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Anybody who is old enough to have kids in high school or young enough to 
be in high school themselves is probably aware of social networking. 
Whether it’s groups getting together on Yahoo or perfect strangers 
exchanging friend requests on MySpace, the practice of individuals coming 
together to chat has become a cultural phenomenon, like the abuse of capital 
letters in text messages. 
 
And, unlike Trix, social networking is not just for kids. According to 
Emarketer.com, a NY-based market research firm, advertising on social 
network sites is expected to exceed $1.4 billion this year, up from $920 
million in 2007.  
 
But are these online communities just a passing fad, destined to join pet 
rocks and denim jackets on the scrap heap of history? 
 
Charles Feinn doesn’t think so.   
 
“I think it’s the merging of producer and consumer … to drive brand 
awareness, to create, to teach — and the future of the Internet, I really 
believe, is there,” he said at the fourth annual CSIA DEMOgala held at the 
Grand Hyatt Hotel in downtown Denver on Oct. 2. 
 
Co-founder and CEO of MixMatchMusic.com, Feinn was joined at the 
DEMOgala by Plum founder and CEO Hans Peter Brondmo, HiveLive.com 
Founder and CEO John Kembel and Dogster.com/Catster.com Co-Founder 
Steven Reading. Together, they discussed the evolution of social networks 
and how they are changing the current business landscape on a panel called 
“Social Networking: fad or real revolution?” 
 
Brondmo, whose Plum site attracts approximately 30 million unique users 
per month, seems to believe it’s the latter. 
 
“There are 400,000+ people who have tried to set up their own network. So 
that indicates there is good interest and demand in the market,” he said, 
adding, “and I think that’s maybe in the last 15 months.” 



 
Still, advertisers aren’t exactly flocking to social portals. Emarketer 
estimates that community Web sites will receive just 5.5 percent of all online 
advertising dollars this year and predicts that figure to fall to 5.1 percent by 
2012 — one of the primary reasons that many on the panel took issue with 
less business-oriented sites such as MySpace and Ning. 
 
“Ning is more like a Web site than it is a network,” Kembel said. 
 
Brondmo agreed. “I have some issues with Ning in that I think they’re 
taking the MySpace approach,” he said, noting that the trend is to offer 
“new, much more engaging and interesting ways for groups to congregate 
around interests, topics, passions and projects.” 
 
Rather than focus on the purpose of a particular social network, Reading 
believes that potential advertisers should concentrate, instead, on finding the 
right kind of customers — wherever they may be. 
 
“I think that’s one of the keys,” he related. “When you’re going out there 
looking for social networks that you want to advertise on — don’t look at 
what their primary feature is, look at their demos. They all provide 
demographic data and you may be surprised as to who likes what.”  
 
One thing that all the panelists seemed to agree on was the need for haste 
once the decision is made to pursue social networking as a means of growing 
one’s business. 
 
“The reason we emphasize 24 hours to be up with a social share space on 
your Web site is because you should,” said Brondmo. “You should start with 
24 hours, no cash — just get going. Very little upfront investment, don’t get 
the R & T guys involved because they’ll slow it up by months, if not years. 
Just get it up and running — link to it.  
 
“The consumer doesn’t need to know it’s not your experience,” Brondmo 
explained. “Get going and then, day 19, you can start thinking about whether 
you want to integrate some of this content throughout the site broader and, 
day 90, you start talking to IT about figuring out how to get stuff to show up 
when you search it, etc.  
 
“But the really important thing is to get going.” 



 
Just as the road to Hell is said to be paved with good intentions, however, 
the road to business failure is often littered with good ideas that never got 
implemented. Thus, one must be decisive, warns Reading.  
 
“When dealing with brand managers and dealing with an ad agency, my 
immediate response is ‘those are all great ideas — now here’s what I think 
we should do’ and you tell them what to do,” he said. 
 
Above all else, businesses should be flexible the panel advised. With all the 
different social networks available to reach potential clients, there is no need 
to commit to just one. 
 
“What type of conversations do you want?” Kembel asked rhetorically. 
“That guides you probably in a mixed approach as to your strategies to use, 
which networks to engage in and which parts to build yourself. 
 
“I don’t think it’s an ‘or,’ I think it’s an ‘and’,” Kembel said. “I think it’s 
about giving consumers a choice, in the digital media sense.” 
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