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As traditional media channels continue to
fragment, understanding the unique aspects of
Web 2.0 and the Generation Me market space is
critical to any marketing plan. @@
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Introduction

Web 2.0 and
Generation Me
Summary Sheet

Thank you for downloading Brainstorms Web
2.0 and Generation Me Summary Sheet, a
10-page synopsis of our popular 90-minute
presentation on the unique aspects of Web 2.0
and the Generation Me market space. If, after
reading the summary, youd like to see the
presentation in its entirety, just give us a call.

Web 2.0

Emerging technologies have facilitated

a change in how people use the Internet.
Its gone from being a one-way resource for
information to a platform of participative
communication between a truly

global audience.

The Internet is still information-based

and data-driven, but instead of just serving
up data, the ow of information is now
interactive and social in nature. Web 2.0
refers to both the second generation of
web usage and the personal connections
that interaction produces.

BRAINSTORM



"Brainstorm: A new breed of consultant”
—U.S. News & World Report
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Need to
collaborate
and to share
socially
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Generation Me

De nedin Ph.D. Jean Twenges book of the same name as the generation born in
1970 or later, including Gen X, Gen Y, and Millennials. Typical traits:

Products of the self-focus generation (have never known duty before self)
Have grown up with computers

Have always had computers in the workplace

Electronic communication is the norm and preference

Millenials are a subset
of Generation Me. Trends include:

The need to collaborate and to share socially
The need to express themselves and be creative

Expectation of direct access in their communications; more audacity in their
expectations of and access to superiors than any previous generation

Driven by information and content more than older demographics; instinctively
understand when they are being sold to

Demand exibility and want to be worked with on their terms

Web 2.0 Trends match
those of Generation Me

Social Networking websites provide the ability to build relationships through the
context of the site; user-generated content (shared information and expression) is
a large component

Mashup sites utilize content from one source (databases, public facts, etc.)
and mash it up with other web programming (for example Google Maps) to
create a new and unique site

Direct communication in various forms is key to Web 2.0; includes instant
messaging, microblogs, etc.

Permission-based (opt-in) communication is key
Search and Mobile also play a big part in the Web 2.0 strategy

The success and growth of Web 2.0 is ushered in by the new speed of broadband
and mobile devices. Nearly 72% of all homes with Internet access now have
broadband, up from 60% in 2006. Increased 3G network coverage (DSL speeds) for
mobile access continues to be added to cellular networks increasing the ease and
availability of content delivery.






