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IN WHAT WAYS CAN SOCIAL MEDIA IMPACT COMMUNICATION AND IMPROVE

HOW BUSINESSES ARE MARKETED IN HEIDELBERG GERMANY?

Madeline Marie Gregory, B.A. Baylor University

The University of the Incarnate Word

ABSTRACT

Social media is impacting society at an extremely fast pace. With so many social media
platforms available to individuals, social media is becoming a necessary method of
communication. Facebook, Twitter, LinkedIn, Pinterest, and many other international sites are
being used to to communicate with others and share information. Since this method has become
highly used, local businesses and corporate companies are now needing to implement a social
media marketing strategy to reach their target audience and interact with customers. The
international statistical data gathered in Heidelberg Germany expresses this necessity of social
media implementation due to the high volume of users. The individuals surveyed also convey
thoughts and opinions, as well as list the current platforms used. With the increasing amount of
users on Facebook, and other international sites, businesses in Germany need to react to this
trend and implement new ways to increase profitability. In analyzing this method of
communication, the reader can understand the correlation between individuals communicating
through social media and the impact it has to improve how businesses are marketed through

social media.
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OVERARCHING CONSTRUCT

Society needs to have a better understanding of the importance and power of social
media. By analyzing the surveys and research conducted, the reader will be éble to see how the
gathered information contributes to how people in Heidelberg Germany corﬁmunicate and
through which social media network. This informational data will also give insight to the overall
demographic sample within the area of study including age, sex, and the mindset of each social
media user. This data can be used in a business proposal to a German company to show how
certain social media platforms can interact and connect the public consumer to the product, idea,
overall mission, and aim leading to future success and profit. This proposal will emphasize the
importance of this connection and will serve as added knowledge to the future of communication
through the use of online networks. With social media’s influential importance and extreme

power, businesses regardless are soon going to require a social media presence to maintain a

competitive profit margin.



INTRODUCTION

Social media networks are changing the way people communicate to each other, how
businesses are conducted, and even how people are employed. This new way of communication
is expanding so quickly that society is overlooking its extreme power and influence. Social
media today is shaping the way things are done throughout the entire world. Previously, cell
phones were obsolete and the only way to communicate to someone was to use a landline or send
a fax. Now with the advancement of technology, people are able to communicate faster and
easier through the use of smart phones. Theses smart phones have allowed individuals to have
everything in the palm of their hand. This mobile usage has taken over and people are now able
to leave their homes or workplace while still being able to communicate to others. This mobile
capability has only led to more and more advancement through applications. At first cell phones
could only send text messages and call others. Now with data packages and all the numerous
applications, individuals have adapted to newer ways of communication including social
networks.

The social networks have created ways for individuals to connect with others through the
creation of a personal user profile. The networks have created another way of communication
with many different people, groups, and companies online. There are networks for social
profiles, professional profiles, and pseudo profiles. Through each profile, users are able to
connect with others and communicate in ways that were never available before, This capability is
what society has come to accept and understand, but have overlooked the power and influence of
its usage. The complexity of communications in only continuing to expand through technology
and society needs to be aware of how it is affecting businesses as well as the individual user.
With the knowledge and awareness of social media, businesses now are able to capture their

audience and therefore expand their profit margin. Social media is that powerful, influential, and



accessible, therefore vastly becoming a part of everyone’s lives. This research will discover in
what ways can social media impact communication and improve how businesses are marketed in

Heidelberg Germany.



PROPOSAL

Social Media Take-Over

Recently, society has been faced with such a high social media presence. It is this
pressing topic that conducted research has shown how international cities are handling the
change. The focus of the research was developed a few years ago when people started connecting
and creating online profiles. The communicative element was moved from face-to-face verbal
exchanges to online messages. The way that people started to communicate changed and
therefore led to further changes in business. The presence of social media in America is so strong
that it is unavoidable. Everywhere one goes, social media is noticeable. Whether it is on mobile
devices, printed in the bulletin at church, or listed on the menu at a restaurant, everything is in
some way tagged to a social network. Americans in the United States are no longer able to live
without their devices and must check the social networks several times a day. Social media has

rapidly taken over the American lifestyle in an addictive manner.

U.S. Travelers and Social Media

When Americans visit another country, they expect to still have access to all their social
media sites for updating statuses and uploading pictures for family back home to see. With
cellular providers international data packages priced at an extremely high rate, Americans are
still willing to pay for their access to email, text messages, and data. Research from
PhocusWright tried to look into this matter to find out how US travelers are using social media
with regards to their general behavior, traffic, and their use of social media when traveling
(PhocusWright, 2013). According to the research, “When US consumers are traveling, around
50% of them are still accessing the Internet through their mobile devices. Mobile is certainly

making it possible for them to stay connected at all times during their trip.” Research further

states, “With social behavior, 8 in 10 online travelers are actively using social networks. Around
2



73% of travelers actually log into a social network every day.” This high amount of usage shows
how tourism organizations have such a high potential when engaging with consumers. Although
this media addiction is happening with people from United States, are other countries facing the

same issues? This question has led to further research that takes place in a metropolitan city in

Heidelberg Germany.

Technology Use In Heidelberg Germany

Social media has culturally impacted and demographically changed various generations

in Heidelberg, Germany. In America, Facebook and Twitter have shaped the way
communication is executed, and the manner in which people’s lives have changed due to this
added element has become increasingly important. In reference to the study, every country has

their own social media platforms, some of which were created in the United States such as

Facebook. Although there are many others being used around the world, Germany seems to be

less active on social media communication. According to European Travel Commissions Digital

Portal, “13% of global Internet traffic comes from mobile devices, this is a figure that seems

fairly low; however, with regards to the growth predicted in the future, mobile is certainly a big

traffic driver of the future” (KPCB, 2012). More and more people will be using their mobile

devices to access the Internet and check their social networking sites. “Broadband access and

mobile phone subscriptions have become increasingly affordable, making it possible for a large

portion of Europe’s population to benefit from Internet access both at home and on the go

through their mobile devices” (ETC Digital Portal, 2013). Recently, statistical data from Internet
World Stats shows that online activity in Europe has increased with reaching 62.3% penetration
overall in 2012. “These high figures contribute strongly to the growth and increasing importance

of social media. Since December 2012, Germany has a total of 25,332,440 Facebook users”

(ETC Digital Social Networking, par. 2). Although Facebook is the most popular social network




in Germany, it barely passes the margin of the local competitor sites of StudiVZ and Wer-Kennt-
Wen (ETC Digital Social Networking, par. 4). With so many different social media networks
available for usage, a survey was conducted to a range of non-US citizens in Heidelberg
Germany to discover which platforms are the most used and what their opinions are as far as
using social media as a method of communication.
The Survey

In order to gather information and opinions on social media usage, a survey was
conducted in Heidelberg, Germany to male and female individuals of all ages. The individuals
were asked their opinions on ten social media questions (see Appendix E). The surveys were
created in both English and German to assist in gathering the most information. The individuals
were asked to rank on a scale from one to ten the degree of how they felt in regards to social
media as a method of communication. Rank one was the lowest and ten was the highest. After

all the questions were answered, the individuals were asked to list their top three social media
sites with one being the most used site.

The Data

After each survey is completed, all the questions, each rank, age, gender, and social
media site used were logged in an Excel workbook. After analyzing the data based off of

numerous formulas and queries the charts and graphs are drawn and listed in the data analysis

section of this report. The responses are graphed in two different colors blue for male and pink

for females. An area chart displays the results visually to show the differences between the

genders (see Data Analysis Section). A table shows the ages and the most frequently used social

media platform and method of communication (see Exhibit 11.6). A bar graph shows the

percentage usage of categorized platforms by age group (see Exhibit 11.3) and Exhibit 11.5

shows the percentage usage of the top 12 platforms by age group. The table in Exhibit 11.2



explains the percentage of each method of communication and how many people use it or do not.
Lastly similar to the gender area charts, the navy area charts explain the respondents’ answers to
survey questions one through ten by according to their age in the first four exhibits in each
question’s data analysis section. These charts explain which age groups feel a certain way about
the method of communication in relation to their rankings selected. Overall, the chérts, graphs,

and tables display the analysis of the study in relation to all the variables researched, age, gender,

method of communication, and specific platform of communication accessed.

Gender Analysis: Questions 1 & 2

The first survey question asks how much of your life is spent using social media. This
question is trying to gather approximately how much time is spent using social media. The
majority of males chose number two for how much of their lives are spent using social media?
The majority of females chose the number three as well but still came in under the males. This
chart is essentially divided into three groups of people: the group that chose the lower rankings,
the higher rankings, and the average group in between. A large portion of people, 22.5 percent as
a combined average of genders, thought towards the lower side of the chart and chose rank three.
This indicated, regardless of gender, that little time is spent using social media platforms.
Another large portion of people thought towards the higher side of the chart with the rankings of
six and eight, while the remainder of subjects is diversified in the middle. This shows that there
are two polarized groups within this one question who have different opinions and feelings about
how much of their life is spent using social media platforms.

Question two asks the individuals how much of an impact has this way of communication
had on his or her life. This question gathers the emotions and opinions on social media and how
it is affecting and impacting their lives. In accordance with the gathered social media research, a

combined overall average of 48 percent of respondents marked either 6,7, or 8 . This is almost



half of the respondents surveyed and therefore this information highly contributes to the study.
These high numbers on the scale show how both genders feel that this way of communication is
highly impacting their lives. In relation to question one there is another group of people who do
not feel that this way of communication has impacted their lives and thus have selected two,
three, or four for a combined 29.5 percent average across genders.

Gender Analysis: Questions 3 & 4

Survey question three asks how dependent a;'e you on social media? In relation to all the
recent research on Americans and their addictions to social media networks, this question
informs researchers on how the sampling of respondents feel that the accessibility of social
media is needed. The males feel significantly independent of social media with 49 percent of
respondents selecting three or less. The females are a little more dependent than males as they
ranked social media more evenly, with 44 percent selecting four to six. This dependency is
surprisingly low, although recent research predicts that the dependency will continue to rise as
social media becomes more accessed via mobile usage.

Question four asks respondents if they find this way of communication to be challenging.

The 3D area chart shows that for of both males and females, the rankings were both extremely

low. The challenge of social media could possibly depend on the age of the individual or the

amount of usage. A combined gender average of 31 percent ranked one for whether or not they
thought this way of communication was challenging.

Gender Analysis: Questions 5 & 6

Question five is an interesting question as it asks if this way of communicating has

changed your life. The females’ collective response to the question peaked at five with 42

percent selecting between five and seven. The males remained low with less of a life change as

41 percent ranked between two and four. Many people are unaware of the change that social



media is creating within one’s lifestyle. Social media has become routine and is accepted

globally. The lack of face-to-face verbal communication could possibly have a negative impact

on individuals as society tries to communicate successfully and problem solve as a whole.
Question six asks individuals to decide how much this way of communication has

positively impacted his or her life. This question requires the individual to think about social

media in a positive or negative way. The females responded with a peak at the ranking of five

and the males with a bell curve from ranks four to six. Both groups feel that this way of

communication has had a positive effect on their lives. The females have a normal distribution

occurring at the center of the spectrum and the men have normal distribution as well except with

a greater standard deviation. Both genders rank question six as average.

Gender Analysis: Questions 7 & 8

Research suggests that by the use of social media, individuals are able to communicate

more effectively. Question seven asks, do you feel that you and others can communicate more

effectively using social media? The results show two peaks on numbers five and eight. Both

genders ranked five with a combined average of 16 percent. On ranking eight, both genders

combined for an average of 20.5 percent. Adding combined averages of responses six and above,

58 percent of the total people surveyed felt as though they can communicate more effectively

using social media. This statistic is extremely important as it relates to the communications

ne-another.

element and how people are connecting with 0

Question eight deals with more of a feeling of liberation when communicating with

others. The question states, do you feel a sense of freedom using this method of communication?

According to The Economist Online, “Web users in Germany are less likely to visit social-

networking sites than any of their European neighbors” (The Economist, 2011). In relation to

question eight, the females do not feel a sense of freedom using this method of communication.
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From rankings one being the lowest to ten being the highest, the results started at a high 18
percent and then sldwly decreased down to 2 percent at ranking ten. This shows that the majority
of females do not feel as if they are able to communicate freely when using this method. In
contrast to the males, the males peak at five and then at seven indicating that the males do feel a
sense of freedom using this method of communication in contrast to the females. The sense of

freedom using social media depends upon the difference in gender.

Gender Analysis: Questions 9 & 10

According to the surveys, many people do not feel secure using social media. Several
individuals said it was “monitored” and therefore not private. A similar report in 2010 found that
Europeans are increasingly concerned about online data privacy. “Viewed as a whole, EU
citizens are now split over whether to worry about the misuse of personal data on social
networking websites” (The Economist, 2010). Question nine deals with the individual feeling
ivately secure when using social media in his or her own country. In Germany, both males and

pr
females feel about the same when using social media in regards to being privately secure. The

females peaked at ranking three with 21 percent. From rankings one to four, the results indicate a

total of 65 percent of females and males do not feel privately secure.

Do you feel controlled by social media? is the final question and has a variety of results.

The females peaked at rankings five, six, and eight, while the males peaked at two, five, and

seven. The females feel more controlled by social media than the males which in relation to the

research presented in the abstracts, more females use social media and therefore might feel more

controlled.
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Age Groups

Out of all the 117 surveys, the responses varied from chart to chart according to question,
the gender, and the rankings selected for the answers. The main variable on the previous

questions one through ten was gender. This study also examines the age differences in response

to each question and ranking answered. In the first four exhibits in the data analysis for each

question the information for questions one through ten is graphed specifically to age in

comparison to the fifth exhibit where responses questions are graphed specifically for gender.

This age analysis explains how each group feels according to the method of communication. Age

is a major contributing factor in relation to how technology is adapted and used and how one

might feel about this particular change in communication. All respondents were grouped into

four age groups in relation to the total amount of respondents, under 21, 21-23, 24-28, and over

28.

Age Analysis: Question 1&2

The main factor to notice when looking at all the charts for each age group for question

one is the high peak at rank three in the over 28 chart. The question states, how much a part of

your life is spent using social media platforms. This over 28 age group expressed that social

media platforms are not a large part of their lives and therefore spend less time using social

media platforms. In the 91-23 age group, the respondents were divided with 39 percent ranking

three and four and 33 percent ranking seven and eight as their amount of time spent using social

media platforms. The under 21 age group appears to be increasing not far behind with ranking

six sitting at 22 percent.

In question tWo, the results for the under 21 age group spiked dramatically with

31percent of respondents ranking 7 for how much of an impact has this way of communication

o be noticing the impact and change that this method of

had on one’s life. This age group seems t
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communication is creating in their lives. This could possibly be in relation to how often this
method is used in education and everyday life.

Age Analysis: Question 3 & 4

Question three asks how dependent the respondent is on social media. The two age groups, under
21 and over 28 have significant differences according to the rankings shown on the charts. The
respondents under 21 ranked their dependency on social media between four and six at 72
percent. The respondents over 28 ranked their dependeﬁcy between one and three at 71 percent.
This shows the difference in dependency in relation to the different age groups. The over 28 age
group feels less dependent on social media in accordance with question one.

Question four asks the respondents if they find this way of communication to be

challenging. All age groups showed high percentages for rank one. The charts show that the

respondents felt that this way of communication is not challenging.

Age Analysis: Questions 5 & 6

Research explained through the various abstracts (see Appendix A) explain how this
method of communication has changed individuals lives and have therefore changed business
concepts and profit strategies. The question asks, do you feel that this way of communicating has

changed your life? The results show how the responses for all age groups are in the upper

rankings. Age group 21-23 ranked seven through nine with 50 percent of respondents feeling a

sense of life change through this way of communicating to others.

In question six, a positive or negative response was answered. Question six asks, do you

feel that this way of communication has positively impacted your life? Age group 24-28 shows a

high peak on the chart at rank six, with 67 percent of responses falling between four and six. The

respondents for age group 24-28 moderately feel that this way of communication has positively

impacted their lives. Group 21-23 had similar opinions with 50 percent of respondents answering
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the question between ranks four and six. This positive impact has led to easier and faster

communication to others online which leads into question seven.

Age Analysis: Question 7 & 8

Question seven asks the respondents if they can communicate more efféctively using
social media. All age groups had peaks on the charts in the upper rankings. Agé group 21-23 had
an extremely high peak at rankings eight through ten accounting for a total of 60 percent (see
Exhibit 7.2). This high percentage is almost half of the age group. Social media in essence
contributes highly to overall effective communication. Individuals are able to collaborate and
share information easier through the use of social media as a method of communication.

Question eight asks the respondents if they feel a sense of freedom using this method of
communication. Age group 24-28 expressed that they do with a high ranking of 44 percent of
responses falling between five and seven. These results show how this method of social media
communication allowed this age group to better express their opinions and effectively share

information. Social media created a sense of freedom and allowed individuals to freely express

themselves.

Age Analysis: Question 9 & 10
Question nine addresses the concern of privacy and whether or not the individuals feel

privately secure using social media in their country. In analyzing each of the charts, all age
categories expressed feeling insecure when using social media due to a lack of privacy.
According to the abstracts researched, many Americans are unaware of the lack of privacy and if
given the survey would possibly rank the question with a higher response. In Heidelberg, the
individuals did not feel privately secure with rankings ranging from one to three accounting for -

an average of 54 percent in all age groups. These results shows that more than half of the
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individuals ranked one through three and feel that their privacy is compromised by social media
in Germany.

Question ten asks if the respondents feel controlled by social media. The chart that
expresses this control is shown in the under 21 age group, with 53 percent of the age-group
selecting rank seven or above. This percentage is higher than any of the other age group’s upper

rankings and explains how the respondents under 21 feel in regard to social media controlling

their actions.

Methods of Communication

All the methods of communication listed on the survey were compiled into an Excel
spreadsheet and analyzed according to which age group used what particular method of
communication the most. The categories included social networking service, instant messaging,
video conferencing, video-sharing, email, photo-sharing, text messaging, chat rooms, news and
entertainment. online dating service, network alarm system, blogging, and education sites. The
age groups were grouped accordingly, under 21, 21-23, 24-28, and over 28. The methods of
communication are listed and are shown with the age groups as to which group of individuals
used a particular method of communication most frequently (see Exhibit 11.2). The bar graph
shows out of all of the methods used that social networking services are the most used followed
by instant messaging. Two of the age groups that used social networking services most
frequently were the 24-28 age group and the over 30 category. The instant messaging platform

was most used by the 24-28 age group followed by the under 21 age group. The bar graph in

Exhibit 11.3 explains which method of communications is most used.

Platform of Social Media Most Used
The second bar graph shows each age groups percentage for the top 12 social media sites

accessed. With the 20-24 age group, F acebook is a highly accessed social media site with over
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90 percent (see Exhibit 11.4). The 21-23 age group ranks second with accessing Facebook a little
under 90 percent. The second most accessed method of communication is instant messaging
through a platform called What’s App. This application allows individuals to communicate to
each other without having a text messaging plan througha wireless carrier. The age group that
utilizes this application the most is the 21-23 age group with the 24-28 and over 28 age groups
right behind with approximately 34 percent. This graph lists Facebook, What’s App, Twitter,
Skype, Youtube, Wer-Kennt-Wen, Email, Google+, Xing, Instagram, LinkedIn, and 9 Gag as the
top twelve most accessed communicative social media sites. In the United States, Facebook is

the most accessed social media site. These sites in this chart are the ones listed out of all of the

compiled surveys from the public in Heidelberg, Germany. If this survey was conducted in

America, the top twelve sites accessed would be different as there are many different social

media platforms that Americans use.
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ANALYSIS

The 117 surveys measured several variables including, age, gender, social media site
accessed, and the method of communication used. With all of these different variables, charts,
graphs, and tables were created to visually express the emotions, thoughts, and opinions of social
media users in Heidelberg, Germany. The charts expressed these factors according to each
gender. The female rankings were higher on several questions which could possibly mean that

the females were more expressive in regards to their social media behavior. The table shows the

results across the range of all age groups as to what percentage of individuals use a specific
method of communication and a particular social media platform. The results show that social
networking services are the most preferred method of communication with Facebook as the
social media site accessed with each age group in the 80th percentile. The bar graphs analyze the
age groups with both variables, method of communication, and social media sites used. Each
color represents an age group. Out of all methods of communication, the respondents all

accessed social media as a means of communication. This method could possibly be or become

the preferred method of communication instead of calling. The results in the second bar graph

show that Facebook is the most commonly accessed social media site. Facebook ranks extremely

high on the bar graph as it is the preferred site to use to communicate to others. The pie charts

visually show what percent of individuals use the method of communication and what percent do

not.
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LITERATURE REVIEW

There are many articles, blogs, journals, and websites written specifically on the new
awareness of social media and how the networks are changing communication methods and
effecting businesses. Many social media users are in agreement on this topic and al.re writing
articles to express the importance of this change in communication. Society is no lénger a face-
to-face informational sharing society but instead an online network of people who are using the
Internet to communicate to friends, family, colleagues, and other international businesses. This
interaction has allowed for a rapid increase in information exchange as well as business

productivity. This online method of communication is not only affecting how people

communicate with each other, but also how businesses are reaching their target audience and

expanding their customer base. Research has shown how the use of social media is affecting and

changing society in Germany and the Unites States.

Business are implementing social media strategies and tactics based on the recent impact

that social media sites such as Facebook, Twitter, Pinterest, Instagram, LinkedIn and many
others are having on society. Forbes contributor Jayson DeMers, author of Definitive Guide to

Marketing Your Business Online predicts where social media is heading for 2014. “Investing in

social media will become a necessity, not a luxury. Businesses are already coming to terms with

the need to integrate their social media efforts with their content strategy, and are seeing the

impact of social media in terms of lead generation, referral traffic, and revenue” (DeMers, par.

4). With so much content sharing including pictures and videos, online websites such as Vine

and Facebook are only continuing to gain users. DeMers believes that 2014 will be the year

where a majority of people will finally understand the necessity to commit the necessary time

and resources to their social media efforts (par. 12).
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With such a strong reliance on social media, Americans are willing to pay for expensive
data plans with their service provider. Americans want to be able to travel internationally and
still have access to their social media sites for uploading photo/video content, updating statuses,
checking email, and receiving messages. According to market research and industry intelligence
company PhoCusWright, “When US consumers are traveling, around 50% of them are still
accessing the internet through their mobile devices. Mobile is certainly making it possible for
them to stay connected at all times during their trip” (Ko, 3) Mobile usage is almost essential for
American travelers to be able to communicate back home. “With social behavior, 8 in 10 online
travelers are actively using social networks. Around 73% of travelers actually log onto a social
network every day. This is remarkable and demonstrates the huge potential that tourism
organizations have in the US when engaging with consumers.” (SE1 Media, par.2). This data
explains how social media is widely used internationally and how this usage is important in
social behavior and communication. Countries in Europe such as Germany are becoming more
aware of this usage and are now understanding that though the use of the tourists social media
behavior, businesses are able to better target their audience through social media engagement.

International business are needing to create social media platforms that appeal to the

market. This will allow for easy advertising, promotion, and explanation of product. There are

many social media platforms to consider although one is probably better suited for the specific

type of business. In DeMers article, How fo Determine Which Social Media Network Fits Your

Business, DeMers believes that “Choosing the network that caters to your target audience is

equally important” (DeMers, par. 1). Based off of social media demographic statistics,
“Facebook can be even more advantageous when you’re looking to reach females between the

ages of 18 and 29. Twitter is also popular with a young audience between the ages of 18 and 29

i,
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comprised of African Americans and individuals living in densely populated urban areas™
(DeMers, par. 5). Depending on what the business is, whether it be news, sports, or corporate
recruiting, there is a site that better suites the company. Sites such as Twitter, LinkedIn, Tumblr,
and Pinterest, all cater to a specific audience. Research suggests, when creatiﬁg a business
proposal for a social media marketing strategy, the company needs to understﬁnd who their target

audience is exactly so that the chosen network will be able to reach them.

According to Business 2 Business, businesses are having to rethink how they market their

products and ideas by organizing a social media marketing strategy. Through understanding the

strategies behind social media marketing, businesses are needing to make sure that they have an

organized written plan that is adaptable to the business and can grown within the online

networks. Jeff Korhan, MBA, is the author of Built-In Social: Essential Social Marketing

Practices for Every Small Business, which delivers proven methods for converting social

marketing best practices into profitable outcomes. He is a small business marketing expert

helping mainstream businesses use social media. Korhan states, “The key to an effective social

media marketing plan is following specific rules that are organized into a process. Following that

allows you and your team t0 capably respond to unforeseen challenges and opportunities, thereby

avoiding social media overwhelm” (par. 2). This process according to social media specialists is

a very challenging task for businesses to take on and have thus resulted in outsourcing their

social media sites to corporate companies that focus on managing and updating the social
networks.

Social media sites are the new way to marketing and business. The online website, Social

Media Examiner, includes important strategies and ways to measure social media performance.

Michael Stelzner author of 2012 Social Media Marketing Industry Report, writes how marketers
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are using social media to grow their businesses. The report states that 83% of marketers indicate
that social media is important for their business and that while the act of posting content and
interacting with followers is important, it is even more important to measure the performance of
your overall campaign (Stelzner, 5). This measuring of performance allows for the businesses to
collect data on what was successful and what was not. “One of the main indicators of how big
your presence is throughout the social media real is how many mentions your business gets
across social networks” (DeMers, par. 4).

In Germany, there is a different social networking landscape in comparison to the United
States. Considering all the social media platforms out on the Internet, many Americans are
familiar with the most commonly used ones. The most commonly used ones are Facebook,
Twitter, LinkedIn, Pinterest, MySpace, and Google+ in the order of most used to least used.

According to comScore Data Mine, “In December 2012, 46.4 million German

Internet users accessed a social networking site from a computer at least once during the

month. The German Press Agency (DPA) recently published a snapshot of the social

networking landscape in Germany using comScore MMX data and unsurprisingly,

Facebook captures the majority of users with an audience of 38.6 million unique

visitors” (par. 1).

ComScore shows the similarities and differences on how the Germs are accessing social media

through particular sites in comparison to the United States. The social media sites are ranked

according to their usage. Research suggests that Facebook, founded and created in the US is

becoming more and more known as the universal social media site. This research accompanies

and contributes to the data gathered in Germany as to which sites are the most accessed for

analysis.
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METHODS

The methods used in gathering the data for the research consisted of distributing 117
survey questionnaires, conducting interviews with non-US citizens, and visiting the cultural
environment. The research is highly quantitative with numerous Excel spreadsheets,.charts, and
graphs that contain all the data from the surveys of which was organized in an Excel workbook.
Within the Data Analysis section, each set of graphs represents a variable researched such as age,
gender, the most frequently accessed social media site, and the most common method of
communication. The study is accompanied by other research referred to in the Literature Review
and Abstract section of the report. The accumulated online information assists in analyzing the
data collected in Germany. It supports the findings and gives a different perspective on how

social media is used in the United States and how powerful it has become as a method of

communication.



22

DATA ANALYSIS
Question 1

How much a part of your life is spent using social media platforms?

c0% Under 21 (Exhibit 1.1) con 21-23 (Exhibit 1.2)
40% 40%
30% 30%
20% © 20%
10% 10%
0% 0%
50% 24-28 (Exhibit 1.3) 0% Over 28 (Exhibit 1.4)
40% 40%
30% : 30%
20% 20%
10% - 10%

0% 0%

Response by Gender (Exhibit 1.5)

25% ]
20% -
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® Male 10% -

5%

0%




Data Table (Exhibit 1.6)

Under 21
21-23
24-28

Over 28

Female
Male

0% | 6% | 4% | 8%

6%

6% |

19% | 18% | 0% |13%

13%| 6% |11%| 0%

11%| 8%

13% | 18% | 11%| 8%

16% | 15% | 15% | 4%

3% | 3%| 4% | 0% 5% | 0%

3% | 0%| 0% | 0% 2% | 0%
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Question 2

How much of an impact has this way of communication had on your life?

21 ibit 2.1 - ibi
0% Under 21 (Exhibi ) 50% 21-23 (Exhibit 2.2)

40%

40%

30%

30%

20%

20%

10%

10%

0% 0%

0% 24-28 (Exhibit 2.3) c0% Over 28 (Exhibit 2.4)
40% 0%
30% 30%
20% 20%
10% 10% -
0%

71 Female
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Data Table (Exhibit 2.6)

24-28

Female

Male

4%

2%

25
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Question 3

How dependent are you on social media?

0% Under 21 (Exhibit 3.1) 50% 21-23 (Exhibit 3.2)
20% 40%
30% ] 30%
20% 20%
10% 10%
0% 0%
50% 24-28 (Exhibit 3.3) o Over 28 (Exhibit 3.4)
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Response by Gender (Exhibit 3.5)
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Data Table (Exhibit 3.6)
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0% | 9%
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| 15% | 11% | 13%
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Question 4

Do you find this way of communication to be challenging?

Under 21 (Exhibit 4.1) 21-23 (Exhibit 4.2)
50% 50%
40% 40%
30% 30%

20%

20%

10% 10%

0% 0%

24-28 (Exhibit 4.3) 50% Over 28 (Exhibit 4.4)
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Data Table (Exhibit 4.6)
a N o 29
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