
“K t S O li H T h l“Keys to Success Online: How Technology 
Intersects with Consumer Behavior”

From Blogs and Beyond into the Cloud

Talkers New Media  Strategies
J BJay Byrne
June 2011

6/10/2011 © 2010 v‐Fluence 1



A lot of cool new technology out thereot o coo e tec o ogy out t e e
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How we got here…g

800-500 BC Abacus 
& Counting Boards 
used in Asia and 
Babylon
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1500 – First Wrist Watch (Germany)500 st st atc (Ge a y)

1500 – First wrist watch 
(G )(Germany)
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1800 – Punch Card Loom800 u c Ca d oo

1800 – Punch Card1800 – Punch Card 
Operated Loom
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1936 – Z1 Mechanical Calculator936 ec a ca Ca cu ato

1936 Z1 Mechanical 
Calculator
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1943 MIT Whirlwind Computer9 3 d Co pute

1943 MIT Whirlwind1943 MIT Whirlwind 
Computer 
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1972 – IBM Personal Computer9 e so a Co pute

1974 IBM Personal 
Computer
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1992 IBM Simon – first smart phone99 S o st s a t p o e

1992 IBM Simon –
first smart phone
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So which ones matter?

ha
vi

or
s

Audience behaviors are the 
clutch for technology adoption
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Behaviors define Web 1.0, 2.0, 3.0 etc… 

• Web 1.0 – the Web we 
k

• Web 2.0 – emerging new 
di d i lknow media and social spaces

An interrelated 
evolution of behaviors, 
not a replacement

Web 3.0 brings 
ubiquity, 
access and 

omnipresence
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omnipresence 
of technology 



Behavior & digital communications

Technologies must be evaluated in the context of base behavioral psychologies 
– which will are assisted by technology but not significantly altered.
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What the stats tell us about behaviorat t e stats te us about be a o
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2.0 Awareness leads to 1.0 research/ action

The #1 downstream 
destination from all 
social platforms is 

still Google

No action – reduces 
future engagement 
likelihood by 90 percent Action
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Behavior changing technologiese a o c a g g tec o og es

• Technologies which can and will impact behaviors:

• Mobile and smart appliances 
• Cloud computing• Cloud computing

• Augmented realityg y
• Location-based services

• Semantic aware applications
• Smart objects :
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Emerging Technologies - Nowe g g ec o og es o

Mobile Cloud ComputingMobile Cloud Computing
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Emerging Technologies - Soone g g ec o og es Soo

Augmented Reality Location Based Services
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Emerging Technologies – Down the roade g g ec o og es o t e oad

Semantic Aware Apps Smart Objects 
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Some simple keys to success  So e s p e eys to success
Regardless of the technology – evaluate your ability to successfully use it 
with these three elements in mind

1. Visibility

– Content availability and extension in relevant awareness channelsy
– Content presence in relevant inquiry and opinion formation spaces

2. Usabilityy

– Behavioral (audience) usability
– Technical usability for maximum extension of content and tools

3. Measurability

Actionable content and tools– Actionable content and tools
– Conversions specific to goals
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What’s next?

• Web 3.0

– Ubiquitous
– Integrated

Free from desktops and– Free from desktops and 
devices

Th t h l i i d Microsoft 3.0 Health– The technologies required 
for this all largely exist 
today and require minimal 
infrastructure investments

Microsoft 3.0 Health 
Vision Video

Microsoft Health Vision Video
htt // i ft / id / / /d t ilinfrastructure investments 

to initiate.  Consumer 
behaviors  (willingness) 
will define adoption

http://www.microsoft.com/video/en/us/detail
s/b112da1c-c918-41ee-bb45-
d6a553496168

will define adoption 
timelines….
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Discussion & 
Thank You

For more information:For more information:
jay.byrne@v-Fluence.com

www.v-Fluence.com
(877) 835-8362

6/10/2011 © 2010 v‐Fluence 21


