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The Disillusionment



The problem was, Joe Paterno hadn’t died. Onward State, an on- 
campus student news site, tweeted that Paterno had died of compli-
cations from lung cancer he had been diagnosed with last November, 
shortly after the university fired him. 

The news of Paterno’s death, while not unexpected, still carried an 
immense amount of sadness. That the erroneous announcement was 
made via a tweet, not fact-checked and picked up by the worldwide me-
dia was the mother of all reporting mistakes. Following several rebuttal 
tweets by Paterno’s family, the inevitable happened – all of it. Paterno 
died the next day; news organizations that ran with the tweet apologized 
and vowed to undertake more diligent reporting; and the managing edi-
tor at the student website resigned in disgrace.

It is not the first time a well-known figure was tweeted dead too 
soon. Last January, several media outlets falsely reported 
that U.S. Rep. Gabrielle Giffords had died after be-
ing shot during a public event in Arizona. 

The age of social media – from its 
moment-of-impact reporting, to “liking” 
anything your friends post, and every-
thing else in between – continues 
to create a culture in which being 
first to report the news or making 
yourself accessible 24/7 is the new 
cool. But truth be told, because so-
cial media allows for information to 
spread worldwide in a heartbeat, 
trends such as breaking news and 
increasing the presence of your brand 
can carry both risk and reward.  

The “he tweeted/she tweeted” world 
that now engulfs us is unlike anything 

we have ever seen. You want more proof? 
Check out the past couple of revolutions 
that social media helped start (Tunisia and 
Libya, anyone?). After the smoke clears, 
the pundits continue to debate just how 
much power social media has today and 
whether it has reached the tipping point.

Scott Klososky doesn’t think so. He be-
lieves that online strategies will continue to 
revolutionize everything we do. Klososky, the 
former CEO of three successful startup com-

panies and a thought leader who specializes in examining how technol-
ogy is changing the world, has worked as a speaker and consultant with 
companies such as Ebay, Cisco, Newell Rubbermaid, Lockheed Martin, 
Volvo, The Hartford and Marriott. Today, he is founder and chairman of 
Alkami Technology, which has developed a second-generation online 
banking platform that provides online account management solutions to 
the financial services industry. 

Klososky says social media detractors see disillusionment falling into 
three areas: It’s still new; some people don’t find it easy to use; and too 
many expect it be a cure for everything they need. “When you hear people 
use the term ‘disillusionment’ in regard to social media, I think the main 
thing that gets them is that it’s still new,” Klososky says. “Changes, espe-
cially on the technology side, come in waves. Back in the early-’80s, when 

we first got into PCs, there was a lot of disillusionment in the 
IT world, because they didn’t want people to have 

computing power. Next came the Internet. The 
disillusionment was that people would just 

use computers to watch porn and shop.”
 Today, disillusionment conver-

sations start with organizations 
run by 50-or 60-year-olds who 
don’t get what social media is all 
about. “They don’t want to learn 
something new,” Klososky says. 
“When you have 10-year-olds us-

ing an iPhone better than adults, 
well, then yes, you’re going to get a 

bit disillusioned. There also are those 
who want whatever it is that’s new to be 

the panacea; they want it to fix everything 
for them. If you have an unemployed person  

of Social Media

DID YOU KNOW?
Marketers believe social media is an effective tool and use 
it themselves, but their commitment to investing in social 
marketing lags, according to a study from the Software & 

Information Industry Association. According to its “Marketing 
in Today’s Economy” study, 90 percent of marketers use social 
media, and three-quarters believe it has a positive impact on 

their business. But 55 percent said their marketing teams spend 
fewer than 10 hours a week on social media, with 35 percent 

spending between one and five hours a week. The online 
survey was conducted during the fourth quarter 

of 2011, garnering 106 respondents.

T he news hit hard. Joe Paterno had died. The legendary  

85-year-old Penn State coach, who had spent the last months 

of his life mired in a sea of controversy amid a child sex  

abuse scandal by a former coach, was pronounced dead at  

3 p.m. EST, with family and friends by his bedside.  



The Disillusionment of Social Media

using social media to find a job, and he can’t, 
he blames the tool. If your child is being 
bullied on a social media site, you say 
the tool is horrible.”

Enter Good versus Evil – the 
ultimate debate. Klososky says 
that 50 percent believe social 
media today is used for good and 
50 percent believe it is used for 
evil. “I always take the theory of 
disillusionment with a grain of salt 
when it comes to technology. It’s a 
tool. People aren’t using it as much as 
they could. It invades privacy. It causes 
you to ignore somebody a few inches 
away from you, while talking to some-
body a hundred miles away. There are 
a lot of issues you can affix to this disillusionment theory. The pen-
dulum will swing back and forth, but you can’t say we are ever going 
back to the way things were. Social media is always going be with us.”

Putting a new name on the game
Scott Ginnett doesn’t even call it social media anymore. Ginnett, the 
director of digital collaboration and social media for Ricoh Americas 
Corp., calls it “social technologies.” For Ginnett, social media is a 
broad strategy that encompasses collaboration and outsourcing across 
an entire company’s structure. Social technologies, he says, are apps, 
Facebook, Twitter, etc. 

“Looking forward, that’s my take on what social media is today,” Gin-
nett says. “Any smart organization that assumes social media technologies 
and the strategies behind them are not impacting their business is like 
saying the Model T wasn’t going to replace the horse. The rate at which 
the change is going is staggering. Any organizations that are waiting to 
embrace, or at least try to understand, what type of information they can 
get and consume through these channels is putting themselves at risk.”

So, is there disillusionment? Ginnett says you have to be smart. The 
majority of consumers and businesses that consume information today are 
doing so via electronic mediums. “Today’s successful marketers are the 
ones who are finding a deeper level of content,” he says. “For example, 
smart publications have changed the type of information they provide. 
They are using a combination of resources and giving their readers a choice 
as to how they want to receive information. There are people who want to 
sit down and read a publication, but the content must be relevant.”

Ricoh’s social media strategy is centered on two things: helping its 
customers build their businesses and giving them an outlet to commu-
nicate. If the information isn’t relevant to helping grow their businesses, 
Ricoh will not provide it. All of Ricoh’s platforms and strategies are de-
signed to communicate with its customers. 

“When somebody sends us a tweet or posts an item on Facebook, 
they are getting a response within 30 minutes – generally,” Ginnett says. 
“We actively pursue communication. That’s why people are coming to 
our site. They want information  – and they want it now. If they don’t get 
a response within that first 90 minutes on a social media platform, they 
are not coming back.”

Ginnett doesn’t believe there’s disillusion-
ment with social media as much as there 

are more options. This is what some 
may refer to as the beauty and curse of 

social media. “If something doesn’t 
work for somebody, they’ll move 
on to something else,” he says. 
“Therefore, the adoption or aban-
donment of something comes at a 
quicker rate. We [Ricoh] measure it 

by the number of conversations we 
are having, the quickness of response 

and changing sentiments. At the end of 
the day, it all comes down to how you are  

communicating with your customers and what 
you are sharing.”

Boon or burst?
Jenny Schmitt, founder of the communications firm, Cloudspark, is a fre-
quent speaker on the Atlanta marketing and PR circuits, dissecting ap-
proaches on social media strategies and business branding concepts. Ask 
if she sees any striking similarities between those once-powerful dotcom 
days of the late-1990s and today, she admits that predicting social me-
dia’s future in that context is a risky proposition.

During the late-1990s, dotcoms were the media and investor 
darlings. Bust or no bust, Internet-based companies such as Amazon, 
Overstock, EBay, etc., still have incredible staying power. Looking at 
today’s landscape, social media companies such as Facebook (which 
is ramping up for an IPO) and Twitter appear to be today’s media and 
investor darlings. 

“You’re seeing rapid infusions of cash through venture capitalists, 
as they try to get in early with the next big thing,” Schmitt says. “The 
media and investor worlds still will get the companies wrong. We’re 
still going to see failures, consolidations and leaders emerge. But we’re 
also still going to have social media. Predicting the future of social 
media can be risky.”

Schmitt says that technology and social media channels will change 
(think the migration from laptops, to tablets, and smartphones). “Few 
could have predicted the significant change the iPhone would have 
brought about five years ago,” she says. “Certainly, there is technology 
being developed that will change how we interact with online worlds and 
meld those worlds into our real, off-line experiences.”

That there are periods of disillusionment in anything is normal. Julie 
Bee, founder and president of BeeSmart Social Media, a social media 
marketing agency in Charlotte, N.C., says social media already is in a 
period of disillusionment. 

“The magic of social media has worn off somewhat,” Bee says. “I 
think the social networks that make it through this period will be the 
ones who please the entities that pay them – businesses, non-profits 
and other organizations that buy social network advertisements. It’s 
about making their end-users happy.”

Bee also believes that social media will go through various periods of 
disillusionment (Friendster and MySpace anyone). At one time, MySpace 
generated more traffic than Google. Enter Facebook, bye, bye MySpace. 

DID YOU KNOW?
Some 66 percent of adults online are on Facebook, LinkedIn and 

other social media sites, according to a recent report by Pew 
Internet. Two-thirds say they participate mainly to stay in touch with 

current friends and family or to connect with past friends. Other 
findings show that 14 percent of users say that connecting around 
a shared hobby or interest is a major reason they use social media, 
while 9 percent say that making new friends is equally important. 
Only 5 percent and 3 percent of social media users, respectively, 

say that reading comments by public figures and finding 
potential romantic partners is important,  

the report said. 



“Social media didn’t go away during those times; it improved with new innovations,” Bee 
says. “Unless legislation is passed that greatly ties the hands of social networks, I think 
social media is here to stay.”

Meet me on the web …
You can’t have a conversation about social media today and not include Facebook, 
which has become the unequivocal leader. With more than 800 million people  
connected through the social media site, if it were a country, it would be the world   s’
third-largest, after India and China. 

Along with its social connection capabilities, Facebook continues to expand its 
reach by becoming a powerful branding tool – with no apparent cost of entry – for 
today’s brands. Take Starbucks, which uses the site to help brand its iconic name. 
To date, Starbucks has more than 26 million Facebook fans. And while you would 
think more brands would develop strategic and forward-thinking campaigns to 
maximize this reach, it hasn’t happened.

And therein lies a key disillusionment topic: The challenge, as experts see it, 
is for brands to evolve from simply being a company with a product to becoming 
a valuable source for interesting, entertaining and useful content. 

Amy Bruckman, associate professor for the School of Interactive Computing 
at the Georgia Institute of Technology in Atlanta, believes this is an area where 
social media will continue to evolve. “What social media will become will be 
quite different from what we see today,” she says. “The total volume of usage 
and the number of people we stay in contact with, I believe, will change. Right 
now, it’s just too much, and it’s unsustainable. I believe over time, people will 
get smarter about what ties they wish to maintain and what ties they don’t. We 
can’t all stay in contact with everyone we’ve ever known.”

Social media’s textbook definition is that it is a web- or mobile-based 
technology that relies on communication – a definition that covers a lot of 
ground. So, what do the 10 most frequently visited 
websites have in common? They offer users a 
variety of ways to share news, multimedia, 
etc., with their friends or customers. 
When you add photos and videos, 
information travels fast – really fast. 

“Social media represents a 
fundamental shift in consumer 
behavior,” Cloudspark’s Schmitt 
says. “While it used to be that 
brands could solely define and 
influence an audience, in today’s 
social world, consumers can be the 
audience or the author – or both – 
of a brand. This ‘active consumer’ can 
share thoughts, experiences, brand opin-
ions, products or services. Social media 

“I always take the theory of disillusionment
with a grain of salt when it comes to technology. 
It’s a tool. People aren’t using it as much  
as they could.” 

– Scott Klososky, Founder & Chairman, Alkami Technology

THE NEXT  BIG THINGSo, what’s next for social media? Jenny Schmitt, founder of Atlanta-based commu-

nications firm, Cloudspark, says social media will 

continue to attract, influence, and validate our 

everyday experiences. She shares her thoughts 

on what we may expect on social media’s  

new frontier. 
look at me, look at me I  – While we’ll see a 

bevy of new social channels competing to be the 

“Next Big Thing,” consumers will fatigue on the 

options and choose what best fits their time and 

lifestyle. Nobody wants 25 sites with 25 pass-

words for 25 seemingly identical offerings. We’ll 

either see the bankruptcy or the merging of “me-

too” social channels, resulting in fewer large-scale 

social channels with niche channels meeting the 

needs of people with specific interests.look at me, look at me II  – We’ll see an 

increase in “visual-based” social networking, as 

people migrate from texts to more visual or visu-

ally enhanced connections better supported by 

mobile devices. This is a major opportunity for 

today’s marketers. Imagine being able to redefine 

your target audience based on the visual elements 

they freely offer through social channels.right here, right now
 – Social media will 

help marketers create hyper-personalized and 

real-time outreach to target consumers. This will 

require further development of the tools marketers 
 e c n e r e f e r  , e r o t s  o t  y a w  a  d n a  , e m i t - l a e r  n i  d e e n

and reach consumers using those tools through 

the channels the consumer prefers.

DID YOU KNOW?
Out of a range of digital-related marketing activities and 

disciplines, digital marketers see content optimization and social 
media engagement as the top priority. But, according to a recent 

report by Adobe and eConsultancy, marketers are much less 
enthusiastic about social data and analytics, suggesting that 

demonstrating ROI remains a headache for many social media 
marketers. More than half of client-side respondents (54 percent) 
said that social media engagement is featured among the three 
most exciting opportunities, way ahead of mobile optimization  

(38 percent) and content optimization (37 percent).  
Social analytics is much further down the  

pecking order (eighth place).

allows consumers to share content 
and conversations in real-time or re-
view through an online channel that 
archives everything. But one brand 

hiccup can resonate in social spheres 
for a very long time. We haven’t seen 

anything with that kind of impact and du-
ration of impact – ever. It has changed our 

entire marketing mix.”




