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Before getting started, the reader is invited to consider what can be expected from
this book.

Who This Book Is for

This book is written as an international handbook and primarily targets students in
economics and business administration. Also other students interested in the
organization’s way of working or social media management in general are
encouraged to read the book.

Additionally, business people (ranging from employees to managers and CxOs)
who wish to get acquainted with the diverse business aspects of social media will
profit from the book.

How This Book Differs from Other Social Media Books

This book takes the perspective of organizations (not individuals) and clarifies the
impact of social media on the different departments or disciplines in an organiza-
tion. This multidisciplinary approach differs from other books on social media
which deal with a single topic and/or a single focus (e.g., limited to marketing or
IT). As this book intends to offer an introduction to a wide range of business-related
social media topics, it serves as a complement to the more specialized books that
elaborate on each topic separately.
The unique selling points of this book are as follows.

< Basic concepts and practices on social media management are explained in order
to introduce the reader to the business essentials of social media.

¢ The reader is offered critical reflections on a recent and hyped phenomenon,
based on a combination of academic insights and practical tips and tricks.

« By taking a multidisciplinary approach, the reader gets to know a wide range of
organization-relevant topics in order to put social media into an appropriate
business perspective.
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e The point of departure concerns potential social media strategies that help
achieve organizational strategies and business objectives, derived from an
organization’s mission statement. It is shown that social media are not a solution
to all business problems, and their use should be well considered to avoid
failures or too high expectations.

¢ Each chapter in the book offers a self-test and suggests further readings to learn
and better comprehend the material. Additionally, the wrap-up chapter is dedi-
cated to case studies and assignments covering social media management in
practice.

How This Book Is Organized

After the introductory chapters, different chapters elaborate on relevant business
topics that cope with social media management in an organization. For each
chapter, it is explained which departments are primarily involved in the topic and
to which degree.

¢ Chapter 1—Introduction to social media management

e Chapter 2—Definitions, social media types, and tools

e Chapter 3—Social media strategy and return on investment

» Chapter 4—Online advertising and viral campaigns

¢ Chapter 5—Social customer relationship management

» Chapter 6—Search engine optimization

¢ Chapter 7—Sentiment analysis and opinion mining (Business intelligence 1)
» Chapter 8—Social network data and predictive mining (Business intelligence 2)
¢ Chapter 9—e-Recruitment

e Chapter 10—Crowdfunding

e Chapter 11—Legal and ethical issues in social media

e Chapter 12—Wrap-up

Each chapter is organized as follows. It starts with an abstract that summarizes
the chapter’s outline. The body of the text is written to be accessible to a wide
audience and contains a plethora of links and references that enable further readings
for those who are eager to delve into the chapter’s topic. Each chapter ends with
recapping the takeaways, supplemented by a self-test to challenge the reader’s
understanding of the topic.
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Disclaimer and Trademarks

This book intends to give an objective state of the art of the social media landscape
at a certain moment in time, without supporting one or another social media tool or
online service. Being an international handbook, the book neither intends to give
specific advice to organizations.

This book is an independent publication and has not been authorized, sponsored,
or otherwise approved by any organization, product, or vendor mentioned in
the book.

All trademarks are the property of their respective owners.

We Would Like to Hear from You

As social media are a new and rapidly evolving domain, we are interested in your

feedback to prepare a next version of this book (AmyVanLooy@ UGent.be).
Enjoy reading!

Ghent, Belgium Amy Van Looy
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