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ESSAY QUESTIONS

Chapter 2

1. How new media differs from so-called traditional media?

New media is digital, with no marginal costs of distributing content, and without traditional
gatekeepers. In many cases, new media enable a proactive participation of all parties
involved, through content creation and co-creation, while (co-)created content is highly
visible, widely accessible, and stored long-term. New media is ubiquitous due to the
proliferation of mobile devices, and often real-time or synchronous. Finally, new media if
forming networks of stakeholders (people, organizations) who can communicate peer-to-

peer, and build relationships.

(Easy)

2. Explain the classification of social media platforms according to Kaplan and Haenlein (2010)
and how each type of social media platforms relates to the emergence of social media

storms?

Kaplan and Haenlein (2010) proposed one of the most cited classifications of social media
platforms, by using theories of media research (i.e., social presence theory and media
richness theory) and social processes (i.e., concepts of self-presentation and self-
disclosure), as a classification criterion. They identify six major types of social media
platforms. Collaborative projects are built around collective content creation (e.g.,
Wikipedia) or bookmarking (e.g., Pinterest), where attention is on the content, and not on
its creator or bookmarker. These platforms are important sources of information and
inspiration for consumers, which can be important in the context of social media storms.

Content communities are also built around content creation, which is mostly done by
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individual creators who want their content to be shared. Due to their prominent sharing
capabilities, they are often used for viral marketing (e.g., viral YouTube videos), which
also makes them a place where many social media storms start. Blogs and microblogging
sites, are important means for gaining thought leadership in social media due to high
visibility of content creators and participators. These platforms also proved to be important
entities in social media storms, since they are often used to express dissatisfaction and
disappointment with corporate practices. Social networking sites enable users to create their
profiles and interact with other users (peer-to-peer) and companies/brands, create and
publish content, and engage with content (both UGC and FGC) via comments,
likes/dislikes, and shares. High media richness and to some extend immediate
communication (e.g., via live streams on Instagram and Facebook), combined with the
possibility for users to engage with the content in many ways, makes social networking
sites an ideal context for social media storms. Virtual social worlds and virtual game
worlds share a very few features with other types of social media, and they are considered
more as platforms for gaming than media for social interactions. They are not a suitable

context for social media storms.

(Difficult)

3. Explain the notion of consumer empowerment.

Marketing literature usually describes the shift of power from marketers to consumers as
the most interesting and most surprising trend in marketing during the first decade of the
21st century. Initially, digital interactive transformation in marketing was considered as a
scenario where marketers will be able to intrude consumers' lives more deeply and more
precisely than ever before. Instead, the digital interactive transformation unfolded on a
model of consumer empowerment, which is based on peer-to-peer consumer
communication and their power to deal with marketers' intrusion (Deighton & Kornfeld,

2009). Consumers are using the computational power gained through digital technologies



(including social media) to fight the computational power of businesses (marketing

databases, targeting algorithms, etc.), trying to protect their digital lives.

(Moderate)

4. Briefly discuss constructive and destructive nature of negative emotions.

Psychology literature distinguishes three related types of negative moral emotions: anger,
contempt, and disgust. Negative moral emotions represent a link between individual’s
moral standards and moral judgements and can occur individually or jointly. While anger
aims to improve the relationship between the attacker and the target (constructive
approach), contempt is focusing to destroying the target by the attacker (destructive
approach). Therefore, Romani, Grappi, and Bagozzi (2013) hypothesized that in the
context of corporate wrongdoings, anger will be associated with so-called constructive
punitive actions (e.g., temporary boycotts/buycotts directed at changing corporate
practices) while contempt will be associated with destructive punitive actions (e.g., so-
called “cancel culture”, a modern form of ostracism, directed at harming the corporation
by promoting un-following their social media channels and/or permanent avoidance of
their products/services). If negative emotions can be used in a constructive way, companies
should embrace this opportunity by giving customers the opportunity to express their anger
and participate in decision-making process in order to correct companies’ behavior.
Unfortunately, many companies usually do the opposite and discourage or ignore negative
feedback. If consumers' anger is unaddressed, contempt is usually developed, leading to
more severe consequences for companies. This can also be applied to social media storms,
which can be driven by both anger and contempt. Business leaders should assess the nature
of negative emotions expressed during the storm, and by that improve their understanding

of the storm’s drivers and dynamic.

(Difficult)



5. What is anti-branding? How it is related to social media storms?

Anti-branding activities are websites, accounts on social media or other forms of digital
presence, created and managed by dissatisfied and angry consumers, or even the members
of the general public who never had any relationship with the brand that is being talked
about. It is important to understand that anti-branding is much more than complaining.
According to Krishnamurthy and Kucuk (2009), complaint and product evaluation forums
are focusing on transactional dissatisfaction and product quality respectively, while anti-
brand websites are focusing on affecting individual consumption through the construction
of a negative brand identity. Anti-branding activities are more likely to address a wider
range of issues beyond bad customer experience, such as cultural, technological, political,
and legal issues. The main antecedent of anti-branding is consumer empowerment
(technological, economic, social, and legal). While anti-branding activities usually have a
long(er)-term lifespan than social media storms, these two constructs could be seen as
interconnected. For example, the presence of anti-branding activities (e.g., an anti-brand
website) can support the emergence of a social media storm. On the other hand, social
media storm can initiate the emergence of anti-branding content, that will stick around

much longer than the storm itself.

(Moderate)



