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HIGHLIGHTS

Social Media as Evidence

¢ New chapter analyzes evidentiary
considerations.

Understanding Google+

* New chapter examines Google’s
social media site.

Understanding Pinterest

* New chapter explains this virtual
pinboard.

Social Media as Evidence. This release
adds a new chapter on the use of social
media as evidence. The chapter examines
cases in which social media have been at
issue, considerations in the discoverability
of social media, admissibility, and advice
for clients and counsel. See Ch. 11, “Social
Media as Evidence.”

Understanding Google+. Google+ is a
group of online tools with a wide range of
social functionality gathered under one um-
brella name. On top of Google’s preexist-
ing services, Google+ layers new areas of

social features, including Circles, the +1
button, the Stream, Hangouts, and more.
The common purpose of all these services
is communication, entertainment, and con-
tent sharing across the web. Chapter 24
takes a detailed look at this dynamic new
social media phenomenon. See Ch. 24,
“Understanding Google+.”

Understanding Pinterest. Pinterest is a
virtual pinboard that allows users to orga-
nize and share images, or “pins,” on a
public online bulletin board. Users can then
browse the pinboards of other users, and
“re-pin” that content. Users can also post
comment pins of their own or pins of
others. Chapter 34 analyzes this relatively
new social medium. See Ch. 34, “Under-
standing Pinterest.”

Recent Developments. The author dis-
cusses recent developments in case law
involving social media sites Orkut and
YouTube. See Ch. 33, “Understanding Or-
kut” and Ch. 38, “Understanding
YouTube.”
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Preface

Who can deny the power of social media? We have seen elections turn and regimes collapse
due, in part, to the connections formed between interested parties via social media. And who
can deny that it feels like it has come out of nowhere? A few years ago, MySpace was the
cutting edge. Now it has to compete with a very crowded field of later entries.

With all new technology, social media has brought with it new legal challenges. There was a
day, not too long ago, when branding messages were strictly within the purview of the brand
owner. The impressions that a consumer had about a brand were controlled and distributed
from the brand owner to the consumer. Now, with the inclusion of the radical effects of user
generated content, social media delivers branding experiences that are partly from the brand
owner and partly from the consumers familiar with the brand.

Social media also drives group purchasing experiences in a way that makes the old grocery
store coupon look as outdated as the poodle skirt. User-generated content, the hallmark of
social media, triggers copyright concerns, privacy concerns, and even concerns about the
leaking of trade secrets by employees who get too chatty while online.

This book is designed to give the reader an appreciation for the various issues raised by social
media and then a look at the specific way that certain platforms address those concerns when
raised. Not every issue and every platform could be addressed. However, I am hopeful that the
fairly broad scope of issues and platforms will serve as a starting point for research and also
for the “quick answers” to recurring questions raised by clients (Someone is pretending to be
my CEO on Twitter!).

I hope that it proves useful and that you “Like” it.

Kind regards,
Paul McGrady
Chicago, Illinois
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