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Social Media are SOCIAL 



What Are Social Media?  

 danah boyd: “social media” is a term 
that refers to the set of tools, services, 
and applications that allow people to 
interact with others using network 
technologies.




Origins of Social Media  
on the Internet 

•  ARPANET + email 
•  Email lists 
•  Usenet 
•  BBS 
•  Chat & chat rooms 
•  World Wide Web 
•  Web boards 

•  “Web 2.0” 
–  Blogs 
–  File Sharing 
–  Wikis 
–  Social Network Sites 

& “Microblogging” 
•  Mobile Media 



























   “The dream behind the Web is of a common 
information space in which we communicate 
by sharing information… There was a second 
part of the dream, too, dependent on the Web 
being so generally used that it became a 
realistic mirror… of the ways in which we 
work and play and socialize.” 

 --- Tim Berners-Lee, invented the  
 World Wide Web in 1990 

































   “Individuals who are just using Twitter to post 
updates on their personal lives will eventually 
go away. In my opinion, Twitter has no future 
in that regard. However, more and more 
people are using Twitter to receive the news 
and information that interests them, and then 
sharing that information with the rest of their 
peers. This the way Twitter is supposed to be 
used, and it's also the reason you should care 
about it.” 

  --- Chris Dawahare, “Twitter is Your Friend!”  
      BloodHorse.com, 23 July, 2009 





Social Media are SOCIAL 























Findings to Know From 
Scholarly Research 

•  Attention Economy 
•  Quality of Social Media Presence 
•  Ability to Find Points of Influence in 

Networks 



Attention Economy 

•  The rise in content producers with the 
internet creates an attention economy in 
which people compete for visibility. 

•  This is unlike the traditional media 
model, in which media companies 
control distribution channels and can 
take attention for granted.   



Attention Economy 

•  boyd: “And the business folks are all 
trying to turn the Internet into a new 
broadcast channel. (Don't worry, they're 
failing.)” 

•  Still, access to attention is a limited 
resource. 



Quality of Online Presence 

•  Partly based on keeping web pages, 
SNSs, Twitter pages, and blogs 
updated. 

•  E.g. why am I following TVG’s Simon 
Bray and Dave Weaver on Twitter?  
They haven’t tweeted in months. 

•  Companies must be able respond to 
users in a timely manner. 



Find Points of Influence 

•  Influence maximization is the problem of 
finding the subset of people in a social 
network that maximizes the spread of 
influence.  

•  Problem is who to select to influence 
the largest number of people in the 
network. 



Find Points of Influence 

•  For information, people rely on families, 
friends, and others in their social 
network. Also on disinterested opinions 
from people outside immediate social 
network, like online reviews. 

•  Don’t just focus on racing-specific 
people.  Ideally find influential people 
with interest in racing, but in other 
“trending” topics. 



Racing’s Split Personality 

•  My online betting survey: respondents 
were 77% male, 23% female. 

•  Existing understanding is that men are 
the bettors/handicappers who generate 
money for the industry.   



Racing’s Split Personality 

•  The understanding also exists that 
women are “horse fans” who generate 
little money for the industry.   

•  This contributes to identity issues for 
racing: sport vs. gambling?  Can racing 
be both at the same time? How can 
social media help?  Why not cultivate 
women as gamblers?  Be careful not to 
patronize women.




Solutions? 

•  Let fans and patrons have and use 
content – including quality content for 
free. 

•  For instance, in music fans are key 
opinion leaders who circulate new 
music and music news.  Easy access to 
content is crucial for this. 



Solutions? 

•  So get fans and patrons involved. Give 
them the tools to circulate and create 
content, and to create buzz for the sport 
across platforms. 

•  One example: encourage or provide 
apps like casual games on SNSs to 
attract adults of both sexes to sport.   


