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Withthepopularizationofhandhelddevicesandtheincreaseofmobilesocialnetworks,therearenow
morethan1.6billioninternetuserswhoaccesssocialnetworksworldwide,andthenumberisstill
growing(Statista,2018).Theinfluenceofsocialmediaisexpandingfrombusiness-to-consumersto
business-to-businesssettings(Rappetal.,2013);firmsandorganizationsarebeginningtorecognize
thepotentialoftheseWeb2.0tools.Fromorganizations’perspective,itiscrucialtoevaluatewhichof
thevarioustoolsisbestsuitedforthem.Thisbook“SocialMediaPerformanceEvaluationandSuccess
Measurements”looksintotheperformanceandassessmentofsocialmediafromseveralaspects.

InSection1 ‘Overview’, the author focuseson the end stateof socialnetworkingactivities
ratherthanonvarioussocialmediaplatforms.Thesocialnetworkingandindividualperformance
(SNIP)methodology,whichstressesexpectation,value,andreturn(EVR)insocialnetworkingis
recommendedtosupportbusinessandemployeedevelopmentfororganizations.Thissurveyinstrument
hasthepotentialtoalloworganizationstoconsiderperformanceissuesandrelatedpolicydecisions
fromtheverybeginningofusingsocialmedia;therefore,itcanofferpeopleandorganizationsadeeper
understandingofdigitalconversations,relationships,andactivities.Thisdataanalysisprovidestools
tooperateonceonlineinteractionsoccur,containsinformationwhichcouldsupportorganizational
goalsandobjectivesandconcentratesonbuildingpositiveperformanceandsupportiveparticipation
intotheprocessinsteadofaftertheprogramisupandrunning.

Section2opensdiscussionsonNewLookSocialMedia,fromtheliteratureperspectivetofurther
implementationssuchasmicro-blogginginChinaandtheroleofsocialmediaincrisismanagement.

Social Media Performance Evaluation 
and Success Measurements
Reviewed by Pei-Di Shen, Institute of General Education, Ming Chuan University, Taoyuan City, Taiwan

Reviewed by Hui-Wen Tang, Institute of General Education, Ming Chuan University, Taoyuan City, Taiwan

Reviewed by Lynne Cheng Hsu, Institute of General Education, Ming Chuan University, Taoyuan City, Taiwan

Reviewed by Chia-Wen Tsai, Department of Information Management, Ming Chuan University, Taoyuan City, Taiwan



International Journal of Technology and Human Interaction
Volume 16 • Issue 3 • July-September 2020

145

Chapter 3 comprises a detailed discussion on electronic communication, with an emphasis on
computer-mediatedcommunication(CMC)historyanddevelopment.Theinfluentialfactorslisted
aresocialpresence,trustissuesandrelativeanonymity,barriersincommunication,digitalmessage
encoding, anddesign /development inmobile apps.Computer-mediated relating (CMR) is also
an important topic,which includesdiverse interactions such as online relationships that include
friendshipsandromanticcommunications.

Thenextchapterdiscusseshowindividuals,businessesandentrepreneurscouldtakeadvantageof
socialmediainthisdigitalage.Aseriesofresearchliteratureandpersonalobservationsonsocialmedia
developmenttrendsarepresentedbytheauthor,plusrecommendationsforprofessionalentrepreneurs
whoneedsocialmarketingskillstomaintainsocialmediapresence.Theauthorclosesthistopicby
invitingpeopletothinkaboutthebalancebetweenvirtualandface-to-facecommunication,andto
explorebetterwaysofusingsocialmediabothsociallyandprofessionally.

Aninterestingcasestudyregardingananti-animalcrueltycampaignonapopularmicro-blogging
websiteinChinaispresentedinchapter5.Byapplyingframeanalysistobloggingcontents,recording
howpeoplereacttocertaintopicsandcomparingnumbersofrepostsandbloggers’fanbase,the
authorindicatesthatalthoughtheleadingblogpostshaveemployeddiversecontentformsincluding
text,image,video,andcartoons,theelementswhichappearedtobemostappealingtotheaudience
remainthecontentthatincludessentimentandempathyappeals.Thisfindingmighthelpbloggersto
decidewhatkindofstrategiescanbeappliedwhendesigningmessagesandhowthemessagescan
bepublicizedinmicro-bloggingcampaignstoachievethedesiredeffects.

Chapter6explainsthemechanismregardingcompaniesusingsocialmediatoolsinmarketing,as
wellasopportunitiesandchallengeswhichcompaniesnowadayshavetodealwith.TheInternethas
changedandredefinedtherelationshipbetweencustomersandbusinessesthroughempoweringand
flowofinformation.Hence,businessmanagersmustnowbeawareoftheinfluenceofsocialmedia.
Byidentifyingcharacteristicandstrategiesofmarketing2.0,theauthorpointsoutthatmanagersshould
anticipateoradaptthemselvestonewchangesinconsumerswhoaremoresensitivetotheconcerns
ofsociety.Alistofpotentialimplicationsformanagersisprovidedbytheauthorinpreparationfor
aneweraofMarketing3.0.Althoughdetailsexistinthereferencedliterature,thischapterwould
bemoreinterestingiftheauthorcouldgivereadersafewexamplesofbusinessesusingWeb2.0as
marketingtools.

Theauthorofchapter7bringsaninsightfullessononhowsocialmediacanbeintegratedintothe
communicationnetworkbefore,duringandafteracrisis.Hestartsoffwithacaseofcrisismanagement
beforetherewasInternet,andmovesontolaterincidentsforreaderstogetabetterunderstandingof
crisiscommunication.Thenheprovidesseveraltheoriesregardingcrisismanagementwithemphasis
ondigital strategy.Whilegivingpractical adviceon locating the right audiences, editingproper
messages,andfindingproperchannelsfordelivery,healsorecommendssometoolsformeasuring
thedigitaleffort.

Section3 focusesonmeasuring effectivenessof socialmedia, and each chapter contributes
casestudiesortheories/modelstoillustratethetheme.Thefirstcasestudyexploreshowamid-size
nonprofitorganization,CHOICES,plans,executesandevaluatesitsstrategicuseofsocialmedia.The
leadersofCHOICESrecognizethevalueofadaptingWeb2.0toolsforfundraisingpromotion,and
alsotheimportanceofincludingperformancemanagementanddataanalysis.Afterimplementing
developmentplanforsocialmediaactivities,withobjectives,tasksandmeasurementtoolswelldefined,
theresultswereveryencouraging.Thus,othernonprofitorganizationscouldfollowsimilarprocedures
whenexaminingtheircurrentstrategyonsocialmedia.Thenextchapterbrieflydemonstrateshow
nonprofitorganizationsusesocialmediatoachievetheirobjectivesandwhethersocialmediahas
beeneffectiveinmeetingtheseobjectives.Anonlinesurveywasconducted,anddescriptiveanalysis
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revealswhichsocialmediatoolsarepopularfornonprofitorganizationsandwhichoneoftheseis
provedtobeeffective.

TheauthorsofChapter10conductedacomprehensiveliteraturereviewregardingmodelsof
participationinsocialnetworks.Theoriesofsocialcapitalareemphasizedinthefieldofsocialnetwork
analysisbytheauthors,alongwiththediscussionofindividualmotivationsderivedfromclassical
socialnetworkingmodels.Concernsaboutproblemssuchas“trolls”and“antisocialbehavior”in
informationspreadingarementioned,aswellasorganizationalcosts,risksofcapitalloss,andtechnical
challengesforfirmsandorganizations.Theysuggestfirmsshouldselectappropriatemodelswhen
assessingtheperformanceofaparticularsocialmedia,andthatjointeffortfromcomputerengineers,
datascientists,andknowledgemanagementprofessionalscouldbeusefulwhenproblemsoccur.

Inthefinalchapter,authorsexplorethecorrelationbetweensocialmediausageandelectoral
successinthe2013Israelielections.DuetothenatureoftheIsraelipoliticalenvironment(coalition
governmentandthetwo-percentthresholdforcandidates),theyconductasmallsampleofinterviews
amongpartycampaignmanagersandnewmediamanagers,aswellasonlineobservations(newsand
Facebook)duringthe52daysofthecampaign.Despitetheconstraints,studyfindingssuggestthat
partiesandcandidateswhoinvestinandachievesocialmediasuccessaremorelikelytoincrease
theirchancesofelectoralsuccess.Althoughtheauthorsstatethattheresultswoulddifferinother
countries,otherWeb2.0tools,orpoliticalenvironments,thefindingscouldbehelpfulforstudies
inpoliticalcommunication.

Thisbookprovidesexplicitbackgroundknowledgeforunderstandingthesocialcommunication,
socialnetworkingmodelsandthetransitionoforganizationsusingsocialmediatools.Thecasestudies
includedinthelatterpartofthebookareveryrefreshingandbeneficialtoreadafterengagingin
thinkingabouttheconceptshighlightedinearlierchapters.Severalpointsforconsideration,should
futureeditionsofthisbookbepublishedinclude:Withsomanyexamplesonecouldencounterin
dailylife,itwillbehelpfulifauthorsofsomethechapterscouldhaveincludedmoreexamplesof
business,organizationsorevencelebritieswhousesocialmediaasmarketingtools.Also,theblurring
betweenworkandpersonallifemakesitincreasinglychallengingforonetostrikeabalanceinsocial
mediause;however,people’sneedforprotectingtheirprivacyshouldbetakenintoconsiderationby
firms,aswellastheproblemofinformationoverload.
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