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The Importance of Social Capital

“Your corn 1s 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
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Acquiring, Converting, and
Expending Social Media Capital

A Data Analytics Approach



Example: Instagram Influencer with no Plan
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Example: Instagram Influencer with no Plan

Attention-Grabbing , ( Social Media ,
Images Capital

What is this influencer’s social capital worth!?
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Valuing Intangible Assets — First Steps

» ldentify strategic intangible assets for your company

» Model causal relations in business model = focus on
value creation



Key Skill: Modeling Cause-and-Effect Relationships for Your Intangibles
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Logic Model for Social Media Capital

Figure 1. Logic Model for Achieving Strategic Outcomes from Social Media Use

. INTERMEDIATE OUTCOMES
: OUTPUTS IMMEDIATE OUTCOME (Convert social media capital STRATEGIC OUTCOMES
INPUTS ¢ (Organization’s socialmedia  :  (Develop social media—based : into cultural, financial, human, : (For example, policy change,
: activities) social resources) ¢ intellectual, or reputational  :  donations, accountability)
: : capital) :
(Tit:f:o:\r;ﬁsey) I Ié t Social Resource- Caéital Resogurce
) mplémen - : : ; ] -
: : Meqla " cAcq:u|5|‘t|or) Socclal Meldla T OtI;cEngrrrlls Expeniiture Or%anlzatlonal
Audience | Communication \ Connections omniunication apita : of Capita : utcomes

Direct Expenditure of SMC

From “Social Media Capital for Nonprofits: How to Accumulate It, Convert It, and Spend It,” by Chao Guo and Gregory D. Saxton, The
Nonprofit Quarterly, Winter 2016.
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Proposition 1: SMC is the central and proximate resource acquired through

social media efforts.
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Proposition 2: SMC is directly observable.
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Proposition 3: SMC is accumulated according to a Power Law distribution.

Resource Organizational
Messagels & Social Media Eipenditure > (g) t
Connections —> Capital utcomes

Cgf,ﬁ"‘e/
/-S/b/)
Other Forms of
Capital
Resource-acquisition Communications | Acquired Resources Message Diffusion,

accountability, etc.



Normal Distribution

05 Normal Distribution

34.1% 34.1%




Normal Distribution

Age of Nobel Prize Winners

15.0% -

12.5%

10.0% A

7.5% A

Relative Frequency

5.0% A

2.5% A

0.0% 7 7
0 20 40 60 80 100 120

Age



Power Law Distribution




77

1

0 20,000 40,000 60,000 80,000 100,000 120,000 140,000 160,000

Fig. 2. Histogram, number of Twitter followers of 135 North American Mining Firms, April 2015. Note: Dashed vertical line shows mean value of 8,429 followers;
the solid curved line is the kernel density line, or line that reflects the non-parametric probability density function.
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Proposition 3: SMC can only be acquired through sending messages and

making connections.
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"& American Diabetes Association

Diabetes-Friendly Recipes

Diet plan, eating plan, meal plan... whatever you call it, choosing what to eat is an important part of your day, especially if you

are managing #diabetes.

122 Pins + 6154 Followers

‘ Gregory a

Follow Board A4

Budget-Friendly Balsamic Chicken
with Mushrooms - Try this low-cost
dish that is both healthy and
packed with flavor.

11

Pinned from

It's apple season! Try this easy fall
dessert when you need a sweet
treat.

7 2

Pinned from

7 A VAR <N

Mini Chocolate Tarts - Great for
parties, these perfectly portioned
tarts can help you curb a sweet
craving after a holiday meal.

6

Pinned from

Pineapple Flax Gluten-Free Muffins
- These are kid-friendly and freeze
well for a quick breakfast.

8 1

Pinned from

Spaghetti Squash with Pine Nuts
and Sage -- With 10 grams of
carbohydrate per cup, spaghetti
squash can be a substitute for
pasta.

7

Pinned from

These frittatas make a quick and
healthy breakfast! Experiment with
different veggies, such as zucchini,
asparagus or spinach.

12 1

Pinned from

Roasted Beet and Chicken Salad
with Goat Cheese - To save time,
you can use breast meat from a
rotisserie chicken from the grocery
store.

2

Pinned from

Slow-Cooker Flank Steak Tacos -
Flank steak is a leaner cut of red
meat. You can also top these tasty
tacos with avocado and cheese if
desired.

E by Peter Kim

28 3

Pinned from

Winter Squash with Oat and Walnut
Crumble Topping - The huge
timesaver in this recipe is using
frozen winter squash. If you don't
like squash, you could substitute
sweet potatoes!

8

Pinned from

Chicken Cheddar Rice with
Asparagus - A simple recipe from
the “Diabetes Fast-Fix Slow-
Cooker Cookbook,” this is sure to
be a fall favorite with your family.

32 4

Pinned from

Nothing says fall like pumpkin
soup! Pumpkin is lower in
carbohydrate than other starchy
vegetables, and it’s high in vitamin
A and fiber.

H by AlexPro9500
13 @3

Pinned from

Budget-Friendly Zucchini Noodles
with Turkey Meatballs - These
zucchini noodles keep the amount
of carbohydrate in this dish low.

12 2

Pinned from

Vegetarian Shepherd’s Pie - This is
a great veggie-filled version of a
typically high-carb and high-fat
dish.

5 1

Pinned from

Here’s a tasty artichoke dip that
you can bring to your next tailgate
or Sunday football gathering. It's
simple to make and can be kept
hot in your slow cooker.

E by Juanmonino

17 2

Pinned from



JOIN THE
MOVEMENT.

STOP _ :
DIABETES amdiabetesassn -
i Semarenn St sttt 48 1.21k 100
American Diabetes Association is leading the fight to #StopDiabetes and its deadly posts followers following

consequences, and fighting for all those affected by #diabetes. http://www.diabetes.org
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amdiabetesassn m

3 weeks ago

We love seeing #StopDiabetes in lights on the Blue
Cross Blue Shield Tower in downtown Chicago for
#DiabetesMonth!

diabetes_journey, mylastnamecrump, earthaphotography

typetfit
That is too awesome! Love seeing this kind of support!

0

 winkdesserts

Check out @appletonpictures! []

| Ncanz

% donmofongo

1 Thats look awesome! @liziee xx

#ILOVEMYDAUGHTER #GODNEVERFAULT
#GODALWAYAISGOOD #FAITH #BELIEVE

liziee_xx

Thank you mom and yes we will always fight and
believe that this diseases will be found a cure for
@donmofongo

amdiabetesassn
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@ aclu_nationwide & « Follow

aclu_nationwide Thank you to Chiwetel
‘ Ejiofor for being in solidarity with us. ©

i : @IndieWire Sundance Studio

Load more comments

pantheritad exactly why our youth have
to have programs that should hep keep
them from making those dum decision.

-
We keep talking about reform? -
Laughable if you dont put the money
into pre-vent-ion

‘ adot_rasta Prison and justice reform -

N/
now

high.rebl | just saw his movie “The Boy o
Who Harnessed the Wind."” It was great.

djcscholarshipfoundation True
statement.

A\ PEOPLE.
ASNOT PRISONS, =2 © Qe 2

‘ 5,809 likes
MARCH 10

Add a comment...

ACLU
YaZ SMART
W JUSTICE
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Dolores Huerta organized farmworkers during the Delano Grape Strike.
Thousands walked out to demand better pay and working conditions
under the slogan she coined: "Si, se puede."

DOLORES HUERTA

Farmworkers' Rights Activist
L S M T

that we mean business.

oo:o; 624 11 Comments 100 Shares 23K Views
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@ ACLU @ ( )
Follow v
@ACLU

We'll see you in court, @realDonald Trump.

W The Hill @ @thenill

’ ’";\ JUST IN: Trump signs order officially banning transgender troops
d  hill.cm/ftdB8vt

7:40 PM - 25 Aug 2017

90,285 Retweets 285,808 Likes B (N DD E & @ O @

QO 389K 11 90K ) 286Kk [~
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Logic Model for Social Media Capital

Figure 1. Logic Model for Achieving Strategic Outcomes from Social Media Use
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From “Social Media Capital for Nonprofits: How to Accumulate It, Convert It, and Spend It,” by Chao Guo and Gregory D. Saxton, The
Nonprofit Quarterly, Winter 2016.
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Proposition 4: SMC is convertible into other types of organizational capital.
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Your gift matters to cancer patients and their
families. Donate by July 31 to make an
immediate impact: bit.ly/X8ZgTm Please RT

R5E;WEEFS F2A§ORITES ! ! - a &ﬂ‘ m . g

12:30 PM - 29 Jul 2014

:2’ g Reply to @AmericanCancer

sarvesh singh @3 _sarvesh - Jul 29
bk @AmericanCancer indiegogo.com/projects/save-...




® ALS Society of BC {¥ <% Follow
ALS_BC

Your vote could help us win $10,000 for
#ALS BC. Please remember to vote daily
ow.ly/ssOSW Please retweet to your
followers.

RETWEETS
o o s

4

12:16 PM - 6 Feb 2014

::2 Reply to @ALS_BC




Proposition 5a: Organizational outcomes can be achieved through the direct

expenditure of SMC.
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Proposition 5b; Organizational outcomes can be reached through the
expenditure of other forms of organizational resources converted from SMC.

Resource
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—> Capital * Outcomes
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Logic Model for Social Media Capital

Figure 1. Logic Model for Achieving Strategic Outcomes from Social Media Use

. INTERMEDIATE OUTCOMES
: OUTPUTS IMMEDIATE OUTCOME (Convert social media capital STRATEGIC OUTCOMES
INPUTS ¢ (Organization’s socialmedia  :  (Develop social media—based : into cultural, financial, human, : (For example, policy change,
: activities) social resources) ¢ intellectual, or reputational  :  donations, accountability)
: : capital) :
(Tit:f:o:\r;ﬁsey) I Ié t Social Resource- Caéital Resogurce
) mplémen - : : ; ] -
: : Meqla " cAcq:u|5|‘t|or) Socclal Meldla T OtI;cEngrrrlls Expeniiture Or%anlzatlonal
Audience | Communication \ Connections omniunication apita : of Capita : utcomes

Direct Expenditure of SMC

From “Social Media Capital for Nonprofits: How to Accumulate It, Convert It, and Spend It,” by Chao Guo and Gregory D. Saxton, The
Nonprofit Quarterly, Winter 2016.
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Example: Fashion Blogger

cupcakes and cashmere

FASHION FOOD BEAUTY TRAVEL DECOR DIY SERIES MOTHERHOOD VIDEO SHOP

About

EMILY SCHUMAN
Townder 4 CED

Emily started cupcakes and cashmere in 2008
and is still just as passionate about fashion
and food. When she's not working, you can

find her listening/watching/reading anything
true crime-related, in the kitchen baking,

playing board games with her family, or at a

flea market.
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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
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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

Ann

Carol Bob

FIGURE 3.2 The directed, binary network described in Tables 3.1

and 3.2 represented as a network graph. Arrows indicate the direction
of the connection (e.g., from Ann to Bob).
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Figure 3 Bridging Tie from A to G

&

C
Note. Removing the A-G tie disconnects the network.



Figure 4 Node A’s Ego Network Has More Structural Holes
than B’s















Diffusion and contagion in networks
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Dimension 1: Centrality
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The Ego Network




Dimension 2: Size

Total number of
message senders
(degree centrality)




Number of Organizations
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15
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Dimension 3: Density




Dimension 3: Density

L
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sparse network dense network



Dimension 4: Tie Strength

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



Dimension 5: Embedded Resources & Influence




Dimension 5: Embedded Resources & Influence

<@ . Message sender

with 100,000
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Dimension 5: Embedded Resources & Influence

e

Message sender
2 with high # of

retweets is more

influential



Data Science

-Artificial Intelligence

-Robotics & Drones
-Internet-of-Things

Blockchain/Contracts

-Quantum Computing
-CRISPR Cas9, etc.

Analytics Data Organization
Engineers
1010100101 _ _ § $99%
0110101111 Big Data Business €€€€

ALANDUS



Social Media Strategy

Practical Insights for Professionals
















Types of Online Presence

The provocateur/critic
he curator/filter

ne teacher

ne advice-giver

ne marketer

ne connector

4 4 4 4 o

ne advocate






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 > 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 > personal learning networks



Personal Learning Networks
and Content Curation
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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
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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 = 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

vV VvV Vv Vv V9



NonproriTs & Sociar Mepia CariTal

The linchpin of
social media’s return
on investment is
social media
(apital—a resource
that can be
converted or
expended toward
strateqic
organizational

outcomes. Here, the

W08 REPRINT

Social Media Capital
for Nonprofits:

How to Accumulate I,
Convert It, and Spend It

by Chao Guo and Gregory D. Saxton
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