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The basic truth 
Society is influenced by our communicaDon tradiDons which 

is also closely related to our technology capabiliDes.  
 
These two concepDons conDnue to live on, not only because 

of commercial interest, but also because of individual 
desire to stay ‘in touch’. And now to be always 
connected. Increasingly, this is also  in response to a fear 
of the unknown manifest as the risk of missing out.  

 
My research reveals the significance of the social. The how 

and why social acDon/s enhance new ways of being in 
touch, and of consumerism as we seek to create, publish 
and disseminate informaDon.  

 
From an informed academic stand point, I consider the 

consequences of the influence of social media for 
connecDons and the totality of the consumer sphere for 
making purchasing decisions etc. 



Produc've Consumers 

Are self‐reflecDve 
Led by co‐produced knowledge 
Want to make the right choice/s 
Look for consumer influence 
Trust is cri'cal   
 

Create data, 
 i. to purposely share with others 
 ii. unintenDonally as informaDon ‘data’ 
   trails which are leS across the web 



Social decision making 
The producDve consumer is more informed, more in touch, more engaged and willing to 

parDcipate, record, search for and store content than ever before. In the face of new waves 
of publishing, markeDng and adverDsing there are already emerging, with new distribuDon 
and consumpDon paTerns from the sharing of informaDon on Facebook, to uploading 
experiences to Youtube, to TwiTering about a successful purchase etc.   

Already Facebook is replacing email for a whole generaDon. 
 
 
 
 
 
With Christmas (fast) approaching, online retailers such as Amazon.com have already prepared 

for what has become known as ‘cyber Monday’ ‐ the busiest internet shopping day of the 
year that typically falls on the first Monday of December. Last year, Amazon claims that 1.4m 
items were ordered from its UK site, over 16‐items per second and the most it has ever 
received in a single 24‐hour period.  

 
This year, Amazon is forecasDng that sales will be 21% to 36% higher (Teather, 2009). 
 
 
 
 



What next? The Digital & Beyond…  
In terms of what the future holds, this is based on how quickly 

individuals make decisions and how they are combining social 
aspects of everyday life by way of increasingly mobile consumer 
acDons.  

  
Now, there are new waves of opportuniDes and growth in the cycle 

of producDon.  And today this means that the individual is in a 
constant cycle of creaDon, publicaDon and distribuDon. 

 
We leave behind the Web 1.0 staDc and top down relaDonship 

between the individual and informaDon. Content has been 
turned‐on‐its head.  The user is ‘in charge’ of ‘where’ they go, 
‘what’ they purchase and (at Dmes) whether they pay.   

 
We can predict there will be new consumpDve paTerns.  These will 

have global impact on society where streams of data and 
informaDon are shared between individuals; can be monitored 
and held by companies; and will be measured over Dme by 
policy makers.  

 
UlDmately we will all have to respond to a more boTom‐up, 

‘wisdom of crowds’ le and always on social order. 
 



Key Discussion Points 
  How does producDve content contribute to the digital economy and influence  consumer 

behaviour? 
  How closely do individual experiences influence? In other words, is such informaDon 

seen as ‘unreliable’ or ‘marginal’ content created by ‘amateurs’? OR are such streams 
closer to other forms of content etc. that has been tradiDonally only created by those 
with claims to be ‘experts’ ‐ e.g. rise of CiDzen Journalism etc. ? 

  Does such social behaviour consDtute new forms of ‘community’ dialogue?  How can this 
be captured and marketed by business? 

  In what ways do companies perceive producDve content? To fear? To embrace? 
  What could be the new business model of companies, publishing services, digital media 

etc. that produce content? What pressures drive revenue for adverDsing or ‘push 
markeDng’? How will this influence distribuDon? 

  Who owns/is responsible for content? (e.g. criDcal comments or uploaded content is 
protected under USA legal parameters (e.g. SecDon 230 of the CommunicaDons Decency 
Act), but not by others in Europe, e.g. France) 

  How should producDve content be used by markeDng or public relaDons divisions? 
  What should be the relaDonship between producDve content and other sources from 

tradiDonal media? 
  
 
.  
 



I argue that producDve content is related to the emergence of 
persistent social presence, by this I mean ever mediated 
lifestyles.  
 
These integrate the immediacy of social acDon, decision making 
and consumer purchasing ‐  whether through websites – 
Amazon; Social Networks ‐ Facebook, TwiTer etc. and even 
mobile telecommunicaDons.  

End… 



e.mariann@seriouslysocial.net  

You can download some of my publicaDons which include 
document informaDon, academic & commercial 
collaboraDons from slideshare.com 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