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The Evolution of Social Media 1979-today  
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Precursors 
1979-1988 

Early Versions 
1997-1999 

Major Advances 
2002-2006 

 
Niches 

 

Source: Webdesignerdepot.com, 
10/24/2011 

•  Usernets 
•  Bulletins Boards 
•  Online Services 
•  IRC/IM 

•  Dating sites 
•  Forums 
•  Six degrees 
•  Demographic- 

Specific Sites 
•  Life Journals 
•  World of Warcraft 

•  Friendster 
•  Hi5 
•  Linked In 
•  My Space 
•  Facebook 

•  Company- 
Sponsored 

•  Media Sharing 
•  Real Time 
•  Lifecasting 
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What is “Social Media”? 
 Merriam-Webster online says: 

–  forms of electronic communication (as Web sites for social networking and 
microblogging) through which users create online communities to share 
information, ideas, personal messages, and other content (as videos) (First use: 
2004) 

 Wikipedia says: 
–  The term Social Media refers to the use of web-based and mobile technologies to 

turn communication into an interactive dialogue.  
–  Andreas Kaplan and Michael Heinlein define social media as "a group of Internet-

based applications that build on the ideological and technological foundations of 
Web 2.0, and that allow the creation and exchange of user-generated content.” 

–  Social media are media for social interaction, as a superset beyond social 
communication. Enabled by ubiquitously accessible and scalable communication 
techniques, social media substantially change the way of communication between 
organizations, communities, as well as individuals. 
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How is the term  “Social Media” used? 

 As an umbrella term that covers all uses of the new social technologies — aka social 
collaboration, community collaboration and social computing. It connotes an online 
environment established for the purpose of mass collaboration.  

 As a term for environments on the Web 2.0 referring to social sites open to the general public.  

 As a term for environments created by non-Web organizations to enhance collaboration 
between employees or between a business and its customers, prospects, suppliers, etc. — 
aka Enterprise 2.0, social business, social enterprise and social organization.  

--Harvard Business Review Blogger and author of “The Social 
Organization” 
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Social Computing provides the data that businesses can leverage 
for significant business value 

 Social computing is a general term for an area of computer science that is concerned with 
the intersection of social behavior and computational systems.  (Wikipedia) 

 Applying computer science to design of social media  
–  Google Analytics 
–  Facebook Algorithms 
–  Tagging 
–  Crowdsourcing 
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Booz Allen says that Social media is more than the tools, it is about 
what the tools enable organizations and networks to do 

  Just as the Internet 
connected people with 
information, social media 
connects people with other 
people.  

 Within an organization, 
social media can increase 
collaboration and capture 
the institutional knowledge 
of employees before they 
retire.  

 Externally, social media 
gives organizations and 
the public a platform on 
which to directly 
communicate, engage, 
and share ideas and 
concerns. 
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Social Media leverages a wide variety of technology platforms and 
tools to facilitate online interaction 
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Social Media 

RSS Feeds 

Web Blogs 

Widgets 

Microblogs 

Message 
Boards 

Texting 

Social  
Networking Sites Video  

Filesharing 

eGames 

Wikis 
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What is the impact of social media on our culture? (Wikipedia) 

 The number of social media users age 65 and older grew 100 percent throughout 2010, so that 
one in four people in that age group are now part of a social networking site. 

 As of June 2011, Facebook had 750 Million users. 

 Facebook tops Google for weekly traffic in the U.S.  

 If Facebook were a country it would be the world's 3rd largest. 

 U.S. Department of Education study revealed that online students out performed those 
receiving face-to-face instruction.  
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Six core Principles to maximize business value of Social Media 
Strategies 

Core Principles Tips 
Participation Mobilize the Masses to participate 
Collective People must swarm to the effort 
Transparency Allow the community to validate and organize the content 
Independence Create the ability to deliver any time, any place, any member 

collaboration 
Persistence Capture contributions must endure for scaled value, captured in 

a persistent state for others to view, share and augment 
Emergence Allow communities to self-direct for greater productivity 
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-Adapted from Anthony Bradley’s 
Harvard Business Review Blog 
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In May 2011, an article on Social Media for Health Promotion was 
published by Korda and Itani 

 Social media, known as the “participative Internet” (Jones & Fox, 2009), encompass a broad 
set of Internet-based communications, tools, and aids.  

 These online communications offer easy, cost-effective access to large numbers of people 
across geographic distances.  

 Technologies that expand interactivity and collaborative content sharing, referred to as “Web 
2.0 social media,” include Internet-based social network-ing services such as Facebook and 
MySpace, Twitter, wikis for collaborative content development, blogs, and two-way mobile 
messaging platforms that connect peo-ple through cell phones and personal digital assistants.  

 Health promotion professionals have been quick to recognize the potential of social media for 
reaching broad audiences in social marketing campaigns and enabling and empowering 
consumers in their health and health care–related interactions (Thackeray, Neiger, Hanson, & 
McKenzie, 2008). 
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CDC has Developed a Health Communicator’s Social Media Toolkit 
for developing a Social Media Strategy for programs/organizations 

Key Elements of Social Media Strategy 
for Health Communication 
 Define the Target Audience 

 Determine the Objectives 
–  Highlight a Campaign 
–  Encourage a Behavior 
–  Reinforce a Message 
–  Encourage Interaction 
–  Obtain Feedback 
–  Collaborate with Partners 

 Define Audience Communication Needs 

 Goal Integration 
–  Mission Support 
–  Event-based opportunities 

 Message Development 
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CDC’s Enterprise-wide Social Media Strategies 
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Target Audience Case Study: Reaching expectant mothers, age 
18-49 to build awareness about newborn hearing screening 
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-Source: Korda and 
Itani, 2011 
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Evaluation of Social Media Strategies from the CDC Toolkit 
Type of Evaluation Definition Sample Questions 
Input Evaluation Measuring the quality of 

the process 
•  How many audience 

tested messages have 
been developed? 

Output Evaluation Measuring the direct 
impact 

•  How many messages 
were posted on Twitter? 

•  How many were re-
tweeted? 

•  How many followers did 
we acquire this month? 

Outcome Evaluation Measuring long-term 
changes in the knowledge, 
attitudes, beliefs in the 
population/audience 

•  What do expectant 
moms know about 
newborn hearing 
screening? 
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CDC’s Top Lessons Learned about Social Media 

 Make Strategic Choices and Understand 
the Level of Effort 

 Go where the people are 

 Adopt Low-Risk tools first 

 Make sure messages are science-based 

 Create portable content 

 Facilitate viral information sharing 
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 Encourage participation 

 Leverage networks 

 Provide multiple formats 

 Consider Mobile Technologies 

 Set realistic goals 

 Learn from metrics and evaluate your 
efforts 
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Korda and Itani (2011) promote using a theoretical framework as a 
roadmap for social media program design and development for 
health promotion 

 A recent meta-analysis of 85 studies by Webb et al. (2010) that found interventions that 
were strongly based in theory had greater impact than those that were not. 

 Interventions that incorporated more behavior change techniques tended to have larger 
effects than interventions that incorporated fewer tech-niques.  

  Still, many health behavior change websites are not theory 
driven and fail to incorporate proven, evidence-based 
approaches.  

 A study by Evers et al. (2003) found that of 37 public health 
behavior change sites, few were theory driven or used 
evidence-based approaches. 
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www.cdc.gov/socialmedia 
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http://www.facebook.com/CDC 
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http://emergency.cdc.gov/socialmedia/zombies_blog.asp 
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EHDI Podcast: http://www2c.cdc.gov/podcasts/player.asp?f=5834 
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http://twitter.com/#!/CDCgov   #ncbddd  #putkids1st 
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Open Groups: Georgia Hands and Voices on Facebook 
http://www.facebook.com/#!/groups/287686399277/ 
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Closed Groups: CI Moms 
http://www.facebook.com/#!/groups/cochlearimplantmoms/ 
Using YouTube as true Social Media 
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Text-based social media for education: Text4baby 
www.text4baby.org 
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Online Communities: Georgia Pathway to Language and Literacy 
www.georgialiteracy.org 
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Georgia Pathway, Continued 
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Final Social Media Tips to Consider 

 Multiple modes with one piece of media: Consider turning a shared video into a podcast, 
posting it on FB or creating a video blog site where others can add their videos as comments 
to yours 

 Link back to traditional media when you can: link your FB posts to real data on static websites 
such as CDC or NCHAM articles 

 Conduct a Twitter Town Hall: advertise on FB and your website that you will be discussing a 
particular topic via Twitter and create some buzz about it.  Provide structure questions on 
Twitter that will incite participant responses. 

 Use social computing to inform your social media activities: Add Google Analytics or a similar  
place to capture site metrics and adjust according to times of day that participants are coming 
to your site, or design new strategies to categorize and attract new demographics. 

 Create a longterm Social media strategy: Use CDC’s toolkit to come up with a long term plan 
that you can execute and evaluate effectively.  Revise it constantly. 
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Final Social Media Tips to Consider 

 Make sure your site is mobile-friendly and think about apps that could benefit your target 
population. 

 Consider incentives such as web badges and buttons to encourage user-generated content 
(Korda and Itani, 2011) 

 Consider a health behavior specialist to provide technical assistance in theoretical approaches 
such as transtheortecal model, Social Cognitive Theory and Health Belief models traditionally 
used in health education as a basis for social media to impact health behaviors. 
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Discussion with the Audience 

 What success stories or challenges can you share about your own social 
media endeavors? 

 How do you measure meaningful engagement with your social media 
applications? 
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