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Definitions

N Aocial network is a social structure made of individuals (or
organizations) called "nodes," which are tied (connected) by one or
more specific types of interdependency. . . . 0

http://en.wikipedia.org/wiki/Social network

A me d i social imaraction, using highly accessible and scalable
publishing techniques. Social media use web-based technologies
to transform and broadcast media monologues into social media
dialogues. They support the democratization of knowledge and
information and transform people from content consumers to
content producers. 0

http://en.wikipedia.org/wiki/Social media
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http://en.wikipedia.org/wiki/Social_media
http://en.wikipedia.org/wiki/Social_structure
http://en.wikipedia.org/wiki/Interdependency
http://en.wikipedia.org/wiki/Social_network

Soclal networks: atimeline

Tribe.net, Open BC/Xing

LiveJournal

SixDegree.com BlackPlanet MiGente Cyworld Friendster  LinkedIn

600
Ryze Skyblog
Asian . MySpace
Avenue (SixDegrees closes) Fotolog
Last.FM
Couchsurfing

Hi5

Flickr, Piczo, Mixi, Facebook (Harvard-only)

http://jcmc.indiana.edu/vol13/issuel/boyd.ellison.html
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Orkut, Dogster

Multiply, aSmallWorld

Caster

Yahoo!360
yworld

Hyves

QQ (relaunch)

Facebook(corporate)

Ning

Windows Live
Facebook (high school| [P

ACes

Cyworld (U.S.)

Twitter

o

My Church, Facebook
(everyone)

YouTube, Xanga(SNS

relaunch)

Dodgeball,
Care2(SNS relaunch)

Asian Avenue, Black
Planet(relaunch)
Bebo(SNS relaunch)
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Social networks and monetisation, 2008

Awhat every great i1 nternet company h:;
make money that has to match to what they are doing on the site. | don't

think social networks can be monetized in the same way that search

did.

But on both sites people find information valuable. I'm pretty sure that
we will find an analogous business model. But we are experimenting
already. One group is very focused on targeting; another part is focused
on social recommendation from your friends.

In three years from now we have to figure out what the optimum model
| S . But that I s not our primary f ocu:

Mark Zuckerberg, CEO, Facebook, October 2008

Source: http://faz-community.faz.net/blogs/netzkonom/archive/2008/10/08/mark-zuckerberg.aspx
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Social networks and monetisation, 2009

to the White House tomo

I ng
economy (which must mean t
S )

. Wh at shoul d | t el | t he

—-ﬁ:z
Q>
® ® O

a

Evan Williams,CEQO, Twitter, March 2009

Source: http://twitter.com/ev/status/1287086770
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Social media and monetisation, 2010

N MZuckerberg, who is usually more at home among software
devel opers than ad men, wil |l receil
year o award at the Cannes Lions |1
Festival on Wednesday, after being interviewed in front of its
audi ence of agency bosses and mar |

Financial Times, 20t June 2010
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Social networks and monetisation: the power of online
recommendation

A Consumers are much more likely to be learning of new products for the first time online than in 2008

A The share of consumers who have purchased a product based on an online recommendation has
held steady from last year in all countries

Q. Have you ever learned of a new product for the first time online?
Q. Have you ever purchased a product based on an online recommendation?

Q. Have you ever recommended a product to someone online through a blog entry, a message board posting,
or an online product review?

% saying Yes to Each:

U UK Germany Japan Brazil | S.Korea India
% % % % % % %

3= Q408, 4h = Q409: 3° 4" 3¢ 4" 3¢ 4" 3¢ 4" 3¢ 4" 3¢ 4" 39 g4

% Learned of a new product for first time online 63 73 | 56 66 @49 60 73 88 80 |91 -- 85 ' -- 13
% Purchased a product based on an online

recommendation 51 51 49 48 40 39 56 58 73 77 @ - 74 - 7
% Who have recommended a product through a

blog entry, message board posting, or online 31 33 26 23 14 12 30 28 | 61 67 | -- 45 - 8

review
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Soci al mediabdbs rise doesnot 1 mpl
UK television

Average Weekly Viewing Hours: Individuals 4+

=2010 =2009 =2008 =2007 = 2006

B LT
L &

Lt
L=

Average Weekly Hours
[ B2
L] L]

L2
&

[
]

T L] T L] ¥ L L L] ¥ T L]
1 3 9 13 17 21 -1 29 33 37 41 45 49 53
Week Number

Source: BARB
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Soci al mediabdbs rise doesnot 1 mpl
US television

Average consumption across all US citizens aged 2+

Based on automated reporting

A Week in the life

Weekly Time Spent in Hours: Minutes - By Age Demographic 4Q 2009

K2-11 T12:17 Al18:24 A25:34 A35:49 A50-64 AB5+ P2+
On Traditional TV* 25:17 23:34 26:14 31:58 35:40 42:38 47:21 34:37
Watching Time-shifted TV* 1:33 1:15 1:28 2:58 2:44 2:22 1:10 2:04
Using the Internet** 0:24 1:21 3:45 5:20 6:35 4:53 2:17 3:56
Watching Video on Internet** 0:04 0:15 0:39 0:35 0:33 0:17 0:06 0:22
Moorle Subscribers Watching Video on [ pjam - g:21m 0.08 0:06 0.01 <0:01 n/a 0:04

This chart is based on the total population in the U.S. T all 294 million Americans i whether or not they have the technology. As of 4Q09, the average American
spends the following time weekly: 34hours, 37 minutes watching television; approximately 2hours time-shifting; 3 hours 56 minutes using the Internet; 22 minutes
watching online videos; and 4 minutes watching mobile video.

Source: Nielsen Report
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Three leading social networks

11

A540m unique users

A570 billion page views
A$1bn revenue (2010, est.)
A$2 revenue per person/year

ADependent on tailored, display
ads

A11.8% of UK visits compared to
11% for Google

AAge 25-34 largest demographic

AGreatest demographic growth in
34+ age group

A25% access via mobile

A55 minutes usage / day / user

BSAC Social Media Keynote

in

A96 m unique users A38m unique users
A5.4 billion page views A1.7 billion page views
ARevenues unknown A$100m revenue
AARPU unknown A$2.60 per person/year
AMajority are followers ADemographic skewed

towards business
ABroadcast model, form of

RSS AAverage age 43, average
_ _ income $100k (USA) £22k
ARevenue from licensing (UK)
deals with Google, Microsoft,
mobile operators ARevenue derived from

. . advertising, recruitment
AAPromoted tweetso

advertising launched ACPM: up to $75
AEven demographic A20 million access via
distribution mobile
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http://www.google.co.uk/imgres?imgurl=http://www.stolaf.edu/services/hr/facebook_logo.png&imgrefurl=http://www.stolaf.edu/services/hr/jobs/&h=311&w=311&sz=54&tbnid=b_65DXkKSdvnIM:&tbnh=117&tbnw=117&prev=/images?q=logo+facebook&hl=en&usg=__AYO3r1oOaudncSEXHDy-ALLSxnM=&sa=X&ei=cN8fTKDyAsL38Abe_byFDA&ved=0CDMQ9QEwBA
http://www.google.co.uk/imgres?imgurl=http://www.nicotenhave.tk/Tools/Logo-LinkedIn.gif&imgrefurl=http://www.nicotenhave.tk/&h=256&w=256&sz=10&tbnid=dvl-9FLxrSH23M:&tbnh=111&tbnw=111&prev=/images?q=logo+linked+in&hl=en&usg=__4o0N4WWAAPjBVPKtHkgaHS-9t90=&sa=X&ei=lN8fTKn4FcGC8gaRk4zNDA&ved=0CBwQ9QEwAQ
http://www.google.co.uk/imgres?imgurl=http://www.mpc.edu/studentservices/womensprograms/PublishingImages/twitter_logo.jpg&imgrefurl=http://www.mpc.edu/studentservices/womensprograms/Pages/default.aspx&usg=__m2xklAgvxKSLzmAxbfriVRYtVRg=&h=256&w=256&sz=59&hl=en&start=3&um=1&itbs=1&tbnid=DsqBAhl-uLAvBM:&tbnh=111&tbnw=111&prev=/images?q=logo+twitter&um=1&hl=en&sa=N&tbs=isch:1

Winner increasingly takes all
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Social media (social networks and blogs) now account for 1 in 4 online minutes

Source: Complete.com Jun 2010, Nielson 3 Screen report, Q3 2009
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Revenue: $200m (09), $240m -

$600m (10)
$147m funding*, June 10
$180m funding, Dec 09

Facebook revenue:
Farmville:61m
Mafia Wars:25.8m
Yoville:19.8m

TexasHoldEm6é Poker :

Valuation: $5bn (unofficial)

*reported
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Social games have also grown rapidly

&

playfish
Revenue: $75m

Now part of E.A. Games
($400 million)

Facebook:

Pet Society: 20.5m
Restaurant City:17.3m
Country Story: 8m

135 million total installs for all
games

.3m

(o Playdom

Revenue: $60m

$33m funding, June 10
$43m funding, Dec 09

Facebook:

Sorority Life-7.1m
Mobsters 2-3.5m
Poker Palace- 1.5m

Myspace:

Mobsters -14m

Bumper Stickers-11.7m
Own Your Friends-10.1m
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But offline games play remains popular

APlaying offline (competing directly against the game) is still the most common method of
playing videogames

AFrequency of multi-player gaming (either offline or online) skews much lower in Japan,
despite Japan having one of the most advanced FTTH networks in the world

Q. When playing videogames, how often do you play in each of the following environments:

Among Past 6 month Gamers (Always/Frequently)

UsS UK Germany Japan Brazil S. Korea India
% % % % % % %
Competing directly against just the game (offline) 67 72 51 74 70 44
Playing with or against other people in the room (for
example, on the Nintendo Wii) 35 32 20 10 26 20
Playing with or against other players online 27 18 25 11 30 37
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Social media usage in developing countries lags

BRIC Social Media Usage as % of 16-54 Population

Subscribe to a RSS feed
Upload video clip to video sharing website

Upload my photos to a photo sharing website

__——_——————————__~
-

i
—— - -
- _—

-_— -
e e

iy,

i

iy

-

Watch video clips online

0 10 20 30 40 50

BUSA #®China ®Russia EWorld mBRIC ®India ®Brazil

Source: Wave 3 of the Power of the People Social Media Tracker by Universal McCann, May 2009
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Social Networke®
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Privacy Is an issue... But not yet for its users
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