, the social networks are trying new ways to
incorporate advertising, including new ad models for marketers. MySpace’s
HyperTargeting initiative, for example, has helped double CPMs (cost per thousand
impressions) at the site, and 75% of advertisers that have tried it continue the program,
according to eMarketer. Facebook’s SocialAds concept attempts to improve the
relevance of advertising by mining the connections between Facebook members. Both
MySpace and Facebook are also seeing new revenue streams from local advertising
and self-service advertising, in which marketers can execute ad buys using an
automated system.

According to Face of the New Marketer, a 2008 report by Coremetrics
(www.coremetrics.com), 78% of marketers see social media as a way to gain a
competitive edge, though fewer than 8% have budgets devoted to it. However, that
may be changing. According to Prospero Technologies (www.prospero.com), some
88% of marketers who used social media in 2007 planned to spend more on it in 2008,
with 31% saying they would spend significantly more.
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