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Motivation

Gender wird als soziales Geschlecht verstanden:
,Menschen haben kein Geschlecht, sie tun es”

,Doing Gender* — kommunikatives Handeln als zentraler Konstruktionsmechanismus
wie werden mediale Rahmen im Sinne des ,,Doing Gender* verwendet

welches kommunikative Verhalten befestigt Stereotypen und stellt kommunikative
Barrieren dar

geschlechterspezifische Kommunikationsmuster freilegen um ,,Undoing Gender*-
MalRnahmen flr die Praxis zu formulieren



Internetnutzung Osterreich 1.Quart. 2009 (GfK)

77% der Manner (Gesamtbevdlkerung) sind Online
65% der Frauen (Gesamtbevolkerung) sind Online

Genderverteilung Internetnutzung in Osterreich, in %

47% Manner

53% Frauen

Abb. 1: Gfk Media (2009): Gfk Online Monitor 2009 - Internetmarkt in Osterreich / 1.Quartal. In:
http://www.gfk.at/imperia/md/content/gfkaustria/pages/customresearch/gfk online monitor 1 qu 09.pdf.
(Stand: 17.06.2009)



http://www.gfk.at/imperia/md/content/gfkaustria/pages/customresearch/gfk_online_monitor_1_qu_09.pdf

Internetnutzung USA

72% der Frauen sind Online

Social Media Nutzung in den USA

Do you participate In the 5ocial Media space at least weekly?
Read, or Post, or Publish Blogs, Message B oards, Sodal Netwarks, Status Updating

No W Any Weekly Social
47% 530 Media Activity

Induded in study

U.5. Femnale Internet Population U.5. Female Active Social Media User Population
79 million 42 million

Abb. 2: Camhort Page, Elisa/ Wright, Susan (2009): 2009 Women and Social Media Study by BlogHer, iVillage and
Compass Partners. In: http://www.blogher.com/files/2009 _Compass_BlogHer_Social Media Study 042709 FINAL.pdf.
(Stand: 17.06.2009)



http://www.blogher.com/files/2009_Compass_BlogHer_Social_Media_Study_042709_FINAL.pdf

Social Medianutzung nach Alter

Participation by Active U.S. Women in Social Media
by Age Group

= 79 million U.S. women 01
online | OWomen Online

= 42 million U.5. women - ™ Participate in Social Media
online weekly doing '
some form of social 30 1 28.9

media activity
= Activities definition =
Social networks (e.g.
Facebook, MySpace)
Blogging
Reading blogs
Posting to blogs
Message boards &
forums
Status Updating
{e.g.Twitter)

<
in Millions

A A

Millenials

Definiticns: (18-26)

Participate in any of the following social media activities
Daily, 2-3 times/week or weakly

Abb. 2: Camhort Page, Elisa/ Wright, Susan (2009): 2009 Women and Social Media Study by BlogHer, iVillage and
Compass Partners. In: http://www.blogher.com/files/2009 _Compass_BlogHer_Social Media Study 042709 FINAL.pdf.
(Stand: 17.06.2009)



http://www.blogher.com/files/2009_Compass_BlogHer_Social_Media_Study_042709_FINAL.pdf
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Aktivitaten

Weekly Participation by Women
by Social Media Activity
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D T T T 1
Status Updating Message Boards/ All Blog Activity Sodal Metworks
(e.g. Twitter) Forums {e.g. Facebook,
MySpace)

* Activities are not mutually exclusive

Abb. 3: Camhort Page, Elisa/ Wright, Susan (2009): 2009 Women and Social Media Study by BlogHer, iVillage and
Compass Partners. In: http://www.blogher.com/files/2009 _Compass_BlogHer_Social Media_Study 042709 FINAL.pdf.
(Stand: 17.06.2009)



http://www.blogher.com/files/2009_Compass_BlogHer_Social_Media_Study_042709_FINAL.pdf
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Abb. 4: Shah, Anish (2009): Welcome to the social media. an introduction to social media & women in social media.
In: http://www.scribd.com/doc/14025674/An-introduction-to-Social-Media-women-in-Social-Media.(Stand: 17.06.09)



http://www.scribd.com/doc/14025674/An-introduction-to-Social-Media-women-in-Social-Media

Twitter-Studie 2009

dWiHL 4N 4 Han

Wioman follows 44 %% ok o

hlan follows J0%0 b5
AWiHaN 4 HHan
Wiaman 1s followed by i 43%
blan is followed by 2% o Yo

Abb. 5: Havard Business Publishing (2009): New Twitter Research. Men Follow Men and Nobody
Tweets. In: http://blogs.harvardbusiness.org/cs/2009/06/new twitter research men follo.html .
Stand : 17.06.09)



http://blogs.harvardbusiness.org/cs/2009/06/new_twitter_research_men_follo.html

Timescout 11.Welle (2009) by tfactory

(vgl. tfactory (2009): Timescout 11. Welle (2009). unveroffentlichtes Datenmetrial — Studieninfos: http://www.tfactory.com)

Onlinebefragung 6sterreichischer Jugendlicher (Dez.08 bis Jan.2009)
Teilnehmerinnen: 1011 (50,4% weibl. / 49,6% mannl.)

Tendenzen der Studienergebnisse

Manner haben weniger Freunde in der Freundesliste von Social Networks
(facebook, studiVZ etc.) als Frauen

Prinzipiell werden Social Networks flr nahe Beziehungen genutzt - Frauen
kennen mehr Kontakte personlich

Frauen nutzen Social Networks haufiger (mehrmals taglich) und langer
(vorwiegende Nutzungsdauer zwischen 30 Min. und 3 Stunden)

Frauen nutzen Social Networks privater (weniger geschéftlich)


http://www.tfactory.com/

Timescout 11.Welle (2009) by tfactory
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Genderverteilung - Social Media in %

Mannlich
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n=1011

Abb. 6: tfactory (2009): Timescout 11. Welle (2009). unveréffentlichtes Datenmetrial — von
tfactory fur diese Prasentation via Mail freigegeben. (eigene Darstellung, Stand : 17.06.09)



Timescout 11.Welle (2009) by tfactory

Genderverteilung — Nutzungshaufigkeit in %
' | | |
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§ Méannlich
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n=794
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Abb. 7: tfactory (2009): Timescout 11. Welle (2009). unverdffentlichtes Datenmetrial — von tfactory fir
diese Prasentation via Mail freigegeben. (eigene Darstellung, Stand : 17.06.09)



Timescout 11.Welle (2009) by tfactory

Genderverteilung — Nutzungsintensitat in %
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Abb. 8: tfactory (2009): Timescout 11. Welle (2009). unverdoffentlichtes Datenmetrial — von tfactory fir
diese Prasentation via Mail freigegeben. (eigene Darstellung, Stand : 17.06.09)



Timescout 11.Welle (2009) by tfactory

Genderverteilung — Nutzungsmotive in %
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Abb. 9: tfactory (2009): Timescout 11. Welle (2009). unverdéffentlichtes Datenmetrial — von tfactory fur diese
Préasentation via Mail freigegeben. (eigene Darstellung, Stand : 17.06.09)



Zitate zur Blog-Nutzung

Unterschiede zwischen Bloggern und Bloggerinnen (Jan Schmidt):

,Frauen bloggen tberproportional haufig Gber personliche
Erlebnisse.” Das Blog einer Frau sei meist ,eine Art Online-
Tagebuch®.

Manner hingegen ,wollen haufig ihr Wissen mit anderen teilen und
bloggen deshalb GUber Themen, die fur eine grél3ere Masse relevant
sind”.

vgl. Der Tagesspiegel (2008): ,Prahlen und Tratschen®. Mann bloggt thematisch, Frau bloggt personlich. Ein Gesprach mit
Medienwissenschaftler Jan Schmidt. In: hitp://www.tagesspiegel.de/medien-news/Bloggen;art15532,2501436.(Stand:
17.06.09)



http://www.tagesspiegel.de/medien-news/Bloggen;art15532,2501436

Studie des Pew Internet Projects USA:

35% der Madchen haben Blogs, verglichen mit
20% der Buben.

32% der Madchen haben ihre eigene
Website, verglichen mit 22 % der Buben.

vgl. Lenhart, Amanda (2009): Adults and Social Network Websites. In:
http://www.pewinternet.org/~/media//Files/Reports/2009/PIP_Adult social networking data memo FINAL.pdf.pdf.
(Stand 17.06.2009)



http://www.pewinternet.org/~/media/Files/Reports/2009/PIP_Adult_social_networking_data_memo_FINAL.pdf.pdf
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Motivation Blogs zu schreiben

For fun

Express myself

Connect with others like me

Personal record or diary

To give advicefeducate

Positive reactions and feedback from my audiance
Establish or contribute to a community

To reach large audience

To persuade others/advocate
Promote my skills or my business

Earn money

T3%

59%
54%
37%
1%
29%
25%
n=241
Publish
Fop
21%
17%

Abb. 10 : Camhort Page, Elisa/ Wright, Susan (2009): 2009 Women and Social Media Study by BlogHer, iVillage and
Compass Partners. In: http://www.blogher.com/files/2009 _Compass_BlogHer_Social Media_ Study 042709 FINAL.pdf.

(Stand: 17.06.2009)


http://www.blogher.com/files/2009_Compass_BlogHer_Social_Media_Study_042709_FINAL.pdf
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Motivation teillzunehmen

Read and/or Post Participate in Social
Comments to Blogs MNetworks
Forfun -| | 68% -[ | 72
Get information | 6am ] e~ Index =200
For entertainment | S6% -[ | s6%

|
|
Share opinions | | 550 :l 4%
|
|

Stay up to date on friends/Family | 5% [ 7
Connect with athers lilke me | 515 -[ | 51%
Stay up to date on spedfic topics | | 51% [:l 25% Index =204
Seek advice and recommendations | | A3 I:l 0% Index =215
Provide advice and recommendations ]:l n% [:l 195
Contribute toa community ]:l IT%e -:l 18%,
Far professional purposes -|:| 14% -I:l B
) n=B58 ) n=1,186
Base = Particpate in Blogs Base =Partidpate in Sodal Metworks

Abb. 11: Camhort Page, Elisa/ Wright, Susan (2009): 2009 Women and Social Media Study by BlogHer, iVillage and
Compass Partners. In: http://www.blogher.com/files/2009 _Compass BlogHer Social Media Study 042709 FINAL.pdf.
(Stand: 17.06.2009)



http://www.blogher.com/files/2009_Compass_BlogHer_Social_Media_Study_042709_FINAL.pdf
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Topthemen

Women Who
Women Who Read and/or Participate in Social
Post Comments to Blogs Metworks
Personal blog (my life, family and | | smee [ | s4%
Entertainment (Movies/TV/Music’ | 55% O | s
T Food | | s3% ) | 47%
Health./Weallnass | 499 | | a2
Recipes/Cooking | | as% - | 0%
Fashion/Beauty/Shopping | | A% B L
Shopping | | 28% - | 3RS
Artsand Crafts | 269 [ 30%
Sex/Relationships/Dating [T 318 1%
Politicsand News [ ] 30% ) 1w
Home/Garden/DIY [T 28 | —
Paenting [ ] 27 ] 2%
Business/Career/Personal Finance I 24% i
Technology/Gadgets [T 23% | —
Tavel [ ] 2% T 7%
Social activism [T 21% T
Green [ | 2% [ 1%
Sports [T 14% o
Pregnancy/Baby [T 13% j S— T L
Cars [ 1% 1 %
Oither :l 105 :I e
n=8&8 n=118&

Abb. 12: Camhort Page, Elisa/ Wright, Susan (2009): 2009 Women and Social Media Study by BlogHer, iVillage and
Compass Partners. In: http://www.blogher.com/files/2009 Compass_BlogHer_Social Media_Study 042709 FINAL.pdf.
(Stand: 17.06.2009)



http://www.blogher.com/files/2009_Compass_BlogHer_Social_Media_Study_042709_FINAL.pdf

Recherchethemen Digital Moms

Categories for Which US Digital Moms Researched,
sought Advice or Purchased Online in the Past Three
Months, October 2008 (% of respondents)

Clothing/fashion accessories

Food/cooking I

Bahy/parenting 26%

Banking services 22%

Electronics/computers 2%

Travel 21%

Medication/medical condition

Health/fitness 18%

Home goods/appliances/furniture 14%

Telecommunications RHES

12%

- Brokerage services 2%

Note: ages 18-64 o
Source: Razorfish and Cafedom, "Digital Mom” conducted by
insightExpress, February 2, 200%

107 S0 wears eifMarketer. com

Abb. 13: eMarketer (2009): Moms online. In: http://www.emarketer.com/Articles/Print.aspx?1007118 .
(Stand: 17.06.2009)



http://www.emarketer.com/Articles/Print.aspx?1007118

Einflussreiche Frauen im Social Web

1. Ann Handley | www.marketingprofs.com
Rank 43,936 | Linking in 1,841

2. Michelle MacPhearson | www.michellemacphearson.com
Rank 73,176 | Linking in 151

3. Liz Strauss | www.successful-blog.com

Rank 73,704 | Linking in 1,332

4. Lynn Terry | www.clicknewz.com

Rank 74,477 | Linking in 351

5. Justine Ezarik | tastyblogsnack.com

Rank: 82,875 | Linking in: 616

6. Wendy Piersall | sparkplugging.com

Rank: 83,378 | Linking in: 54

7. Maria Reyes-Mcdavis | www.websuccessdiva.com
Rank 119,917 | Linking in 165

8. Amy Clark | www.momadvice.com

Rank: 127,367 | Linking in: 398

9. Deborah Micek | www.tribalseduction.com

Rank 127,859 | Linking in 109

10. Shama Hyder | www.afterthelaunch.com
Rank: 128,441 | Linking in: 337

http://immediateinfluencebloqg.com/50-of-the-most-powerful-and-influential-women-in-social-media/
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