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Introduction:

Designing For
Constant Change

The commercial Internet is barely a decade old, but already it has undergone
dramatic changes that have transformed the role of users from that of passive
readers to engaged, interactive participants who largely control what they see
and how they want to see it.

Gone are the early days of slow-loading, static pages and simple links. The
new, improved Web 2.0 is enhanced with streaming video, user-generated
content, rich internet applications (AJAX), RSS feeds and widgets that have
made it profoundly more useful and more fun. The Internet is becoming more
personal, more customizable, and in the process it is transforming the way we
live and conduct business online in new and surprising ways.

For proof, look no further than Nielsen Media Research’s recent decision to
abandon "page views" as the predominant yardstick of site success. Long
considered the most accurate way to measure a site’s popularity, the page
view came under attack as new technologies (AJAX, Flash, Flex) put an
emphasis on fluid, engaging experiences that were far removed from the
point-and-click world we previously inhabited. "Time spent" is the new metric
for user engagement-think minutes spent watching video, chatting via instant
messenger and checking out friend’s profiles on MySpace and Facebook-and
it has shaken up the Internet’s pecking order as Apple (iTunes) and Disney
(media) now crack the top 10, and AOL leaps up in importance.

Social media have created a similar disruption across the Internet landscape.
The rise of social networking sites like MySpace and YouTube, with their
mushrooming user bases, has been well documented. Now Facebook, with
its open application platform, has opened up a world of new possibilities. How
profound is this change? You need only to look at the mountains of new ad
inventory that social media create to understand the impact on advertisers and
publishers. Traditional publishers are struggling to attract premium ad dollars,
as marketers increasingly look to tap into the power of social media. Today’s
Web is as much about finding information as it is about sharing it. Publishers
and marketers ignore this phenomenon at their own peril.

In this ever-shifting digital landscape "best practices" carry a short expiration
date and yesterday’s design orthodoxy is nothing more than today’s sacred
cow, waiting to be put out to pasture.

How then do we make sense of it all? How do we adjust to designing for
constant change?



Understanding the Connected Consumer

First, we start with the consumer. In our first annual Avenue A | Razorfish
Digital Consumer Behavior Study, we examine the desires, frustrations
and digital consumption habits of today’s connected consumer. How do
these consumers discover things? How quickly do they adapt to emerging
technologies and User Interface (Ul) conventions (tag clouds, social
media, etc.) What drives their desire to purchase (or not) online? How has
video changed the digital landscape in recent years?

The answer, our researchers found, is that we’ve reached a collective digital
tipping point as amajority of consumers are tappinginto a variety of emerging
technologies and social media to increasingly personalize their digital
experiences. From recommendation engines, to blogs, to customized
start pages, today’s connected consumer navigates a landscape that is
much more niche and personalized than we ever expected.

Designing the Digital Future

Next, we asked our design teams to give us their perspective on what it
takes to create breakthrough experiences for the rapidly shifting digital
future. From Germany to Japan, from San Francisco to New York, our
teams—straight from the frontlines have sketched out their vision for the
next wave of digital design and innovation. Think of essays that comprise
Fast Forward: Designing For Constant Change as conversation starters.
If the last few years have been about social media, user-generated
content and rich-internet-applications, what’s on the horizon?

Personalization is the major meme driving Superdistribution and the
Digital Ecosystem in which Marcelo Marer explores how multi-platform
widgets, RSS feeds and other viral network effects are putting consumers
in control of content and experiences like never before; and Laura Porto
Stockwell grapples with the role of personal identity in an increasingly
public digital world in Got ID?: Digital Identity 2.0.

Casting the net further forward, The Mobile Millennium finds Joachim
Bader and Stefan Mohr looking at what’s next for mobile application
design—especially in light of the iPhone—and how location-based
services, Quick Response (QR) codes and micro-personalization
are finally ready to take off. Bethany Fenton predicts that the notion
of Social Shopping will power the next wave of eCommerce; Rachel
Lovinger looks at the technology that is shaping up to power Web 3.0 in



The Semantic Web We Weave; and Marisa Gallagher looks at the trends in the
rapidly evolving digital video space in Video Killed the Internet Star.

Other stops along the way include explorations of 3D interfaces, the role of data
in the digital design process, the evolution of personae, and why your corporate
Web site needs to go on a diet.

Finally, Joe Crump wrestles with the impact that all of this personalization and
emerging media has on the future of brands in Digital Brand Darwinism, where
he argues that a whole new digital DNA is shaping our interaction with brands
online. He presents an invaluable primer.

Fast Forward

For those who have either worked in or followed this industry closely over the
past 10 years, you know to expect the unexpected. For today’s marketers,
designers and technologists, constant change is the only reality that you know —
and will likely ever know. To succeed in this brave new world, learning to live
with and adapt to constant change is a necessity, not a luxury. Our hope is that
Fast Forward: Designing for Constant Change helps guide you along the way.

Garrick Schmitt
Vice President, User Experience
Avenue A | Razorfish
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Avenue A | Razorfish Digital Consumer Behavior Study: The majority
of today’s consumers are actively personalizing their digital experiences
and sampling niche content and video with increasing frequency. The
study looks at this shift and how it’s impacting the digital landscape.

Trends

Social Shopping: Consumers are taking control of their shopping
experiences. Retailers need to adapt, now.
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Going Post-Personae: Why this design tool needs to evolve for a Web
2.0 world—a guide.
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we manage our identities. Welcome to Identity 2.0.
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Digital Darwinism: Great digital brands have their own unique DNA. As
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culture will watch ads only on their terms.
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Avenue A | Razorfish Digital Consumer Behavior Study:

With personalization and niche content consumption on the rise, a
major impact to digital and traditional media is underway.

By Benjamin Lerch, Malia Supe, Raphael Lopez, and Garrick Schmitt

The majority of today’s consumers are actively personalizing their
digital experiences and sampling niche content and video with
increasing frequency. That was perhaps the key finding in our first annual
Avenue A | Razorfish Digital Consumer Behavior Study.

Much has been said and written about how the Web 2.0 era has
fundamentally changed the way consumers interact online. But to what
degree is today’s digital consumer really changing her online behavior?

A quick look at ComScore or Nielsen tells one story: millions of people are
logging on to Facebook, Flickr, YouTube and MySpace and the numbers
are growing. We wanted to know if it was simply the technorati leading the
way (and leading the hype), or has something more significant occurred?

Connected Consumers

In July 2007, Avenue A | Razorfish surveyed 475 U.S. consumers across all
demographics and geographies to understand their desires, frustrations
and digital consumption habits. Our design research team was most
concerned with digital behavior rather then demographics. We wanted
to know:

¢ How the broad populace of connected consumers discover things?

® How quickly do consumers adopt to emerging technologies and
user interface conventions (tag clouds, social media, etc.)?

* What drives consumers’ desire to purchase (or not) online?

e How has video changed the digital landscape in recent years?

¢ Are mobile services being widely used (or not)?

Personalization Hits the Mainstream

The answer, we’ve found, is that the majority of consumers are
increasingly personalizing their digital experiences and sampling a wide
range of digital niche content. From recommendation engines, to blogs,
to customized start pages, today’s connected consumer navigates a
personal landscape that is much more niche than we ever expected.



Have you customized your homepage with
specific content feeds, scheduled updates
or other features?

59.87% 40.13% NO

Our survey found that personalization has hit the mainstream. As
illustrated in the graph above, the majority of consumers surveyed
(60%) personalize their home/start pages. This far exceeds the smaller
number of consumers that we previously believed to be such
active participants.

Further, 56% use RSS (really simple syndication), a technology that
enables users to subscribe to content feeds and read them via
specialized readers or on their customized start pages. RSS enables
consumers to keep up-to-date on news, sports or other information.
Clearly this trend bodes well for the dominant portals and search engines
such as Google (35%), Yahoo! (24%), AOL (10%) and MSN (9%) which
account for the vast majority of consumers’ start pages.

Please rate the frequency in which you do
the following: Subscribe to RSS feeds

All the time
Most of the time

Once in a while 37.18%

Never 44.12%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%



Media & Entertainment Habits Shift

The desire to personalize and sample niche content greatly impacts
consumer’s digital behavior across all industries and verticals. The effect
on traditional media and entertainment consumption habits is stunning.
According to our survey, nearly 70% of consumers read blogs on aroutine
basis, and 41% have their own blog or post frequently to blogs. In fact,
46% of consumers who responded to the survey read four or more blogs
on a regular basis. All of that blog activity is significantly cutting into the
reach of traditional media outlets (newspapers, TV, magazines, etc.).

How often do you read specific blogs?

Monthly

Daily 28.99%

| do not read specific blogs 30.46%
on a regular basis .

Weekly 32.35%

0% 5% 10% 15% 20% 25% 30% 35%

Do you write your own blog or
post to other blogs?

40.55% 59.45% NO




The trend toward niche content is similar for music and video consumption
as well. 67% of consumers watch videos on YouTube or similar sites on a
regular basis and 42% purchase music online. If anything, online video is
not only becoming more pervasive but also affecting offline consumption
in interesting ways. For example, 85% of consumers have watched a
movie preview online before going to see the film at a theater. 58% of
consumers have used a service to download (iTunes) or order (Netflix/
Blockbuster) films online, and 71% have watched a TV show online.

Most tellingly, 91% of consumers rely on the Web to get current
news or information, vastly eclipsing more traditional outlets such as
television. No wonder why broadcasters and newspaper publishers are
struggling to adapt in today’s digital realm.

Retailers Face New Challenges

Personalization has had a similar effect on digital and multi-channel
retailers, as well. Consumers react positively to recommendation engines
and personalized services with their pocketbooks: 62% have made a
purchase based on personalized recommendations (e.g. Amazon.com)
and 72% find such services helpful.

Have you ever purchased an item as a result of a personalized
recommendation e.g. Amazon making a recommendation
based on a past purchase?




However, our research indicates that the biggest shift for retailers is yet
to come, as their relationship with consumers appears to be increasingly
disintermediated. 54% of today’s connected consumers start their
shopping experience at a general search engine, such as Google, versus
30% who either visit the Web site of an established retail store (e.g. Crate
& Barrel) or a specific eCommerce site such as Amazon.com.

Where would you most likely begin your Web search for this product?

Other 0.84%

| would use comparison shopping search engines

since | want to see the price up front 13.66%

| would visit the website of a known
and established retail store

14.92%

| would visit a specific eCommerce site that | frequent 14.92%

or that | think specializes in that type of product
| would use a general search engine 54.41%
to see what comes up

0% 10% 20% 30% 40% 50% 60%

More surprisingly, 38% of consumers say that price is the most important
criteria in deciding where to purchase online although 38% of consumers
also indicate that a Web site that is known or respected helps sway them.
Only 17% of consumers seek out a multi-channel retailer, such as Best
Buy, that has a prominent brick and mortar outpost.

Welcome to the Participation Era

The level at which today’s consumers interact socially online can’t be
overstated and is not confined to MySpace and Facebook. The desire
to interact with others regularly is a fundamental shift that will affect all
digital properties in the coming years.

More than 50% of respondents stated that social networking sites help
them stay in touch with people. The second most common motivation



for social networking was meeting new people. While neither of these
statistics are too surprising, the desire to participate online—whether as
individuals or as part of a larger community —is clearly strong:

* 49% have uploaded a video in the past 3 months.
® 41% write or post to blogs
* 53% share bookmarks with others through services like de.lici.ious

When you want to research a product on the Web which of
the following do you rely on most for information?

Shared shopping lists

Expert reviews

Comparison charts

User reviews 55.04%

0% 10% 20% 30% 40% 50% 60%

The influence of peers flavors interactions across the Web. Most
consumers prefer, or at least desire, the option to navigate sites through
"wisdom of the crowd" features: 82% have read and/or browsed by
"most popular" or "most-emailed" features. 35% have used tag clouds.
Most significantly, 55% of users indicate that user generated reviews and
ratings are the biggest factor in helping them make purchasing decisions.

Mobile Usage Still Nascent

While the adoption of Web 2.0 features has clearly entered the
mainstream, the usage of mobile data services certainly has not. Our
survey, released on the heels of Apple’s iPhone launch, finds the U.S.
mobile data services market still nascent.

Photography-related activities are the bright spot for mobile services. 53%
of consumers have taken and/or shared photos via mobile phones.



Do you use your mobile phone to check weather, news or sports headlines?

Most of the time 9.24%

All the time 10.92%
Once and a while

Never 64.08%

0% 10% 20% 30% 40% 50% 60% 70%

The outlook is not so bright, today, for other mobile multimedia
usage. Only 32% have listened to music via their handset and 24% have
watched videos. And 37% have used mobile web services to check
weather, news or sports headlines.

What To Do Now

Given the sweeping changes in online consumer behavior, we recommend
that marketers and publishers take the following steps to create
exceptional experiences for today’s consumers:

1. Make Content Portable - Ride the personalization wave by making
your content portable. RSS offers a great means for users to subscribe
to your content and get frequent updates. Widgets enable consumers
to have deeper and richer experiences with a Web site’s features and
functions anywhere.

2. Enable Consumer Ratings and Reviews — Ensure that consumers
can contribute and access peer reviews. Retailers should enable
consumers to rate and review products. Publishers should allow



"commenting" whenever possible.

3. Invest in Online Video - Online video is the next great growth
wave in the industry. Make sure all video assets become digitized and
integrated with existing content and services. Look for near-term
advances in video advertising to help monetize the effort.

4. Think Beyond the Web site — Your Web site plays a much less
central role in today’s consumer Web experience. Think about how
search, advertising, social media sites and the blogsphere are related to
your digital marketing efforts and invest appropriately.

5. Take Small Steps with Mobile - Mobile data usage is still nascent.
Take ameasured approach to investing and keep an eye on Apple’siPhone
for near-term breakthroughs.

For the full Avenue A | Razorfish Digital Consumer Behavior Study please
go to http://design.avenuea-razorfish.com to download the PDF.

Avenue A | Razorfish Study Methodology: In July of 2007 we surveyed 475
consumers in the United States. Respondents were screened based on broadband
access, entertainment, social media and ecommerce habits. The selected
consumers were then asked a series of "situational" questions about their
Internet behavior.












soclal shopping:

Consumers are taking control of their shopping experiences.
Retailers need to adapt, now.

By Bethany Fenton

With the recent emergence of several user-generated
eCommerce product aggregators, consumers are fully
recognizing their ability to affect online retailers’ assortments
and sales. Sites like Stylehive.com, Kaboodle.com
and ThisNext.com are taking the lead in a whole new
commerce-driven social media movement that we call
"Social Shopping."
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Stylehive.com is one of the
leaders in social shopping.
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have set-up custom storefronts
on the service.

Blending the best of social networking and online shopping, social
shopping sites are creating environments that allow consumers to create
lists of products from retailers, comment and rate them, take polls that
help them make purchase decisions and, most importantly, share the
products and their opinions with other consumers—in the end, affecting
online retailers’ sales in both positive and unexpected ways. The success
of these sites is based in several key truths: shopping is often a social
event, people like to get opinions on items they’re considering, and they get
ideas from a variety of retailers and, now, an entire world of consumers.



What Does It Mean?

Primarily targeted at the Digital Class—18-24-year olds (2007 Digital
Outlook Report, Avenue A | Razorfish), social shopping sites provide a
new way to navigate an expansive, multi-retailer assortment. Tag clouds,
unbelievably rich and accurate views of the traditional "items like this"
cross-sell, and the user’s ability to create an assortment of products that
are uniquely "them," support the overall user desire for self-expression
and sharing in a broader context.

While we don’t expect retailers to become aggregators, there are
important steps retailers can take:

1. Embrace these sites. Their audiences are your new merchandising team.

2. Watch your assortment. Consumer feedback on your products and
overall selection is readily available.

3. Learn from them. These sites are part of an emerging trend in digital
interactions.



What Can You Do Now?

Social shopping sites represent a number of key behaviors that can be
re-interpreted for any retailer’s site. Here are six things that you can start
doing today:

1.Provide more meaningful cross-sells
Consumers are often skeptical of products that are presented as
cross-sells and up-sells from a retailer-specific point of view. They
question their intent and origination. Leverage tag clouds and
relationships established by consumers as a way to add validity to
your cross-sells.

2. Offer tools that support consumers’ need to consider items
Our retailing research has resulted in a common finding over and
over—"The shopping cart is where | put items I’'ve already decided
tobuy." What do consumers do with the items they’re still considering?
Currently, e-commerce sites support viewing a single item at a time.
Provide a place for customers to store items they’re considering
just as they do in-store as they carry items with them while shopping.

3.Allow consumers to play

Seamless approaches to finding and viewing items are key. Allowing
customers to mix, match and compare in a wholly interactive manner
will quickly become the norm. Some examples include: Like.com’s
feature that allows customers to key in on a single feature of an item
and view more like it; Etsy.com’s feature that allows customers to
view the assortment based on color family; or Endless.com’s visual
approach to faceted navigation. New interaction models are yet to
be realized.



4.Support multi-dimensional product comparison
Product comparison tools, while valuable, are primarily one
dimensional—focusing on the hard-line facts of the products e.g.,
technical specifications. Add new dimensions to product comparison
tools by leveraging consumer reviews and aspects of the product
that are more emotional and functional rather than specification-based.

5.Leverage content from select social shopping sites
Exploremethodsforincorporating user-generated listsand comments
into your retail site in an effort to support existing customer reviews.
As these social shopping sites move toward monetizing their
environments, retailers may have the ability to develop relationships
that allow them to grow existing content bases.

6.Create a stand-alone checkout process
Checkout processes are traditionally laden with features—some
offering expedited processes, for example, one-click and stored
information. Consider leveraging expedited, lightweight checkout
processes that allow consumers to complete their purchases from
aggregator sites, like Shopzilla, with low-involvement interactions.












As a road test, we decided to harness the wisdom of crowds: We asked
almost 800 Avenue A | Razorfish staff, from multiple disciplines, to rank
20 "household name" brands using the Digital Genes Scorecard. Here’s
what we learned:

Digital Gene Scorecard
Interbrand’s Top 10 brands compared with Avenue A | Razorfish’s Digital
Top 10 brands by their cumulative Digital Gene Score.

Interbrand Top 10 brands compared with Digital Top 10 brands compared
by each attribute.

INTERBRAND TOP 5 vs. DIGITAL TOP 5

1]

INTERERAND

DIGITAL
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HERE WE ARE NOW,
ENTERTAIN Us:

An empowered, technology-addled culture will watch ads
only on their terms.

By Tim Sproul and Jim Gibson

The cynical spirit behind Kurt Cobain’s lyrics from the
biggest pop song of the nineties foretold an attitude
among America’s youth culture that is being played
out in the world of digital advertising. Audiences are
saying "okay, we’ll show up to your party, but if it’s
not entertaining, we’ll leave."



And where will they go? They’ll go where they can find content that is
both entertaining and relevant to their lives. Why? Because they can—
because technology has empowered them to watch what they want,
whenever they want.

Consequently, advertising has more pressure than ever to be relevant
to its audience and, above all, entertaining. At Avenue A | Razorfish,
we understand those dynamics and, through a tight relationship with
a smart client, we’re connecting to this audience in entirely new and
interesting ways.

Prime Time Is Now All The Time
The ever-elusive (but oh-so-influential) 18-24-year old demographic is
increasingly mobile and digests its media in smaller bites.

They’re not sitting down at 8 o’clock and flicking on The Cosby Show
(if you did that, you’re almost irrelevant in this conversation—you’re
too old—you’re probably still watching prime time four nights a week).
Cultural trends, including how we consume media, are set by our cultural
influencers and early adopters. And those people, generally, are younger
professionals with active lifestyles and plenty of disposable income.

They’re fickle, too, with technology empowering (again, that word) them
to select what they want and easily avoid ads altogether. You'll note the
popularity of TiVo for its ability to block out commercials.
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Generations of flaccid, transparent creative, driven by desperate, literal
marketers to increase ROI have finally caught up with us. Viewers are fed
up with advertising and they’re expressing this online by refusing to click
on ads and by viewing and sharing only what they deem interesting. And
more often than not, they are watching...how do we say this?...that which
is cool (and relevant to them). They’re watching what entertains them.

Funny, Relevant, Truthful. I’ll Drink To That.

This summer, in an effort to boost sales with our 21-27-year old target,
Avenue A | Razorfish launched a campaign aimed at getting our audience
where he and she lives—surfing the Web at work in the afternoon. We
bought space on sites where they go during downtime —Comedy Central,
Heavy, and Yahoo! sports.

Our creative approach empathizes with the working class by showing
funny moments of work pain, then urges those people to "Call it a day,"
by catching the 4:53 Coors Light train to happy hour. We give them
clickable maps, so they can locate bars near the office. We give them a
happy hour countdown to 4:53 (admit it, we all watch the clock around 3
P.M.). And we give them tools to e-vite their friends. But, above all, we're
giving them a laugh and an invitation for a cold beer when they need it
most—during that often tedious, if not eternal stretch of time between
lunch and quitting time.

HAPPY HOUR o UMWEUMMRBIEN 4 o icicr i abamer ad counts
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to happy hour—4:53.
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our viewer can go after work for a
Coors Light.
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The results? Quite simply, we’'ve made Coors Light part of the
conversation. We’re seeing our audience post our ads on YouTube as
they celebrate the spots. "This is the funniest ad I’'ve ever seen from Coors
Light." The next phase is to stimulate the conversation by encouraging
our audience to connect with each other, via social networking.

Your Audience Is Also Your Ad Agency

Yes, YouTube is a revolution—in the way it empowers viewers not only
to watch exactly what they want, but also to self-publish. Consequently,
our next evolution is to create ads that encourage viewers to do the work
with us, to create ads with us.

So, our challenge is to create branded entertainment, not ads. And
instead of weighty, pricey media buys aimed at distracting our viewer
into a position of interest or clicks (we all know that click through rates
are dropping and smart marketers know that clicks aren’t the way to
measure the influence of a brand), we allow the viewer to pass the ad
along, so that, in essence, our audience is our media department.

If we create a video that’s compelling enough, a 25-year old will send it to
a friend across town. And then, if that person finds it interesting, they will
pass it along to another. Before you know it, you’ve got a million views.
Go further. Give them tools to re-edit the spots. Let them play with your
brand a little and they’ll care a little more about you.

Beyond being a viewer, your audience has become an ambassador for
your brand. They’ve become an active participant. They’re publishing
your ads for you. An interesting thought when you consider the cost (the
broad, wasteful reach) of a 30-second buy on Survivor or CSI.

Coors Light videos depict painful
work moments, then urges viewers
to reward themselves with happy
hour refreshment. Here, a paper
shredder mishap cues the notion to
"Call it a day."




Swing Big

So, creatively, digital advertising must be entertaining to even be
considered worth watching. This is both liberating and daunting. For
a creative in 2008, the fences have been moved in, the ball is juiced
and you’re swinging a big piece of lumber. But you only get one trip to
the plate. And if you miss, they will mock you, they will call you out to
their friends.

Finally, the smartest work will be the spot that surprises and entertains
and begs to be shared, but, also, is connected to a truth about the
brand. Otherwise, they’ll say, “yeah, that was cool, but | have no idea
who did it.” And therein lies the challenge —not just to entertain to garner
the most eyeballs, but to do it in a way that endears brands to those
captive eyeballs.

That’s where Avenue A | Razorfish is headed creatively in 2008. And
getting there should be an interesting, entertaining ride. If not, those
smart, jaded folks will shrug their shoulders, leave the party and hang
out with someone else.

Taking branded entertainment
to where our audience lives, the
spots auto-played between 2-5
o'clock on weekdays. This guy
gets a rather rude awakening
that would drive any erstwhile
fishmonger to drink.
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