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Everything that originally follows has been conceived, produced, and formatted by humans (and I think I'm the first colophon to specify this).


The translation was made by AI and reviewed by Mario


 


#ObsolescenceFree


One of the problems with books is that they're outdated when they're published. Except for this one, which will try to resist obsolescence, meaning it will try to break free from the confines of the printed page, at least for a while.


How? Through a link from which you can access sources, updates, other links, and extra content.
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To Valentina, the person with whom I'm lucky enough to raise Francesco. And to Francesco, the reason I'm writing this book:


 


May our walks in nature,


far from screens,


far from algorithms,


far from fears,


guide us on our path.



 


R PREFACE


by Raffaele Gaito


 


Mario and I have a lot in common and for years we have often collaborated on projects and discussed updates in our sector. Not necessarily on a podcast, interview, or event, sometimes just for the sheer pleasure of doing so and hearing each other's opinions.


 


One thing we definitely share is enthusiasm. Deep down, we're both tech geeks, always excited about big news, innovation, or technology. Despite thinning hair and some white whiskers, we still feel like those kids who discovered the internet for the first time, and the world opened up before our eyes.


 


However, we're also very pragmatic and sincere with our communities. We address issues straight to the point, without presenting ourselves as all-knowing gurus, and, when possible, we do it without filters. Perhaps that's why our communities appreciate us. In a world full of dream sellers making false promises, there's value in telling it like it is, even the less glamorous sides.


 


A few years ago, Mario nailed it with his book "Startup di merda" (Shitty Startups). Don't be shocked; that's the actual title. When I mentioned "no filters" earlier, I meant it. And here's another similarity between us. Both of us enthusiastically embraced the startup era, only to face its harsh realities. No, it wasn't as easy as outsiders believed. And no, a good idea and a garage weren't enough to become millionaires. For both of us, the excitement, fueled by the media and the ecosystem narrative, soon clashed with reality.


 


Of course, that book's reflections weren't intended to say everything about startups was rotten or deceitful. Nor did it suggest the startup model was fundamentally flawed. It aimed to shed light, tell the other side of the story, and put situations, information, and thoughts on paper that weren't often discussed.


 


Now, a few years later, Mario is back to warn us of another siren song we should beware of. A song that, just like in the Odyssey, might enchant us, distract us, and make us lose our self-control—if we haven't already. If you've bought this book and are reading this preface, you already know what I'm referring to: social media.


 


Fair warning: the following pages will be a reality check. Mario aims to stir something within us to regain control. The same kind of control Ulysses needed to resist the sirens' song and face reality.


 


Once again, I see many parallels between Mario and myself. We both ventured into the world of social media around the same time, fascinated by their vast potential. We experienced all phases of these platforms, from anonymity with nicknames and avatars to sharing every aspect of our lives with likes and shares.


 


Thanks to these tools, both of us built careers from scratch, cultivated communities, and put ourselves out there, explaining the why and how of a positive presence on social media. Remember? We're passionate and techy. It couldn't have gone any other way.


 


However, around the same time, we also began to become disillusioned with social media itself and the direction it was heading.


 


Let's get back to the premise I made at the beginning. Criticizing the world of social media doesn't mean hating, condemning, or backtracking on everything. It means, once again, being honest. First with oneself and then with one's audience. It means, once again, putting into words what isn't right and saying it bluntly. Because while these platforms offer great opportunities to those who know how to use them, they've also begun to reveal their limits and dark sides.


 


In the following pages, you'll find reflections on various aspects of our lives and times: from our rapidly declining attention spans to democracies in jeopardy, and everything in between. Some data supporting these stories is evident, and even when we lack data, empirical experience plainly shows that the situation isn't all rosy. Not as naively believed a few years ago. Not as the big tech companies told us.


 


Mario does an excellent job identifying many of these issues and laying them bare, one by one, in the following chapters. Shouting to everyone that the emperor has no clothes may strip away some of the magic, true, but it also allows us to be more careful in using these tools. And I believe that's the role of a book like the one you have in your hands: to help us gain awareness. After all, all change starts with awareness, right? Consider the attention we now pay to privacy and how our data is used. In the beginning, very few were concerned because excitement easily prevailed. I could never have imagined a scandal like Cambridge Analytica while sharing my favorite movies or tagging myself in holiday photos posted by friends. We had to learn the hard way, realizing that indifference was not the solution, and then approach everything with much more awareness and caution.


 


I imagine that a similar journey is realistically possible with many of the issues highlighted in this text. But deep down, I'm an optimist, as Mario often reminds me, perhaps with a hint of sarcasm. And not because I trust big tech companies or the algorithms behind the platforms, but because I trust people. Yes, I say it shamelessly, I trust people. And if there's one thing humans excel at, it's adapting, surviving, finding solutions. We've always done it, and I'm confident we'll do it this time too. Also, because sometimes the solutions are small and within reach.


 


Let me give you an example. A few years ago, in my book "The Art of Patience: Being Perseverant in a Hectic World," I proposed to readers a simple exercise I call "the slow alternative." A simple concept, but in the long run, it brings many benefits. When faced with a choice where one option is convenient and fast and the other seemingly less convenient and slow, sometimes it's good to force ourselves to choose the latter. Put on a vinyl instead of clicking play on our playlist, prepare the moka pot instead of popping a capsule into our coffee machine, take the stairs instead of getting in the elevator. Every time we make such a choice, we're reminding our brain that in a world of "everything now" and where almost anything is a tap away in an app, we can take the time to enjoy a coffee, listen to a record, or take a walk. To this day, people write to me saying they have adopted the slow alternative approach in their life and work. I find this astounding.


 


The small choices I mentioned earlier are actions of this magnitude. If you realize that your phone constantly distracts you, start by turning off push notifications. If you notice that posts from certain celebrities evoke feelings of envy and jealousy, stop scrolling through their stories. If you find it increasingly difficult to fall asleep at night, avoid spending hours on TikTok before laying your head on the pillow.


 


Mario himself, at various points in the book, especially towards the end, suggests other behaviors and choices in this direction. As always, not with the pretense of being a guru with the magic formula for everyone but to share his experience, hoping to spark a thought, stimulate a question, and provoke a change. Because while it's true that awareness is the first step, it's also true that this must be followed by action. So enough chit-chat, turn the page, and embark on this journey. But remember, turn off the notifications!




 

R-42. INTRO


Hello.


I'm Mario Moroni, I live in a watermill, I deal with podcasts, preparing and recording them, and events, acting as a moderator and/or presenter1. In 2017 my first2 book was published.


Depending on how people see me, based on what I'm doing at the time, they identify me with different expressions:


Mario Moroni, the podcaster.


Mario Moroni, the speaker of...


But also Mario Moroni the startup guy.


So Mario Moroni, podcaster, event moderator, author of...


Speaker, moderator, writer/author are just words, but they have very specific connotations and effects. Each of these labels constructs an image, drawing from the shelves of our memory, preparing us for a specific perception.


For example, the term "presenter" immediately makes us think of a stage, microphone, cameras, audience, maybe even Pippo Baudo, while the word "writer" brings to mind a more or less precise image of a guy our brain recognizes as someone who writes for a living, like Calvino or Hemingway.


On the other hand, the word "podcaster", if we're not into podcasts or regular listeners, will produce more vague images: a pair of headphones, maybe an undefined recording studio, and perhaps the icon of radio waves from podcast apps.


In other words, if the label is not part of our daily life, our brain struggles to visualize it. Conversely, if the word is more familiar to us, the image is clearer.


But that doesn't mean it's reality. It's not even a representation of it: what we see in our heads is a super-specific prediction, which - as we'll see when talking about happiness (in the CLAN chapter) - is just ours.


Calvino was a writer, as was Hemingway. But what if I told you Hemingway was a soldier and Calvino a journalist?


After all, Pasolini wrote a lot, yet we remember him as a director.


Lorenzo Cherubini/Jovanotti was a DJ for many years, Fabio Volo a radio host but also a baker, Mark Fisher was a philosopher and a music critic, Jared Diamond was a physiologist with a passion for ornithology...


 


So, what defines who we are?


Turning the question around, what defines who I am?


If it's what I do, it depends on what I'm doing at the moment.


Take my "writer" label as an example. I am not Calvino, Hemingway, or K-Punk3, yet for each of my daily tasks, I write. But before writing, to prepare a podcast and an event, I do research, read, and listen to other podcasts, watch videos, TV shows, movies, and documentaries.


The podcast is the tip of the iceberg, as are the fifteen or sixty minutes on stage behind a microphone in front of a hundred/thousand people, online or live.


To get to the publication of my first book, for example, it took me six years of research, writing, rewriting, reading, and listening: hundreds of hours scheduled in the diary and/or taken from the rest of my life, and thousands of sources consulted, of which perhaps less than ten percent ended up on the page, in a text that only debunked one of the many chimeras of our time, namely how easy (and profitable) it was to start a Startup.


At the time (we're talking about the distant 2011), all the books on the market, as well as their lovely online courses, preached about how easy it was to start one and therefore live luxuriously.


Only it wasn't true. The reality, i.e., what I had experienced as a startup and what I knew from friends/comrades in arms, was a movie that looked nothing like the very dangerous circulating mythology.


Even though it was a fake myth, it was still a myth and as such claimed victims, including me.


So, since a book was urgently needed that said the opposite of the others, in 2011 I started writing it and in 2017 I found a publisher who brought it to bookstores.


From the publication onwards, let's say starting about a year later, someone began to ask me for a second edition or even a sequel, but to this day the situation has not changed: opening a startup and especially making a lot of money from it is still very, very hard. Really a lot.


So no, this book is not about startups because not only is it still very hard to become millionaires by opening one, but it's also hard to earn a living.


The fact is that today we are on the edge of an evolutionary leap, in fact, we are right in the middle of it: artificial intelligences that undermine work, realistic capitalism, the chimera of the customer at the center, isolation and singularity, the gap between the super-rich and everyone else, the "distant" problem of global warming which however - alas - we are beginning to feel the effects of and very, very close. All this after just overcoming two years of forced isolation and bulletins.


Since today, perhaps more than then, we are surrounded by an army of troll/chimeras that we have also nurtured, my goal with this book is to frame some of them, starting with the proclaimed "end of social media".


So much so that it is called "The End of Social".


In fact, that's all there is to it: social media is over, and has been for a while.


 


In this book, we will see how and especially in what sense they are over, skipping the chronicle of their respective media, as well as definitions, tricks, targets, tutorials, and the like (which the web is already full of). That's why this book, just to make it clear right from the beginning, is not meant to help you understand which social media to use for this or that goal, at what age and when, nor does it indicate which ones to delete from your smartphone screens.


It serves (or at least I hope it will) to understand where we are, how we are, and especially how we can be.


 


It was not written for everyone, nor for one or more "targets", but for four specific people - Fabrizio, Lara, Gloria, and Walter - thinking about what these four individuals want, what they read, what they need, and what they want to know.


 


Fabrizio is around thirty years old, works as a freelancer, has a YouTube channel, and would like to be a full-time creator, but he hasn't made it big yet.


 


Lara is 35 years old, she uses social media to read and discover new things; she reads and travels often and is so attracted to cryptocurrencies that she's considering leaving her stable job.


 


Gloria is 20 years old and is a student; she is drawn to digital communication and wants to become a full-time creator. She tried with local radio but wasn't convinced. She prefers social media where she can do what she wants, when she wants. She is looking for a method to be consistent in content production. But all the online courses she has taken have not convinced her.


 


Walter is 38 years old and is a craftsman who has managed to turn his passion into a profession. He knows he is as lucky as he is distant from the "world that matters," given that he always hears about the need to internationalize for better sales.


 


And now, a cross between a trailer and a spoiler, essentially the "4 books" of The End of Social Media.


 


#takeaway


In the first chapter "END", we start not from the beginning of each story but from its ending, immediately explaining why I chose a clickbait title. Here's the spoiler: there's a countdown and troll drums, but the end of social media and the beginning of the artificial intelligence era is just a moment that forces us to take responsibility: to be human in order to survive, work, and be happy. Otherwise, it's all over. The end of social media is an opportunity to understand who we are and what we want to do to be happy.


 


The -38, "Promises", opens with a flashback to my eighteen-year-old self facing the fascinating and brand-new world of social media: for him (that is, for the me of a few years ago) social media would have propelled us into a more enlightened world, without borders and wars. They could have been the new politics. They could have made our lives lighter, and made us a lot of money.


 


37, "The other side of the moon" is the announced chronicle of the death of media giants, and here is where we will explore the how and question the why.


From chapter -36 to -28, we will look in detail at the kind of world that early adopters believed possible thanks to social media, and what we actually have, discussing money, politics, and wars, but also culture, freedom, love, and ambition.


From -27 we talk about myths and legends, what they are, how chimeras are born and especially what they can do to us: the myth of "we are all influencers", that of gurus and startup founders, of crypto, of baroque language.


-19 is tough, and even if it is titled with a non-existent word, "capitalysergic", it talks about capitalism and the boomerang caused by the "customer at the center". The subsequent conflict we are already experiencing.


16 ponders reality, or rather, as we will see, how our specific perception of reality constructs our responses and thus happiness and/or its absence.


Then -15 on how clan logic still influences our lives, a long way from when we humans were just the first "naked apes" on the planet (chapter -13).


"The Singularity" of -14 speaks of singularity, loneliness, and other conditions to which we struggle to adapt.


-12 discusses how to interface with artificial intelligences. Given they exist. And -11 states that AIs are frontiers and should be treated as such. While -10 frames the algorithm, the definitive one that seems destined to take us to the Turing point, better known as "singularity".


-9 is a fairy tale, while -8 criticizes the young. No, it's not true, in fact, it provides a quick overview of who remains and who leaves the world of social media, without giving the numbers that would age the book even before publishing it; it's -9 that criticizes the young, "against youth", to show us that it's something we've been doing since the times of Babylon the Great, and then talk about revolution, how much we would need it, but alas, to set one up, we still lack a few things. Lastly, from -5 onwards, there's a board with post-it notes on which we will see some possible ideas to start imagining a new social media, much more social than the ones we're seeing crumble.


Last point: "The End of Social Media" is a book podcast, meaning a text that I promised to update with new editions that take into account what happens around us. This is the second edition.


 


 


___________________


 


1 Although it's a word I really don't like, sometimes, it happens that people use it....


2 Actually the second, or rather the third. Emoticons of your choice. The first was 'With anger and with the heart' and the second was 'The first step', a mix of photos and, hear hear, poetry. Emoticon scream.


3 K-punk is the pseudonym of Mark Fisher who was a British philosopher, sociologist, music critic, blogger and essayist.



 

R -41. THE END


 


Are we truly witnessing the end of social media?


The death knells have been ringing for some time, and we can hear the approaching drums. There's no rain, but the atmosphere is gloomy, just like the scene heralding the arrival of trolls: while billion-dollar empires tremble, millions of people suddenly find themselves out of work, and many teeter on the brink.


 


Thousands of medium, small, and micro enterprises, freelancers, VAT-registered individuals, agencies, teams of freelancers, on-call collaborators, gig-economists, modern-day slaves in uniforms, and young dreamers watch the headlines and think of their bank balances, their clients, invoices they won't issue, bills to pay, families to support, rent and mortgages, the van they just bought (or the one they can't afford to).


 


Fabrizio, Lara, Gloria, and Walter - the people I'm writing this book for - call out to me from their towers, asking if it's time to pull up the drawbridges. 


Some are fearful. "If X collapses, I lose all twenty-three of my clients. If Y shuts down, I'm ruined." 


Others scour the web like Columbus in the midst of the ocean, hoping to spot any land. They ask if media is truly crumbling and if we've truly come to an end. They want to know if it's time to flee, and if so, where to. Given that they MUST go somewhere, because they can't do without – the imperative is to be present, babe, if you're not there, you don't exist – they ask, terrified, which terrain has the best chances of surviving what now seems to be an inevitable apocalypse.


 


So is it over? Full stop?


Yes, but also no. Because "end" is a term whose meaning shifts depending on its context and surrounding variables. In Italian, just an article can alter its meaning: "il fine" and "la fine" are different concepts, one means purpose and the other indicates termination, game over. Similarly, its meaning varies if used as an adjective, like for a wrist, ear, perhaps a brain, or linked to a time measurement (end of the day, end of the shift, end of the week). The weekend. Remember those?


 


"End" is an ambiguous term, much like the times we're living in, amid an era of swift changes that even those of us working around and within social media find dizzying – and most importantly, we rely on them for our livelihood.


 


Social media are our communicative drums, the medium through which people find us, follow us, buy from us. We've studied them more intensely than any other subject in our lives, so we feel we know them (or, more accurately, we believe we do), especially since they feed us (or will, sooner or later). We inhabit them; for many of us, the line between home and work has disappeared. Private and professional lives meld into one in which time and space are constant (meaning, never enough).


 


Social media feed us. They fill our days (and mornings and nights). We view them as a means to reach an audience to whom we can sell our things (products, services, advice, voices, faces, dances, opinions, and so on). "Reaching" means to engage, hence to involve and feed that audience with content capable of gaining agreement and inspiring trust. There's a word in Italian that's rather distasteful for this: "ingaggiare" (to engage). And thus, from "engagement", the GIG economy was born. To engage.







 

R -40. ENGAGE


 


"TO ENGAGE": a likable verb, right?


Engagement is everything; without engagement, there's no consensus, without consensus, there's no notoriety, without notoriety, there's no cart. It's interesting that "engaged" is also the term used in English for promises of marriage, which in Italian is referred to as "fidanzamento", the phase before "till death do us part."


 


It comes from the French word “engagier,” related to commitments and promises, whose meaning of "to attract and hold the attention of" dates back to the 17th century (1640, to be precise). In this context, we begin to see the trawl nets in which we've more or less knowingly entangled ourselves: the notions of "attracting" and "occupying" have undertones of conquest and struggle, images of moths drawn to light, and in the verb "occupy", even of siege. Just as one would occupy a city or a nation, today we occupy invisible territories armed with consensus (likes and sharing) and market shares. Thus, we use social media as vehicles, means to disseminate our information from us to someone who, if all goes well, might be willing to add them to their cart and purchase. The catch is that in these vehicles which we believe we control, we are the drivers, the passengers, but above all, we are the fuel.
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