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In 1934, T.S. Eliot wrote, “Where is the Life we have lost in living? Where is the wisdom 

we have lost in knowledge? Where is the knowledge we have lost in information?” (1970, p. 

147). Today, it is harder than ever to draw knowledge from our vast stores of information and to 

distill our knowledge into true wisdom. Sometimes, it seems like enormous tech companies 

control our access to information, our political discourse, our economic decisions, and our 

mental well-being. But with careful consideration of how social media operates, we can 

overcome big tech companies’ far-reaching influence by using social media with more 

discernment. 

Social media has benefitted our society in many ways. The Internet allows us to create 

and store massive amounts of data, and the rise of social media has enabled every individual user 

to create information and share it widely. Platforms like Twitter have democratized civil 

discourse by enabling any person to publicize his opinions and ideas, and platforms like 

Facebook allow users to maintain contact with family, friends, and colleagues, even when 

separated by great distances. Across the Internet, people are finding meaningful communities and 

contributing to important causes. 

In the early days of the Internet, the prospect of benefits like these caused an idealistic 

vision of what the world would become once everyone was connected online. Singer and 

Brooking quote Twitter cofounder Evan Williams, “I thought once everybody could speak freely 

and exchange information and ideas, the world [was] automatically going to be a better place” 

(2018, p. 19). Like Williams, many people imagined the Internet and social media would enrich 

people’s lives, facilitate free speech for all, and help democracy sweep across the globe. We now 



know these utopian predictions were unrealistic. Social media has also been used to livestream 





echo chambers provide a safe community which reinforces the user’s preexisting views (2020, p. 

158). Tightly-knit online communities—from flat-earthers to the



social media, we must remember that the platform’s business model relies on captivating our 

attention for as long as possible and manipulating our behavior with targeted advertising. We 

should be mindful of our cognitive biases and preconceptions when we interact with others 

online. We should recognize how online content provokes certain emotional impulses. As we 

become more self-aware of our online habits and how social media affects us, we can begin to 

resist in simple, common-sense ways. We can be slower to share extreme content, get out of our 

echo chambers, and intentionally seek out perspectives that balance our cognitive biases. We can 

create boundaries for our social media use and invest in offline hobbies and relationships. Simple 

steps like these can help social media users take back control of our decision-making and 

emotional well-being. 

Social media itself is neither good nor bad. Rather, social media is a neutral medium 

which reveals the good and the bad of the people who operate and use it. Social media shows 

that we are social beings who depend upon each other for approval; we resist information that 

contradicts our current assumptions; we are capable of both incredible good and gut-wrenching 

evil. Social media can seem like a vast, amorphous force no one can control, but it is nothing 

more than the collective creation of its designers, moderators, and users. Social media is a 

double-edged sword, that is continually being redirected with every post, view, and share. It is up 

to each of us to use this tool for good. 
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