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1. How might your analysis be different depending on whether you are looking at a personal compared with a B2B SNS? You might like to review the B2C v B2B debate in marketing textbooks, but remember the viability of other relationships is offered by digital communications, C2C, C2B, G2C (Citizen), C2G, C2C (Citizen)

2. If you choose to focus on a functional application of use of a SNS, discuss the possible different checklist of things that you would be looking for e.g. marketing compared with HRM, production, supply chain management etc.


3. If you are looking at an incident or case study e.g. the use of SNS to promote a business event, new product launch, what data will you need to collect to analyse the ethical dimension in the case? Think of an example.

4. If you choose to look at internal communications or internal marketing and the use by an organisation of its own SNS, intranet or site on a commercial SNS, what types of relevant issues could you be analysing?
5. If you choose to evaluate the changes in power relations between consumers, companies, government, campaigners, online complainers etc., how would you manage the discussion and what data will you need to investigate?
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