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Overview of
Social Media
plotted in an innovation 
process

The innovation process is used in this 
graph to plot all analyzed social media 
services. The phases in an innovation 
process are (1) intelligence, (2) 
network, (3) operation, (4) publishing, 
(5) dialogue and (6) evaluation. In 
every sextant at least four social media  
services are visible. Some of these 
services can be extended to other 
quadrants too. Therefore, some 
services cover more that one sextant. 
A complete social media mix covers all 
sextants with services that you 
REALLY use, as well as your target 
audience.
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Overview of
Social Media
plotted in an innovation 
process

The innovation process is used in this 
graph to plot all analyzed social media 
services. The phases in an innovation 
process are (1) intelligence, (2) 
network, (3) operation, (4) publishing, 
(5) dialogue and (6) evaluation. In 
every sextant at least four social media  
services are visible. Some of these 
services can be extended to other 
quadrants too. Therefore, some 
services cover more that one sextant. 
A complete social media mix covers all 
sextants with services that you 
REALLY use, as well as your target 
audience.

Phase 2. Network
LinkedIn
Social network. Used mainly by 
professionals above 30 years old. Integrates 
well with other social media like Twitter, 
Slideshare and Wordpress.

Todo’s
- Update your pr�R�À�O�H���X�Q�W�L�O���D�W���O�H�D�V�W��������
- Mention project / company well
- Organize LinkedIn
- Ask for recommendations
- Start a LinkedIn Group
- Apply for all applicable LinkedIn Groups
- Integrate Slidehare in LinkedIn
- Use LinkedIn f�R�U���À�Q�G�L�Q�J���Srofessionals

Phase 3. Operation
iGoogle
Personalized overview of news and 
functionalities (RSS and gadgets). Used as 
startpage of the browser.  

Todo’s
- Start an iGoogle page
- Start with all applicable RSS feeds
- Integrate Google Alerts, Twitter, Slideshare
- Integrate Google Docs & Spreadsheets
- Find suitable simple gadgets (e.g. translate)

Phase 4. Publishing
Slideshare
Website aon which slides (Powerpoint, PDF 
et cetera) are published. Can be used for 
inspiration as well as publishing or archiving 
presentations. 

Todo’s
- Make a pr�R�À�O�H�������F�R�P�S�O�H�W�H���X�Q�W�L�O���D�W���O�H�D�V�W��������
- Upload a slide completely (use keywords)
- Integrate slideshare in LinkedIn / iGoogle

Phase 5. Dialogue
Twitter
Webservice used f�R�U���Q�R�W�L�À�F�D�W�L�R�Q�V���R�I����������
characters to followers. Can be integrated in  
other social network sites. Also, social media 
site tweet new favorites and posts.  

Todo’s
- Make a pr�R�À�O�H�������F�R�P�S�O�H�W�H���X�Q�W�L�O���D�W���O�H�D�V�W��������
- Follow all familiar persons (from project)
- Follow people from competition / critics
- Integrate Twitter in iGoogle
- Use Shareoholic in browser for fast tweets
- Tr�\���W�R���À�Q�G���V�R�P�H�W�K�L�Q�J���W�K�D�W���G�R�H�V�Q’t take time
- Try Twittercounter and see what works

Phase 6. Evaluation
Unilyzer
Social media and internet marketing 
software. Designed as a dashboard, showing 
your performance on all social media en 
social networks. 

Todo’s
- Start using Unilyzer
- Take time to set it up - make it good!
- Integrate in iGoogle (if possible)

Phase 1. Intelligence
Google Alerts
Webservice that sends a mail with links that 
mentioned the entered searchstring.  

Todo’s
�����'�H�À�Q�H���D�W���O�H�D�V�W������keywords
- Start with project name or company name
- Follow up on all leads
- Integrate in iGoogle
- Learn and end with 10 valuable keywords

Corporate Social Media 
default professional social media mix

For further assistance please call or e-mail Martijn Arts (marts@totalactivemedia.nl or 
���������������������������������R�U��go to Total Active Media  (www.totalactivemedia.nl���R�U������������������������������������

Phase 2. Network
LinkedIn
Social network. Used mainly by 
professionals above 30 years old. Integrates 
well with other social media like Twitter, 
Slideshare and Wordpress.

Todo’s
- Update your pr�R�À�O�H���X�Q�W�L�O���D�W���O�H�D�V�W��������
- Mention project / company well
- Organize LinkedIn and start a Group
- Tr�\���W�R���À�Q�G��applicable LinedIn Groups
- Search for LinkedIn as referrer to own site

Phase 2. Network
Facebook
The largest social network in the world. If 
Facebook was a country it would be the third 
in the world. 

Todo’s
- Look at existing Facebook gadgets and learn
- Tr�\���W�R���À�Q�G��applicable Facebook Groups
- If suitable, create a Facebook Group
- Search for Facebook as referrer to own site

Phase 4. Publishing
YouTube
A video sharing website on which users can 
upload and share videos.

Todo’s
- Make an account and collect favorites
- Analyze successful videos (target audience)
- Click on suggested videos daily
- Make your own video and upload (try it!)
- Try also VIMEO
- If applicable create a channel

Phase 5. Dialogue
Twitter
Webservice used f�R�U���Q�R�W�L�À�F�D�W�L�R�Q�V���R�I����������
characters to followers. Can be integrated in  
other social network sites. Also, social media 
site tweet new favorites and posts.  

Todo’s
- Make a pr�R�À�O�H�������F�R�P�S�O�H�W�H���X�Q�W�L�O���D�W���O�H�D�V�W��������
- Follow all familiar persons (from project)
- Follow people from competition / critics
- Integrate Twitter in iGoogle
- Use Shareoholic in browser for fast tweets
- Tr�\���W�R���À�Q�G���V�R�P�H�W�K�L�Q�J���W�K�D�W���G�R�H�V�Q’t take time
- Try Twittercounter and see what works

Phase 6. Evaluation
Scoutlabs
Social media dashboard to track and analyse 
marketing data of social network tools

Todo’s
- Start using Scoutlabs (30 day trial)
- Take time to set it up - make it good!
- Analyze at least every day 5 minutes
- Make a full analysis after 30 days
- Buy Scoutlabs if experience is positive

Phase 2. Network
Hyves
A free Dutch social networking site. The 
focus of this website is on keeping in touch 
with existing friends and making new 
friends. It is comparable with other social 
networking sites. 

Todo’s
- Look at existing Hyves gadgets and learn
- Tr�\���W�R���À�Q�G��applicable hyves
- If suitable, create a hyve
- Search for hyves as referrer to your site

Campaign Social Media 
default professional social media mix

For further assistance please call or e-mail Martijn Arts (marts@totalactivemedia.nl or 
���������������������������������R�U��go to Total Active Media  (www.totalactivemedia.nl���R�U������������������������������������

Phase 2. Network
LinkedIn
Social network. Used mainly by 
professionals above 30 years old. Integrates 
well with other social media like Twitter, 
Slideshare and Wordpress.

Todo’s
- Update your pr�R�À�O�H���X�Q�W�L�O���D�W���O�H�D�V�W��������
- Mention project / company well
- Organize LinkedIn
- Ask for recommendations
- Start a LinkedIn Group
- Apply for all applicable LinkedIn Groups
- Integrate Slidehare in LinkedIn
- Use LinkedIn f�R�U���À�Q�G�L�Q�J���Srofessionals

Phase 4. Publishing
Slideshare
a business media site for sharing 
presentations, documents and pdfs with a 
professional community that regularly 
comments, favorites and downloads content.

Todo’s
- Make a pr�R�À�O�H�������F�R�P�S�O�H�W�H���X�Q�W�L�O���D�W���O�H�D�V�W��������
- Upload a slide completely (use keywords)
- Integrate slideshare in LinkedIn / iGoogle

Phase 4. Publishing
Wordpress
An open source blog publishing application 
powered by PHP and MySQL which can also 
be used for content management.

Todo’s
- Write a blog and send  it to relevant blogs
- Try to become a blogger for different blogs
- Blog article at least once every fortnight
- Integrate blogs on corporate website
- Use Shareoholic for easier meso-blogging
- Open a blog on wordpres.com, blogger or...

Phase 5. Dialogue
Twitter
Webservice used f�R�U���Q�R�W�L�À�F�D�W�L�R�Q�V���R�I����������
characters to followers. Can be integrated in  
other social network sites. Also, social media 
site tweet new favorites and posts.  

Todo’s
- Make a pr�R�À�O�H�������F�R�P�S�O�H�W�H���X�Q�W�L�O���D�W���O�H�D�V�W��������
- Follow all familiar persons (from project)
- Follow people from competition / critics
- Integrate Twitter in iGoogle
- Use Shareoholic in browser for fast tweets
- Tr�\���W�R���À�Q�G���V�R�P�H�W�K�L�Q�J���W�K�D�W���G�R�H�V�Q’t take time
- Try Twittercounter and see what works

Phase 6. Evaluation
Google Analytics
A free service offered by Google that 
generates detailed statistics  about the 
visitors to a website.

Todo’s
- Start using Google Analytics (its free!)
- Take time to set it up - make it good!
- Analyze at least every day 5 minutes
- Make a full analysis after 30 days
- Buy Scoutlabs if experience is positive

Phase 1. Intelligence
Digg
social news website made for people to 
discover and share content from anywhere 
on the Internet, by submitting links and 
stories, and voting and commenting on 
submitted links and stories.

Todo’s
- Follow Digg homepage at least once a day
- Make an account and personalize
- Integrate Digg RSS in iGoogle
- Search for othe news RSS feeds
- Integrate also othe feeds in iGoogle

Publishing Social Media 
default professional social media mix

For further assistance please call or e-mail Martijn Arts (marts@totalactivemedia.nl or 
���������������������������������R�U��go to Total Active Media  (www.totalactivemedia.nl���R�U������������������������������������
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Overview of
Social Networks
plotted on a world map

The data shows the highest ranking 
social network for each country by 
traffic, not by members, page views 
or any other method. Data was 
taken from Alexa.com on 16th of 
�R�N�W�R�E�H�U���������������$�O�H�[�D���G�D�W�D���F�R�P�H�V��
from users
who have an Alexa toolbar as well 
as“data obtained from other 
diverse traffic data sources” - 
Alexa.com.

Countries in grey do not have data available and for a few countries it was difficult to 
identiy local social networks and therefor were omitted from the map.

Top5

Social Networks
in the Netherlands

1. hyves
2. facebook
3. LinkedIn
4. Twitter
5. MySpace

March
2010

Upload photos onlne

Uploaded a video onlne

Manage a social network pr�R�À�O�H

Written your own blog

Use micro-blogging webservice

November
��������

Social Web Involvement
in the Netherlands

Flickr is ranked #5 (20)*
YouTube is ranked #5 (3)*
LinkedIn is ranked #1 (12) 
Blogging is not in top10
Twitter is ranked #10 (13)

* in World T�U�D�I�À�F���5�D�Q�N�����J�H�Q�H�U�D�O���U�D�Q�N�L�Q�J���L�Q���1�H�W�K�H�U�O�D�Q�G�V��

March
2010

Netherlands

Overview of
Social Web
Involvement
plotted on a world map

The map provides a global snapshot 
of active social web involvement by 
market. The charts show the 
percentages those who are active 
by each form of social involvement. 
The size of the arch’s, represents 
the audience volume in millions. 
Visit globalwebindex.net to find the 
reasons behind the trends, how 
different demograhics are involved, 
what motivates web users to get 
online and the quantification of how 
brands
should be active in social media.

Countries in grey do not have data available and for a few countries it was difficult to 
identiy local social networks and therefor were omitted from the map.

More about the study

Global web index interviewed 
32.000 web users in the 16 
countries represented in this chart 
to provide a unique international 
perspective on web behaviour and 
social media involvement across the 
world. More importantly, Social 
Web Inex explored the impact on 
consumer behaviour, the power of 
social communications and the role 
for brands. The Global Web Inex 
was created by trendstream in 
partnership with Lightspeed 
research

Forrester research
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February
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Overview of
Age and activity
what people are doing 
and who participates

This graph shows people by their 
activity and age group. Creators 
publish Web pages, write blogs, 
upload a video to sites like YouTube. 
Critics comment on blogs and 
posts ratings and 
reviews.Collectors use Really 
Simple Sindication (RSS) and tag 
Web pages to gather information. 
Joiners use social networking sites. 
Spectators read blogs, watch 
peer-generated videos, and listen to 
podcasts, Inactives are online but 
don’t yet participate in any form of 
social media.

Countries in grey do not have data available and for a few countries it was difficult to 
identiy local social networks and therefor were omitted from the map.

More about the study

Global web index interviewed 
32.000 web users in the 16 
countries represented in this chart 
to provide a unique international 
perspective on web behaviour and 
social media involvement across the 
world. More importantly, Social 
Web Inex explored the impact on 
consumer behaviour, the power of 
social communications and the role 
for brands. The Global Web Inex 
was created by trendstream in 
partnership with Lightspeed 
research
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Overview of
Demographics
Demographics of a few
major social networks

This graph shows the demographics 
of four commonly used professional 
and semi professional social 
networks. All statistics are from 
Google Ad Planner and have been 
copied from a blog post of 
briansolis.com.

Countries in grey do not have data available and for a few countries it was difficult to 
identiy local social networks and therefor were omitted from the map.

More about the study

Global web index interviewed 
32.000 web users in the 16 
countries represented in this chart 
to provide a unique international 
perspective on web behaviour and 
social media involvement across the 
world. More importantly, Social 
Web Inex explored the impact on 
consumer behaviour, the power of 
social communications and the role 
for brands. The Global Web Inex 
was created by trendstream in 
partnership with Lightspeed 
research

InformationisBeautiful.net
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Overview of
Gender Balance
Chicks rule!

This graph shows the gender 
balance on social networking 
websites. Only one social 
networking website is a patriarchy, 
namely Digg. LinkedIn, YouTube, 
deviantART and Delicious are 
equalities and all (12) others are 
matriarchies. 

This graph is based on US gender 
figures and worldwide traffic figures.

 * M = million more monthly female 
of male visitors

Countries in grey do not have data available and for a few countries it was difficult to 
identiy local social networks and therefor were omitted from the map.

More about the study

Global web index interviewed 
32.000 web users in the 16 
countries represented in this chart 
to provide a unique international 
perspective on web behaviour and 
social media involvement across the 
world. More importantly, Social 
Web Inex explored the impact on 
consumer behaviour, the power of 
social communications and the role 
for brands. The Global Web Inex 
was created by trendstream in 
partnership with Lightspeed 
research


