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The Importance of Social Capital
“Your corn is ripe today; mine will be so tomorrow. 'Tis 
profitable for us both, that I should labour with you today, and 
that you should aid me tomorrow. I have no kindness for you, 
and know you have as little for me. I will not, therefore, take 
any pains upon your account; and should I labour with you 
upon my own account, in expectation of a return, I know I 
should be disappointed, and that I should in vain depend upon 
your gratitude. Here then I leave you to labour alone; You 
treat me in the same manner. The seasons change; and both of 
us lose our harvests for want of mutual confidence and 
security.”

— David Hume 













Acquiring, Converting, and 
Expending Social Media Capital

A Data Analytics Approach
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What is this influencer’s social capital worth?





Valuing Intangible Assets – First Steps

} Identify strategic intangible assets for your company

} Model causal relations in business model à focus on 
value creation



Key Skill: Modeling Cause-and-Effect Relationships for Your Intangibles
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Power Law Distribution





# Followers of Twitter accounts of 100 Organizations of the NPTimes 100 list
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Logic Model for Social Media Capital
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We have our model – now we have to develop measures
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Dimensions of Social Media Capital

} The observable, measurable dimensions of an 
organization’s SMC are relational, network measures, and 
include the organization’s network size and network 
position, the strength of the organization’s network 
ties, and the embedded resources and norms of 
reciprocity and trust manifest in the organization’s 
network(s).



A World of Networks
} Many new phenomena “make more sense when viewed through 

the lens of network structures.”

} “Network analysts see the world as a collection of 
interconnected pieces.” 

} Networks matter – they have structures that influence behavior

} Carbon analogy: graphite or diamond?

} 6 Degrees of Separation 

} Network phenomena: 
} Contagion, diffusion, virality
} Social capital



Air conditioners in Philadelphia row houses



Hierarchical vs. Network View



Analyzing Networks: SNA

} New set of norms and skills required
} Social Network Analysis (SNA)
} Relational data 
} Two main elements:

} Nodes, vertices, entities, items, or agents
} Ties, edges, relationships, connections, or links

} Many different types of ties



Representing Network Data
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Dimension 1: Centrality
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The Ego Network



Dimension 2: Size

Total number of 
message senders   
(degree centrality)



140



Dimension 3: Density
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Dimension 4: Tie Strength

Length, number 
and/or multiplexity 
of interactions 
between two nodes 
indicates tie 
strength



Dimension 5: Embedded Resources & Influence
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Social Media Strategy

Practical Insights for Professionals





HAVE A SOCIAL MEDIA 

STRATEGY: FIND YOUR NICHE



NETWORK STRATEGY:

IDENTIFY KEY TARGETS



CHOOSE A VOICE



Types of Online Presence

} The provocateur/critic
} The curator/filter
} The teacher
} The advice-giver 
} The marketer
} The connector
} The advocate



BUILD AND FEED YOUR 

NETWORK THROUGH 

MESSAGES AND CONNECTIONS

….AND THEN MOBILIZE THAT 

NETWORK



Taking Advantage of Networks

} A portfolio of strong and weak ties is useful to individuals 
in a network society

} One’s position in social networks matters
} e.g., centrality vs. # of connections

} People who can bridge networks (i.e., fill structural holes) 
are valuable.

} Get people to link to you – especially those with high 
centrality 

} Transitive thinking
} Pay it forward 

} Reciprocating can be specific (quid pro quo) or diffuse (generalized)



Who Will Thrive in a Network Society?

} Those who can “act as autonomous agents to cultivate their PLNs 
and their ‘personal brands’”

} Those with bigger and more diverse networks

} Those who are flexible to different contexts

} Those with high levels of social capital

} Those who can manage their boundaries à privacy/disclosure 
control

} Those who like technology and “use it enthusiastically and nimbly”

} Those who can manage their time well

} Those who learn how to learn à personal learning networks



Personal Learning Networks 
and Content Curation





Advice for Novice Curators

} Start out with a Twitter list or LinkedIn group
} Find a small niche related to your strategic learning 

area
} Really understand it
} Share high quality information
} Add value to that content





Some Practical Lessons for PLNs
} There is no online/offline divide 

} You need to craft an online persona

} The decentralized knowledge generation of the Internet 
Age means there is lots of room in the “long tail” for 
specialized experts

} To build the expertise, you need to create a PLN

} After creating the PLN you need to synthesize the 
knowledge and also curate the information.

} Be sure to feed your PLN



Key Takeaways
} Understand importance of social and relationship capital
} Linking intangibles to business model à modeling
} Mapping concepts to measures
} Multiple measures and dimensions
} Distinguish between expenses and value-creating investments if you 

want to measure performance and assess growth potential.
} Goal: measure and disclose future value streams 

} Forward-looking rather than backward-looking
} Knowing/learning what is possible 

} You can’t rely on computer science staff
} Be an “analytics translator”

} Add to your conceptual toolbox
} How are things distributed? Power Law Distribution
} How are things organized? Networks













Thank you


