
As a Baby Boomer, social networking was relatively unknown as a medium in my early working days,  
and is humorously depicted with great accuracy in this cartoon:  

Although I had considered myself to be ‘in the know’ when it comes to social media, I came to the realization  
there is more I need to learn as it became embarrassingly clear that my 11 year old has eclipsed me in the 
practical applications of social media.

The Generationals born in the early ‘80s or later are ahead of the curve when it comes to social media.  
Social media is in their vernacular and is part of their cultural fabric. They did not need to learn about this 
technological phenomenon or, like me, become an early adopter; it is simply a part of who they are.  

Is your business poised to market to these individuals in a language that they know and understand? 

What does your present and future consumer outreach look like? Are you standing firmly on the social 
media platform, or still thinking about whether or not it is right for your business? The time is now to engage, 
because “social media has changed the way the world does business and how you are connected to your 
customer.” If not already following Purity Life, please do so on:  
Visit us online at www.puritylife.com.
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1926 Marketing, a Nashville, Tennessee based company has this to say about “Traditional Advertising Versus Online Advertising.” 
Advertising and marketing will make or break a company.  Businesses spend billions of dollars annually on ad campaigns, advertisements and promotions.  
Technological advancements have drastically altered the ways in which companies advertise and recruit potential buyers.  Based on the amount of money 
spent on traditional forms of advertising we know that it works well.  What businesses and companies also realize is that online advertising works better. Online 
advertising works so well that nearly every company has a website and online ads, those that don’t are quickly jumping on board.  Here’s why.
The Search Engine Journal reports that you can reach the same number of people with online advertising and digital marketing as the Super Bowl audience 
for 25% of the cost online.  Facebook reports over 1.1 billion users, which is three times the size of the U.S. population.  There are over 3 billion Google 
searches a day. 90% of purchases are now believed to begin online.  Even if we are going out to shop we can begin the process online.  This makes online 
advertising much more effective than other traditional forms of advertising.
 Online advertising is successful simply because of the number of people you can reach. To be online is to be everywhere at once, increasing your brand 
awareness and company visibility and making more money. Companies save money by using online advertising techniques because they are more cost 
effective and the number of people that see them is significantly greater than with traditional forms of advertising. Again, you save money and can make more 
money by advertising effectively online. As a business operator utilizing online advertising you can evaluate the effectiveness of your advertising by tracking 
and analyzing the traffic to your websites. This does take time and energy because someone has to stay on top of your website and other social media in 
order to make sure they are properly managed and that clients and consumers are getting accurate information—but the payoff is worth it.
The cliché “time is money” is one we hear all the time, but one we would almost all agree with in business terms. Traditional advertising costs more and the 
preparation time is greater. Online advertising takes time and money but the impact is greater and the ability to make adjustments and launch new products 
and info is instantaneous. Companies that may normally take weeks or months to launch an ad campaign in traditional advertising can do everything in nearly 
one day with online advertising. Also if your business is not bringing in the desired return on investment, you can rework your marketing strategies and build 
a better campaign much faster.
Online advertising is even further more appealing because it is less intrusive than traditional advertising because there is no salesperson and the consumer 
can control their experience.  The internet and social media have changed public attention span, so by using these as advertising tools, companies can keep 
up with shorter attention spans of their viewers.  Technology keeps moving forward and your business must as well.  Online advertising is the place to be.
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What is Social Media? 
(a term first coined in 2004 by Chris 
Shipley, Co-founder and Global  
Research Director for Guidewire Group) 
 
According to Wikipedia, 
December 2006:
Social media describes the 
online tools and platforms 
that people use to share 
opinions, insights, experi-
ences, and perspectives 
with each other. Social me-
dia can take many different 
forms, including text, images, 
audio, and video. Popular 
social mediums include 
blogs, message boards, pod-
casts, wikis, and vlogs.

The definition on Wikipedia  
today, December 2014, is 
more complex in nature and, 
as you will read, continues  
to evolve:  
Social media are computer- 
mediated tools that allow 
people to create, share 
or exchange information, 
ideas, and pictures/videos 
in virtual communities and 
networks. Social media is 
defined as “a group of Inter-
net-based applications that 
build on the ideological and 
technological foundations 
of Web 2.0, and that allow 
the creation and exchange 
of user-generated content.” 
Furthermore, social media 
depend on mobile and web-
based technologies to create 
highly interactive platforms 
through which individuals 
and communities share, 
co-create, discuss, and 
modify user-generated con-
tent. They introduce substan-
tial and pervasive changes 
to communication between 
organizations, communities, 
and individuals. These  
changes are the focus  
of the emerging field of  
technoself studies.
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