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i. Preface

The origins of this Smart Internet Technology CRC project reside within a CRC management
discussion in 2003 that involved researchers and sponsors about the need to construct a
credible and imaginative research report about Internet futures. The group recalled the fine
work conducted by the National Telecommunications Planning Unit in the early 1970s about
“planning new services for markets that do not exist, complex technologies that are rapidly
changing and a socio-economic environment which widely agreed is becoming unstable and
turbulent.” After two and a half years of thorough investigation the NTP’s seminal report
Telecom 2000 was delivered in December 1975.

A quarter of a century later the original Project Director of Telecom 2000, Tony Newstead, in
hindsight reviewed their remarkably astute findings. Newstead added: “the main benefits of
such wide ranging studies flow not so much from forecasts made as from insights gained
along the way.” Though there are some important differences between the methodology and
approach of this project, Smart Internet 2010, and its forerunner, Telecom 2000, their overall
objectives are comparable.

ii. Smart Internet Technology CRC

Smart Internet 2010 is a major project within the User Environments program. Smart Internet
Technology CRC was established in June 2001. Participants include leading International and
National corporations across ICT and other industry verticals, select small and medium
enterprises, ten Australian Universities, the Government of New South Wales, and the
Commonwealth Government. Smart Internet's mission statement is “To capitalise the
outcomes of world class Internet research and development for Australia” Its focus was
originally constructed around five major research and development programs — Natural
Adaptive User Interfaces, Smart Personal Assistants, Intelligent Environments, Smart
Networks, and User Environments. More recently the CRC has focussed on the utilisation of
its developed technologies to deliver solutions to market in Health, Education,
Entertainment and Financial Services.

A unique feature of this CRC is that it enables technologists and social scientists to undertake
research in collaboration with industry partners, to explore Internet-related prospects and
opportunities for Australia.

The prime emphasis of Smart Internet 2010 is to try to make sense of the likely complex
changes related to Internet futures from a user perspective. Smart Internet 2010 integrates
human factors with key technology frameworks for the future.
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Mark Pesce Ponders a Socially Networked WiFi Future

Internet guru Mark Pesce has a unique grasp of the social possibilities of
cyberspace. During an interview he outlined his vision of how social
networking applications could be used in conjunction with WiFi:

If you're in a trendy Melbourne café and there’s WiFi in there, and
your friends or friends of friends are in there, then whatever device
you’re with should be able to make that known to you. So we’re
talking about the social networks becoming explicit rather than
implicit. 1 don’t think anyone knows all the ways that becomes
significant yet because we’re only at the very beginning of making
a social network an explicit entity. | think that the longer people
are with social networks, the more opportunities they’ll find to do
interesting things with them. You build your social networks based
on your friends and you know which friend’s opinions you ought to
listen to about things. In the future you’re going to be surrounded
by a cloud of your friends, in the sense that some portion of their
‘data shadows’ will be accompanying you and that’ll be reflective,
in a partial sense, of the real nature of your social network.*?

The blogging craze is showing signs of becoming mainstream following its success as a
vehicle for political campaign fund-raising (Trippi 2004), eyewitness accounts of the second
War in Iraq (Pax, 2003) and coverage of the 2004 US Presidential election (Gillmor, 2004).
Blogging continues to have widespread effects in the fields of journalism and politics as
thousands of ‘bloggers” exchange ideas, post their daily thoughts and commentaries, acting
as filters to the hoards of web surfers suffering from information overload. Blogging has
become a social force in its own right generating its own lexicon: the ‘blogosphere’ (the blog
ecosystem), with some star bloggers (web diarists) commanding an audience in the tens of

thousands. In what The Washington Post labels the “services-and search race” Microsoft

launched MSN Spaces (www.spaces.msn.com) at the close of 2004 as a competitive measure

against Google’s Blogger (www.blogger.com) online-journal service.!®

Wikipedia (www.wikipedia.org), the collaborative encyclopaedia project, has become
another notable many-to-many application which came from leftfield in 2002 to become the
world’s largest and most successful online reference site. Any user can contribute content,
make changes and revise articles based on a peer-reviewed system of editorial control. These
socio-technical systems will increase in complexity and scale towards 2010 as users continue
to creatively adapt new tools to produce knowledge, leverage collective intelligence, and

build social capital.
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Smart Mobs

Virtual communities pioneer Howard Rheingold’s recent book Smart Mobs (2002) examines
the dialectical relationship between human behaviour, technological innovation, and social
change. In a potential ‘future landscape’ of pervasive, mobile, location-sensitive Internet,
Rheingold points to the growing army of young mobile phone users as leading the charge of
a new social phenomena he calls ‘Smart Mobs’: groups of people “who are able to act in
concert even if they don’t know each other.”'* The growth of ‘texting’ and next generation
mobile phones have created the space for a range of social interactions to occur beyond the
place-boundedness of the home, office, or school. Through Internet-enabled devices like
PDAs and 4G mobiles using WiFi, people are able to ‘communicate’ and ‘cooperate’ in ways

never before possible.

Rheingold on Smart Mobs and the Internet
During an interview with Rheingold, he foreshadowed what a peer-to-peer (p2p)
socially networked world might look like towards 2010:

Billions of people — certainly not just the wealthy — will carry
and wear devices thousands of times more powerful than
today’s personal computers, linked at speeds far higher than
what we consider to be broadband. Many if not most of those
people create and trade content and applications as well as
consume them. Fifteen year olds in Brazil and Pakistan will
compete with Redmond and Hollywood.*®

Christine Satchell’s doctoral research for the Smart Internet CRC examined young people’s
use of mobile phones. Her study focussed on the role mobile technologies play in the
formation and maintenance of social networks. During an interview Satchell discussed how
the culture of mobile phone use revolves around the central theme of connectivity: “social
networks are formed through the use of technology. What came out of my research
interviews was that mobile phone use is integral to group status.”!® In terms of generational
change Satchell sees today’s youth being defined by their immediacy of presence: “People
can spontaneously form social networks and come together at any time for a specific purpose

and that’s the idea of swarming.”"”
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Articulating the Social Infrastructure

Social Networking tools signal another phase in a long line of network-enabled applications.
The new class of social tools available are distinctive for enabling users to visibly articulate
connections between groups of friends, colleagues, and sometimes strangers. Beyond
technical considerations social tools cannot function without a proper system to represent
user identity and mediate trust between different members of each diverse community

formation.

Danah Boyd, a social networks researcher at University of California (Berkeley), spent over a
year interviewing people about their experiences using one of the earliest Social Networking

Services, Friendster (www.friendster.com). Her doctoral research focussed on the social

issues that arise when people publicly articulate their social relationships. As she explained
during an interview: “None of this is new. It is critical to always remember that. Social
technologies have a history and an evolution... People want a way of controlling who they
have access to and who has access to them. They want to find "people like them" on at least
one axis. The evolution is completely connected to conceptions of trust, reputation and

control. These technologies are moving the evolution along, but they are not the answer.”18

While Social Networking Services (SNSs) are seen by millions of users around the world as a
fun and exciting way to make new connections with friends of friends, as Boyd’s findings
make clear, it was not long before sites like Friendster began to raise the ire of many. Like
any technology, Social Networking Services (SNSs) attract the full spectrum of human users.
It wasn’t long before hate groups began racially vilifying African American and Asian
groups on Friendster. Other boundaries were crossed, and socially awkward encounters
arose between teachers and students, co-workers and employers. Boyd spent time tracking
the formation of Friendster communities and her findings revealed crucial flaws behind
many of the developers’ assumptions about how people mediate their identities and

relationships online.
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Danah Boyd: Technology-centric Projects Bound To Fail

Technology is not creating a separate universe, even if the science
fiction folks want to dream it so. Technology is aiding and
abetting already present human needs and desires - community,
attention, power, money, etc. Understanding human behaviour is
a clear key to understanding technology and human behaviour....
We don’t understand how technology intersects with society; we're
not trying to situate social technologies in social practices.... There
are no Internet users. There are people and they use technology
and the Internet as a tool in their everyday lives. They connect
not to the Internet, but to their loved ones and to a collection of
knowledge. Information, knowledge and media spread in a peer-
to-peer fashion. Fashions can be measured by watching these
networks. Sociable technologies are not about the individuals, they
are not about usability... they are about communities and social
practices. You cannot participate in a social technology by
yourself; you have to be a part of a community.*®

Boyd is not alone in pointing out the importance of factoring social context into technology
design. Bonnie Nardi and Vicki O’Day’s book Information Ecologies (1999) uses the language
of ecology as a metaphor to describe the informational space as an ecosystem. Widely
applied in library science and knowledge management, Nardi and O’Day’s ethnographic
studies reveal how technical systems are ‘structurally coupled” to people, practices, and
values in any given local environment. Such Information Ecology perspectives view the
technical and social realms as interdependent aspects of a whole system that interact with

each other in profound ways.

Social Networking relies on trust and reciprocity, the social glue that binds take-up of
Internet-related applications and services. Social relationships play a fundamental role in
determining which products to buy, which merchants to transact with, and which political
candidate to vote for. Informational pressure, deceitful conduct, and the challenge of
evaluating quality, have spurred the development of reputation management systems.
Slashdot, eBay, ePinions, Amazon, and Google all make use of collaborative filtering, user-
recommendation engines, or shared judgements of quality. These reputation systems
provide early examples of how future users may form communities of interest, whether
comprised of friends, strangers, buyers, or sellers, and how they rely on cooperative forms of

social interaction.
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Reputation Management Systems

eBay — Trusted buyers & sellers

In order to foster cooperation within a distributed community of buyers and
sellers eBay established a rating system to establish the right incentives and
promote trust.

Slashdot — Karma ratings

Karma is the sum of your activity and is used to remove risky users from the
moderator pool, and to assign a bonus point to users who have contributed
positively to Slashdot in the past.

Amazon — Collaborative Filtering
Drawing upon the collective navigation and purchasing behaviour of users
creates a highly distributed, self-organising and adaptive platform.

Relationships Inc.

The present crop of Social Networking Services entered the marketplace around 2003 and
uber cool sites like Friendster rode on a wave of media hype scoring new user registrations
by the millions. These figures paint an inaccurate picture of genuine user uptake, as retention
rates remain difficult to measure. Maintaining customer loyalty has become an elusive goal,
as users flock to new networking services as the fashion dictates. Data on Australian usage
patterns is few and far between. Journalist Brad Howarth states: “LinkedIn claims 700,000

users globally, but at the start of June (2004) had only 8124 in Australia.”2

Rachel Dixon has a unique understanding of the Australian Internet space as Managing

Director of Massive Interactive (www.massive.com.au), a successful Sydney new media

agency. The Federal Government recently set up the Digital Content Industry Action Agenda
and appointed Dixon to the coveted Strategic Industry Leaders Group. During an interview
Dixon proffered her views on the current generation of Social Networking Services from an
Australian perspective: “I choose the networking events I want to go to incredibly carefully
and I generally go on the basis of the people I know who organise them. I get 50-60 emails a
week from things liked LinkedIn and I don’t even read them. I don’t think they’re of

tremendous utility at all, in fact I think there are some significant privacy issues.”?!

Dixon can be added to the chorus of critics that have raised concerns about privacy since the

fall out over Google’s Gmail (www.gmail.com), the highly anticipated email service that uses

the data from scanned email messages to send users targeted advertising. Danah Boyd’s
doctoral research on Friendster communities has revealed that important boundary issues, in
terms of mediating exchanges between ‘insiders’ and ‘outsiders’, have become a key

inhibitor to ongoing use of these services. Some astute users of Social Networking Services
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(SNSs) have long questioned the uses to which their personal information is being put. Data
mining and direct marketing have become part and parcel of generating revenue online.
Google has built a global empire out of such activities, and elevated online advertising to an
art form. Judging by the scale of new registrations to networking sites, many users are quite

comfortable exchanging high-level personal details for access to the latest service offerings.

Show Me The Money!

Beyond the carefully scripted press releases and hyperbole typical of Internet companies, few
of the consumer-focused Social Networking Services profiled have performed well in the
marketplace. The business-oriented service Ryze? and the personality quiz site Tickle? are
the most notable startups working in this space to have turned a profit. Any new Internet
service will attract sceptics who question evangelists’ claims of potential future growth.
Some pundits like Andrew Orlowski, a dour Internet columnist for The Register, have
deridingly accused Social Networking of being a short-lived fad, an unfortunate return to
1990s hysteria whipped up by Silicon Valley venture capitalists and the media.?
Unsurprisingly, certain quarters of the Internet community project an aura of reticence in

order to atone for sins of the past.

Social Networking sites employ a number of common business models to capture the
attention of target audiences in what has become a highly competitive marketplace. Early
networking sites like Friendster offered users the chance to participate for free in the hope of
scaling quickly enough to reach a tipping point attractive to advertisers. Many dating

(www.match.com) and reunion (www.australiansreunited.com.au) sites offer free

registration in the hope of enticing users to subscription-based packages that incur a nominal
payment to access value-added services. As with all commercial membership-based services,
Social Networking companies engage in varying degrees of data mining. Getting users to
upload their personal details and network of contacts gives marketers access to a data
goldmine aiding the process of demographic profiling to determine likely markets for new

services.
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Rushkoff Doubts Social Networks’ Commercial Viability
During an interview Rushkoff was asked whether Social Networking
Services could develop sustainable business models?

No because they’re not really needed. There are too many talented
people in universities, in groups, who are willing to develop these
kinds of applications for free and for fun that there’s really not a
role for corporations to try to profit off this. All the techniques
they’ve come up with to profit off these things tend to inhibit their
use. Once you pick up on that as a user you move on to the truly
free one, the one that feels like a natural cultural phenomenon,
rather than some suck on our system. | think there are ways to
make money online, but | don't think Friendster and all these
various networking tools are it.?

Stowe Boyd writes a regular column for Darwin Magazine (www.darwinmag.com) about the

commercial viability of Social Networking Services. He has developed a simple quadrant
that articulates four major business models for extracting money from people and
organisations intent on using these tools. According to Boyd: “The important question turns
out to be who is paying for the social exchange to occur, and who is invited to the party
where the exchange takes place”.6 Boyd’s quadrant divides along 2x2 matrices of “Who
Pays?” which at one end has the individual, and the other, the enterprise. The “Who is

Invited?” dimension splits between public vs. public access.

Boyd’s matrix reveals a range of commercial spaces that businesses could take advantage of

by leveraging the power of social networks in a variety of creative ways, as shown below:

Who is Invited?

Who is Buying?

Fublic: Frivate
2 1
“Social Supply Chain® | "Seibel goes Social"
Enterprizse
3 4
‘iTunes goes Social” “Pay for Involvement”

Individual

Stowe Boyd’s Who Pays? Who is Invited? Matrix®’
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Sector 1 “Seibel goes Social” is when an enterprise purchases Social Networking software as
a means of augmenting existing functions like sales and business development. This is the
business model for companies like Socialtext (wwwe.socialtext.com) and Spoke Software
(www.spokesoftware.com).

Sector 2 “Social Supply Chain” relates to corporate sponsorship of affinity groups and
relationship management. Companies here develop customer social networks around goods
and services or exploit supply chain networks to increase productivity. A good example is
the Vogue Forum (http://forums.vogue.com.au/), an online community dedicated to fashion
that reveals buying habits of its core demographic.

Sector 3 “iTunes Goes Social” is where individuals pay for value-added subscription services
like dating, classified ads (www.craigslist.org), job search, etc. Boyd suggests online music
retailers could offer premium services that utilise social networks to provide advanced
features like advice, reviews, and better search functionality.

Sector 4 “Pay for Involvement” is where individuals pay for access to closed communities of
interest whether along lines of ethnic, religious, political, or sexual identity. Boyd points to
Suicide Girls (www.suicidegirls.com) a counterculture community with revealing photos
and blogs, as a profitable model to follow.

(Adapted from Stowe Boyd, 2004. ‘Handicapping Social Networking Business Models’,
Darwin Magazine).

Above all else, Social Networking is about human communication, and reflects the degree to
which we use technology to meet deep-seated emotional needs. People will continue to
develop, discard, mutate, and tinker with the tools that enable these processes to unfold in a
way that best reveals their inner essence to the outside world. Technology designers who
understand the nature of networked communication: its limitations, ambiguities, and
advantages, might succeed where others have failed. Ultimately users will go on a journey

together with their friends. After all, to be human is to be social.
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