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Social media as...

<

A medium - focus on function
« A platform — focus on business model; also a publisher




Social media definition @‘

 websites and applications that enable users to create and share
content or to participate in social networking (Oxford Dictionary).

- forms of electronic communication (such as websites for social
networking and microblogging) through which users create online
communities to share information, ideas, personal messages, and
other content (such as videos) (Merriam Webster)




Easy publishing and sharing news

Wirtualna Polska @
26 min-Q

"Wygladaja tak, ze mozna o nich kreci¢ horrory” @

. R T,

Utwérz post X
/A% Anna Miotk
) G Publiczne »
0 czym myélisz, Anna? ®
Dodaj do posta & g‘ ° " vor

02.PL
Widok jak z horroru. Natkneli sie na niego polscy lesnicy
Spotkasz je w polskich lasach. To tajemnicze twory tgczace cechy kilku grup Zzywych organizmé...

o8 1 2 komentarze 1 udostepnienie

¢ Udostepnij

o Lubie to! (D Komentarz




The platform as business model l@‘

* Definition: A platform is a
business model that creates

value by facilitating exchanges °

between two or more / Byl \
interdependent groups, usually SERVICES e
consumers and producers. In Q —

order to make these exchanges MATCHMAKING AUDIENCE BUILDING

happen, platforms harness and \ @ /

create large, scalable networks

of users and resources that RULES &
STANDARDS

can be accessed on demand.

licoinc.com/blog/what-is-a-platform-business-model




Platform as a publisher @‘

« Social media platforms are also publishers
They define themselves as platforms and they do not want to take responsibility for the

content published by users

— But the business model
Is dual product market: they offer the content (created by the audience or organizations)

to audience and the audience to advertisers
The most of their income (over 90%) comes from advertising - what is typical for a

publisher (Kreft)




Dual product market — printed press l@‘

Success in selling
Tangible advertising affects ability to
Newspaper <€ sell newspaper product to
Product readers: more advertising
makes a paper more
attractive to readers

Success in selling the
newspaper product affects Advertiser
ability to sell advertising >
access: more readers
makes a paper more
attractive to advertisers

Access to the

Newspaper’s
Readers

"The Effects of the Rise of Radio, Television and Internet News to the Community Newspaper Industry in Baguio City: The Case of the Baguio
Midland Courier (1947-2010)"




The users’ data is the currency l@‘
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Overview of social media users l@‘

OVERVIEW OF SOCIAL MEDIA USE

HEADLINES FOR SOCIAL MEDIA ADOPTION AND USE | JSERS MAY NOT REPRESENT UNIQUE INDIVIDUALS)

QUA YEAR-ON-YEAR CHANGE v Y TIME SPENT AVERAGE NUMEER ¢
CHANGE USERS IN SOCIAL MEDIA USERS U MEDIA PLATFORMS USED EAC

e

4.62 +1.7% +10.1% 2H 27M

BILLION +77 MILLUON +424 MILLION +1.4% (+2M

AEDIA USERS SOCIAL MEDIA USERS SOCIAL MEDIA USERS M MEDIA USERS
ERS

AL POPULATION vs. POPULATION AGE 13+ vs. TOTALINTERN

i i




Internet users worldwide

OVERVEW OF THE ADOPTION AND USE OF CONNECTED DEVICE

TOTAL

UNIQL BILE
POPULATION

PHONE USERS
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57.0% 67.1%
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Social media platforms - globally

sl SOCIAL MEDIA USERS vs. TOTAL POPULATION

ACTIVE SOCIAL MEDIA USERS AS A PERCENTAGE OF THE TOTAL POPULATION | USERS MAY NOT REPRESENT UNIQUE INDIVIDUALS)
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COVID-19 — Growing interest in online

PERCENTAGE OF INTERNET US

WATCHING MORE SHOWS &
FILMS ON STREAMING SERVICES

54%

SPENDING MORE TIME
ON MOBILE APPS

g

IN SELECT COUNTRIES* WHO REPORT SPENDING M

SPENDING LONGER
USING SOCIAL MEDIA

43%

SPENDING MORE TIME PLAYING
COMPUTER OR VIDEO GAMES

SPENDING LONGER ON
MESSENGER SERVICES

4

429

CREATING AND
UPLOADING VIDEOS

\E ON EACH ACTIVITY DUE TO COVID-19

LISTENING TO MORE MUSIC
STREAMING SERVICES

37 %

LISTENING TO
MORE PODCASTS




The world’s most popular platforms l@‘

sl THE WORLD’S MOST-USED SOCIAL PLATFORMS
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The most popular social media - Poland u

#¥ mepiapaneL

Lp  Media channel Uzytkoumlcy. | Zasies ATS Audye || Uoytkowmlcy | Zasies ATS Audyt
(Real Users) (internet) (Real Users) (internet)
1 FACEBOOK (www+app) 26 047 980 86,89% 17:21:56 nie 26272 674 87,48% 14:27:20 nie
2 INSTAGRAM (www+app) 15 886 530 52,99% 04:32:20 nie 16 177 968 53,87% 03:51:46 nie
3 TIKTOK (www+app) 14 485 392 48,32% 15:52:03 nie 14 149 566 47,12% 11:05:32 nie
4 TWITTER (www+app) 13 039 056 43,49% 00:55:57 nie 12 582 864 41,90% 00:43:03 nie
5  PINTEREST (www+app) 8327 448 27,78% 00:38:51 nie 8431938 28,08% 00:34:34 nie
6 SNAPCHAT (www+app) 8285490 27,64% 02:59:41 nie 8 131 590 27,08% 02:14:44 nie
7 blogspot.com / Serwisy spotecznosciowe 6 595 830 22,00% 00:03:19 nie 7123 950 23,72% 00:04:26 nie
8 LINKEDIN (www+app) 6 585 300 21,97% 00:13:22 nie 6022 512 20,05% 00:13:08 nie
9  WYKOP (www+app) 4623 156 15,42% 00:29:51 nie 4179924 13,92% 00:21:35 nie
10 siepomaga.pl 3753054 12,52% 00:01:50 nie 4392 306 14,63% 00:02:35 nie

Q0 - | Polskie Nl GEMIUS
<00 | ineme " **
Ranking dotyczy danych display- dane na temat ruchu internetowego ze stron www i aplikacji (artykuty, galerie); nie zawiera danych dotyczacych ruchu stream (z playeréw), czyli z materiatow zaklasyfikowanych jako audio/wideo

RU - realny uzytkownik; liczba 0sob, ktére odwiedzity i wygenerowaty co najmniej jedng odstone w danym kanale mediowym (domena, aplikacja)

(nie zawsze jest to uzytk ik, ktory jest widzem/subskryb tresci lub kupujacym dany produkt)

Zasigg (internetowy) - procentowy udziat realnych uzytkownikow odwiedzajacych dany kanat mediowy w populacji wszystkich realnych uzytkownikow korzystajacych tylko z internetu

ATS - sredni czas jaki realni uzytkownicy spedzaja na danym kanale miediowym (iloraz sumy czaséw realnych uzytkownikéw i liczby tych uzytkownikéw)

Audyt - pomiar na oskryp ych kanatach mediowych




But...there is always a ,,but”




Social media users can publish everything they want l@‘

* Poor quality content
 No information verification

 Limited content moderation
by platforms

* Disinformation,
malinformation and fake
news

 Hate speech




Algorythmic gatekeeping

 Growing number of users = growing
numer of data on social media platforms

« Users is not able to consume each piece
of information

« A need to sort it quickly and present
information interesting to a particular
user > filtering algorithms

« Algorithms as gatekeepers on social
media platforms



Who wins the situation? @‘

Algorythmic logic — rules used by the creators of algorithm to filter
information

— E.g. Facebook algorithm — important content has lots of comments, is shared most often, is
relative new and interesting to our friends

Which news are shared the most? Causing anger or compassion

Those who understand the algorythmic logic the best — win the game
— Influencers

— But also fake news or disinformation campaigns creators

Platforms do not fight with this phenomenon — the most important is
to retain user on the platform, no matter, how




Role of social media platforms for marketing l@‘

 The possibility to stay in direct
contact with the consumers
— Butif you hire a social media agency, is the
contact still indirect?
 The possibility to target consumers
precisely

— s itreally used? 49% of consumers in U.S.
say every second ad is not targeted properly
(parcelLab, 2022)




Programmatic advertising @‘

* The automated model of
advertisement selling/buying

« Based on IT solutions and internet
users’ data

« Used by social media platforms,
Google, portals and other internet
companies to offer placements to
their clients

« Becoming more and more popular T osmmzon
on the internet

H A o » *

https://www.statista.com/statistics/411989/programmatic-market-share-
worldwide/




Programmatic advertising chain @‘

iﬁ Buy-Side Sell-Side _-s..':
i i } n

Consumer
AR AN DSP
Trading Desk Publisher
or In-house RTB Client
Team -
Advertiser
Ad Server
Data Management
Data Broker

Source: https://nanzvision.co/all-about-programmatic-marketing/




Benefits of programmatic advertising @‘

« Automatisation of complex tasks (buying and offering space)

« Cost effectiveness
— a company offering placements can sell them by best possible prices

« Better precision in audience targeting
- Simplifying the proces of buying advertisements




Disadvantages of programmatic advertising @‘

* Long chain of intermediaries — possibilty of showing advertisements
in different than bought places or hiding the margines (ad frauds)

* Innacuracy of algorithms choosing context for advertisemens (e.qg.
advertisement of product for children placed among erotic movies)

* Presence of poor quality content on social media platforms
(disinformation, hate speech, etc.) decreasing the brand safety




How big is the scale of advertising frauds? (1) l@‘

« $68 billion: Expected worldwide ad spend lost to fraud this year. (Juniper
Research)

« $23 billion: Expected U.S. ad spend lost to fraud this year. (Juniper
Research)

« $100 million: Amount per day U.S. companies are expected to be losing to
advertising fraud in 2024, an increase of 125% since 2018. (TrafficGuard)

« 38%: Amount of web traffic that is automated/bots. (Imperva)
« 24%: Amount of web traffic that bots used for fraud and theft. (Imperva)

» 14%: Average clicks from fake sources in each paid search campaign.
(ClickCease)

« $1: Amount lost to fraud out of every $3 spent by advertisers. (Interceptd)



http://tracking.juniperresearch.com/tracking/click?d=lB5NJMi0cBjyxAj8Cpwc4S_8_M4eX5BfkW-ej-5q9aPXSJ3KwbwAgZqfAJ4PvVkNpC8aGiuEZ19gWQMLcL2yLp0QlDEPsazK-APVTzriQFTaqc4jEIy8Fs9Ghr8oPM6FCc7fxzfmGM3cuFSkHKDXr2XegRK9nx5u0sy1ZjRJZzGmIziC_V_2JrySnAwA6ItU8UVRs251_xfsVPmH-yElEKuhzP8NTKIZtg1C5Ipqoqb0aSexk8eUmBncyghHelvNHdvAYMJRxPeYSF-h2LodVEWHkvtOFmcmOtGlqkOABsUx0WzywtwSogq_0F0XMNC-P2wGr2b-AvOU9toj3xAhttdvm3jORXThQi4nuKjS_bGD9FV61Xa5KMBhxwY2hZbNDQ2
http://tracking.juniperresearch.com/tracking/click?d=lB5NJMi0cBjyxAj8Cpwc4S_8_M4eX5BfkW-ej-5q9aPXSJ3KwbwAgZqfAJ4PvVkNpC8aGiuEZ19gWQMLcL2yLp0QlDEPsazK-APVTzriQFTaqc4jEIy8Fs9Ghr8oPM6FCc7fxzfmGM3cuFSkHKDXr2XegRK9nx5u0sy1ZjRJZzGmIziC_V_2JrySnAwA6ItU8UVRs251_xfsVPmH-yElEKuhzP8NTKIZtg1C5Ipqoqb0aSexk8eUmBncyghHelvNHdvAYMJRxPeYSF-h2LodVEWHkvtOFmcmOtGlqkOABsUx0WzywtwSogq_0F0XMNC-P2wGr2b-AvOU9toj3xAhttdvm3jORXThQi4nuKjS_bGD9FV61Xa5KMBhxwY2hZbNDQ2
https://www.trafficguard.ai/resources/digital-ad-fraud-a-profile-on-north-america
https://www.imperva.com/blog/bad-bot-report-2020-bad-bots-strike-back/
https://www.imperva.com/blog/bad-bot-report-2020-bad-bots-strike-back/
https://www.clickcease.com/blog/wp-content/uploads/2020/09/SME-Click-Fraud-2020.pdf
https://interceptd.com/

How big is the scale of advertising frauds? (2) .@‘

« $5: Amount a botnet owner is charging per 1000 clicks. (ClickCease)

« 73%: Number of U.S. businesses saying ad fraud is a problem for them.
(Netacea)

« 4%: Revenue lost by those businesses to ad fraud each year. (Netacea)
« $100 or less: Price of renting a cheap botnet. (Threatpost)

* 11%: Share of global ad traffic that’s invalid or fraudulent. (Statista)

« 25%-40%: Estimated expected fraud rate for ad campaigns. (Anura)

« 36%: Amount of fraudulent/invalid display ad clicks. (PPC Protect)



https://www.clickcease.com/blog/wp-content/uploads/2020/09/SME-Click-Fraud-2020.pdf
https://www.netacea.com/white-papers-and-guides/
https://www.netacea.com/white-papers-and-guides/
https://threatpost.com/how-much-does-botnet-cost-022813/77573/
https://www.statista.com/topics/8503/ad-fraud/
https://www.anura.io/ad-fraud-calculator
https://ppcprotect.com/statistics/ad-fraud-statistics/

Why advertising frauds exists? @

u

« Advertisers want to spend their budgets and are not interested in
detailed reports

Companies offering advertising space are interested in spending the
whole budget of their clients




Advertisers say no: YouTube boycott in February 2019

Q

TECHNOLOGY

Ehe New York Times

Aduvertisers Boycott YouTube After
Pedophiles Swarm Comments on

Videos of Children
=

By Daisuke Wakabayashi and Sapna Maheshwari
Feb. 20,2019

SAN FRANCISCO — Nestlé, Epic Games and other major brands
said on Wednesday that they had stopped buying advertisements
on YouTube after their ads appeared on children’s videos where
pedophiles had infiltrated the comment sections.

The companies acted after a YouTube user posted a video this
week to point out this behavior. For the most part, the videos
targeted by pedophiles did not violate YouTube’s rules and were
innocent enough — young girls doing gymnastics, playing Twister
or stretching — but the videos became overrun with suggestive
remarks directed af the children

SUBSCRIBE FOR €0.50/WEEK m

u




Facebook boycott — July 2020 l@‘

*  Major advertisers on Facebook reduced their spending by millions of dollars in July, but not enough
to significantly damage the platform’s revenue

Estimated spending of Facebook’s top 100 advertisers

July Boycotters Reduced Spenders Other Top Advertisers

| Aa \
’ \‘ll \/\\/\-“/\ WW\,V/ \\/\/\'N\/\\/\r’\/\,— ‘
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JAN FEB MAR APR MAY JUNE July

Note: “Reduced spenders” are companies that did not officially announce boycotts, but decreased
their spending in July by at least 90 percent compared to June. Source: Pathmatics By
Eleanor Lutz

https://www.nytimes.com/2020/08/01/business/media/facebook-boycott.html




Lush turns its back on social media platforms -

LUSH IS BECOMING ANTI-SOCIAL

And taking a fresh
approach to social
media with a new
global Anti-Social
Media policy

Lush turns its back on Facebook, Instagram, TikTok and
Snapchat

Until they take action to provide a safer environment for
users

Lush have finally had enough, in light of Facebook
whistleblower

Al Lush brand, retail and people accounts, around the
‘world will be closing

Promises to invest in new ways to connect and build better

26TH NOVEMBER 2021: GLOBAL

From 26th November 2021, the global Lush brand will be turning its back on
Instagram, Facebook, TikTok and Snapchat, until the platforms take action to
provide a safer environment for users. This policy is rolling out across all the
48 countries where Lush operates.

In the same way that evidence against climate change was ignored and
belittled for decades, concerns about the serious effects of social media are
going largely ignored now. Lush is taking matters into its own hands and
addressing the issues now, not waiting around until others believe in the
problem before changing its own behaviour.

https://weare.lush.com/press-releases/lush-is-becoming-anti-social/




Can the boycotts change anything? @‘

 The main source of income for platforms are mainly SMBs, boycotts
engage bigger brands

 What else can be done?
— Governmental regulations

* Pressure on platforms regarding moderation, algorithms transparency and quality of
advertising

— Consumers — information literacy development
— Advertisers — education on brand safety and quality of advertising

— Industry — joint initiatives limiting ad frauds (as IAB ads.txt)




Summary @‘

« Social media platforms changed media landscape offering
— possibility to easily state their views and opinions for audiences
— possibility to access strictly defined audience for advertisers

« Some of the developments or business foundings caused additional
problems with the quality of content and the advertisement — what
raises doubts if platforms are still good marketing channel

«  Without organized effort present situation will be difficult to change




Dziekuje za uwage

Anna Miotk
WWW.WDIB.UW.EDU.PL
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