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1	
  	
  	
  	
  102/02/19	
  	
  	
  	
  社會媒體行銷管理課程介紹	
 	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  (Course	
  OrientaGon	
  of	
  Social	
  Media	
  MarkeGng	
  Management)	
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  102/02/26	
  	
  	
  	
  社群網路	
 	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  (Social	
  Media:	
  Facebook,	
  Youtube,	
  Blog,	
  Microblog)	
  
3	
  	
  	
  	
  102/03/05	
  	
  	
  	
  社群網路行銷	
 (Social	
  Media	
  MarkeGng)	
  
4	
  	
  	
  	
  102/03/12	
  	
  	
  	
  行銷管理	
 (MarkeGng	
  Management)	
  
5	
  	
  	
  	
  102/03/19	
  	
  	
  	
  社群網路服務與資訊系統理論	
 	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  (Theories	
  of	
  Social	
  Media	
  Services	
  and	
  InformaGon	
  Systems)	
  	
  
6	
  	
  	
  	
  102/03/26	
  	
  	
  	
  行銷理論	
 (MarkeGng	
  Theories)	
  
7	
  	
  	
  	
  102/04/02	
  	
  	
  	
  教學行政觀摩日	
 (Off-­‐campus	
  study)	
  
8	
  	
  	
  	
  102/04/09	
  	
  	
  	
  行銷管理論文研討	
 	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  (Paper	
  Reading	
  on	
  MarkeGng	
  Management)	
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  102/04/16	
  	
  	
  	
  社群網路行為研究	
 (Behavior	
  Research	
  on	
  Social	
  Media)	
  

課程大綱	
 (Syllabus)	
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週次	
 	
 	
 	
 日期	
 	
 	
 	
 	
 	
 	
 	
 	
 	
 內容（Subject/Topics）	
 
10	
  	
  	
  	
  102/04/23	
  	
  	
  	
  期中報告	
 (Midterm	
  PresentaGon)	
  
11	
  	
  	
  	
  102/04/30	
  	
  	
  	
  社群網路商業模式	
 [Invited	
  Speaker:	
  Dr.	
  Rick	
  Cheng-­‐Yu	
  

Lu]	
  
	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  (Business	
  Models	
  and	
  Issues	
  of	
  Social	
  Media)	
  

12	
  	
  	
  	
  102/05/07	
  	
  	
  	
  社群網路策略	
 (Strategy	
  of	
  Social	
  Media)	
  
13	
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  on	
  Social	
  Media)	
  
14	
  	
  	
  	
  102/05/21	
  	
  	
  	
  社群網路論文研討	
 (Paper	
  Reading	
  on	
  Social	
  Media)	
  
15	
  	
  	
  	
  102/05/28	
  	
  	
  	
  探索性因素分析	
 (Exploratory	
  Factor	
  Analysis)	
  
16	
  	
  	
  	
  102/06/04	
  	
  	
  	
  確認性因素分析	
 (Confirmatory	
  Factor	
  Analysis)	
  
17	
  	
  	
  	
  102/06/11	
  	
  	
  	
  期末報告1	
  (Term	
  Project	
  PresentaGon	
  1)	
  
18	
  	
  	
  	
  102/06/18	
  	
  	
  	
  期末報告2	
  (Term	
  Project	
  PresentaGon	
  2)	
 

課程大綱	
 (Syllabus)	
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Invited	
  Speaker:	
  	
  
Dr.	
  Rick	
  Cheng-­‐Yu	
  Lu	
 

•  演講主題：台灣網路產業與社群網路近況
:以痞客邦PIXNET為例 	
  
(Web	
  Industry	
  and	
  Social	
  Network	
  in	
  Taiwan:	
  
Empirical	
  Case	
  Study	
  in	
  PIXNET)	
  

•  演講者：呂承諭	
 博士	
 (Dr.	
  Rick	
  Cheng-­‐Yu	
  Lu)	
  	
  
(Research	
  ScienGst,	
  PIXNET	
  Media)	
  

•  時間：2013/04/30	
  19:20-­‐22:10	
  
•  地點：淡江大學城區部	
 D325	
  教室	
 
•  主持人：戴敏育	
 (Prof.	
  Min-­‐Yuh	
  Day)	
  

4




Model	
 

•  “a	
  simplified	
  descripGon	
  and	
  representaGon	
  of	
  
a	
  complex	
  enGty	
  or	
  process.”	
  (WordNet	
  2.0)	
 

5
Source:	
  (Ostenwalder,	
  Pigneur	
  and	
  	
  Tucci,	
  2005)	
  



Business	
 

•  “the	
  acGvity	
  of	
  providing	
  goods	
  and	
  services	
  
involving	
  financial,	
  commercial	
  and	
  industrial	
  
aspects.”	
  (WordNet	
  2.0)	
 

6
Source:	
  (Ostenwalder,	
  Pigneur	
  and	
  	
  Tucci,	
  2005)	
  



Business	
  model	
 
•  A	
  business	
  model	
  is	
  a	
  conceptual	
  tool	
  
containing	
  a	
  set	
  of	
  objects,	
  concepts	
  and	
  their	
  
relaGonships	
  with	
  the	
  objecGve	
  to	
  express	
  the	
  
business	
  logic	
  of	
  a	
  specific	
  firm.	
  	
  

•  Therefore	
  we	
  must	
  consider	
  which	
  concepts	
  
and	
  relaGonships	
  allow	
  a	
  simplified	
  
descripGon	
  and	
  representaGon	
  of	
  what	
  value	
  
is	
  provided	
  to	
  customers,	
  how	
  this	
  is	
  done	
  and	
  
with	
  which	
  financial	
  consequences.	
 

7
7
Source:	
  (Ostenwalder,	
  Pigneur	
  and	
  	
  Tucci,	
  2005)	
  



E-­‐commerce	
  	
  
Business	
  Models	
 

•  Portal	
  
•  E-­‐tailer	
  
•  Content	
  Provider	
  
•  TransacGon	
  Broker	
  
•  Market	
  Creator	
  
•  Service	
  Provider	
  
•  Community	
  Provider	
  

8
Source:	
  Kenneth	
  C.	
  Laudon	
  &	
  Jane	
  P.	
  Laudon	
  (2012),	
  	
  Management	
  InformaGon	
  	
  Systems:	
  Managing	
  the	
  Digital	
  Firm,	
  Twelhh	
  EdiGon,	
  Pearson.	
  



E-­‐commerce	
  	
  
Revenue	
  Models	
 

1.  AdverGsing	
  	
  
2.  Sales	
  	
  
3.  SubscripGon	
  
4.  Free/Freemium	
  
5.  TransacGon	
  Fee	
  	
  
6.  Affiliate	
  

9
Source:	
  Kenneth	
  C.	
  Laudon	
  &	
  Jane	
  P.	
  Laudon	
  (2012),	
  	
  Management	
  InformaGon	
  	
  Systems:	
  Managing	
  the	
  Digital	
  Firm,	
  Twelhh	
  EdiGon,	
  Pearson.	
  



Types	
  of	
  E-­‐commerce	
 

•  Business-­‐to-­‐consumer	
  (B2C)	
  

•  Business-­‐to-­‐business	
  (B2B)	
  

•  Consumer-­‐to-­‐consumer	
  (C2C)	
  

• Mobile	
  commerce	
  (m-­‐commerce)	
  

10
Source:	
  Kenneth	
  C.	
  Laudon	
  &	
  Jane	
  P.	
  Laudon	
  (2012),	
  	
  Management	
  InformaGon	
  	
  Systems:	
  Managing	
  the	
  Digital	
  Firm,	
  Twelhh	
  EdiGon,	
  Pearson.	
  



Occurrences	
  of	
  the	
  Term	
  "Business	
  Model"	
  	
  
in	
  Scholarly	
  Reviewed	
  Journals	
 

11
11
Source:	
  (Ostenwalder,	
  Pigneur	
  and	
  	
  Tucci,	
  2005)	
  



Business	
  Model	
  Concept	
  Hierarchy	
 

12
12
Source:	
  (Ostenwalder,	
  Pigneur	
  and	
  	
  Tucci,	
  2005)	
  



EVOLUTION	
  OF	
  THE	
  BUSINESS	
  MODEL	
  
CONCEPT	
 

13
13
Source:	
  (Ostenwalder,	
  Pigneur	
  and	
  	
  Tucci,	
  2005)	
  



Business	
  Model	
  vs.	
  	
  
Business	
  Process	
  Model	
  	
 

•  Business	
  Model	
  
– a	
  view	
  of	
  the	
  firm's	
  logic	
  for	
  creaGng	
  and	
  
commercializing	
  value	
  

•  Business	
  process	
  model	
  
– how	
  a	
  business	
  case	
  is	
  implemented	
  in	
  processes	
 

14
Source:	
  (Ostenwalder,	
  Pigneur	
  and	
  	
  Tucci,	
  2005)	
  



Business	
  model	
  vs.	
  	
  
Strategy	
 

•  Business	
  models	
  
– a	
  system	
  that	
  shows	
  how	
  the	
  pieces	
  of	
  a	
  business	
  
fit	
  together.	
  

– an	
  abstracGon	
  of	
  a	
  firm's	
  strategy	
  

•  Strategy	
  
–  includes	
  compeGGon	
 

15
Source:	
  (Ostenwalder,	
  Pigneur	
  and	
  	
  Tucci,	
  2005)	
  



Implemen-ng	
  Business	
  Models	
 

16
16
Source:	
  (Ostenwalder,	
  Pigneur	
  and	
  	
  Tucci,	
  2005)	
  



The	
  Business	
  Model's	
  Place	
  in	
  the	
  Firm	
 

17
17
Source:	
  (Ostenwalder,	
  Pigneur	
  and	
  	
  Tucci,	
  2005)	
  



Nine	
  Business	
  Model	
  Building	
  Blocks	
 

18
18
Source:	
  (Ostenwalder,	
  Pigneur	
  and	
  	
  Tucci,	
  2005)	
  



Domains	
  Addressed	
  in	
  Business	
  Models	
 

19
19
Source:	
  (Ostenwalder,	
  Pigneur	
  and	
  	
  Tucci,	
  2005)	
  



Domains	
  Addressed	
  in	
  Business	
  Models	
  
(cont.)	
 

20
20
Source:	
  (Ostenwalder,	
  Pigneur	
  and	
  	
  Tucci,	
  2005)	
  



Planning,	
  Changing	
  and	
  
Implemen-ng	
  Business	
  Models	
 

21
Source:	
  (Ostenwalder,	
  Pigneur	
  and	
  	
  Tucci,	
  2005)	
  



Business	
  Strategy	
  and	
  	
  
Informa-on	
  Systems	
  Alignment	
 

22
Source:	
  (Ostenwalder,	
  Pigneur	
  and	
  	
  Tucci,	
  2005)	
  



Business	
  and	
  IT/IS	
  Alignment	
 

23
Source:	
  (Ostenwalder,	
  Pigneur	
  and	
  	
  Tucci,	
  2005)	
  



Infrastructure	
  Alignment	
 

24
Source:	
  (Ostenwalder,	
  Pigneur	
  and	
  	
  Tucci,	
  2005)	
  



Applica-on	
  Por[olio	
  Management	
 

25
Source:	
  (Ostenwalder,	
  Pigneur	
  and	
  	
  Tucci,	
  2005)	
  



Business	
  Models	
  and	
  Goals	
  for	
  
Requirements	
  Engineering	
 

26
Source:	
  (Ostenwalder,	
  Pigneur	
  and	
  	
  Tucci,	
  2005)	
  



Business	
  Model	
  and	
  	
  
Balanced	
  Scorecard	
 

27
Source:	
  (Ostenwalder,	
  Pigneur	
  and	
  	
  Tucci,	
  2005)	
  



Defini-on	
  of	
  Business	
  Model	
  

A	
  business	
  model	
  	
  
describes	
  the	
  ra-onale	
  of	
  	
  

how	
  an	
  organiza-on	
  	
  
creates,	
  delivers,	
  and	
  captures	
  

value.	
  

28
Source:	
  Alexander	
  Osterwalder	
  &	
  Yves	
  Pigneur,	
  Business	
  Model	
  GeneraGon:	
  A	
  Handbook	
  for	
  Visionaries,	
  Game	
  Changers,	
  and	
  Challengers,	
  Wiley,	
  2010.	
  



Business	
  Model	
  Canvas	
  

29
Source: http://nonlinearthinking.typepad.com/nonlinear_thinking/2008/07/the-business-model-canvas.html 

Key	
  	
  
AcGviGes	
  

Key	
  	
  
Resources	
  

Key	
  	
  
Partners	
  

Customer	
  
Segments	
  

Channels	
  

Value	
  
PreposiGon	
  

Customer	
  
RelaGonships	
  

Revenue	
  
Streams	
  

Cost	
  	
  
Structure	
  



The	
  9	
  Building	
  Blocks	
  of	
  	
  
Business	
  Model	
  

30
Source:	
  Alexander	
  Osterwalder	
  &	
  Yves	
  Pigneur,	
  Business	
  Model	
  GeneraGon:	
  A	
  Handbook	
  for	
  Visionaries,	
  Game	
  Changers,	
  and	
  Challengers,	
  Wiley,	
  2010.	
  

1 2 

3 

6 

7 

4 

9 5 

8 



31


The	
  9	
  Building	
  Blocks	
  of	
  	
  
Business	
  Model	
  

Source:	
  Alexander	
  Osterwalder	
  &	
  Yves	
  Pigneur,	
  Business	
  Model	
  GeneraGon:	
  A	
  Handbook	
  for	
  Visionaries,	
  Game	
  Changers,	
  and	
  Challengers,	
  Wiley,	
  2010.	
  



1.	
  Customer	
  Segments	
  

32


Defines the different groups of people or organizations 
an enterprise aims to reach and serve 

Source:	
  Alexander	
  Osterwalder	
  &	
  Yves	
  Pigneur,	
  Business	
  Model	
  GeneraGon:	
  A	
  Handbook	
  for	
  Visionaries,	
  Game	
  Changers,	
  and	
  Challengers,	
  Wiley,	
  2010.	
  



2.	
  Value	
  Proposi-ons	
  

33


Describes the bundle of products and services that create 
value for a specific Customer Segment 

Source:	
  Alexander	
  Osterwalder	
  &	
  Yves	
  Pigneur,	
  Business	
  Model	
  GeneraGon:	
  A	
  Handbook	
  for	
  Visionaries,	
  Game	
  Changers,	
  and	
  Challengers,	
  Wiley,	
  2010.	
  



3.	
  Channels	
  

34


Describes how a company communicates with and reaches 
its Customer Segments to deliver a Value Proposition 

Source:	
  Alexander	
  Osterwalder	
  &	
  Yves	
  Pigneur,	
  Business	
  Model	
  GeneraGon:	
  A	
  Handbook	
  for	
  Visionaries,	
  Game	
  Changers,	
  and	
  Challengers,	
  Wiley,	
  2010.	
  



4.	
  Customer	
  Rela-onships	
  

35


Describes the types of relationships a company establishes 
with specific Customer Segments 

Source:	
  Alexander	
  Osterwalder	
  &	
  Yves	
  Pigneur,	
  Business	
  Model	
  GeneraGon:	
  A	
  Handbook	
  for	
  Visionaries,	
  Game	
  Changers,	
  and	
  Challengers,	
  Wiley,	
  2010.	
  



5.	
  Revenue	
  Streams	
  

36


Represents the cash a company generates from each 
Customer Segment (costs must be subtracted from 
revenues to create earnings) 

Source:	
  Alexander	
  Osterwalder	
  &	
  Yves	
  Pigneur,	
  Business	
  Model	
  GeneraGon:	
  A	
  Handbook	
  for	
  Visionaries,	
  Game	
  Changers,	
  and	
  Challengers,	
  Wiley,	
  2010.	
  



6.	
  Key	
  Resources	
  

37


Describes the most important assets required to make a 
business model work 

Source:	
  Alexander	
  Osterwalder	
  &	
  Yves	
  Pigneur,	
  Business	
  Model	
  GeneraGon:	
  A	
  Handbook	
  for	
  Visionaries,	
  Game	
  Changers,	
  and	
  Challengers,	
  Wiley,	
  2010.	
  



7.	
  Key	
  Ac-vi-es	
  

38


Describes the most important things a company must do to 
make its business model work 

Source:	
  Alexander	
  Osterwalder	
  &	
  Yves	
  Pigneur,	
  Business	
  Model	
  GeneraGon:	
  A	
  Handbook	
  for	
  Visionaries,	
  Game	
  Changers,	
  and	
  Challengers,	
  Wiley,	
  2010.	
  



8.	
  Key	
  Partnerships	
  

39


Describes the network of suppliers and partners that make 
the business model work 

Source:	
  Alexander	
  Osterwalder	
  &	
  Yves	
  Pigneur,	
  Business	
  Model	
  GeneraGon:	
  A	
  Handbook	
  for	
  Visionaries,	
  Game	
  Changers,	
  and	
  Challengers,	
  Wiley,	
  2010.	
  



9.	
  Cost	
  Structure	
  

40


Describes all costs incurred to operate a business model 

Source:	
  Alexander	
  Osterwalder	
  &	
  Yves	
  Pigneur,	
  Business	
  Model	
  GeneraGon:	
  A	
  Handbook	
  for	
  Visionaries,	
  Game	
  Changers,	
  and	
  Challengers,	
  Wiley,	
  2010.	
  



The	
  9	
  Building	
  Blocks	
  of	
  	
  
Business	
  Model	
  

1.	
  Customer	
  Segments	
  
–  An	
  organizaGon	
  serves	
  one	
  or	
  several	
  Customer	
  Segments.	
  

2.	
  Value	
  ProposiGons	
  
–  It	
  seeks	
  to	
  solve	
  customer	
  problems	
  and	
  saGsfy	
  customer	
  
needs	
  with	
  value	
  proposiGons.	
  

3.	
  Channels	
  
–  Value	
  proposiGons	
  are	
  delivered	
  to	
  customers	
  through	
  
communicaGon,	
  distribuGon,	
  and	
  sales	
  Channels.	
  

4.	
  Customer	
  RelaGonships	
  
–  Customer	
  relaGonships	
  are	
  established	
  and	
  maintained	
  
with	
  each	
  Customer	
  Segment.	
  

41
Source:	
  Alexander	
  Osterwalder	
  &	
  Yves	
  Pigneur,	
  Business	
  Model	
  GeneraGon:	
  A	
  Handbook	
  for	
  Visionaries,	
  Game	
  Changers,	
  and	
  Challengers,	
  Wiley,	
  2010.	
  



5.	
  Revenue	
  Streams	
  
–  Revenue	
  streams	
  result	
  from	
  value	
  proposiGons	
  successfully	
  
offered	
  to	
  customers.	
  

6.	
  Key	
  Resources	
  
–  Key	
  resources	
  are	
  the	
  assets	
  required	
  to	
  offer	
  and	
  deliver	
  the	
  
previously	
  described	
  elements…	
  

7.	
  Key	
  AcGviGes	
  
–  …by	
  performing	
  a	
  number	
  of	
  Key	
  AcGviGes.	
  

8.	
  Key	
  Partnerships	
  
–  Some	
  acGviGes	
  are	
  outsourced	
  and	
  some	
  resources	
  are	
  
acquired	
  outside	
  the	
  enterprise.	
  

9.	
  Cost	
  Structure	
  
–  The	
  business	
  model	
  elements	
  result	
  in	
  the	
  cost	
  structure.	
  

42


The	
  9	
  Building	
  Blocks	
  of	
  	
  
Business	
  Model	
  

Source:	
  Alexander	
  Osterwalder	
  &	
  Yves	
  Pigneur,	
  Business	
  Model	
  GeneraGon:	
  A	
  Handbook	
  for	
  Visionaries,	
  Game	
  Changers,	
  and	
  Challengers,	
  Wiley,	
  2010.	
  



Business	
  Model	
  

43
Source:	
  Alexander	
  Osterwalder	
  &	
  Yves	
  Pigneur,	
  Business	
  Model	
  GeneraGon:	
  A	
  Handbook	
  for	
  Visionaries,	
  Game	
  Changers,	
  and	
  Challengers,	
  Wiley,	
  2010.	
  

Key	
  	
  
AcGviGes	
  

Key	
  	
  
Resources	
  

Customer	
  
Segments	
  

Key	
  
Partners	
  

Customer	
  
RelaGonships	
  

Channels	
  

Revenue	
  
Streams	
  

Cost	
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  Models	
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  and	
  Ullrich,	
  2010)	
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  and	
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  2010)	
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  the	
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  Internet	
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  Web	
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  factors	
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individual	
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  types	
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Impact	
  of	
  Social	
  Media	
  
Social	
  Media	
  Affects	
  Business	
  Func-ons	
  Differently	
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• Legal 
• Finance


• R&D 
• Supply Chain 

• IT 
• Sales 
• Marketing 
• Service 
• Human Resources 

Low High Impact of Social Media 

Source:	
  Robert	
  Wollan,	
  Nick	
  Smith,	
  Catherine	
  Zhou,	
  The	
  Social	
  Media	
  Management	
  Handbook,	
  John	
  Wiley,	
  2011.	
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  Management	
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Culture 

Business  
Value 

Context 

Process People 

Policies Metrics 

Culture	
  
•  Habits	
  and	
  behaviors	
  
•  Ways	
  of	
  working	
  
•  Subcultures


Context	
  
•  Business	
  environment	
  

and	
  objec-ves	
  
•  Regulatory	
  environment




Process	
  
•  Leadership:	
  Degree	
  to	
  which	
  

leadership	
  for	
  social	
  media	
  
decisions	
  is	
  formalized	
  and	
  
accountability	
  for	
  business	
  
outcomes	
  is	
  clear	
  

•  Alignment:	
  Degree	
  of	
  
alignment	
  between	
  various	
  
agendas	
  to	
  ensure	
  resources	
  
and	
  funds	
  are	
  appropriately	
  
allocated	
  

Culture 

Business  
Value 

Context 

Process People 

Policies Metrics 
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  Robert	
  Wollan,	
  Nick	
  Smith,	
  Catherine	
  Zhou,	
  The	
  Social	
  Media	
  Management	
  Handbook,	
  John	
  Wiley,	
  2011.	
  



People	
  
•  Training	
  and	
  Development:	
  

Adequacy	
  and	
  accessibility	
  of	
  
training	
  and	
  professional	
  
development	
  

•  Leverage:	
  Extent	
  to	
  which	
  
best	
  pracGces	
  are	
  idenGfied,	
  
shared	
  and	
  uGlized	
  	
  

•  Roles:	
  Clarity	
  and	
  adequacy	
  
of	
  roles	
  and	
  responsibiliGes


Culture 

Business  
Value 

Context 

Process People 

Policies Metrics 
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Source:	
  Robert	
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  Nick	
  Smith,	
  Catherine	
  Zhou,	
  The	
  Social	
  Media	
  Management	
  Handbook,	
  John	
  Wiley,	
  2011.	
  



Policies	
  
•  Clarity:	
  	
  

Degree	
  to	
  which	
  policies	
  clarify	
  
boundaries	
  for	
  employees	
  

•  Empowerment:	
  	
  
Degree	
  to	
  which	
  policies	
  
empower	
  employees	
  to	
  achieve	
  
business	
  outcomes,	
  consistent	
  
with	
  the	
  cultural,	
  regulatory	
  and	
  
business	
  realiGes	
  

•  Differen-a-on:	
  	
  
Degree	
  to	
  which	
  policies	
  support	
  
differenGaGon	
  of	
  the	
  organizaGon	
  
in	
  the	
  market


Culture 

Business  
Value 

Context 

Process People 

Policies Metrics 
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Source:	
  Robert	
  Wollan,	
  Nick	
  Smith,	
  Catherine	
  Zhou,	
  The	
  Social	
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  Management	
  Handbook,	
  John	
  Wiley,	
  2011.	
  



Metrics	
  
•  Resource	
  Management:	
  

Level	
  of	
  visibility	
  into	
  the	
  efficient	
  
uGlizaGon	
  of	
  social	
  media	
  assets	
  
(people	
  and	
  technology)	
  and	
  level	
  of	
  
efficiency	
  achieved	
  

•  Performance	
  Management:	
  	
  
Degree	
  to	
  which	
  results	
  are	
  
measured	
  and	
  behavior	
  rewarded	
  for	
  
success	
  or	
  failure	
  in	
  achieving	
  
performance	
  targets	
  

•  Financial	
  Management:	
  	
  
Level	
  to	
  which	
  costs	
  are	
  tracked	
  and	
  
controlled,	
  and	
  the	
  degree	
  of	
  
ownership	
  by	
  the	
  business	
  for	
  social	
  
media	
  costs


Culture 

Business  
Value 

Context 

Process People 

Policies Metrics 
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  Robert	
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  Nick	
  Smith,	
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  Media	
  Management	
  Handbook,	
  John	
  Wiley,	
  2011.	
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