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Surfing t

Interactive Communication and Stuff

What 6s truly amazing abouit®oschowl ggycksyoi ti
commonplace. To our children, none of the things we gush over now will seem at all
surprising or impressive.

Driven by our insatiable desire for more content and more entertainment, and fuelled
by the gigantic factories of China and south-east Asia, we are turning the magical into
the mundane with every passing day.

Adrian Hon
The Telegraph
London

You are invited to explore, with appropriate discernment, these resources pertaining to the ever-evolving fields of interactive communication, education, and popular culture.
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K P In 3 Years, China Added More Internet Users than Exist in USA...
C B China / India / Nigeria / Russia / Iran = Biggest Adders

07-10 Internet

User Additions | 2010 Internet Population

Rank Country

(MMs)

Users (MMs)

Y/Y Growth Penetration

1

China
India
Nigeria
Russia
Iran

246
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35
25
24
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45
60
37
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Brazil
Philippines
Mexico
Pakistan

21
18
13
12

79
23
35
29
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Web 2.0 Summit

Francisco, CA

KP Android ‘Phone’ Adoption Has Ramped Even
(B Faster than iPhone

First 11 Quarters Cumulative Global Android & iPhone Unit Shipments

Global Cumulative Unit Shipments (MM)

4 5 6
Quarters After Launch
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Web 2.0 Summit )

San Francisco, CA C B

 Mary Meeker (1200 ch oo Surfing

KP| Mobile Advertising —
CB Ramping Quickly in all Geographies

InMobi - # of Fortune 1000 Companies Launching Mobile Ad Campaigns &
Quarterly Smartphone Ad Impressions, 10/09-9/11

25 4 Africa
uSouth America
= Middle East
= Europe
#North America
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# of Global Fortune 1000 Advertisers

10/09 110 410 7/10 10110 111 411 7M1 911
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Mary Meeker (1121 koch com) — October 18, 2011 Surfing
the Net

CE ‘Hierarchy of Needs’ Revisited?
1943 - Maslow 2011 -7?)

/self-\ Internet /

Actualization /Mobile
/ Phone

Esteem
Shelter
Belonging

Safety
Food / Water

Physiological

http://www.scribd.com/doc/69309864/KPCB-Internet-Trends-2011
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KP We are Living Through a Once Every 10-20 Years
(C_ B | Technology Evolution — The Mobile Computing Cycle...

MEGA-TREND OF 215T

CENTURY =

EMPOWERMENT OF PEOPLE VIA
CONNECTED MOBILE DEVICES

Smartphones + tablets outshipped PCs
(notebooks + desktops) in Q4:10.

Windows operating system fell to
installation on <50% of Internet-enabled

IKKP' Global Information Flow — devices in Q2:10.
CB Remote Locations Getting Connected

, . With 800MM global active Facebook users...50% that log on in any given
. )
85% of world’s pOPUIatlon covered by day...with an average of 130 friends...and an average of 80 community

commercial wireless signals, providing pages / groups / events...and more than 250MM photos uploaded per day
greater reach vs. electrical grid (80%).* and 350MM active mobile users...*

And 835MM smartphone users (likely ramping to 1.4B within two years)...

200MM+ farmers in India receiving
government payments / subsidies via mobile
devices.*

It's hard to hide. The ‘truth’ is often just a photolclick-send away.
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How the Discovery Channel Uses Social Media to

H Surfing
Connect With Superfans — T R
Though the network | aunched Fa(@j'\‘:;‘;;fi’z;“""“e' s in early 2009, i
only in the last 12 to 18 months that efforts on social platforms | e e =
have been fias focused and del il 1 3%

Discovery Times R /a0 =
Square t
Discovery is the number one non-fiction media company in the i ;«gvlv).vorws Destination ; U(f'qr&)g
world and has a large base of obsessed fans, so the network is : = &QKK = ~-
constantly incorporating social media as part of the overall Discavery o
strategy. fltds part of everyt | W et 1 0m Uvul .ovum pag
our mar k etWesgasserisaysi s , 0 ] ooun e gove .
. . — . DiscgveryNe.ws " * 2 CurIOSItU
fOur philosophy on social media is to use it as a platform that | e . o S
enhances the viewing experience and the relationship with the > T il S
viewers. o She goes on to outline the social T el N
primary goals: B e S
1. Build relationships and engage with fans
2. Personalize the brand
3. Strengthen fan-talent relations
‘Promising’ Step for A ‘. »
+56 World's First Malari ... AL 4
a.-)'.')lscovery The vaccine, in development

ol :
for more than 25 years, now 3 J A {
gets most of its support ... e \4.

R »‘:‘,‘P

¢ How Google's Self-Driving Car Works
e No TV for the Baby, Doctors' Group Urges

QD e Mountains May Be Best Solar Hot Spots
- lscove ry e Taxi Driver Mummified Like Pharaohs

e Online Dating Evolves

What's the Future of
Energy?

Explore how we can reinvent energy
today to save tomorrow.

e Spill on Laptop? Coating Offers Assurance

http://mashable.com/2011/09/15/discovery-channel-social-strateqy/ <
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http://youtu.be/GOy1QZtoDK4 «

No Producer
Attached
i &
. N

http://voutu.be/GOIAPPrEoZI«
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THE AMERICAN

IDENTITY
ACCORDINGTO

& SOCIAL MEDIA

CAN A BUNCH OF DATA ABOUT SOCIAL NETWORKING
HELP US UNDERSTAND THE AMERICAN PEOPLE?

FSSTOGMPANY e

_: 1 | ML U N
LEVISION AN hasaisioc e
KE O » Surfing
s VY the Net
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AMERICANS
ARE NOSTALGIC

The average Facebook user has
229 friends.

9% 22%
ARE COLLEGE ARE PEOPLE
FRIENDS FROM HIGH SCHOOL

AMERICANS WANT
TO BE DISTRACTED
FROM REALITY

The more than 63 million active
users of Farmville spend an average
of 15 minutes a day pretending to
run a farm. Over the course of a
year, that's 5,475 minutes—the
equivalent of a full-time job for

over two weeks!

AMERICANS
ARE OBSESSED
WITH ROYALTY

65% of all social media related to

the royal wedding has come from
the U.S. in the past month [April].
The U.K. has been responsible for
just 20%.

15%
OTHER

,_’4

AMERICANS LOVE
VIDEO GAMES

Video games are the second most
heavily-used internet activity,
accounting for 10% of all U.S.
internet time.

FASTOMPANY e
AMERICANS

ARE OBSESSED i
WITH CELEBRITIES tne N

The five most followed Twitter
accounts are Lady Gaga, Justin
Bieber, Barack Obama, Katy Perry
and Britney Spears.

k%

* W
* k=
&% %
X **
*

AMERICANS
ARE HYPER-SOCIAL

Social media now reaches the
majority of Americans 12+, with
52% having a profile on one or
more social networks.
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FSSTOGMPANY e
AMERICANS AMERICANS AMERICANS ARE HIGHLY Kadal
ARE CONNECTED LOVE ROUTINE INFLUENCED BY OTHERS dsdl T

Six out of seven American homes Of the more than 149 million The purchasing decisions of 38 the Net
have broadband internet access. Americans actively using Facebook, million 13 to 80-year-olds in the U.S.
70% of these active users in the U.S. are now influenced in various ways
’ﬁ\ "\ "\ )‘ﬁ\ )ﬁ'\ /ﬁ\ log on to the social network daily. by social media—up 14% in just six
L Tagged comes in 2nd with the aver- months.,
age user logging in every other day.

90UT OF 10 AMERICANS ARE ONLINE, 70%

e O o ® ® OF THESE ACTIVE
USERS IN THE U.S.
LOG ONTO THE
SOCIAL NETWORK
DAILY

AVERAGE FRIEND REQUESTS
PER TAGGED MEMBER

AMERICANS
ARE SOCIAL

CAROLINA ESPECIALLY IN NORTH DAKOTA AND FLORIDA
NEW JERSEY 307
|
441

NORTH DAKOTA
1,856

DISTRICT OF
COLUMBIA
707
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Gartner Special Report Examines How the iPad and Media

Sitgilale}
the Net

Tablets Are Impacting the Future of Computing

Tablets will be substitutes for several of the
consumer electronics consumers often carry with
them.

Media in the Cloud

Ads, transactions and licenses

Thin-and-light mobile PCs with tablet-like features
will become mainstream, pushing out some bulkier

PC styles that have been the norm.

Multitouch technology has become the de
facto interface of high-end smartphones and
media tablets, and will extend to additional
consumer electronic devices and to PCs.

A By 2015, companies will generate 50% of
Web sales via their social presence and
mobile applications.

A By 2014, 90% of organizations will support

corporate applications on personal devices.

A By 2013, 80% of businesses will support a
workforce using tablets.

ABy 2015, 10% of your

nonhuman.

Positioned to optimize feeds

~ Content among multiple sources and Applications
Video, audio, text, distribution channels Platform for

image and interactive entertainment,
assets with social lifestyle and news

context integration apps: mosaic TV,
Y ’Y\ games, guides,

mashup tools, social

Hosting, storage and bandwidth media and mare

Content management and delivery
Embedded transactions
Consumer data and targeting
Dynamic advertising
Ratings and reporting
Rights and royalties
Sccial contribution and moderation
Metadata and search
Other value-added services ...

Web and Device-Oriented Service Platforms

| I
TV PC Tablet/ Handset Sign/
Set-Top Box Reader Kiosk

e Afriendso wil/l be
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McDonald's to launch in-store channel

McDonald's customers
will soon be able to
have local school
sports, movie previews
and heartwarming
human interest stories
to go with their fries 8
McTV is here and in
high definition.

In one of the most unusual twists in niche
programming, the global fast-food chain is
launching the McDonald's Channel, a
digital network of exclusive original content
targeted at dine-in customers.

The programming will be customized to
specific communities around the individual
restaurants, and will include local news
and entertainment features, such as
spotlights on upcoming films, albums and
TV shows.

Sitgilale}
the Net

The McDonald's channel, being rolled
out slowly during the next few months
and will soon be up in 800 McDonald's
restaurants in Southern and Central
California [é].

Programming will be anything but low-
key and grass-roots: Survivor, The
Apprentice, The Sing-Off, BBC
America and KABC-TV Eyewitness
News.

http://www.latimes.com/entertainment/news/tv/la-et-mcdonalds-channel-20111017,0,303650.story <
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THE BUSINESS INSIDER CHART OF THE DAY: Will Google's Share A
Silicon Alley Of The Mobile Market Beat Its Share Of
Insider The Search Market? Sufing

the Net

Silicon Alley Insider A A/ Chart of the Day

Google U.S. Search Market Share Vs. The Smartphones

Google search
e

Android
_,.:.:-F""'Fﬂ:ﬁ-h

p—

i0S

Blackberry

Windows mobile

Source: comScore; SplatF

% M 1 L L " L M 3
Jul '10 Oct "10 Apr 11 Jul ‘11

Sep, 2011
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The Economics of Social Gaming Mashable ==

Surfing
the Net

35% 1in5 83%

of social gamers Americans over the of participants
have no previous age of six has played use Facebook to
gaming experience. an online social game. play online games.
Most have never played a That's nearly 60 million Americans. Making it the most popular
traditional video game. : destination for online games.

70-80% $54 Billion 84%

of all mobile downloads The mobile gaming of tablet owners
are games. industry is predicted to play games.
reach $54 billion by 2015.

53% e 28%

of players in the U.S. & UK of social gamers in the of social gamers in the
have earned and/or spent U.S. & UK have purchased U.S. & UK have purchased
virtual currency in a a virtual gift. virtual currency with
social game. real-world money.
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KEEP THE CHANGE | BGIGAON S

MAKING “CENTS” OF THE SHIFTING BUSINESS LANDSCAPE

Sitgilale}
the Net

BARRIERS SLOWING BUSINESS RESPONSE
TO CHANGE (LARGEST TO SMALLEST)

SO WHAT DOES IT TAKE TO BE A
RESPONSIVE BUSINESS?

SOURCES USED TO IDENTIFY CHANGE
IN THE EXTERNAL ENVIRONMENT

55 =

Cack it Lack of coordination across
fasitasourcesio different functions needed Inaccurate or

LILEmantchangs to affect change incomplete data

Customer or

market research
analysis

Bureaucratic decision-
making process

Reluctance among T Bl systems

senior executives to
change strategy

leadership

managers/executives Reluctance to admit

that previous strategic

decisions were wrong Lack of innovation
capability

=

," o |
Lack of autonomy for

http://gigaom.com/2011/09/20/our-world-connected-changing-infographic/
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