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The Hype Curve/Sanity Line

Visibility
A

'“}‘é; lifehacker &*

THE SARTORIA

e

INDEXE

NSUMERIST  Meta

© HUFFINGTON P
i_llQNews er:ehw.Jgg
IGAWKER ©
3ZINE THE REVERSE COWG
1ok "o BAD @ JC

-inked|{}}

L » limMe
Peak of Slope of Plateau of
Technolo Trough of P
Tn.ggerm' Inflated  psillusionment  Enlightenment  Productivity
Expectations
LORTEXGROUP

March 11, 2009

2



http://upload.wikimedia.org/wikipedia/en/f/f4/The_Scream.jpg




, Mnt brite’ ik USTREAMD

oY Event Lve Gasting blogtalkradio-&
yelp®t~ vents q ive Castin
ezm Reputation ’ \ S 'bd
DI S Q vud C;;jfazﬂ;r Documents Cri
socialthing! . .
otk f Offline Live
. Micromedia
Omixx

@ ! buzz

¥ newsvinec I d Networ k
() ™ “oment

.
ﬁredd‘i’r ‘ I 1- Picasa
hi5 .

Ning ®ebo Ngaﬂflis CO NVETS atl on Search GOUS[Q

Linked [f}. , YaHOO!
G |
Disc&ggi%ns _ Video YOlI Tuhe
YAaHOO! crours 4 etacafe
Google vech

Dailymotion

flickr

SmugMug

Pictures

HORTEXGROUP

March 11, 2009 .




The Search Engine Hub

| t O S

Rank Website Market Share

1. Yahoo! News

The Weather Channel - LIS
CMM.com

MSHNBC

Google News

B RN R R

Drudge Report

=]

Fox Mews

The New York Times
9. Yahoo! Weather

10.  USA Today

o

Source: Hitwise

a News

7.43%
247%
243%
2.14%

2.57%
2.27%
1.88%
1.74%
1.58%
1.565%

CAC0E

S d u rocsdormationIHub

SAMSUNG OMNIA

Samsung Mobile International. OMNIA. i900. PRESS
SPECIFICATIONS ACCESSORIES DOWNLOADS. S&
omnia samsungmobiie com. - |

Landing Page

More About the Sa ung Omn|a®
v samsungmobileusa com/Omnia

Samsung Omnia (i900) Unboxmq

l' nir 3
were asked by Samsung to make a vidg H

phone, the Omnia (i900). Many thanks t& VI d eo C O ntent
hltp //lomnia samsungmoblle

o ' specials-comp-efec com

w.youtube com/watct .»J“\‘- EyiwlU
gz Samsung i900 OMNIA Low $
YouTube - Samsung Omnia i900: First Look Review Unlocked 1900 In Stock Now! Ships

1 min 47 sec - Jun 9, 2 from Los Angeles. Pick-up OK
Samsung U900i bnngmg touchscreen to business users. It's  www w.ADDICTEDTOPHONES com
gol the features but how does it cope wnh Windows Mobile 6.1 (O Chockout = ]

outube.com/watch?=AGcatrxh2

Shopping results for samsung omnia i900
Samsung 1900 Omnia 8GB black International . $499

Samsung i900 Omnia Black $430.0
Samsung i900 OMNIA $375.00% Gadge

YOUR MOBILE SAMSUNG
.. today announced the launch of Samsung OMNIA (m
Bnngmg a PC environment to Mobile The new Samsul

users to switch ..

amsung om/us/abo usamsung news/newslrRead.d§

seq=8999 - 101k -

Samsung i900 Omnia 8 GB
Only $494 You Save 31% Buy Now!
Get Saver And Ounck Shipping
Samsung Omnia i900 - Review 4 ________www

The Omnia i900 from Samsung, which unapologetically j& . .
Bl og/Med ia Review

release&ney

has a robust list of capabilities. Features like a wide QV
pocketnow.com/index_php?a=portal_detail&t=reviews&
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What Are People Doing

Monthly Time Spent in Hours:Minutes

4Q 2008

K2-11 T12-17 A18-24 A25-34 A35-44 A45-54 A55-64 AB5+
On Traditional TV* 106:37 103:48 118:28 142:29 147:21 173:00 190:40 207:29
Watching Timeshifted TV* 5:11 4:24 5:01 10:50 9:44 8:31 7:54 3:58
Using the Internet** 5:19 11:27 13:00 28:15 38:40 37:06 33:39 26:29
Watching Video on 1:49 2:49 5:03 4:14 3:20 2:34 1:34 1:08
Internet**
Mobile Subscribers
Watching Video on a n/a™ 6:38™ 2:53 3:42 3:37 2:53 2:10 n/a°°

Mobile Phone

31% of Internet activity occurs
when consumers are also watching television

Source: The Nielsen Company

HORTEXGROUP
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What Peopl e ARENOT I

The vast majority of consumers are not embracing the latest in web and
consumer electronic applications

Percentage that answered they spend zero hours per week on each of the following
activities in a typical week

100% 1 91%
77%

. 86% 83% 83% .
. 67% 64% 63%
60% -
40% -
20% -
0%

Participating |r\Match|ng V|deo$Jsmg a Webertlng blogs dmailing from aPIaying vide(Readlng bIogs E’tartlmpatmg in Listening to
virtual world on a mobile camera and contributingto mobile  games on the golistening to communities ofnternet Radio

(e.g., Secondphone or otherVolP service online phone/mobie(on a handheld podcasts interest on the
Life) mobile device(e.g., Skype) t@ferences (e.g., device  game device or Internet (e.g.,
see & talkto  Wikipedia) phone) Yahoo groups)
family
members/friends
LORTEXGROUP

Source: Accenture
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Engage in the conversation or die!

Web video is hot!

The press release is dead

Blogging is about conversation

The customer controls the
message

Go viral

March 11, 2009

Reality

Social media is a tactic

When the content is appropriate

| Valuable direct & search engine
content

A short-form, search-engine-friendly
platform (Twitter is even shorter)

You doét he custo
(be ready to respond)

Have your own network and the
rir ght content ¢

[HoRTEXGROUP




Putting It
all to
Work




The Common Questions

What it ®&s goo|Whattoconsider

Blogs

Twitter

Video

Forums

Social Networking

Search engine optimization
Search engine marketing

Public Relations

March 11, 2009

Short content, public response

Fresh, short content, networking

Visual content

Customer service; feedback

Direct reach

Helping people find you

Helping people find you

Raising awareness; reputation

Editorial focus (opinion, news)
Small audience; early stage
Appropriate subject matter
Moderated; open discussions
Proprietary, LinkedIn, Facebook?
Optimize off-site content
Advertise beyond sales

Fragmented media; newsworthiness

HORTEXGROUP
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First, Drink the |G| and Try it Out

Google Adwords
Blog, twitter, engage in forums

LinkedIn or Facebook Groups

Try video on video sites, blogs, Facebook

New widgets on your blog

Do Po  Po Do Do Io

Ask around, get feedback

www.go2web20.net

HORTEXGROUP
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http://www.go2web20.net/

s
Research
A Do an online survey

Ask open-ended questions followed by

A Hold a focus group or interview multiple choice

them by phone 1. What they search for and why

A Engage online audiences in 2.  What they click on (text, video etc)
appropriate online forums 3. What communications tools they use and
why (email, social networks, forums)
A Read marketing articles about A, What ads they click on andwhy
our industry 5. What information they use for decisions
A Test Test Test Test search terms/language

You will gain critical knowledge
and an 1T nvaluabl e exp:

HORTEXGROUP
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Research &
Learn

ASK TARGET

Ask your
audience what is

relevant and why ‘

» Hype = High Risk
. Reality = Strong ROl Target

i / Understand the
target of your
sources of

Influence (they
may be offline)

HORTEXGROUP
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T ——
Plan and Track

Web site and content

Component Sub-com Reach Relevance Status
Static Content Reports, About

Pynamic Content  fgog.twiter | | [
Circulation RSS/Email

Neworking |widgeisiGroups (Facebooki Linkeay | | [ |
Feedback Mechanism Form, groups, mailing list, blog

Community & Content Distribution
Reach Relevance Status

Video |YouTube, Dailymotion, Veoh [ r——

Search
Component Sub-com Reach Relevance Status

SEM |ads, landing pages ———

[HORTEXGROUP

March 11, 2009 14



Have Process In Place

'ADo they know your business
A Do they know your audience

People

A Content

Research ATargets
A Context

A Copyright

Legal Review ATruth in advertising

Alnternal

Review A Partners
A Audience testing

Execute & Measure

HORTEXGROUP
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Where is all this going?

Everyone Niche and
Shares Control Fragmented Offline Matters!

TV-PC-Mobile

of Media Media converging

Teens14-17 going
The to the mall an
average of 5x a
month for 2 hours
per trip, visiting
an average of five
stores. - Arbitron

GO Ogle November 2008

Weather
Channel

HORTEXGROUP
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