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Overall Trends
· Studies highlight three major shifts in how news is consumed:  news is portable; news is personalized, and the news consumer is participatory.  
· Through social media, traditional news consumers are changing; they are becoming news-conduits and hubs, and they are replacing professional filters.
· “Ubiquitous access and mobility will trump other things”[endnoteRef:1] and shape the future of internet communication.  [1:  http://www.businesscasualblog.com/2010/06/the-future-of-the-internet.html] 

· New real-time reporting (instantaneous news) combined with social media, and collaboration across multiple platforms, will effectively decentralize future science communications. 
· Live streaming and the new trends of “push media” have led to different reporting styles:  from Declarative, to Adaptive, to Socratic Reporting (an open method of systematically questioning a news event) and offer new possibilities for branding.
· Increasingly, news organizations will explore how to measure and value content as well as contextualize news to address consumers’ prioritization concerns (about overload of information). 
· Maintaining accuracy and quality of content will continue to be a significant barrier for USGS in integrating new media and consumer participation into USGS reporting.  
Audio Visual 
· News distributors will continue to expand the use of multi-media formats.  Video and Audio Visual (AV) techniques will increase because they are especially effective at contextualizing news.
· Studies show that video consumption is reaching new heights. More and more, organizations are using AV techniques to display/communicate their information because AV allows for more innovative and interactive ways to draw viewers to their web pages/information. 
· AV techniques are being explored to distribute news information in real-time data streams and on social networks. 
· The rise of new multimedia decreases the emphasis on medium, while increasing the importance of communicating content that resonates with the viewer.  In this new era, AV content will be paramount because it enhances viewers’ and receivers’ online experiences, making them more personal, interactive, and “sharable.”  
· The shortening of standard messages favor web-based trends toward real-time, location-based, multi-sensory news.  Such trends are contingent on the continual evolution of AV capabilities.  
· In the near future, AV techniques will be transformed by web mobility applications, sensors and user/touch interface technologies. Thereafter, AV will be used to create easily accessible “virtual-enabled physical worlds” and 3D participatory displays.
External & Intergovernmental Affairs 
· New media offers opportunities to develop and sustain partner and consumer relationships.
· Gathering feedback from existing USGS partners on past interactions and obtaining information on consumer satisfaction will be greatly enhanced through social media, which is being used by organizations as a listening tool.  
· The accuracy of consumer feedback can be increased through new predictive analytic technologies which use preexisting data to extrapolate meaning.  Incorporating accurate customer and partner satisfaction into USGS science strategies will position USGS to help partners meet coming challenges and engage in the science work our partners need most. 
· Maintaining Information Preparedness protocols will be necessary to manage and control events “before they occur.” 
Web and Social Media 
· Ubiquitous access (web mobility) is currently, and significantly, influencing the future of the web.
· Real time technology and location-aware services are ever increasing mobile connectivity and consumer’s appetite for “instant” news.
· New touch/user interface technologies expand the possibilities for data access.  In the future, multi-sensory data will be communicated in real time through live feeds and social streams.  Futurists predict that this evolution will continue to a “Semantic Web/Web 3.0” that uses augmented reality, geo-location tags, and artificial intelligence.
· Social media will only increase in popularity because it harnesses users’ emotional connections.
· Developing a comprehensive social media news strategy is required to target or influence key constituencies in social media.  This strategy will require recognizing social media trends, including:  (i) consumers who engage with and participate in news, and (ii) the necessity to prioritize the overload of information, leading to hyper-personalized information through personalized news streams as well as the development of a “centralized site identity” (e.g., OpenID) for news consumers. 
· Web Design teams will need to keep pace with (and anticipate) ongoing developments in web innovation to provide additional services catering to an increasingly mobile and participatory news consumer.  

-- Advances in geomagnetic sensors, RFID tags and transponders will enable organizations to make personalized information transfer instantaneous. 

-- An understanding of the “influencers” of news consumers must accompany these technological advancements.  These may include the timeliness/context of the message, the medium of the message, and the emotional connectedness/social “ties” linking consumers.   
· Experts and futurists seem to agree on several key characteristics that will change the web in the coming years:  (i) mobile devices will be the primary connection tool, (ii) expansion of voice recognition/ user-touch interfaces, (iii) differentiation between physical reality and virtual reality and between personal time and business time will be further diminished, and (iv) search improvements will continue to be improved through relevance, real time, and relatedness.  “Pew Internet 2010 Future of the Internet Survey Results” also predict that “next-generation engineering of the network to improve the current internet architecture is more likely than an effort to rebuild the architecture from scratch.”[footnoteRef:1]    [1:  http://www.slideshare.net/PewInternet/internet-evolution-where-hyperconnectivity-and-ambient-intimacy-take-us-4737358] 

Internal Communications 
· Technology creates new opportunities for Internal “In-reach.”  Social media should be recognized as a “resource” for internal development; social media’s prevalence is increasing because it harnesses an emotional connectivity,[endnoteRef:2] which can be a plus for internal communications. [2:  http://www.journalism.org/analysis_report/new_media_old_media#fn1

] 

· New lines of communication with management can be forged through social media and will encourage employee engagement, interest and participation in decisions. 
· The increasing use of internal social media will include use:  (i) by virtual teams operating within an organization, (ii) to assemble/share/process information/data, (iii) for training and team-building, (iv) for blogging within an organization, and (v) together with multi-media, for online education and for product development.  
· Internal social media can also be used to promote internal culture by “informing employees first,” by enhancing the development of common elevating goals, and by providing opportunities for team development as well as employee recognition.  
· New Media changes the way data is shared and stored.  Shifts towards semantic integration will use cloud computing and aggregation to enhance the ability to access and store data in cyber space.
· Virtualization will decrease the need for current IT assets but will require development of cloud-enabled services, especially for data storage. 

                                                Community Relations

· As the socialization of news distribution continues, news consumers are not only participating, they are also becoming news generators.  As newspapers and magazines struggle, the shift towards harnessing citizen engagement and promoting hyper-local news will continue.
· Today’s increasingly real-time and hyper-local news environments will cause organizations to target specific, local audiences, providing citizens with locally relevant information. 
· Organizations will compete to be “context providers” of news.  Fostering conversations and local interaction around science data affecting a community would contextualize USGS science and create a new dimension where the public uses and interacts with USGS science.   
· Using social media to increase communications with local communities can solidify and promote USGS’s standing as a “good corporate neighbor.” 
 
  Public Affairs 
· Organizations are using multimedia to update the Traditional Press Release; the new “Social Media [Press] Release” (SMR) delivers information more efficiently and more effectively. 
·  As news consumption becomes an increasingly social experience, more and more, news will be distributed across multi-user, content-sharing platforms that enable collaboration. 
· Collaboration (news sharing among multiple news distributors that can amplify the content/relevance) and instantaneous news through constant, mobile connectivity will continue to shift news delivery towards real time news streams. 
· Collaboration and sharing information on multiple platforms present additional challenges to maintaining the accuracy of USGS science.
· In addition to security and privacy concerns, barriers and challenges associated with this new type of consumer include:  where and to whom to distribute information, whether or not live streaming news is seen as valid and reliable, and the effects of distributing disinformation from aggregated sources without time for fact-checking.  
· The inundation of immediate news (“too much unsorted information”) has caused speculation on how news information will be prioritized; personalizing content and algorithmic authority are two possibilities.
· Five and ten year opportunities will include enhanced delivery to news consumers using “wearable computers and omnipresent sensors.”
Congressional Affairs 
· New Media will dramatically enhance channels of communications and influence between Congress and constituents as well as with government agencies.  
· Using social media to inform and engage the public will:   (i) reduce traditional barriers by increasing the transparency of information (ii) change the direction of influence from top down to bottom up by allowing the public and government agencies to interact with Congress using new mediums (e.g., tweet your congressman!), and (iii) create a better informed and more engaged public around USGS science which can present a more unified front dedicated to lobbying Congress. 
·  Social media can greatly influence consumer participation in matters before Congress and thereby increase the public’s influence.
Graphic Design 
· The future of graphic design will be dramatically transformed as the web becomes increasingly multi-sensory.
· Graphic Design will become integrally related to Audio Visual as video continues to overtake the web and as long, text-based journalism continues to disappear.
·  3D technologies, digital mapping, virtual imaging, and virtualized communications will continually expand the horizons for a new virtual web and continually lessen the distinction between “virtual” and “real.”  These new trends will transform graphic design from flat, one-dimensional products to multidimensional spaces that also infer meaning from preexisting metadata.  
· In the future, organizations will be required to think critically about how they design and integrate new multimedia web strategies.  
· Providing graphic products that engage users emotionally will increase the level of trust and loyalty consumers feel towards the organization

Studies/ Surveys

*For a complete list of Studies and Surveys used, see Functional Area documents.


Pew Internet Project  “Understanding the Participatory News Consumer”.[footnoteRef:2]   [2:  Full Report: http://www.journalism.org/sites/journalism.org/files/Participatory_News_Consumer.pdf; http://www.journalism.org/node/19537. 
Summary of findings: http://www.pewinternet.org/Press-Releases/2010/Online-News.aspx ] 


Pew Internet Project “State of the News Media: An Annual Report on American Journalism”[footnoteRef:3]  [3:  http://www.stateofthemedia.org/2010/overview_intro.php] 


The Media Consortium “The Big Thaw: Charting a New Future of Journalism”[footnoteRef:4] [4: http://mobileactive.org/files/file_uploads/The%20Big%20Thaw%20Charting%20a%20New%20Future%20for%20Journalism.pdf] 


Elon University/ PEW Internet Project “Imagining the Internet: History and Forecast” [footnoteRef:5] [5:  http://www.elon.edu/e-web/predictions/expertsurveys/2010survey/default.xhtml] 


Future Exploration Network “Future of Media Report”[footnoteRef:6] [6:  http://www.rossdawsonblog.com/Future_of_Media_Report2008.pdf] 



Research Institutes

*For a complete list of Research Institutes used, see Functional Area documents.


Poynter Online:   http://www.poynter.org/content/content_view.asp?id=175649 

Neiman Journalism Lab:  www.niemanlab.org

New America Foundation:   www.newamerica.net

OpenNet Initiative:   www.opennet.net

The Pew Research Center's Project for Excellence in Journalism:   www.journalism.org

The Pew Research Center for the People & the Press:  www.people-press.org

The Knight Foundation: Informed and Engaged Communities:  http://www.knightfoundation.org/


Additional Resources Addressing Future Trends in Communications

*For a complete list of Resources used, see Functional Area documents 


DocumentCloud: documentcloud.org  “a unified database of original source documents created by a collaboration of the New York Times, ProPublica, Talking Points Memo, The National Security Archive, Gotham Gazette.”

Microsoft Office Labs:  www.officelabs.com/Pages/Envisioning.aspx “tests concepts and published research about technology change to come.”

 Google Labs:  www.googlelabs.com “showcases what the company is planning next.”
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Audio Visual 
Overview.  The decline in print news is coupled with (and largely caused by) an increase in other mediums conveying the same information.  The rise of new multimedia decreases the emphasis on medium, while increasing the importance of communicating content that resonates with the viewer.  In this new era, audio visual (“AV”) content will be paramount because it enhances  viewers’ and receivers’ online experiences, making them more personal, interactive, and “sharable.”  The rise of multimedia and the shortening of standard messages favor web-based trends toward real-time, location-based, multi-sensory news.  Such trends are contingent on the continual evolution of AV capabilities.  Studies show that video consumption is reaching new heights. More and more, organizations are using AV techniques to display/communicate their information because AV allows for more innovative and interactive ways to draw viewers to their web pages/information.  News gathering is becoming increasingly social; “[h]alf of Americans say they rely on the people around them to find out at least some of the news they need to know.”[endnoteRef:3]   Two aspects of such social news gathering/distribution are personalizing content and sharability.  Consequently, AV techniques are being explored to distribute news information in real-time data streams and on social networks.  In the near future, AV techniques will be transformed by web mobility applications, sensors and user/touch interface technologies. Thereafter, AV will be used to create easily accessible “virtual-enabled physical worlds” and 3D participatory displays. [3:  http://www.journalism.org/analysis_report/understanding_participatory_news_consumer] 

Implications for USGS.   USGS skills in AV technology and techniques and digital imaging will be more and more critical in future communications.  Promoting AV delivery of news should be a priority for USGS, because it “increases engagement” with the news consumer.  An engaged public increases the understanding and appreciation for USGS science.  In addition, today’s data-rich information/news can overwhelm consumers.  Consequently, organizations are competing to become context providers or “information processors” of news.  “Context will provide the "key" to delivering hyper-personalized experiences . . . [that] each end user has with information technology.”[endnoteRef:4]  For USGS, it is likely that AV techniques will be the most effective way to make news contextually significant and will require observing patterns, location, presence and social interactions.[endnoteRef:5]  Targeting instantaneous news relevant to specific audiences with AV techniques, e.g., “USGS News Happening in Your Location – Now” (streaming video of local, rising flood waters) would be an example of USGS delivering context-rich, personal news to the public, and would position USGS as a “context provider” of news.  “Whereas search was based on a "pull" of information from the web, context-enriched services will, in many cases, perpetuate or push information to users.”[endnoteRef:6]  Video streams and future AV enhanced multimedia will provide increasingly personalized experiences and engage consumers who want to interact and share “their” news.   [4:  http://www.billboard.biz/bbbiz/content_display/industry/e3i45e69997d0a6aeab30e1da4ffaed55b0]  [5:  http://www.billboard.biz/bbbiz/content_display/industry/e3i45e69997d0a6aeab30e1da4ffaed55b0]  [6:  http://www.billboard.biz/bbbiz/content_display/industry/e3i45e69997d0a6aeab30e1da4ffaed55b0] 

“Mobile, Facebook Win In Gartner Report”[footnoteRef:7] 01/14/10.  Context will provide the "key" to delivering hyperpersonalized experiences across smartphones and any session or experience an end user has with information technology. Search centered on creating content that drew attention and could be analyzed.  [7:  http://www.billboard.biz/bbbiz/content_display/industry/e3i45e69997d0a6aeab30e1da4ffaed55b0] 

Future of Audio Content?  Findings from PEW’s “State of the News Media” indicate that there are an increasing number of people seeking audio services from new technologies.  The availability of internet radio and access to radio through (ipod/mp3 has increased the number of people seeking audio news.   Audience fragmentation is a barrier to many national news networks.  However NPR continues to see increases in their listeners, largely thanks to  “NPR’s connection to local markets around the country though its member-station format” [endnoteRef:7] While the way people listen to audio news will see transformations, the desire for audio news will remain. [7:  http://www.stateofthemedia.org/2010/audio_summary_essay.php] 

“State of the News Media: An Annual Report on American Journalism”[footnoteRef:8] [8:  http://www.stateofthemedia.org/2010/overview_intro.php] 

Web Video Consumption Is Increasing.  The following studies show that web video consumption is reaching new heights.  The studies suggest that “nearly 80% of all internet users now view video on a regular basis.”[endnoteRef:8]  Location-based services and an increasingly mobile and participatory web will continue to foster the growth of using video to communicate news information.  The same study from Nielsen shows that already 11% of global online consumers use mobile video.[endnoteRef:9]   Services like qik.com, which feeds live video to mobile devices, understand the value of adding immediacy and real-time video to online conversations.  In the future, organizations will increasingly explore the use of video to communicate information,[endnoteRef:10] to attract a younger public to their site, to create an interactive experience on the web and to allow rapid instantaneous updates: “Increasing engagement is the number one reason media companies gave for adding video to their websites (76 percent) followed by strengthening their brand (60 percent), and increasing site visitors (55 percent).”[endnoteRef:11] [8:  http://www.poynter.org/column.asp?id=31&aid=183083]  [9:  http://www.webpronews.com/topnews/2010/08/07/70-of-global-online-consumers-watch-online-video]  [10:  The big thaw; http://www.thebigthaw.com/]  [11:  http://newteevee.com/2010/05/06/broadcasters-see-big-boost-in-web-video-viewership/] 

Implications for USGS.  Video is a highly effective way to communicate information to the viewers.  However, engagement times show that videos should be short; online newspapers and magazines have the highest video viewing completion rates.[endnoteRef:12]  USGS “CoreCast” series is an example.  Going forward, USGS could create short streaming videos:  perhaps an “on the go” section on the web page that gives 30 second-to one minute video updates.  Studies show that 51.8% of video consumption comes from streams watched after a viewer was already on the hosts’ site.[endnoteRef:13] Still, USGS should publicize its videos on social media platforms or other content aggregation platforms; viewers would be redirected to host site after viewing the stream.  [12:  http://newteevee.com/2010/05/06/broadcasters-see-big-boost-in-web-video-viewership/]  [13:  http://www.poynter.org/column.asp?id=31&aid=183083] 


“New numbers: Online video makes big gains.”[footnoteRef:9]  New numbers from online measurement company comScore suggest that nearly 80 percent of all Internet users now view video on a regular basis. "Most video views come from direct traffic, with 51.8 percent of all streams watched after a viewer was already on the publisher's site.  [9:  http://www.poynter.org/column.asp?id=31&aid=183083] 

“Broadcasters See Big Boost In Web Video Viewership”[footnoteRef:10] …Engagement times are increasing pretty dramatically across the board, with viewers watching an average of 5 minutes and 55 seconds of video per viewing session…More people find the videos they’re looking for through search or other sites, but Twitter referrals had higher engagement times than all other search engines or social networking sites. Spike in video publishing activity driven by newspapers and magazines.  Newspaper and magazines have highest video viewing completion rates. Newspapers are the best at getting viewers to watch an entire video at 41 percent of their audience finishing watching to the end of the videos. Increasing engagement is the number one reason media companies gave for adding video to their websites (76 percent) followed by strengthening their brand (60 percent), and increasing site visitors (55 percent). Surprisingly, increasing advertising inventory ranked fourth in the list of top reasons for using online video (33 percent). More than 50 percent of media companies plan to rollout ad-supported mobile video in the next 6-12 months.  [10:  http://newteevee.com/2010/05/06/broadcasters-see-big-boost-in-web-video-viewership/] 

“70% of Global Online Consumers Watch Online Video”[footnoteRef:11] [11:  http://www.webpronews.com/topnews/2010/08/07/70-of-global-online-consumers-watch-online-video] 


Video will dramatically transform communications in the coming years. Today’s public prefers short, quick directness and prefers to be seen while communicating:  Skype explains that their texting traffic is higher than their telephone traffic and their video traffic is through the roof in popularity.[endnoteRef:14]  The multi-tasking, multi-conversational, multi-functional aspect of communications today, facilitated through social media continues to favor video for direct, quick messaging.  “While some of these new methods are creating a truncated form of conversing [Twitter], video communications are creating a richer way to interact than older systems.”[endnoteRef:15] [14:  http://mc.conversationsnetwork.org/shows/detail3430.html]  [15:  http://mc.conversationsnetwork.org/shows/detail3430.html] 

“Communicating science:  The future is audiovisual” http://mndoci.com/2007/07/02/communicating-science-the-future-is-audiovisual/
“The Future is Near”[footnoteRef:12]  Exponential rate of change [12: http://itc.conversationsnetwork.org/shows/detail4626.html] 

“The Future of Communications and Conversation”[footnoteRef:13] people want to be seen when they are talking- short quick directness – reflection time gone [13:  http://mc.conversationsnetwork.org/shows/detail3430.html] 

“The Next Generation of Digital Craftsman”[footnoteRef:14]  podcast Alex Lindsay  [14:  http://sic.conversationsnetwork.org/shows/detail2883.html] 

Chief Architect, PixelCorps The Next Generation of Digital Craftsman. 29 minutes  - must have certain tools to survive in the future business world – video savvy.  Lindsay describes to Globeshakers host Tim Zak how PixelCorps is currently transferring skills in digital imaging and animation to regions in the developing world so that their workforces can capitalize on the coming media revolution.
New Models of Distribution.  In many cases, video streams are replacing traditional news articles; many believe video streams contextualize and personalize information in a way words cannot. Video streams makes information highly sharable by the viewer.  BBC iplayer and Journal of Visualized Experiments (JOVE) are examples of organizations that are transforming the way they deliver information to the public. 
Journal of Visualized Experiments (JOVE).[footnoteRef:15] A video journal for biological research. Visualization greatly facilitates the understanding and efficient reproduction of both basic and complex experimental techniques, thereby addressing two of the biggest challenges faced by today’s life science research community: i) low transparency and poor reproducibility of biological experiments and ii) time and labor-intensive nature of learning new experimental techniques. [15:  http://www.jove.com/] 

“Future Media & Technology- BBC annual report”[footnoteRef:16] BBC iPlayer launched in 2007 and 2009/10 saw an average of over 18 million requests per week. BBC iPlayer has transformed the way people watch and listen to BBC programmes. BBC Red Button is home to our access service – ensuring that those viewers who rely on subtitles, audio description or signing can opt-in to these services and get more from their television.   [16:  http://www.bbc.co.uk/annualreport/exec/performance/fmt.shtml] 

New organizations are using online video to increase consumer reports by emulating sources found through TV and advertizing: “online video will continue to play an important role, not just as content, but as a tool for extending the reach of visual messages now provided by television.” [endnoteRef:16]  With the use of video, news organizations “drive a fast-paced presentation very similar to a network or cable news show”[endnoteRef:17] that has the potential to attract a much younger audience.  Simultaneous TV and web viewing highlights “the growing importance of interactivity to the television experience”[endnoteRef:18] [16:  http://mashable.com/2009/07/31/traditional-media-online-video/]  [17:  http://mashable.com/2009/07/31/traditional-media-online-video/]  [18: http://www.nytimes.com/2010/02/24/business/media/24cooler.html?ex=1282712400&en=47fd928f0d5518af&ei=5087&WT.mc_id=BU-D-I-NYT-MOD-MOD-M138-ROS-0210-HDR&WT.mc_ev=click] 

Implications for USGS: USGS should offer sound bites/trailers for their video news releases and link videos to other information. 
“Water-Cooler Effect: Internet Can Be TV’s Friend” [footnoteRef:17]02/23/10 Blogs and social Web sites like Facebook and Twitter enable an online water-cooler conversation, encouraging people to split their time between the computer screen and the big-screen TV. Recent studies of online social networks have affirmed what researchers have long recognized: people seek to be around and be influenced by like-minded individuals. [17: http://www.nytimes.com/2010/02/24/business/media/24cooler.html?ex=1282712400&en=47fd928f0d5518af&ei=5087&WT.mc_id=BU-D-I-NYT-MOD-MOD-M138-ROS-0210-HDR&WT.mc_ev=click] 


5 Ways Traditional Media Companies are Using Online Video[footnoteRef:18] 09/01/09  [18:  http://mashable.com/2009/07/31/traditional-media-online-video/] 


“8 Companies That Are Reinventing TV Online.”[footnoteRef:19] TV-over-IP is starting to hit television sets thanks to set-top-boxes, TVs, and disc players with built-in streaming capabilities, and like print media before it, traditional broadcast television is beginning to grapple with the inevitability of an Internet-driven future. [19:  http://mashable.com/2009/12/13/future-tv-online/] 


Video Acts as a Curation Platform and Allows Users to Contextualize Stories and Share Information.  With today’s mass influx of information, organizations are finding ways to create communities around their content. Using video, a medium that in many cases is more suited to real-life events, allows viewers to connect and congregate around the content.   
“The Future of Magazines is Here: Q&A with Susan Currie Sivek.” [endnoteRef:19] Disappearing medium of print -  more and more about social media is used as a method of curation and a way for individuals to organize the what is most meaningful to them. [19:  http://sparksheet.com/the-future-of-magazines-is-here-qa-with-susan-currie-sivek/] 


Video Is an Increasingly Personalized Experience for the Participatory Consumer.   
(a) Increasingly, video and imaging are being incorporated into real-time data feeds (for more information on real-time streaming see Public Affairs Outline). Using images in data feeds is used to personalize consumption as well as enable sharing.  For example, Apple’s new “my pulse” feature enables viewers to connect to a live stream of what other users (whom they choose to follow) are doing. The use of video in these news streams appeals to viewers as it enables a “total package for personalized social news streams”[endnoteRef:20] and a forum where images are tied to content.  For a list of organizations/ new technologies that use video to enhance online streaming, see additional resources at the end of this Outline. [20:  http://mashable.com/2010/08/10/personalized-news-stream/?utm_source=feedburner] 


“How News Consumption is Shifting to the Personalized Social News Stream”[footnoteRef:20] 08/10/10.  Documents a series of new media and web based trends that will enable personal news consumption. [20:  http://mashable.com/2010/08/10/personalized-news-stream/] 

“ Pulse + Posterous = News Sharing Bliss”[footnoteRef:21] 08/02/10 The idea was to combine these elements into one place where users can personalize their consumption and sharing. But more importantly, the stream of content is more visually appealing with a focus on images tied to content. . . . Flipboard is the iPad’s “social media magazine” application. It specifically focuses on visualizing the information in users’ social streams, while at the same time enabling you to select other popular news sources to create a total package for a personalized social news stream. Your friends can follow your stream either in the app or at username.pulsememe.com. [21:  http://mashable.com/2010/08/02/pulse-posterous/  ] 


 “Web Video Plays Up its Social Side”[footnoteRef:22]  Video companies are adding news features to make viewers stick around longer. Last week, Facebook launched a live streaming application that plugs into its social network and lets viewers interact with each other, and content producers, while watching. [22:  http://www.technologyreview.com/web/26056/] 

(b)  Organizations are exploring ways to let consumers participate in how they gather and collect news information; the end result is a highly personalized interactive experience through the use of video.  Implications for USGS: Allow consumers to channel the way they search for news on USGS websites.  Examples include: allowing viewers to “save videos for playback at home or only showing stories the viewer is interested in” during the search.
“Epicenter:  Times Techie Envisions the Future of News”[footnoteRef:23]  Bilton’s lab is working on a custom NYTimes application that will only show stories you’re interested in and let you save videos for playback at home."  Newspapers and news organizations are not going anywhere," Bilton said. Except onto your phone, e-book reader, laptop and maybe even your shower wall. Read More http://www.wired.com/epicenter/2009/03/the-future-of-n/#ixzz0wPJ72Hez [23:  http://www.wired.com/epicenter/2009/03/the-future-of-n/  ] 


“Tech Know: Digital Innovations College Style- BBC Tech Innovations”[footnoteRef:24]  Take a story and edit it in real time to compile your interests. Interaction queues given to the viewer – redirect them to things that interest them. [24:  http://news.bbc.co.uk/2/hi/technology/8548322.stm] 

Visualized content.  Audio visual techniques are taking over as the best ways to present data and news coverage by providing interactive ways to communicate information to the public. The below trends use visual displays to map data so that is easily accessible and interactive for the public: 
(a)  Using images that are tied to content in real time in social networks has led to the trend of using imaging/ mapping as a forum for displaying news. The idea of mapping where information comes from and tying it to audio/ visual resources gives viewers a highly interactive participatory way to engage with the presented information.  Implications for USGS: As trends continue towards a more mobile web, video is an easy way to offer local consumers’ location-based news, quickly and on the go. Visual mapping could be useful for the USGS in the following ways:  share USGS news on national map: “what’s happening at USGS in each state” click on map for stories. 
 “Best Use of Augmented Reality, Ever”[footnoteRef:25] Hyper local blogs in real time and map them [25:  http://www.realityprime.com/featured/best-use-of-augmented-reality-ever.] 

chicagocrime.org [footnoteRef:26](now part of EveryBlock) is one of the original, and perhaps still the best, examples of visualization as journalism. In case you're unfamiliar with it, chicagocrime took data from publicly available sources in the Chicago area and plotted it on a map. While there was nothing there that didn't already appear in the local paper, seeing the data superimposed on a map made it much more accessible and engaging. The project won a variety awards and inspired similar data-driven projects at Washingtonpost.com and NYTimes.com.  [26:  chicagocrime.org] 

(b)  Interactive timelines are an example of employing visual resources to make the material more participatory and personalized for consumers.  Implications for USGS: The success of USGS’s “Did You Feel It” earthquake map is an example of where interactive data communications is headed.  Perhaps the next step is creating user generated timelines and maps.  TED, Twitter Earthquake Detector from USGS is employing social media; sending videos instead of tweets could be even more effective.
“VIDI modules Timeline Map”[footnoteRef:27] was built as a Drupal Views 2 style plug-in. It is based on the Timemap. js project (http://code.google.com/p/timemap/).It allows you to load one or more datasets onto both a map and a timeline simultaneously. Only items in the visible range of the timeline are displayed on the map. Timeline Map displays data represented in the timeline as markers on Google map. Examples (http://timemap.googlecode.com/svn/trunk/examples/basic.html ) [27:  http://www.dataviz.org/ ] 

“How the Local News Survived the D.C. Earthquake of 2010” [footnoteRef:28]The Washington Post’s reliance on interactive media in its coverage of the earthquake is particularly telling, as the Post website had several tools up and running within hours of the quake. A user-created map shows places where area residents felt the shock—with locations added by readers themselves—and a forum has been open since a little before 8 a.m. for residents to react and discuss. [28:  http://mediapolicy.newamerica.net/blogposts/2010/how_the_local_news_survived_the_dc_earthquake_of_2010-34461.] 


The Future of Visualized Content.  In the future, we will see an increase in applications that promote new ways to configure data in a way that is visually accessible.  Visualized content continues to increase in popularity because it makes news consumption more engaging and more sensory. As the future of the web continues to evolve into a multisensory experience, emerging visual dimensions such as virtual worlds and 3D technologies will remain critical aspects of the revolutionized web. For more information on Virtual worlds, see Graphic Design Outline.
In the future, content and information will be displayed visually and will be user generated. The rise of user/touch interfacing will increasingly allow us to interact with the virtual web in our physical environments. “As the number and purposes of virtual worlds proliferate, busy people will use them for limited context and goal-specific immersion (for entertainment, socializing, collaboration, education, exploration, etc.) managed through tomorrow's increasingly intelligent social software and 3D-enhanced browsing platforms. We can foresee social networks being incorporated in tomorrow's browsers, so that community is the foundation of online experience.”[endnoteRef:21] [21:  http://metaverseroadmap.org/inputs2B.html#predictions] 

The Future of User Generated Content[footnoteRef:29]   [29:  http://video.futurist.com/video/Future-Talks-User-Generated-C ] 


Interfacing:  Many predict that in the upcoming years, web mobility will have moved from Smartphones to your palm, literally…  Implications for USGS: think about what science data/news will be most enhanced through multi-sensory mediums. “Haptics are the interface between computers and humans; technologies that use the body's sense of touch as another portal for interfacing, akin to how the blind read Braille or people set their cell phones on vibrate.  Haptics multiply the amount of information our bodies can take in.” [endnoteRef:22]  [22:  Wired for War,  P. W.  Singer, New York, Penguin Press, 2009. ] 

Wired for War,  P.W. Singer, New York, Penguin Press, 2009. 
“Miracle Film Turns Any Surface into a Touchscreen” [footnoteRef:30] An interactive hardware company called Displax has begun marketing Skin, a paper-thin, flexible film that would transform any non-metal surface into an interactive touch screen. [30:  http://mashable.com/2010/08/17/displax-skin/ ] 

“Skinput Sensors turn skin into gadget control pad”[footnoteRef:31]  [31:  http://news.bbc.co.uk/2/hi/technology/8587486.stm] 


While touch interfacing is still in its infancy, new software applications are creating easy ways for organizations to link users to a variety of multimedia resources while they navigate your site.  Services like “Apture”[footnoteRef:32] allow users to navigate through different sites without ever leaving the homepage.  Implications for USGS:  Applications such as these enable users to link and refer to other sites while reading/watching/consuming USGS news.  Such programs offer unique ways to increase duration and quality of time spent navigating USGS sites.  [32:  www.apture.com] 

The future of user generated content is contingent on the development of conversational interfacing.  For additional information and predictions on the future of interface technology, see below.

Additional Resources/Applications for Visualized Content: 
 DrasticTools:  http://drasticdata.nl/DDHome.php?m=3 is a PHP / Javascript / MySQL based open source package with an Ajax-based data grid (DrasticGrid), a configurable tag cloud (DrasticCloud) and a Google mapping component (DrasticMap). The grid makes it possible to display, sort and edit data in a table via a browser.
The Open Graph Viz Platform: http://gephi.org/ Gephi is an interactive visualization and exploration platform for all kinds of networks and complex systems, dynamic and hierarchical graphs. Runs on Windows, Linux and Mac OS X. Gephi is open-source and free. Gephi is a tool for people that have to explore and understand graphs. Like Photoshop but for data, the user interacts with the representation, manipulates the structures, shapes and colors to reveal hidden properties.

Adobe Air Reader: http://news.cnet.com/8301-17939_109-10098614-2.html  The reader gracefully re-lays out pages based on screen shape, uses Flash for video and interactive ads, and provides an option for a bird’s-eye view of stories to let users browse the paper. That’s perfect, a tidy newsreader that lives on your desktop and shares nearly all the attributes of Google Reader with a cleaner interface written to mirror Mac OS X. Users can access all feeds from their account or just favorites and shared stories.

SeMedia: http://www.bbc.co.uk/rd/projects/2009/10/semedia.shtml develop search tools that would work across a range of differing media environments, encompassing broadcast and post production, advertising, cinema and the web. It is a context-aware and flexible media search, browsing and annotation system that can be used across a range of media environments and applications. 

The Google Maps API: http://analyticjournalism.blogharbor.com/blog  has been a great boon for news websites and a great help in creating all kinds of interactive graphics involving maps. 

“Web Interface and IM Integration. Is it Enough?” http://mashable.com/2008/04/08/uvlayer-web-interface/uvLayer’s  uvLayer’s video application, built on Adobe AIR([image: adobe AIR]), launched a couple of months ago as a downloadable application for viewing and organizing video content according to your personal preferences.  

 New York Times launching AIR-based news reader: http://news.cnet.com/8301-17939_109-10098614-2.html  11/17/08
“Video Toolbox: 150+ Online Video Tools and Resources:  http://mashable.com/2007/06/27/video-toolbox/
“TipSheets:VisualJournalism” http://www.poynter.org/content/content_view.asp?id=31883&sid=11


Multi -Sensory Web – Additional Sources

 Defense Sciences Office (DSO) of the Defense Advanced Research Projects Agency’s (DARPA)
focuses on “mining ‘far side’ science.” DSO is working on a way to make multi-sensory data
converge in real time.  (www.darpa.mil/dso/thrusts/index.htm)

 Distributed sampling: “The pulse is shared, quite literally, using efforts like Stanford University’s ‘quake catcher’ network, in which seismic activity is measured by tapping into the sensors commonly found in consumer laptops.” (qcn.stanford.edu)

Ushahidi  “Crowdsources crisis information” in Kenya.  The platform takes in reports from field via mobile devices. Reports are collated into web-based platform/presentation and certain info is sent back via mobile. (www.ushahidi.com) http://blog.ushahidi.com/index.php/2010/08/09/introducing-crowdmap/


Additional Resources for Online Video/Increasing Video Consumption:

“Revival of the TV: The Future of Media” 07/01/08 http://www.mediafuturist.com/files/the_future_of_media_presentation_at_google_london_gerd_leonhard.pdf  

Justin.tv: www.justin.tv is the largest live-video site online (41million visitors/month).

Ustream.tv: www.ustream.tv launched in early 2009 their new white label, live-video service, “Watershed.”

Seesmic: seesmic.com.  provides real-time video conversation. 
Qik.com is the leading live video service for mobile devices.

ZunaVision: www.zunavision.com & Innovid : www.innovid.com insert Flash-based assets into video post-production, so a blank wall in a video could suddenly contain a movie poster, digitally inserted at the time of delivery.

Internet Protocol Television (IPTV): Apple TV www.apple.com/appletv

Roku (www.roku.com).

Slingblox www.slingmedia.com & HAVA: http://www.myhava.com break down the conventions and gateways we have in place around accessing television content.

Additional Resources for User interfacing: 

Apture: www.apture.com enables a publisher to enhance its site with a multimedia layer above its web pages. Apture allows you to see the sight without actually going to it. 

 Cooliris: www.cooliris.com creates a rich graphical “3D Wall” on desktop and iPhone browsers to view photos, video and news. formerly known as PicLens, Cooliris is a web browser plugin that provides interactive full-screen slideshows of online images. The software places a small icon in the corner of an image thumbnail when the mouse moves over it, which launches into a full-screen photo viewer when clicked,

Zemanta: www.zemanta.com  allows you to find related images as you blog (helps create links for Google search).  Zemanta is a tool that looks over your shoulder while you blog and gives you tips and advice, suggests related content and pictures and makes sure your posts get promoted as they deserve to be. We at Zemanta are thinking hard to help make blogging easier for you.

Multi-Screen Display, PC, Video Wall & Controller Applications. http://9xmedia.com/new/resources/applications.php
Haptics: //www.hapticssymposium.org
http://www.uie.com/events/uiconf/2010/ user interface conference
Additional Resources on the Future of Interfacing: 

“5 Terrific Ted Talks on Future Technologies.” http://mashable.com/2009/08/20/ted-future/6th sense- give us unlimited access to meta information ( Mobile web/semantic web What you see is an attempt to contextualize the mass of data available over the web, by using complex information collection, processing, retrieval and presentation.  The system comprises a video camera, projector and web-enabled phone, worn by the user.  By integrating all three components, the wearer can now interact with the web in a very intuitive and context-specific manner—almost as if there was an additional sense reaching out into cyber space. Mind control using functional Magnetic Resonance Imaging (or fMRI) – control inside of human brain- connect to the interface of someone’s functioning mind Embracing an exponentially advancing future- Computers disappear- interact with interfaces/ augmented virtual realities 

http://mashable.com/2009/06/01/social-media-future-tech/ “the idea of being able to control an interface without the use of your fine motor skills has massive implications for human computer interaction. Consider the ability to tweet what you’re thinking without having to pull your phone out of your pocket, type your message and hit send.”
http://www.accelerationwatch.com/lui.html “The Conversational Interface”: “Our Next Great Leap Forward Though the CI will have no self-awareness and very limited self-modeling, it will have a rapidly increasing contextual (embodied, situated) intelligence, as it will be 'programmed by the planet' of human users”
http://metaverseroadmap.org/inputs2B.html#predictions “Future predictions in the metaverse” : “Finger and hand tracking and the longstanding dream of a gestural interface. A laptop user's finger movements and hand motions can be translated into amplified yet precise movements in 3D space, using high-precision gesture-recognizing cameras. Eye and head tracker for virtual worlds navigation. Moving beyond today's first generation head tracking systems (see NaturalPoint), picture an eye- and head-tracking camera that translates your subtle eye or head movements in physical space into large shifts of view in gamespace for 3D orientation. Once our computers are smart enough to speak to us in simple sentences via a primitive conversational interface (circa 2015-2025), to store primitive inferential, context-based personality and values models of their users (first generation personality capture), and to express those models using a facial action coding language, we predict avatar-mediated human-computer and human-human communication must emerge. New miniaturized user interfaces. We can expect cell phone pieces that disappear behind the ear, and eventually, micro-laser augmented reality devices.”
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External & Intergovernmental Affairs 
Overview.  New media offers opportunities to develop and sustain partner and consumer relationships. Gathering feedback from existing USGS partners on past interactions and obtaining information on consumer satisfaction will be greatly enhanced through social media, which is being used by organizations as a listening tool.  In addition, “social media listening” can be used to monitor how consumers are interacting with key partner agencies and industry groups. “In the era of the participatory web, listening is not an option; it is a mandate.”[endnoteRef:23]  The accuracy of consumer feedback can be increased through new predictive analytic technologies which use preexisting data to extrapolate meaning.  Incorporating accurate customer and partner satisfaction into USGS science strategies will position USGS to help partners meet coming challenges and engage in the science work our partners need most.  Another focus of External Communications is building USGS’s reputation (and brand) with key audiences, including Congress, DOI, and the media, as the proven, capable source for quality science that solves the nation’s problems.     [23:  http://www.practicalecommerce.com/articles/976-Social-Media-Listening-is-the-New-Marketing] 

Using Social Media for Consumer Feedback.  Gathering customer feedback through social media provides consumers with an interactive experience.  Available new tools include “Community Feedback Forums” which provide a social support system for consumers. Consumers are encouraged to answer each other’s questions, problem solve, and create new ideas for improving product and process.[endnoteRef:24]    [24:  http://getsatisfaction.com/  ] 

GetSatisfaction[footnoteRef:33]    [33:  http://getsatisfaction.com/  ] 


HOW TO: Get Your Feedback Heard on Social Networks[footnoteRef:34] [34:  http://mashable.com/2009/12/11/feedback-social-networks/] 

“GetSatisfaction is the cool new kid on the customer service block, but services like SuggestionBox, UserVoice and Kampyle also help sites collect customer feedback in community-based forums.”

Feedback Frenzy: 35+ Customer Service Resources[footnoteRef:35] “Get Satisfaction is currently the best of the breed when it comes to a centralized method of feedback communication and status updates for companies and customers. It provides a useful Company Directory that shows all of the sites and services that allow you to share your feedback and suggestions.”  [35:  http://mashable.com/2008/08/13/customer-service-resources/

] 


Organizations are adding polling and sampling to their websites (i.e., polling twitter followers or adding polls on Facebook pages) as a way to increase accuracy of feedback and offer more engaging ways for users to offer feedback.  In addition, real time information trends are being explored as a way for organizations to respond to feedback/complaints or to communicate with their user base, informing them of service delays, interruptions and new updates.[endnoteRef:25]  In the future, third party systems may replace more direct forms of communication between organizations and consumers, although organizations like Microsoft counteract this trend by providing a live chat feedback center.[endnoteRef:26] [25:  http://mashable.com/2008/08/13/customer-service-resources/]  [26:  http://mashable.com/2008/08/13/customer-service-resources/] 


The new media revolution makes it increasingly easy to share or complain about service or management.  “Give as much information as you’ve got. If you share what you know with me, I’ll do my best to share a solution with you. After all, isn’t sharing what social media is all about?”[endnoteRef:27]  All in all, this seems to be a win-win for companies and consumers.[endnoteRef:28]   [27:  http://mashable.com/2009/12/11/feedback-social-networks/]  [28:  http://mashable.com/2008/08/13/customer-service-resources/] 


Predictive Analytics: Consumer feedback is becoming even more accurate thanks to new technologies like Natural Language Processing (see Internal Communications Outline).  For example, IBM has introduced a new social media monitoring tool, the “SPSS Modeler data mining and text analytics workbench [that]…will measure consumer sentiment from data gathered on Twitter, blogs and other web services and networks.”[endnoteRef:29] [29:  http://mashable.com/2010/05/11/ibm-social-media-analytics-tool/?utm_source=twitterfeed&utm_medium=twitter] 

	IBM Debuts New Social Media Analytics Tool[footnoteRef:36] [36:  http://mashable.com/2010/05/11/ibm-social-media-analytics-tool/?utm_source=twitterfeed&utm_medium=twitter
] 

In the future, “organizations can combine all of their structured data with textual information from documents, emails, call center notes and social media sources… to create even more accurate intelligence about consumers.”[endnoteRef:30]  Like many other web based trends, consumer feedback will be improved as the new technologies develop that can extrapolate meaning from preexisting data. [30:  http://mashable.com/2010/05/11/ibm-social-media-analytics-tool/?utm_source=twitterfeed&utm_medium=twitter] 

Companies already using IBM’s application have used this data to improve CRM and make better-informed choices about products and marketing. “Predictive analytics allows us to leverage unsolicited and unbiased customer feedback and strategically improve our business. We now can also monitor competitor and industry websites [...] to maintain a current view and better understand how the public perceives our competition.”[endnoteRef:31]   [31:  http://mashable.com/2010/05/11/ibm-social-media-analytics-tool/?utm_source=twitterfeed&utm_medium=twitte] 

Implications for USGS.   Centralizing consumer feedback will be essential, with feedback coming from multiple departments/regions as well as from multiple sources (phone, email, web, social media, mobile devices, and predictive analytics).  Social media provides an initial level of “centralization” by effectively combining consumers’ feedback.  
Communicating with Existing Science Partners
Social Media Listening.  Social media can improve consumer and partner relationships by tracking consumer feedback and satisfaction, product review, brand positioning, and consumer opinions.[endnoteRef:32]  Social media listening can also be employed inversely, by enabling organizations to find out how consumers are reacting to key partners and industry groups.  Researching partner organizations’ weaknesses, strengths and customer satisfaction will provide new insight into ways USGS can position itself to meet partners’ future needs.  [32:  http://www.slideshare.net/cterschl/determining-the-impact-of-customer-relationships-social-media-measurement-analysis] 

Use Social Media Listening to Receive Feedback on Past Work/Interactions with Partners
Fostering community feedback forums will enable organizations to more readily employ social media listening (since consumer feedback will be centralized via social media)  USGS can “listen” to it more easily.  New media provides increasing opportunities to listen to what target audiences and partners are saying about an organization and how they are processing and using provided information. In today’s environment where “a brand is the sum of all conversations and is no longer completely controlled by the corporation,” identifying what people are saying about your brand (i.e., creating your image) will allow for better future partner relations. 
Social media listening is a critical component of improving existing consumer and partner feedback.  Organizations can begin listening by “identifying relevant conversations across multiple components of the social web.”[endnoteRef:33]  Listening to how consumers and partners interact with the USGS brand via web data (traffic, unique visitors, time spent on site) as well as conversational data and social media data provides relevant information about the target audience.  Organizations that imagine the internet as “real time online focus group”[endnoteRef:34] may find insight about specific audiences and what type of information is important to them. Social media listening can also reveal important information concerning consumer demographics and product improvement ideas.  “Companies that are both deeply and widely engaged in social media surpass their peers in both revenue and profit performance by a significant difference”[endnoteRef:35] [33:  http://www.slideshare.net/cterschl/determining-the-impact-of-customer-relationships-social-media-measurement-analysis]  [34:  http://www.slideshare.net/cterschl/determining-the-impact-of-customer-relationships-social-media-measurement-analysis]  [35:  http://www.slideshare.net/cterschl/determining-the-impact-of-customer-relationships-social-media-measurement-analysis] 

Implications for USGS.  Social media will improve USGS’s ability to listen to consumer feedback, as well as provide a discussion platform for collaboration and innovation among partner organizations.  
Social Media: Listening is the New Marketing [footnoteRef:37]  “Marketers are known for talking, not listening. That is not to suggest we have not used tools like focus groups, user surveys or other research instruments in the past.  It's just that, in the era of the participatory web, listening is not an option; it is a mandate. There are three metrics involved in what is now referred to as Online Reputation Management: share of voice, tone of voice and trends over time. Google Reader to subscribe to Google and Yahoo! news alerts, Technorati and Twitter keywords searches, and other RSS feeds for relevant keywords.” [37:  http://www.practicalecommerce.com/articles/976-Social-Media-Listening-is-the-New-Marketing] 


Social Media Listening, Measuring, and Engagement Primer.[footnoteRef:38]  “Listening – or social media monitoring– is the notion of searching for the key words and phrases being used online to hear what’s being talked about. It’s about homing in on the data, conversations, dialogue, and other bits of information that are relevant to your business.” [38:  http://www.radian6.com/wp-content/uploads/2010/06/Radian6_June2010_eBook.pdf] 


CrossTech Partners [footnoteRef:39] [39:  http://crosstechpartners.com/services.html] 


Determining the Impact of Customer Relationships: Social Media Measurement & Analysis [footnoteRef:40] [40:  http://www.slideshare.net/cterschl/determining-the-impact-of-customer-relationships-social-media-measurement-analysis] 

Incorporating Consumer Satisfaction into Science Programs
Timeliness: Responding in a timely manner to customer feedback will be essential step in improving consumer loyalty. Companies are now implementing “automated alerts generated from all customer surveys and sent to the managers who ‘own’ the particular customer relationship or transaction. They review the feedback, take or delegate action and ensure that employees engage in customer follow up within 24 hours for negative alerts and within 48 hours for positive alerts . . . When every customer experience can be easily and widely broadcast, small issues become super important.” [endnoteRef:36]  Inevitably, one of the most important jobs in today’s new media era is to understand what people are saying about your organization through social media and respond to them quickly and directly.  [36:  http://mashable.com/2009/09/22/social-media-business/] 

4 Ways Social Media is Changing Business[footnoteRef:41] [41:  http://mashable.com/2009/09/22/social-media-business/] 

Implications for USGS.  Since positive and negative, good and bad experiences are broadcast in equally rapid fashion, in the future, it will be important for organizations to pay careful attention to one-on-one relationships with customers as well as partners. “Instead of only relying on big campaigns, make authentic, helpful relationships and communication the new campaign.”[footnoteRef:42] [42:  http://mashable.com/2009/09/22/social-media-business/] 

Think Like a CIO: Use Technology to Improve Brand Loyalty[endnoteRef:37]  Aug 17, 2010   [37:  http://chiefmarketer.com/technology/0817-brand-loyalty-technology/] 

“What are the best ways to measure and manage the customer experience? Companies that succeed at this are those that collect feedback from their customers and act on it.”

Give Potential Partners Usable Information.  Social media and AV capabilities offer new possibilities to deliver information to partners tailored to their specific needs.  Creating video clips addressing specific issues and featuring scientists talking about their area of specialty could be used by partner programs to assess what resources USGS can provide to them. 
Tufts Builds Brand with Online Video, TV[footnoteRef:43] “…wanted to give potential patients information they could use. This led to creating a library of videos on TuftsMedicalCenter.tv, featuring staff physicians talking about their areas of specialty.” [43:  http://chiefmarketer.com/online_marketing/0322-tufts-tv/] 

Organizational Branding: The changed role of the “participatory news consumer” will have implications for organizational branding. New trends suggest that promoting online activity and consumer participation is a highly effective way to gain loyalty and engagement. In today’s market, successful branding is less about having a host of followers or attracting unique followers day after day. Branding today should focus on “creating a comfortable online “home” where you engage in meaningful conversations with fans and followers.”[endnoteRef:38]  [38:  http://comprehension.prsa.org/?p=1688







] 

Measuring Stakeholder Relationships: A Case Study”[footnoteRef:44] 07/30/10  “Six elements of a relationship are testing using an agree-disagree scale:  Control mutuality (the extent to which stakeholders feel they have control over the direction of the relationship, the organization, the strategy, or whatever’s at issue), Trust (integrity dependability, competence), Satisfaction, Commitment, Exchange and Communal Value.”  [44:  http://comprehension.prsa.org/?p=1897] 


“Creating Online Communities That Feel Like Home”[footnoteRef:45]  05/17/10   “Building an online community isn’t about creating a forum where your brand is “king” among its many loyal subjects. It’s about creating a comfortable online “home” where you engage in meaningful conversations with fans and followers.” [45:  http://comprehension.prsa.org/?p=1688] 


“Is Client Relations the New Media Relations?”[footnoteRef:46] 04/08/10  But in this new era of “citizen journalism,” where anyone with a computer can spread information about your brand, is client relations quickly becoming the new media relations?  Should PR practitioners counsel organizations to treat customers in the same way PR folk treat media: providing open, honest, authentic information in a timely manner? [46:  http://comprehension.prsa.org/?p=86] 


Brand Equity – How USGS Can Maintain, Enhance and Support its Reputation
The Office of Communications’ job is to build USGS’s reputation (and brand) with key audiences, including Congress, DOI, and the media, as the proven, capable source for quality science that solves the nation’s problems.  USGS needs to ensure that products/science information used by the public accurately attribute USGS as the source of those products or information.  USGS should evaluate USGS’s current policy[footnoteRef:47] for acknowledging/crediting USGS as the “information source” to be certain that USGS is credited for USGS science. [47:  http://www.usgs.gov/visual-id/credit_usgs.html
] 

Additional Resources 
How Loyalty Promises Privacy in a Social Media World http://promomagazine.com/incentives/news/0616-loyalty-promises-privacy/

Brands Get a Referral Edge from Facebook: Survey
http://promomagazine.com/news/0406-brands-facebook-referral-edge/

How to build social robots that interact, collaborate, and learn with people as partners. http://www.media.mit.edu/research/groups/personal-robots 

Pointer Media Network (www.pointermedianetwork.com), Loosing Loyalty - The Consumer Defection Dilemma 

Web and Social Media
Overview.  The success of new media and social network applications continue to drive web innovation.  Ubiquitous access (web mobility) is currently, and significantly, influencing the future of the web; in 2012, shipments of Smartphones will exceed shipments of PCs.[footnoteRef:48]  Social media, already multiplying rapidly, will only increase in popularity as the mobile web encourages the development of sensors, user/touch interface technologies, and location-based services.    A less certain, but significant influence is the goal of the “Semantic Web” or “Web 3.0,” which promotes interaction and collaboration to develop programs/applications/systems that stream/store data together in cyberspace.  Such data integration on a global scale would effectively harness collective intelligence.  Further, there will continue to be a growing emphasis on providing hyper-personalized information through personalized news streams as well as the development of a “centralized site identity” (e.g., OpenID) for news consumers. All of these trends will continue to shape the future of social media and influence the next major web advancements.  [48:  http://www.slideshare.net/whatsnext/burson-proofmobile-studyfinal] 


Implications for USGS.  Web Design teams will need to keep pace with (and anticipate) ongoing developments in web mobility to provide additional services catering to an increasingly mobile and participatory news consumer.   Advances in geomagnetic sensors, RFID tags and transponders will enable USGS to make personalized information transfer instantaneous:  for example, “USGS News Happening in Your Location – Now!”  An understanding of the “influencers” of news consumers must accompany these technological advancements.  These may include the timeliness/context of the message, the medium of the message (streaming video of an erupting volcano), or the emotional connectedness and social “ties” linking consumers (“Barbara Wainman said you would like this”).  A comprehensive social media news strategy is required to target or influence key constituencies in social media.  However, maintaining accuracy and quality of content will continue to be a significant barrier for USGS in integrating new media and consumer participation into USGS reporting.  

Experts and futurists seem to agree on several key characteristics that will change the web in the coming years:  (i) mobile devices will be the primary connection tool, (ii) expansion of voice recognition/ user-touch interfaces, (iii) differentiation between physical reality and virtual reality and between personal time and business time will be further diminished, and (iv) search improvements will continue to be improved through relevance, real time, and relatedness.  “Pew Internet 2010 future of the internet survey results” also predicts that “next-generation engineering of the network to improve the current internet architecture is more likely than an effort to rebuild the architecture from scratch.”[footnoteRef:49]    [49:  http://www.slideshare.net/PewInternet/internet-evolution-where-hyperconnectivity-and-ambient-intimacy-take-us-4737358] 


 “The future of the internet”[footnoteRef:50] 02/19/10  [50:  http://www.elon.edu/docs/e-web/predictions/2010survey.pdf  ] 


 “Imagining the internet: History and forecast”[footnoteRef:51]  [51:  http://www.elon.edu/e-web/predictions/expertsurveys/2010survey/default.xhtml] 

“The Future of the Internet III”[footnoteRef:52] 12/14/08  [52:  http://www.pewinternet.org/Reports/2008/The-Future-of-the-Internet-III.aspx] 


The Mobile-based Web Is Here.  Studies show that already ¾ of the world’s messages are sent from mobile devices.[endnoteRef:39]  The average iPhone user only spends 45% of his on-device time making voice calls – 38% of owners use their mobile phone to access the internet.[endnoteRef:40]  Forrester Research recently reported that “by the end of 2010, more than 240 million US consumers (or almost 78% of the population) will have a mobile phone subscription."[endnoteRef:41] “By 2013, mobile phones will overtake PCs as the most common Web access device worldwide.”[footnoteRef:53]  Mobile technology growth has outpaced any other computing cycle.  Organizations should prepare for this flooding new trend that will drastically change print journalism.  The mobile based web will continue to offer new possibilities for the “Participatory Consumer” – (See Public Affairs Outline) because all web experiences will be personalized based on preferences, activity, and location.  “Most adult internet users (63%) access the internet using multiple devices; this is especially true of adult internet users younger than age 50, of whom 70% access the internet with more than one device.”[endnoteRef:42] [39:  http://www.pewinternet.org/Reports/2010/Mobile-Access-2010.aspx . Mobile Access 2010]  [40:  http://www.pewinternet.org/Reports/2010/Mobile-Access-2010.aspx . Mobile Access 2010]  [41:  http://www.mobilemarketingwatch.com/tag/forrester-research/]  [53:  http://mobile.rjiblog.org/2010/02/06/the-road-to-2013-a-timeline-for-newspapers/]  [42:  http://www.pewinternet.org/Reports/2010/Social-Media-and-Young-Adults/Part-2/5-Wireless.aspx] 


“Mobile Access 2010”[footnoteRef:54] 07/07/10 Eight in ten American adults (82%) currently own a cell phone of some kind, a figure that has remained fairly stable over the past year. Compared with a similar point in 2009, cell phone owners are now more likely to use their mobile phones to take pictures—76% now do this, up from 66% in April 2009.  Send or receive text messages—72% vs. 65%.  Access the internet—38% vs. 25%.  Play games—34% vs. 27%.  Send or receive email—34% vs. 25%.  Record a video—34% vs. 19%.  Play music—33% vs. 21%.  Send or receive instant messages—30% vs. 20%. [54:  http://www.pewinternet.org/Reports/2010/Mobile-Access-2010.aspx . Mobile Access 2010] 


“More Cell Phone Owners Use an App for That”[footnoteRef:55]  59% of All Adult Americans Go Online Wirelessly. Six-in-ten American adults are now wireless internet users, and mobile data applications have grown more popular over the last year. [55:  http://pewresearch.org/pubs/1654/wireless-internet-users-cell-phone-mobile-data-applications?src=prc-latest&proj=peoplepress] 

 
New Study Shows the Mobile Web Will Rule by 2015.[footnoteRef:56]  The study also shows a dramatic shift  	toward mobile web use. And speaking of coverage, global 3G penetration is expected to hit 21% this year. In Japan, where the U.S. looks to find its mobile roadmap for the future, 96% of mobile subscribers already have 3G coverage. In Western Europe, the penetration is around 54%, just slightly above 46% in the U.S. [56:  http://mashable.com/2010/04/13/mobile-web-stats/] 

Usability Is Still the Biggest Barrier to Web Mobility.  BBC News reported in January 2009 that 61% of users interviewed in the UK and US said setting up a new handset is as challenging as moving bank accounts and 95% said they would try more new services if mobile technology were easier.[footnoteRef:57] [57:  The big thaw; http://www.thebigthaw.com/] 


Web Mobility Will Continue to Affect other Future Internet Trends.  Such trends include the proliferation of sensors, 3D technologies, location-based services and real time technology.  The mobile web has significant implications for future development of visualized content, the development of instantaneous news, and collaboration.  In the future, the development of geomagnetic sensors, RFID tags and transponders will make information transfer instantaneous and personalized, and has valuable applications for USGS – flood, earthquake, and volcano warnings to the public. 

“A Look Back at the Last 5 Years in Social Media” [footnoteRef:58] Mobile Makes Social Indispensible, Socia  Networks Spread Their Wings, Video Emerges as Social Media’s Perfect Compliment, The News Feed Brings It All Together [58:  http://mashable.com/2010/07/20/last-5-years-social-media/] 

“Goodbye Virtual Reality, Hello Augmented Reality.”[footnoteRef:59]  User/touch interface technology will further                        increase future web possibilities.   [59:  http://www.briansolis.com/2009/08/goodbye-virtual-reality-hello-augmented-reality/] 

As development continues, futurists believe that the internet will be fully immersive; there will be little differentiation between reality and virtual reality. For more information on user interface technologies, see Audio Visual Outline.
The culmination of these trends will be the realization of “augmented reality,”[footnoteRef:60] browsers that superimpose online information on its screen, based on users’ physical surroundings. “Mixed reality” is a hybrid structure in which virtual elements are overlaid on our visual/audio/haptic sense of the physical world to augment information flow. Most typically, still or moving images overlay a live background on a see-through display and are matched to our dynamic point of view. For additional examples of how the mobile web revolution is influencing the creation of other technologies, see below. [60:  http://communication.howstuffworks.com/future-of-communication1.htm] 


Social Media Is Changing the Way We Consume News and How We Find Information on the Web.   New media is perhaps the largest driver behind principles fundamental to the future of the web. Instantaneous, participatory, collective and mobile news gathering, plus sensor technology, user-touch interfaces, and 3D technology will continue to evolve across social platforms.  The desire for real time news as well as personalized news are two of the major influencing trends. 

Barriers:  Maintaining Accuracy, Quality and Currency of Information.  Incorporating social media into reporting is propelling news distributors towards a world of shared and aggregated content.  Nevertheless, significant barriers exist with respect to keeping content accurate, current and quality checked.  “Internet collectivism" preserves anonymity which works against accuracy.[endnoteRef:43]   [43:  http://www.nytimes.com/2010/01/15/books/15book.html] 


Content Management Systems help organizations create content driven sites that are quickly up and running, prioritize information, and also are used for building social networks.[endnoteRef:44]  Using a specific template, content managers or authors can work on creation/modification/removal of content.[endnoteRef:45]  “The features of a CMS system vary, but most include web-based publishing, format management, revision control, and indexing, search, and retrieval.																				CMS Toolbox: 80+ Open Source Content Management Systems [footnoteRef:61] [44:  http://mashable.com/2007/07/30/content-management-systems/]  [45:  http://searchsoa.techtarget.com/sDefinition/0,,sid26_gci508916,00.html]  [61:  http://mashable.com/2007/07/30/content-management-systems/] 


Content Management System[footnoteRef:62] [62:  http://searchsoa.techtarget.com/sDefinition/0,,sid26_gci508916,00.html] 

Collaborative Categorization allows users to prioritize content through tagging and social searching, making it easier to find desired information. In the future, Computational Journalism might take hold as a new trend: “computational journalism is the combination of algorithms, data, and knowledge from the social sciences to supplement the accountability function of journalism … Computational journalism aims to enable reporters to explore increasingly large amounts of structured and unstructured information as they search for stories.”[endnoteRef:46]  Portal technology can protect information through “an organized and customized . . . entry point for non-authenticated users.”[endnoteRef:47]  [46:  http://dewitt.sanford.duke.edu/images/uploads/About_3_Research_B_cj_1_finalreport.pdf   ]  [47:  http://net.educause.edu/ir/library/pdf/pub5006k.pdf] 

Accountability Through Algorithm: Developing the Field of Computational Journalism [footnoteRef:63] [63:  http://dewitt.sanford.duke.edu/images/uploads/About_3_Research_B_cj_1_finalreport.pdf   ] 


Though organizations and curators may experience less control over content in the future, some believe this will improve the future of journalism. “The wisdom of crowds versus that of expert curators is slowly finding a balance. Each has its share of criticism. Crowds can lead to mediocrity, noise and groupthink. Individual experts can be limited in variety/scope. Crowds can often know better, especially if it is the right crowd. Together they can improve each other. Experiments that bring together these two sources of authority have begun to tap this value.”[endnoteRef:48] [48:  The big thaw; http://www.thebigthaw.com/] 


Implications:  Organizations could encourage citizen participation, while preserving accuracy in reporting by allowing users to submit news information to a centralized page/online newsroom in a multimedia format.  Instead of posting information directly to a site, organizations could sort information from participating users.  Each story submitted by a user in a multimedia format enables it to be “optimized for search engines and social distribution over networks like Twitter and Facebook”[endnoteRef:49]  Allvoices has created the only “‘Automated Newsroom,’ a system which collects incoming reports from users and news feeds and presents the content in a multimedia format . . . Allvoices utilizes professional online news stories and media to determine relevancy and credibility with each contribution made to the site.”[endnoteRef:50]  Systems like Allvoices “enabling citizen reporting from its community and international news bureaus that is automatically surrounded by additional sources of content including mainstream news feeds and blogs, social media feeds (Twitter, Facebook, YouTube), images and videos which provides context, insight and diversity of opinions around a broad range topics and issues on the global, national and local levels.” [endnoteRef:51] [49:  http://www.fiercecontentmanagement.com/press_releases/allvoices-demonstrates-success-its-new-media-news-model]  [50:  http://www.fiercecontentmanagement.com/press_releases/allvoices-demonstrates-success-its-new-media-news-model]  [51:  http://www.fiercecontentmanagement.com/press_releases/allvoices-demonstrates-success-its-new-media-news-model] 

Allvoices[footnoteRef:64] [64:  http://www.allvoices.com] 


Allvoices Demonstrates the Success of Its New Media News Model[footnoteRef:65]
 [65:  http://www.fiercecontentmanagement.com/press_releases/allvoices-demonstrates-success-its-new-media-news-model] 

A Rebel in Cyberspace, Fighting Collectivism [footnoteRef:66] [66:  http://www.nytimes.com/2010/01/15/books/15book.html] 


Why Do People Use Social Media?   According to Google’s “Research Lead for Social,”[footnoteRef:67] people use social media because it makes news sharable among an individual’s personal network of “social ties.”  Social networks matter; they function as filters, distribution channels, and curators of news. [endnoteRef:52] For the new and emerging “participatory news consumer,” the instantaneous and personalized nature of social media continues to change the way news is consumed: (75%) who find news online get it either forwarded through e-mail or posts on social networking sites, and half of them (52%) forward the news through those means. [67:  http://www.slideshare.net/padday/the-real-life-social-network-v2]  [52:  http://www.pewinternet.org/Presentations/2010/Jun/How-Media-Consumption-Has-Changed-Since-2000.aspx] 

How Media Consumption Has Changed Since 2000.”[footnoteRef:68] [68:  http://www.pewinternet.org/Presentations/2010/Jun/How-Media-Consumption-Has-Changed-Since-2000.aspx] 


“Future trends in business communications: Phone stops ringing, e-mail slows down, Social Nets 
& Media explode” [footnoteRef:69]11/10/08   [69:  http://www.mediafuturist.com/2008/11/future-trends-i.html  ] 


Social Networks Play a Major Part in How We Get News [STATS] [footnoteRef:70] [70:  http://mashable.com/2010/03/01/social-networks-source-news/participatory consumer] 


“The Future of Social Relations.”[footnoteRef:71]    06/02/10  E-mail, social networks, and other online tools  [71:  http://pewinternet.org/Reports/2010/The-future-of-social-relations.aspx  ] 

offer low friction opportunities to create, enhance and rediscover social ties that make a difference 
in people’s lives. The internet lowers traditional communications constraints of cost, geography, 
and time; and it supports the type of open information sharing that brings people together. 
Bloggers gravitate towards sites that solicit emotion, “concerned individual or group rights or trigger ideological passion”[endnoteRef:53] . Social media and networking will only increase in popularity as the drive towards news consumption become increasingly social and collaborative.  TEKGROUP International and Western Kentucky University 2010 Social Media News Survey shows that “90% of respondents use social media to follow or monitor news and information on a daily basis; 70% use social media to share or recommend news daily; 60% use social media tools to write or post news and information on a daily basis.” The timeliness of social media holds distinct advantages over other news reporting.  “Twitter (45.55) and Facebook (44.1%) remain a strong method-of-choice for spreading breaking news after initial awareness with word-of-mouth (45.2).  The TEKGROUP Survey “amplifies the need for a comprehensive social media news strategy when targeting or influencing key constituents in the social media space.”[endnoteRef:54] Findings such as these provide strong support for using social media to promote breaking news.  [53:  http://www.journalism.org/analysis_report/new_media_old_media#fn1]  [54:  TEKGROUP International and Western Kentucky University 2010 Social Media News Survey”.] 


“Understanding the Participatory News Consumer.”[footnoteRef:72]  “This study shows that . . . news gathering 	 [72:  http://www.pewinternet.org/Reports/2010/Online-News.aspx] 

is increasingly a social experience as social media networking sites and platforms become more 
common. Second, increase in mobile connectivity “has turned news gathering and news awareness 
into an anytime, anywhere affair for avid news watchers.”[endnoteRef:55]  News is now Portable: Most online  [55:  http://www.journalism.org/sites/journalism.org/files/Participatory_News_Consumer.pdf] 

news surfers use just a handful of sites and just 35% have a favorite site; 33% of cell owners get 
news on their mobile devices; Personalized: 28% of internet users have personalized their news 
experience; Participatory: 37% of internet users have participated in creating or reacting to news.  

Social media helps organizations develop trust, brand their organization and develop consumer loyalty.  New media changes organizations’ interest from “bringing audiences in and more on pushing content out”[endnoteRef:56] on multiple platforms and through new multi-mediums. In the future, news organizations will change the focus of push media, using the sharable aspects of social media to brand their organization and act as a resource for their consumers.  For more information on “branding,” see External Communications and Intergovernmental Affairs Outline. [56:  http://www.stateofthemedia.org/2009/chapter%20pdfs/COMPLETE%20EXEC%20SUMMARY%20PDF.pdf  ] 

“Any Way It’s Sliced, Appeal of Social Media Grows.”[footnoteRef:73]  The idea, he adds, is “to be a resource” to them and “not a sales pitch,” the better to “build loyalty from a product perspective.” [73: http://www.nytimes.com/2010/02/23/business/media/22adnewsletter1.html?pagewanted=1&_r=1&partner=rssnyt&emc=rss] 

Who Uses Social Media?  The web is increasingly a “social ecosystem that’s moving beyond the walls of individual sites to mobile devices and third-party applications”[endnoteRef:57]. The web will continue to become more interactive and collaborative in the future.  This undeniable trend is reflected by the increase of social media users.  Social media is becoming more popular among both adult and teen users. 2009 saw a 43% increase in the use of networks and blogs among adult users.[endnoteRef:58]  As of September 2009, 47% of online adults used a social networking website, compared with the 73% of teens who did so at a comparable point in time. 73% of adult profile owners now maintain a profile on Facebook.[footnoteRef:74] [57:  http://mashable.com/2010/07/20/last-5-years-social-media/ A Look Back at the Last 5 Years in Social Media]  [58:  http://www.socialmedia.biz/2010/08/02/social-media-now-firmly-entrenched-in-our-lives/.]  [74:  http://pewinternet.org/Reports/2010/Social-Media-and-Young-Adults/Part-3/2-Adults-and-social-networks.aspx] 


Social Media Will Continue to Drive the Evolution of Four Major Trends:  the real-time delivery of information, the development of personalized news, the use of rich format multimedia techniques to communicate information, and the development of location-based news.  Some predict that in the future, real time news streams will replace web sites.[endnoteRef:59]  Real time search technologies that recreate the way we find information will continue to develop. Web mobility and increased multi-platform media will continue to influence this development. For more information on real time search prioritization, see Public Affairs Outline.   [59:  http://www.buzzmachine.com/2009/11/30/media-after-the-site/] 


“Emerging Technologies 2010 TR10: Real-Time Search”[footnoteRef:75]  Social networking is changing the 	 [75:  http://www.technologyreview.com/computing/25079/  ] 

way we find information. Singhal is leading Google's quest to incorporate new data into search 
results in real time by tracking and ranking updates to online content--particularly the thousands of 
messages that course through social networks every second. Ultimately, says Suchter, one-on-one 
conversations will take place within Bing, triggered by the keywords people enter. Real-time 
search, he predicts, will be so different from what came before that it will erase Google's long-
standing advantages. 

“Social media enabled instant organizing for streetcars.”[footnoteRef:76] 05/27/10  [76:  http://greatergreaterwashington.org/post.cgi?id=5982 ] 


“Can Twitter Make Money?” Twitter plans to become the leader in instant news--and make itself 
into a sustainable business in the process.[footnoteRef:77]  [77:  http://www.technologyreview.com/web/24555/       ] 


Examples of software engines that are evolving possibilities for real-time searches are: 
WolframAlpha: a computational knowledge engine, computes answers (in contrast to simple 
search).

Natural Language Processing (NLP)[footnoteRef:78] seeks to automatically categorize and understand that	 [78:  http://mashable.com/2009/06/01/social-media-future-tech/] 

which humans understand with ease.  By doing so, computers will be able to understand the 
requests and needs of their human users far better.

Hyper-Personalized Information.  In the future, the emphasis on hyper-local news will shift to an emphasis on providing Hyper-personalized information through personalized news streams and the development of a “centralized site identity.”  News streams will continue to become more popular: “micro-blogging and status updating on social networks have replaced old-style ‘macro-blogging’ for many teens and adults.”[endnoteRef:60]  Furthermore, new technologies, like OpenID, make it increasingly possible for “your social networking profile to be used as your identity across the Web.  Individuals will no longer incorporate their information into social platforms, but rather create a centralized site identity. An aggregation of platforms based on your interests will be your home base.”[endnoteRef:61]  [60:  http://www.pewinternet.org/Reports/2010/Social-Media-and-Young-Adults.aspx]  [61:  http://www.elon.edu/e-web/predictions/futureweb2010/future_social_networks.xhtml] 

“Social Media and Young Adults.”[footnoteRef:79]  Decline in blogging-generational gap. [79:  http://www.pewinternet.org/Reports/2010/Social-Media-and-Young-Adults.aspx] 


“7 Technologies Shaping the Future of Social Media.”[footnoteRef:80] OpenID is an open authentication  [80:  http://mashable.com/2009/06/01/social-media-future-tech/] 

protocol that lets users use a single set of login credentials for every site they visit. 
“Panel Session: The Future of Social Networks and the Internet. Global-scaleinterconnection is opening up new possibilities.”[footnoteRef:81]  Dibona later predicted that "social collaborative filtering is where the Web is going." Sutton predicted that in the future people will not simply build their identity into a place like Facebook but instead they will maintain a personally owned homebase such as a blog as their centralized identity…"An aggregation of platforms based on your interests will be your home base," he said. [81:  http://www.elon.edu/e-web/predictions/futureweb2010/future_social_networks.xhtml] 

"10 News Media Content Trends to Watch in 2010.”[footnoteRef:82]  Distributed Social News.  News  [82:  http://mashable.com/2009/12/24/news-media-content-trends/] 

organizations will further distribute their content across social platforms that allow its users to 
create a personalized and socialized news stream. 

http://googleblog.blogspot.com/2009/12/personalized-search-for-everyone.html 

“NewBizNews & Hyper-personal news streams”[footnoteRef:83] Hyper personalized news will change the way   [83:  http://www.buzzmachine.com/2009/08/18/newbiznews-hyperpersonal-news-streams/.] 

news is distributed. Organizations can no longer rely on people coming to them for information. 
News must be delivered directly to the consumer.	

New Multimedia.  News distribution in the future will further rely on the success of new multimedia strategies to promote and distribute news. Rich format and live streaming will be fundamentally incorporated into how organizations convey news in the future. Blogozines (“a rich-media and rich-layout approach from Blogozines will gain momentum in 2010.”  Story-Streaming; aims to get 365 people – one for each day of the year – to write about something currently happening in the world.  Living Stories- news organizations will design stories that are more suited to the way readers consume online content.  It also allows users to obtain a summary of the story and track the conversations taking place.  Social TV Online- increased video trends will change the way news organizations disseminate their information.

10 News Media Content Trends to Watch in 2010[footnoteRef:84]  [84:  http://mashable.com/2009/12/24/news-media-content-trends/] 


Location-based Services is the next major trend for news consumers who are looking for increasingly personalized and instantaneous information.
 
“The rapid rise of location-based services on the Web--including Foursquare, Gowalla, Latitude and Loopt, among many others--is rooted in the powerful promise of a real world that can be indexed and organized as cleanly and coherently as Google has indexed and organized the Web. A tool like Foursquare allows you to "check-in" to your favorite businesses, allowing friends to know when you're in a particular dive bar and how often you go.”[endnoteRef:62] [62:  http://www.forbes.com/2010/07/30/amazon-kindle-economy-environment-opinions-columnists-reihan-salam.html] 


Social Media in the Future will be effortless and everywhere.[endnoteRef:63]  Sensors, location aware devices, and “biometric face recognition technology” are three trends that will enable news consumption to become increasingly personalized and instantaneous.  “Social scanning” and the development of the “internet of things/objects” are becoming a reality due to the convergence of social media and rapidly increasing barcode scanning technologies. These revolutionary trends will continue to connect real life objects to social networks. The creation of the “internet of things”[endnoteRef:64]  is dependent on technologies such as RFID (radio frequency identification), sensors, and web mobility.  Stickybits and Bakodo are two emerging services that allow users to transmit scanned barcodes and potentially video text and photos into their phones. Services such as these are “creating product-driven communities around brands and items via barcodes . . . It's a clever way to use barcodes to help people tag, share and connect around items.”[endnoteRef:65]  [63:  http://mashable.com/2009/06/01/social-media-future-tech/]  [64:  http://www.readwriteweb.com/archives/top_5_web_trends_of_2009_internet_of_things.php]  [65:  http://news.yahoo.com/s/mashable/20100820/tc_mashable/5_huge_trends_in_social_media_right_now] 

http://www.readwriteweb.com/archives/top_5_web_trends_of_2009_internet_of_things.php Top 5 Web Trends of 2009: Internet of Things 09/11/09
Why QR Codes Are Poised to Hit the Mainstream  http://mashable.com/2010/07/20/qr-codes-mainstream/ 07/2010 

5 Huge Trends in Social Media Right Now http://news.yahoo.com/s/mashable/20100820/tc_mashable/5_huge_trends_in_social_media_right_now 

http://mashable.com/2009/06/01/social-media-future-tech/ 7 Technologies Shaping the Future of Social Media.
“Arduino[footnoteRef:85]  is a small circuit board commonly used to prototype electronics. Its low cost and ease of implementation has meant that this little device is now leading a hobbyist revolution in connecting real life objects to social networks; a “gateway” between the digital and physical worlds.”[endnoteRef:66]   [85:  http://www.amusingourselves.com/featured/9-arduino-projects]  [66:  http://mashable.com/2009/06/01/social-media-future-tech/] 

“RFID Tags & Transponders.  Mobile phone manufacturers, particularly Nokia, are currently experimenting with consumer devices[footnoteRef:86] that act as readers and scanners, meaning that your mobile device might be able to do things like exchange information with other phones by bringing them near to one another, or gather information directly from products and find out instantly if anyone in your network has purchased the item in the past. “[endnoteRef:67] [86:  http://wiki.forum.nokia.com/index.php/RFID_in_Java_ME]  [67:  http://mashable.com/2009/06/01/social-media-future-tech/] 

For more information on user-touch interfaces, see Audio Visual Outline.
Social Media Will Not Replace Mainstream Reporting, even though journalism will continue to be affected by the rise of citizen reporters and community based news (see Community Relations Outline). Social media and journalists perform different functions for news consumers. “Instead, many in that [traditional journalism] field see a different kind of role [for social media] – partnering with news, helping to fill in gaps where news outlets no longer go and even joining forces with one another to increase their offerings.”[endnoteRef:68]  [68:  http://www.stateofthemedia.org/2010/online_summary_essay.php] 


Social media relies heavily on legacy outlets and link back to news networks on the majority of blog sites:  “More than 99% of the stories linked to in blogs came from legacy outlets such as newspapers and broadcast networks. And just four – the BBC, CNN, the New York Times and the Washington Post accounted for fully 80% of all links.”[endnoteRef:69] [69:  http://www.journalism.org/analysis_report/new_media_old_media.] 

New Media, Old Media How Blogs and Social Media Agendas Relate and Differ from the Traditional Press.[footnoteRef:87]  News today is increasingly a shared, social experience. Half of Americans say they rely on the people around them to find out at least some of the news they need to know.   Some 44% of online news users get news at least a few times a week through emails, automatic updates or posts from social networking sites. In 2009, Twitter’s monthly audience increased by 200%.  [87:  http://www.journalism.org/analysis_report/new_media_old_media.] 

“Digital Journalism Study 2010 Blogs, Apps and Paywalls – How the Digital World is Changing the Way Journalists and Publishers Work”[footnoteRef:88]  Highlights important changes in how new media has affected journalism and traditional reporting styles.  Despite the rapidly evolving media landscape, this study shows that the journalist community is not threatened; the desire for traditional news content still remains quite strong.   [88: https://gsvaresm03.er.usgs.gov/mail/mgade.nsf/0/9BB29E0B57BB5E4C8525776C00419DE6/$File/Digital%20Journalism%20study%202010.pdf?OpenElement&FileName=Digital%20Journalism%20study%202010.pdf  
] 


“The State of the News Media-2009”[footnoteRef:89] An Annual Report on American Journalism - Pew Research Center’s Project for Excellence in Journalism.  [89:  http://www.stateofthemedia.org/2009/chapter%20pdfs/COMPLETE%20EXEC%20SUMMARY%20PDF.pdf   ] 

Web 2.0 and Beyond.  Web 2.0 can be described as new ways of creating, collaborating, editing and sharing user-generated content online.  The future evolution of the web is centered on the integration of data to achieve collective intelligence. What several years ago was referred to as “push media” now finally is becoming a reality; users will no longer have to “pull” information from static websites, rather, a continuous media stream will be “pushed” to consumers.  Futurists predict that new technologies will change the web in three categories: the web will be 3D, the web will be fully immersive, and it will be an augmentation of reality, meaning that one can participate in both reality and the augmentation at the same time.  In fact, futurists predict that Web 3.0 will be realized when there is no real distinction between offline and online. Web based opportunities are growing exponentially.  Some futurists argue that elements being explored through social media, such as collaborative filtering, social searching, in essence, the “participatory web” are just early attempts of realizing the future of the web; “The Semantic Web . . . builds upon any metadata (e.g. hyperlinks, location, time, movement or categories) to infer greater meaning from information.[endnoteRef:70]  Though the web beyond 2.0 is entitled different names, “Web 3.0”, the “Semantic Web”, the “Sentient Web”, the “Social Web”, the “Mobile Web”, and though it is considered highly speculative by some, this new “Web Squared”[endnoteRef:71] will build on the concept that “everything and everyone in the world casts an ‘information shadow.’" [endnoteRef:72] Sharablity of that data and dimensionality will be defining characteristics beyond Web 2.0.								 [70:  The big thaw; http://www.thebigthaw.com/]  [71:  http://www.web2summit.com/web2009/public/schedule/detail/10194]  [72:  http://www.web2summit.com/web2009/public/schedule/detail/10194] 

“A virtually-enabled physical world.”( http://metaverseroadmap.org/roadmap.html)[footnoteRef:90] [90:  http://metaverseroadmap.org/roadmap.html] 


“Future Talks: Beyond Web 2.0”[footnoteRef:91] 08/17/07.  Rather than just looking a few years ahead, they talk about what might be the shape of online activity in ten or twenty years. For example, they talk about how there won’t be a real distinction between online and offline, especially for the Digital Natives who are growing up with no knowledge of this distinction. The two also talk about how they see the web of the future as an augmentation of reality. It is clear that the science fiction of the past is becoming more and more likely in the future. [91:  http://mc.conversationsnetwork.org/shows/detail3348.html?loomia_si=t0:a16:g2:r1:c0.320256:b15053826#] 

	
“Top 5 Web Trends of 2009: Structured Data”[footnoteRef:92] September 7, 2009 [92:  http://www.readwriteweb.com/archives/top_5_web_trends_of_2009_structured_data.php] 


It seems likely however that variation and affordability  will impose burdens on the realization of the Semantic Web.  According to PEW research, 52% believe that by 2020 the Semantic Web will not be as fully effective as creators had hoped. It seems likely that the Semantic Web will not be fully realized until using conversational-voice recognition as the search engine becomes a reality. 

Additional Resources:
Mobile web revolution is influencing the creation of other technologies:
For more information on digital magazines, see Community Relations Outline; for more information on 3D displays, see Graphic Design Outline.  
Mobile transactions: http://mashable.com/2009/10/17/square-iphone-dorsey/ REVEALED: Twitter Creator Jack Dorsey’s Next Big Project  02/02/2010 And as more startups enter the market of mobile transactions, news organizations could develop strategies or provide services for transactions to take place on mobile apps. Dorsey’s new venture is called the Square iPhone Payment System, his new company is Self Edge NYC, and the service’s site will likely be located at SquareUp.com. The service provides a white dongle for your iPhone or iPod Touch that lets you pay without a credit card. – 
Two applications -- Key Ring and CardStar give us a preview of what's to come. Both applications are designed to eliminate plastic loyalty card buildup with a single digital repository. The apps leverage barcode scanning technology so users can save gym cards, grocery store cards, drug store cards and the like, right to their phone.
Incorporating audio visual into Mobile applications (ex Apple’s iPod nannp) and mobile transactions. “news organizations could develop strategies or provide services for transactions to take place on mobile apps.”[endnoteRef:73]  [73:  http://mashable.com/2009/10/17/square-iphone-dorsey/  ] 


Sensor/ location based technologies http://www.awareforum.org/2010/06/quake-catcher-software-converts-laptops-worldwide-into-earthquake-sensor-network/  06/2010 “’Quake Catcher’ Software Converts Laptops Worldwide into Earthquake Sensor Network.”

http://www.dmwmedia.com/news/2010/07/26/study-may-use-iphone-measure-us-media-consumption Study May Use iPhone to Measure U.S. Media Consumption

http://mashable.com/2009/11/19/wired-apple-tablet/ Wired Is Getting Ready for Apple Tablet 03/01/2010 - claims it’s preparing a digital version of Wired magazine for the Apple Tablet by the middle of next year, followed by its other 18 titles.
http://www.thearf.org/assets/feature-video-mapping?fbid=UVhdDRIodKeVideo Consumer Mapping Study at Re:think 2009. It is the first known study to document consumers’ media behavior across various screen media from a single sample, and to identify sole media use versus media multitasking.	 
New Technologies for Social Media Use
Viralheat, Infoharmoni, Buzzstream, Twitalyzer, Omniture,  Eloqua, Klout, Bime (for visualization), Google Analytics, Compete, Bit.ly, Lugiron, Hubspot, Mixpanel, ManyEyes (for visualization) OneRiot, Wildfire

http://www.kcnn.org/modules/the_freebies_list- free social networking tools/ recommendations
Additional Resources for Web and Social Media

http://mashable.com/2009/05/21/social-media-api/ The Evolution of the Social Media API The API, or application programming interface, is a way for outside parties to build a product or app off of an existing service. Instead of 3rd party applications living on external websites with limited functionality, social networks began to offer the ability to create widgets and programs within their websites.
4 Ways Social Media is Changing Business http://mashable.com/2009/09/22/social-media-business/
http://www.mediafuturist.com/2008/03/presentation-on.html
http://www.digitalcenter.org/pdf/2010_digital_future_final_release.pdf
2010 USC Annenberg Digital Future Study  Finds Strong Negative Reaction to Paying for Online Services Annual Report Also Reveals Internet Reliance Reaching New Peak

Measuring your Twitter influence http://www.bbc.co.uk/blogs/thereporters/maggieshiels/2010/08/measuring_your_twitter_influen.html

http://www.hpl.hp.com/research/scl/papers/influence/influence.pdf 
Influence and Passivity in Social Media A large study of information propagation within Twitter reveals that the majority of users act as passive information consumers and do not forward the content to the network. Therefore, in order for individuals to become influential they must not only obtain attention and thus be popular, but also overcome user passivity.

Goldsmiths scoops inaugural social media award http://www.goldsmiths.ac.uk/press-releases/pressrelease.php?releaseID=809 

http://www.britannica.com/blogs/2008/07/this-is-your-brain-this-is-your-brain-on-the-internetthe-nick-carr-thesis/ Is Google Making Us Stupid?”(Britannica Forum: Your Brain Online) engaged each other in an online debate on the Encyclopedia Britannica’s blog over whether the overall cultural effects of the Internet are positive or negative—a step forward or back for human intelligence
	
http://www.melcrum.com/pdf/events/MellorSCM.pdf rolling out social media tools for best effect
	
http://www.ojr.org/ojr/people/robert/201003/1829/How to avoid what's happened to American newspapers: Part one Step 1: Management should use and consume technology like a starving man at a free buffet

American University Center for Social Media. (2009, Sept.). Scan and Analysis of Best Practices in Digital Journalism In and Outside U.S. Public Broadcasting. http://www.centerforsocialmedia.org/resources/publications/CPB_journalism_scan/.

Jessica Clark, Director of the Future of Public Media Project at CSM http://www.slideshare.net/jessica_clark/jessica-clark-making-your-media-matter-2010tools for measuring impact. Clarke introduced the New Models for Impact Assessment. Making networks or forming publics is a new goal of media makers.
http://mediapolicy.newamerica.net/publications/resources/2010/future_of_media_fcc_comments Future of Media FCC Comments.  By New America Foundation, Free Press, and Media Access Project -Information Needs of Communities; Trends and Challenges in the Provision of News and Information; FCC policies can enhance the availability and diversity of information; The Government's Role in Development of a Healthy Media Ecosystem.

Albertson, Bethany, & Lawrence, Adria (2009, March). After the Credits Roll: The Long-Term Effects of Educational Television on Public Knowledge and Attitudes. American Politics Research, 37(2), 275-300. Available at http://dx.doi.org/10.1177/1532673X08328600. We consider why particular types of television programs and particular formats are better able to have a lasting impact on the public. Our findings suggest that message repetition is a crucial mechanism for influencing attitudes over the long-term.


Internal Communications 
Overview.  Social media will become more prevalent within organizations’ internal communications and will be used:  (i) by virtual teams operating within an organization, (ii) to assemble/share/process information/data, (iii) for training and team-building, (iv) for blogging within an organization, and (v) together with multi-media, for online education and for product development.  Social media will create opportunities for better internal in-reach, providing new mediums for senior executives to interact with employees, locally and regionally.  New lines of communication with management can be forged through social media and will encourage employee engagement, interest and participation in decisions.  Such in-reach and interaction will lead to a flatter organizational structure, where ideas are generated through collaboration, not from top to bottom.  Internal social media can also be used to promote internal culture by “informing employees first,” by enhancing the development of common elevating goals, and by providing opportunities for team development as well as employee recognition. 
New Media changes the way data is shared and stored.  Shifts towards semantic integration will use cloud computing and aggregation to enhance the ability to access and store data in cyber space. “Ubiquitous access and mobility will trump other things”[endnoteRef:74] and shape the future of internet communication as a hybrid system of desktop and cloud services that increasingly and, effortlessly, will exchange semantic data with its users.  The need for existing IT assets will diminish with virtualization, but investment in virtualized, central storage of data will increase.[footnoteRef:93] A study conducted by PEW Internet indicates that 72% believe that by 2020, “most people won’t do their work with software running on a general pc, instead they will work in internet based applications and the most innovative work will be done in that domain.”   [74:  http://www.businesscasualblog.com/2010/06/the-future-of-the-internet.html]  [93:  http://www.nextgov.com/nextgov/ng_20100823_5509.php?oref=spotlight  ] 

Implications for Internal Communications at USGS.  Employees should become comfortable with social media and new multimedia and be encouraged to use it.  USGS should think creatively about how to use social media as a “resource” for internal development, recognizing that social media is increasingly prevalent because it harnesses an emotional connectivity.[endnoteRef:75]  Such connectivity can be a huge positive for Internal Communications and will be supported by developments like virtual imaging and Natural Language Processing.  [75:  http://www.journalism.org/analysis_report/new_media_old_media#fn1] 

Data Deluge[footnoteRef:94] 08/23/10  [94:  http://www.nextgov.com/nextgov/ng_20100823_5509.php?oref=spotlight
] 

Increasing Social Media Use in Internal Communications.  Using social media internally will allow USGS a more integrated centralized vision, effectively transitioning social media from promotional/news uses to a resource for internal development.  Internal blogging is an example of how to encourage social media use internally. In many ways, blogging is easier than program coding for cloud-enabled services and can offer many of the same benefits. Webcontent.gov is a site aimed at helping employees connect with social media within their agency.  “If agencies are engaging with these tools, it should be communicated across the organization. That transparency may encourage workers to align Web 2.0 strategies with their segment of the agency.  Too often social media is seen solely as a promotional tool and not a product development tool” [endnoteRef:76]  Using social media as internal content platforms will effectively prepare for the next stage of shared networks and cloud services. 
 [76:  http://www.fiercegovernmentit.com/story/survey-federal-workers-not-leveraging-social-media/2010-07-28] 

 “Federal workers not leveraging social media, survey finds”[footnoteRef:95] 06/28/10
 “Of the 321 federal employees surveyed, 60 percent said they use social media at home or work, 36 percent  said they were not using social media and 5 percent said they "don't know what online social media is.” [95:  http://www.fiercegovernmentit.com/story/survey-federal-workers-not-leveraging-social-media/2010-07-28] 


Webcontent.gov [footnoteRef:96]  “Challenge.gov:  New challenge and contest platform for federal agencies; OMB issues new guidance for use of cookies on federal websites;  FedSpace: Collaborative intranet for federal employees, contractors; 2010 Progress Report: Transforming Online Government.” [96:  http://www.usa.gov/webcontent/] 


Technology Creates New Opportunities for Internal “In-reach.”  Using social media to communicate internally will reduce bureaucratic and administrative barriers and USGS will emerge with a more horizontal organizational structure.  There will be less hassle around organizational planning among different functional areas and different geographic work environments.  Information and data within USGS will become more “sharable” through social media.  Privacy and security concerns remain barriers.  
	
	Social media can enable better communication between senior executives and employees by promoting internal communications as integrally related to USGS management and leadership.  Examples might include:  (i) creating  an Internal Social Media Chat Page with the Director's Office.  Employees could discuss their ideas on how to improve communications,  improve service, or engage in ethical discussions, (ii) have an annual Director’s Contest through internal social media for the best idea that improves USGS science communications, or (iii) a Tri-annual Q&A with the Director based upon questions/recommendations submitted by employees through the chat page.

Implications for USGS:  Using social media to enhance employee participation and promote a culture where employee input is valued and appreciated will be an effective way to (i) increase employees’ investment in their work, (ii) empower individuals to engage, contribute and interact with senior executives, and (iii) create a flatter organizational structure, where ideas are generated through collaboration, not from top to bottom. 

Internal Social Media Use Can Drive Productivity, Quality and Achievement of Goals.  
Implementing internal social media can help define and promote USGS’s internal culture.  Using new media for internal communications can improve social dynamics and morale, and consequently, productivity.  Social media provides new opportunities for team development.  Inviting innovation, participatory education, and diversity training can all be enhanced with internal social media.  Social media gaming offers new opportunities for team building.  Social media also offers opportunities for employees’ collaborative work product to become increasingly visible and can lead to improved quality.  Additional internal communications include online focus groups among employees, and adopting video chat or skype as protocols to improve working relationships.  

Internal Communication - Getting Your Company's Brand Across to Your Employees[footnoteRef:97] [97:  http://www.teambuildingtips.com/team-building-articles/team-communication/internal-communication---getting-your-companys-brand-across-to-your-employees.html] 


Implications for USGS:  Use social media to create virtual teams with members of different departments. Cross-functional teams have greater flexibility to (i) solve problems, (ii) brainstorm different ideas for improving departmental function and achievement of goals.
“Watch Out Nintendo! Social Gaming is Rapidly on the Rise”[footnoteRef:98] 08/02/09 [98:  http://mashable.com/2009/05/12/zynga-social-gaming/] 

Future Trends that Will Transform Internal Communications.  Future trends predict that the need for IT assets will be greatly diminished because of new trends like virtualization and cloud-enabled services.[endnoteRef:77]  As the web becomes more mobile, cloud and aggregations services will stream data together, adding recency and intimacy to information.  Cloud programs will offer greater access, sharing, storage of data, applications and computing power.  Smartphones and other web mobility trends are expected to drive the transition from the desktop to cloud.[endnoteRef:78] Server virtualization is another major trend that will diminish the need for IT assets. Virtualized services will be a cost effective way to interact with remotely located individuals in nationally based organizations. For more information on virtual communication, See Graphic Design Outline. [77:  http://www.gartner.com/it/page.jsp?id=1278413]  [78:  http://www.elon.edu/docs/e-web/predictions/expertsurveys/2010survey/Future_IV_NewsRelease_Cloud_Computing.pdf] 

Gartner Highlights Key Predictions for IT Organizations and Users in 2010 and Beyond. [footnoteRef:99]”By 2012, 20 percent of businesses will own no IT assets. Several interrelated trends are driving the movement toward decreased IT hardware assets, such as virtualization, cloud-enabled services, and employees running personal desktops and notebook systems on corporate networks. By 2014, over 3 billion of the world's adult population will be able to transact electronically via mobile or Internet technology. By 2014, most IT business cases will include carbon remediation costs. Today, server virtualization and desktop power management demonstrate substantial savings in energy costs” [99:  http://www.gartner.com/it/page.jsp?id=1278413] 


“The future of cloud computing”[footnoteRef:100]  “Among the most popular cloud services now are social networking sites. Most of these experts think the desktop computer will disappear soon. The majority sees a hybrid life in the next decade, as some computing functions move towards the cloud and others remain based on personal computers. Large businesses are far less likely to put most of their work “in the cloud” anytime soon because of control and security issues” [100:  http://pewinternet.org/~/media//Files/Reports/2010/PIP_Future_of_the_Internet_cloud_computing.pdf] 


 “The Future of the Internet III”[footnoteRef:101] 12/14/08   [101:  http://www.slideshare.net/PewInternet/internet-evolution-where-hyperconnectivity-and-ambient-intimacy-take-us-4737358  ] 


In the future, cloud services will bring many kinds of information data together into a semantic engine. Information such as “calendars and to-do lists, email, SMS and Twitter archives, presence information (including physical, psychological and social), maps (including firms, points of interest, traffic, parking, and weather), events (including alerts and status), documents (including presentations, spreadsheets, proposals, job applications, health records, photos, videos) …”[endnoteRef:79] will be sharable.  In today’s environment, few see the benefit to virtual shared storage. A tech online survey shows indicates that only 37% thought access to a virtual storage folder was important.[footnoteRef:102]  [79:  http://radar.oreilly.com/2009/08/is-intimate-personal-informati-1.html]  [102:   TEKGROUP International and Western Kentucky University 2010 Social Media News Survey”.] 

“Smartphones expected to drive most work from the desktop to ‘the cloud’ Most experts surveyed in Pew Internet/Elon University study say cloud computing is taking over; some warn about security, privacy, spectrum, and choice and control issues”:[footnoteRef:103] “Cloud” is a metaphor for the Internet. “Cloud computing” is a phrase that is being used today to describe the act of storing, accessing, and sharing data, applications, and computing power in cyberspace..” [103:  http://www.elon.edu/docs/e-web/predictions/expertsurveys/2010survey/Future_IV_NewsRelease_Cloud_Computing.pdf] 


“Is intimate personal information a toxic asset in client-cloud datacenters?”[footnoteRef:104]  08/09 [104:  http://radar.oreilly.com/2009/08/is-intimate-personal-informati-1.html  ] 

“Semantic Integration, an emerging technological capability to bring together all kinds of information in a semantic engine.  Recency and intimacy can add value to information.” 

New technologies are rapidly being invented that reduce many barriers to cloud programming. As program coding is simplified, cloud services will become more prevalent in internal business communications. “Bloom” is a developing technology that “casts aside the need to program around dependencies and unknowns, [such as computer processing speeds, or how many computers are connected at time]”. [endnoteRef:80]  This will allow for much more creativity and innovation in the future of cloud programming. [80:  http://www.multicoreinfo.com/2010/04/clouds-bloom/] 

Cloud Programming[footnoteRef:105]  A new language will improve online applications.  [105:  http://www.technologyreview.com/computing/25089/TR10] 

Joseph Hellerstein thinks he can make it much easier to write complex cloud applications by developing software that takes over the job of tracking data and keeping tabs on what's happening. His big idea is to modify database programming languages so that they can be used to quickly build any sort of application in the cloud--social networks, communication tools, games, and more. Bloom.  They and others are also working on demonstrating how the techniques can be used for real-time applications such as online multiplayer games, or to watch for the warning signs of an earthquake or tsunami.
“Cloud’s New Language Set to Bloom- An Interview with Joseph Hellerstein.”[footnoteRef:106] 04/27/10. By removing the complex barriers to cloud programming there is no end in sight for new developments for cloud-specific platforms.  [106:  http://www.multicoreinfo.com/2010/04/clouds-bloom/] 

New technologies like “yahoo pipes” are early attempts of programs that are attempting to categorize and index semantic data. The future of practical semantic integration will be dependent on the development of new technologies: “Natural language processing “ (NLP)  and “many core semantic engines”.[endnoteRef:81]  The future of cloud computing and server virtualization  are contingent on developing programs that are tolerant of inconsistencies; programs that can interpret data from different computers at different speeds and improves upon programming languages that “implement discretionary, adaptive concurrency.”[endnoteRef:82]  Programmers working on NPL hope that the program will successfully “analyze, understand, and generate languages that humans use naturally”[endnoteRef:83].  [81:  http://radar.oreilly.com/2009/08/is-intimate-personal-informati-1.html  ]  [82:  http://arxiv.org/abs/0907.3330]  [83:  http://research.microsoft.com/en-us/groups/nlp/] 

“Robots and Magicians: Yahoo! Pipes” [footnoteRef:107] 05/08/10  “Pipes might be the most awesome free online service out there.  As its website describes, "Pipes is a powerful composition tool to aggregate, manipulate, and mashup content from around the web. With Pipes our water droplets are the individual news items found by team members (in the form of an RSS feed).  Rather than fall to the ground to get sucked up by the roots, each individual branch up top sucks up the items and funnels them down into single feed. This fits in with the broader use of RSS feeds, which are a fairly ubiquitous way to publish updating content like news headlines, blog articles, audio, video, and other web content in a standardized way.” [107:  http://oti.newamerica.net/blogposts/2010/robots_and_magicians_yahoo_pipes-35264] 

Is intimate personal information a toxic asset in client-cloud datacenters?” [footnoteRef:108]08/09 Two critical technologies are the foundation of Practical Semantic Integration: The first is Lightly Structured Natural LanguageTM interfaces that allow information to be easily found and organized.  [108:  http://radar.oreilly.com/2009/08/is-intimate-personal-informati-1.html  ] 

“7 Technologies Shaping the Future of Social Media”[footnoteRef:109]  “Like Optical Pattern Recognition, Natural Language Processing (NLP) seeks to automatically categorize and understand that which humans understand with ease. By doing so, computers will be able to understand the requests and needs of their human users far better.”  [109:  http://mashable.com/2009/06/01/social-media-future-tech/] 

“Natural Language Processing”[footnoteRef:110] [110:  http://research.microsoft.com/en-us/groups/nlp/] 

Additional Resources for Internal Communications: 

http://www.melcrum.com/socialmedia/index.html 
“The MUPPITS project” is the BBC’s attempt to “develop an infrastructure for collaborative working at the production and post production stages of programme making.”[endnoteRef:84]  [84:  http://www.bbc.co.uk/rd/projects/muppits.shtml] 

MUPPITS- (Multiple User Post-Production IT Services)  The MUPPITS project will lead to better use of shared networked production facilities. http://www.bbc.co.uk/rd/projects/muppits.shtml


Additional Resources on Natural Language Processing
http://arxiv.org/abs/0907.3330  “ iScript(TM) extension of Objective C(R): discretionary, adaptive concurrency for privacy-friendly, client-cloud computing” 
http://arxiv.org/abs/0812.4852  “Common sense for concurrency and inconsistency tolerance using Direct Logic(TM) and the Actor Model” 
 

Community Relations 

Overview.  The socialization of news distribution, the participatory news consumer, and the ongoing shift towards community based reporting are changing the focus of Community Relations.  In addition, using social media to increase communications with local communities can solidify and promote USGS’s standing as a “good corporate neighbor.”  The way news information is received and processed in today’s increasingly real-time and hyper-local news environments will have important implications for Community Relations.  Organizations will refocus their attention on targeting specific, local audiences, providing citizens with locally relevant information.  As new media continues to change news consumption habits, engaging consumers with an organization’s news material is essential.  News reporting today has moved from the declarative transfer of information to organizing hubs where individuals get involved and create connections and community based information networks.  “The key difference between traditional journalism and citizen journalism . . . is the difference between “covering” and “sharing.”[endnoteRef:85]  Live streaming and the new trends of push media have led to different reporting styles.  Increasingly, news consumers interact with and question the news.   [85:  http://www.kcnn.org/research/citizen_journalism_back_to_the_future/    ] 


Communications with Local Communities.  In the future, new media will be used to augment and enhance communications with partner organizations and local communities and promote USGS’s “good neighbor policy.”   Community Outreach work/volunteer projects can also promote community relations and showcase USGS as a resource for quality science that is apolitical and unbiased.  Examples include:

-- Providing increased opportunities for consumer feedback through social media during and after Outreach events (such as public lectures, open houses, and science camps). 
-- USGS could increase positive visibility by creating a “Community Outreach Index” on the homepage with links to all Community Outreach Initiatives nationwide (the Consolidated Public Lecture Series site is a successful, small-scale example). 
-- Use social media to provide information on outreach events in specific areas. Create a forum/ blog/ live chat feature where outreach experts can highlight best practices/ create a continuing discussion to promote collaborative thinking and offer insight into what strategies may have been effective during previous events. 

Creating a Science-Literate Community.  Creating a scientifically literate society furthers the USGS mission.  See Earth Science Literacy Principles[footnoteRef:111] released by the National Science Foundation and other organizations.  Emulate “best practices” in science education, for example, see “Communicating USGS Gulf Coast Science to the Public, The USGS National Wetland Research Center:”[footnoteRef:112] [111:  http://www.nsf.gov/news/news_summ.jsp?cntn_id=114904]  [112:  http://ngom.usgs.gov/gomsc/meetings/gcsm2008/abstract_gom_poster7.html] 

  
“Providing information about the Center's research, its partners, and wetlands in general is perhaps one of the greatest challenges facing staff at the National Wetlands Research Center. In addition to publishing, the Web, and the library, the NWRC communicates scientific information through education and outreach. Activities include scientific seminars, technical training, school visits with NWRC on-site tours, and special projects. Additionally, NWRC produces educational kiosks and CDs and sponsors workshops. Staff members work with many partners from universities, Federal, State and local government, and the private sector to achieve the Center’s mission.”[footnoteRef:113] [113:  http://www.nwrc.usgs.gov/educ_out.htm] 

Contextualizing News.  The ever-increasing flood of information combined with increasingly participatory news consumers will drive demand to contextualize news by providing relevant news/information to targeted consumer audiences.  Real life examples (see GA WaterAlert below) communicate best how USGS informs science-based choices by decision-makers that save/improve the lives of citizens, save money, and/or protect the environment.  Contextualizing news will be aided by ubiquitous access to the web. (For additional information on providing relevant web-based news to consumers, see Web and Social Media Outline).  New media trends favor the transition from hyper-local news to hyper-personalized news streams (see Public Affairs Outline).  Specific community-based news targeted at specific communities offer opportunities for greater consumer engagement.

With its network of data collection sites, USGS can deliver relevant information addressing a community’s specific needs/interests.  A successful example is the WaterAlert System at the GA Water Science Center.  USGS may benefit from developing “communications area specialists” who are experts on local issue news and can effectively connect individuals together around a common cause.  Targeting specific audiences might include:  delivering local news and promoting projects through the use of location-based sensors, devices, and applications that display local USGS science data and additional ways to interact with USGS science findings. 

“Is Hyper local the Future of News?”[footnoteRef:114] NPR talks about experiment of creating networks of hyper local sites while making sure those sites are up to our standards and our journalistic values. [114:  http://www.onthemedia.org/transcripts/2010/07/16/05] 


“NewBizNews & Hyperpersonal news streams.”[footnoteRef:115]  This blog addresses the idea of many news consumers:  “if the news is that important, it will find me.”  Predictions suggest that we will move beyond hyper-local news sites to hyper-personal news stream. [115:  http://www.buzzmachine.com/2009/08/18/newbiznews-hyperpersonal-news-streams/] 

Statistics show that the public continually diverges in the type of information it wants to receive.  Although users can personalize news to their individual interests, the Pew Research Center found that 62% of Americans would rather get a news overview than just hear about topics that interest them.  Less than half of 18 to 24 year olds feel this way; they would much rather get news only relevant to their interests.[endnoteRef:86]  It is increasingly difficult for a news outlet to reach every audience.  See New America Foundation’s “An Information Community Case Study: Washington, D.C. - Print Media.”[footnoteRef:116]  While organizations cannot possibly provide targeted information/general information to every audience, they can provide resources for individuals to link and connect with information in which they are interested.    [86:  http://www.themediaconsortium.org/tbt/TBTv3.pdf]  [116:  http://mediapolicy.newamerica.net/publications/policy/print_media] 

Citizen Reporting/ Journalism Now and in the future, new media outlets are undercutting traditional journalism.  Even though traditional reporting is not being replaced by citizen journalism, it cannot be overlooked as a major new trend.  Magazine and newspapers are looking towards communities to foster hyper-local, community based reporting.  Further, new media and web mobility have shaped the average news consumer into a “participatory consumer.”  Reporting styles are changing (and will continue to change) from declarative to adaptive, to Socratic reporting.  In this era of new media, organizations will be required to harness citizen engagement in news reporting, thereby creating a more civic-minded, engaged public and expanded community and business relationships.  

Implications for USGS.   Host information panels with other organizations, promoting the USGS as a community partner/resource. Create locally based network pages and send updates on breaking news via community pages.   The functional areas within USGS Office of Communications will require greater integration, e.g., Community Outreach personnel will require social media and web-based training.   

Participatory News Consumer.   This generation of news consumers is about participation; they want to engage and manipulate data during their online “experience.”  A Pew survey indicates that 60% believe that the “national news media is having a negative effect on the way things are going in the country these days.”[endnoteRef:87]  Statements like these indicate that citizens themselves want to be involved in the reporting and dissemination of news. “Consumers, most of whom are not directly contributing to news sites, use news not just for their own information. They also turn it into an opportunity to share and interact with others. They may comment on a site, but, just as important, they actively disseminate news through their own social networking.”[endnoteRef:88]  For more information on the “Participatory News Consumer,” see Public Affairs Outline. [87:  http://people-press.org/questions/?qid=1760734&pid=51&ccid=51#top]  [88:  http://www.newmediawomen.org/site/report_new_entrepreneurs_new_perspectives_on_news/] 


Implications for USGS.  Organizations are making their information more interactive as a way to harness citizen engagement and develop local news. USGS should lead forums on science briefings and conversations through the use of online social media.  Creating online and offline community groups/ forums/ discussion blogs after breaking news or after local events/disasters would allow local individuals to debrief/interact with USGS scientists and would be one way to develop citizen engagement.

J-Lab’s New Media Women Entrepreneurs Initiative[footnoteRef:117] [117:  http://www.newmediawomen.org/site/report_new_entrepreneurs_new_perspectives_on_news/] 


J-Lab’s New Media Women Entrepreneurs Report – New Perspectives on News[footnoteRef:118] [118: http://www.newmediawomen.org/site/press_release_new_forms_of_journalism_emerge_in_new_media_ecosystem.] 

“The Future of User Generated Content” [footnoteRef:119] [119:  http://mc.conversationsnetwork.org/shows/detail3428.html] 

The Pew Research Center for the People & the Press Poll Database: “Is the national news media having a positive or negative effect on the way things are going in the country these days?”[footnoteRef:120] [120:  http://people-press.org/questions/?qid=1760734&pid=51&ccid=51#top] 


“The Future of the Media and the Internet”[footnoteRef:121] as we see the world of news and the business of news changing at this very moment, we ask:  Who will be the reporters?  Who will we trust?  Who will we pay and how will be pay them?  What will they tell us?  And how will we use or view that news?  Data visualization, data-mining, storytelling, crowd-sourcing and citizen journalism offer some directions and models but none of those are yet stable and trusted. [121:  http://www.elon.edu/e-web/predictions/futureweb2010/future_media_internet.xhtmlPanel] 

The rise in different reporting styles continues to encourage citizen based news and community reporting.  Social information streaming and collaborative content are trends that are transforming traditional reporting styles and creating interactive news for consumers. 
Two predicted trends for news dissemination in the future include:  Story Streaming (“aims to get 365 people – one for each day of the year – to write about something that is happening in the world that day and how it relates to them, and Living Stories- “It also allows you to get a summary of the story and track the conversations taking place. This format contextualizes and personalizes the news.”[endnoteRef:89]  [89:  http://mashable.com/2009/12/24/news-media-content-trends/] 

10 News Media Content Trends to Watch in 2010[footnoteRef:122]  [122:  http://mashable.com/2009/12/24/news-media-content-trends/] 

Reacting to and Interpreting News in the Face of New Media.  Because news is now collected and distributed tangentially, new questions and possibilities arise about how to interpret and react to news. The interplay of information processing between receiving news and reacting to news has been denominated “Social Reading.”[endnoteRef:90]  Previously, traditional news consumers learned about current affairs privately, which equipped them to interact publicly. With Social Reading, people learn about current affairs and engage with others simultaneously. In the future, “journalists will not simply report news for news’ sake; they will call upon readers to be problem solvers who think critically and interact with each other.”[endnoteRef:91]  Two trends evolving from this new type of news consumption are “Community Organizing” and “Socratic Reporting.” [90:  The big thaw; http://www.thebigthaw.com/]  [91:  The big thaw; http://www.thebigthaw.com/] 


Community Organizing: Citizen engagement importantly changes the perception of traditional news reporting.  “Sharing” versus “covering” is the key difference in this new style of reporting that incorporates and fosters citizen engagement.  New engaged and civic minded individuals are looking to organizations as a means to connect with other individuals and coordinate with one another.   Studies show that social media use among older adults is also on the rise, indicating that social media is increasingly a way for consumers of any age to become part of a community.[endnoteRef:92]  Social media enables a type of “communal conversation” around news that does not recognize significant generational barriers.  [92:  http://pewinternet.org/Reports/2010/Older-Adults-and-Social-Media/Report.aspx] 

 
“Older Adults and Social Media”[footnoteRef:123]  08/27/10. [123:  http://pewresearch.org/pubs/1711/older-adults-social-networking-facebook-twitter] 


Implications for USGS.  Informed communities require discussion platforms and networking opportunities.  This trend will require a shift in perspective from “science news transfer to the public” to a news gathering/round table approach.  “Many people in the media industry talk about building community, but what does that really look like? It’s not enough to have a place where readers talk back—or the classic letters-to-the-editors pattern…Rather it’s about providing a platform for readers to coordinate with one another.”[endnoteRef:93]  This trend will lead to future decentralization of science and technology communication. [93:  The big thaw; http://www.thebigthaw.com/] 


“The Knight Commission on the information needs of Communities in a Democracy” [footnoteRef:124] [124:  http://www.ftc.gov/opp/workshops/news/docs/hundt.pdf] 

“Communities need information to coordinate, solve problems, establish public accountability, and develop a sense of connectedness.”

“Citizen Journalism: Back to the Future?”[footnoteRef:125]  Rather than destroying journalism, citizen journalism and its cousins are improving it. The key difference between traditional journalism and citizen journalism in its various guises is the difference between “covering” and “sharing.” [125:  http://www.kcnn.org/research/citizen_journalism_back_to_the_future/] 


 “Doing journalism in 2010 is an act of community organizing”[footnoteRef:126] [126:  http://www.ojr.org/ojr/people/robert/201001/1810/] 

Socratic Reporting.  At the local level, news consumers are interacting with the news and reprocessing it.  These new trends shift reporting away from declarative journalism into a give and take strategy which more closely resembles “adaptive journalism (reporters declare a point of view and adapt it based on their engagement with a community of readers)[endnoteRef:94] or Socratic Journalism. “Old physical limits required stories to be fully thought through before publishing.  Now, story development and publishing occur simultaneously, which enables a ‘Socratic Reporting’ process, an open method of systematically questioning.” [endnoteRef:95] [94:  The big thaw; http://www.thebigthaw.com/]  [95:  The big thaw; http://www.thebigthaw.com/] 


How News Happens--Still.[footnoteRef:127]   “The study, which examined all the outlets that produced local news in Baltimore, Md., for one week, surveyed their output and then did a closer examination of six major narratives during the week, finding that much of the “news” people receive contains no original reporting. Fully eight out of 10 stories studied simply repeated or repackaged previously published information.” [127:  http://pewresearch.org/pubs/1458/news-changing-media-baltimore] 


The Big Thaw: Charting a New Future for Journalism[footnoteRef:128] [128:  The big thaw; http://www.thebigthaw.com/] 


Implications for USGS.  Consider ways that USGS can extend its Good Neighbor Policy by operating as a hub and/or platform to connect local interests.  Examples of interactive ways to create hubs using new media include:

Information Mapping:  Tilemaping is a program that helps “create hyper-local maps for bloggers and local media outlets’ websites.” [endnoteRef:96]  For more information on information mapping, see Audio Visual Outline.  For more Information on Digital Mapping, see Graphic Design Outline.  [96:  http://www.knightfoundation.org/grants/grant_detail.dot?id=365114






] 


Smartphone Applications:  Create a Smartphone app that shares all significant information in a particular area with a particular community (e.g. all Chesapeake Bay initiatives and research projects). 

Additional Resources for Hyper-Local News Projects

Examples of organizations that have “hybrid media models, which combine content production and social media engagement strategies.” They challenge the assumptions underpinning legacy journalism orthodoxies: that only professional reporters can produce content that serves a civic purpose, and that users’ main purpose is to consume it.

News Media Corporation:  http://www.newsmediacorporation.com/ 
Bay Area News Project: www.bayareanewsproject.org  Warren Hellman, a San Francisco investment banker, is partnering with KQED and the University of California, Berkeley, to start a nonprofit to fill the gap in local news due to newspaper cutbacks.
Everyblock: www.everyblock.com is “a news feed for your block”

One Economy: http://www.one-economy.com/   Aims to ensure that every person, regardless of income and location, can maximize technology to improve the quality of his or her life. Through the use of broadband technology, One Economy connects underserved communities around the world to vital information and resources targeting issues including health, jobs, money, schools and family.
 
Bay Area Video Coalition: http://www.bavc.org/ 

Public Insight Network: http://minnesota.publicradio.org/publicinsightjournalism/  

StoryCorps: http://storycorps.org/  offer new contexts for users to serve as experts, sources and creators. 

Additional Resources for Community Outreach: 

(2004, Apr. 7). Public Interest Obligations and the Digital Television Age (Proposed Guidelines). http://fjallfoss.fcc.gov/ecfs/document/view?id=6516886561.

J-Lab’s New Media Women Entrepreneurs initiative: http://www.j-lab.org/
Additional Resources for the Future of Journalism
http://www.onthemedia.org/transcripts/2010/08/13/06 “Does Science Fiction Predict the Future of Journalism” 08/13/10 - podcast future of journalism. Reporters will not die - I don't believe it. The society depends on aggressive reporting. The world is extremely complicated and confusing, and so, to get at the truth or a version of the truth, requires real work.

http://mobile.rjiblog.org/2010/02/17/newspapers-cant-go-it-alone-to-compete-with-mobile/ “Newspapers can’t go it alone to compete with mobile.”  02/17/10   believes this won’t be the end of newspapers. Competition from the cell phone system operators, however, could be deadly.
http://mc.conversationsnetwork.org/shows/detail3343.html# Glen Hiemstra, Gerd Leonhard Futuretalks.com 

http://gigaom.com/2010/07/27/newspapers-hit-new-low-as-an-information-source/
         
http://www.ojr.org/ojr/people/stverak/201008/1876/August 12, 2010 Watering-down press credentials, or denying citizens news?

http://www.themediaconsortium.org/ - seeking solutions through online journalism

http://sparksheet.com/the-future-of-magazines-is-here-qa-with-susan-currie-sivek/ The Future of Magazines is Here: Q&A with Susan Currie Sivek. Disappearing medium of print/ editorial vs adversarial 

http://www.borrellassociates.com/wordpress/2009/08/06/the-rumors-of-newspapers-death/. The rumors of newspapers’ death.  And even at 2014 levels of just under $30 billion, newspaper advertising won’t be anything near the $55 billion we saw earlier this decade. Nor will it ever return to that level 

AJR Staff. (2009). “AJR’s 2009 Count of Statehouse Reporters,” American Journalism Review, Apr./May. Available at http://www.ajr.org/article.asp?id=4722. The first statehouse census, conducted in 1998, found that a sharp decrease had occurred over a 10-year period. There were 513 reporters covering the 50 state capitols at that time. 

American Society of News Editors. (2009, Apr. 16). U.S. Newsroom Employment Declines. Available at http://asne.org/article_view/smid/370/articleid/12/reftab/101.aspx. Stats on CENSUS report of journalists 


Additional Resources for Online Reporting and Community Engagement

Long Shot Magazine : http://48hrmag.com/ The execution demonstrated the potential of citizen-generated news at high speed. “As important as the product was the work flow that they created,” the judges said.  
http://www.ojr.org/ojr/people/robert/201008/1875/ Lessons from launch: How TBD.com is trying to engage the community to build its business TBD.com draws upon the reporting staff of Allbritton's DC-area ABC affiliate, WJLA, and its existing cable news channel (formerly known as News Channel 8), blending them with an expanding online reporting staff, as well as a network of dozens of local blogs and websites.

http://mashable.com/2010/08/09/tbd/ TBD.com Takes a Community-Driven Approach to Newsgathering. Outlines the steps that TBD has done to foster community engagement ( video/ social news/ location based news) “One of the prominent community features the site incorporates is called “Complete the Story,” which prompts users to do just that, enabling readers to add missing pieces, like a fact or picture, to enhance the story.”

http://www.popupmagazine.com/about_us.html Pop-Up Magazine is the world’s first live magazine, created for a stage, a screen, and a live audience. Nothing will arrive in your mailbox; no content will go online. An issue exists for one night, in one place.

http://mediapolicy.newamerica.net/events/2010/digital_district . Video. Digital District: Local News and Online Media Access in Washington. DC citizens are not shy about participating in the local media landscape.

http://www.knightcomm.org/recommendations/ . As part of the ongoing work to promote the Knight Commission’s vision for healthy, informed communities, the Aspen Institute Communications and Society Program has commissioned a series of policy papers to detail specific steps for implementing the Commission’s 15 recommendations.

http://www.ojr.org/ojr/people/stverak/201008/1876/  “Watering-down press credentials, or denying citizens news?” 08/18/10 The statistics are staggering in the newspaper and journalism business. Every day reporters at media outlets are being laid off and resources are being cut. This is leaving entire communities without local news coverage and without the knowledge they need to be informed citizens. Don’t deny the citizen reporter! Denying press credentials to independent, non-profit and citizen journalists who are working to get stories is doing a disservice to every news consumer.









Public Affairs 
Overview:   Organizations are using multimedia to update the Traditional Press Release; the new “Social Media [Press] Release” (SMR) delivers information more efficiently and more effectively.  Communications opportunities increase with SMRs, because each encompasses not only content, but also community, context, interfaces, timeliness, convenience, and curation.  Displaying news on social media platforms importantly allows organizations to target their information towards interested parties. To reach a wider audience, organizations will distribute their information across multiple networks and cross-link their information to other platforms and networks.  
Collaboration (news sharing among multiple news distributors that can amplify the content/relevance) and instantaneous news through constant, mobile connectivity will continue to shift news delivery towards real time news streams.  The inundation of immediate news (“too much unsorted information”) has caused speculation on how news information will be prioritized; personalizing content and algorithmic authority are two possibilities.
The Traditional news consumer is changing; organizations will shift their perspective to adapt to the needs/demands of the Future news consumer.  Already, consumers are driving content and in many ways have replaced the professional filter.  Studies highlight three major shifts in how news is consumed:  news is portable; news is personalized, and the news consumer is participatory.  In addition to security and privacy concerns, barriers and challenges associated with this new type of consumer include:  where and to whom to distribute information, whether or not live streaming news is seen as valid and reliable, and the effects of distributing disinformation from aggregated sources without time for fact-checking.  Five and ten year opportunities will include enhanced delivery to news consumers using “wearable computers and omnipresent sensors.”
Implications for Public Affairs:  Organizations must capitalize on collaboration and sharing information on multiple platforms and through multiple mediums.   Consumption of news is an increasingly social experience and organizations must adapt to consumers needs, including participation, as consumers themselves become news generators and “news conduits.”  Challenges listed above could work against maintaining the accuracy of USGS science.  
Social Media Releases (SMRs) will only increase in popularity.  SMRs appeal to news consumers because of their easily accessible format; elements of the story can be manipulated by reporters and bloggers to re-tell the news in their own way. The multi-media format humanizes the information, enabling individuals to interact and contextualize the information.  Importantly SMRs act as a hub to connect “disparate media elements across multiple social networks.”[endnoteRef:97]  Organizations will be able will use social media as a communicating and listening tool: using real-time interactions, organizations can demonstrate that they are listening to the public and thus lay a foundation of trust. Through the use of social stream aggregation and social media platforms, organizations will be able to better direct their news to specific and interested groups.  Increasingly, studies show that organizations are beginning to join social platforms for this purpose. [97:  http://www.briansolis.com/2009/05/reviving-traditional-press-release ] 

“Reviving the Traditional Press Release.”[footnoteRef:129] 05/18/09. Examines the critical components of a SMR. SMRs serve as an information hub, linking information across multiple networks allowing consumers to “contextually frame” the news. [129:  http://www.briansolis.com/2009/05/reviving-traditional-press-release/] 

"The Irreversible Shift in Content and Media."[footnoteRef:130]  The way the information is delivered affects (and is part of) the content, and increases communications opportunities. [130:  http://www.mediafuturist.com/2010/02/the-future-of-communications-social-media-nbs-sp.html  ] 

  
 “The Future of Public Relations and Social Media”[footnoteRef:131] 08/16/2010.  Documents the shift towards the SMR in the past several years. Explains the benefits of using Social Media Press Releases in your organization by illustrating why using a multimedia platform appeals to today’s news consumer. Highlights examples of companies that have successfully implemented SMRs and sites dedicated to helping your organization improve its own SMRs. [131:  http://mashable.com/2010/08/16/pr-social-media-future/] 

“Social Media Releases – Everything You Ever Wanted to (or Should) Know”. [footnoteRef:132]May 1, 2007 [132:  http://www.briansolis.com/2007/05/social-media-releases-everything-you/] 

SMRs and New Media Are Changing the Way News Is Distributed and Consumed Distributed on multiple networks and platforms, SMRs use several mediums to help create a “Storyboard element”[endnoteRef:98] and live aspect to the news, as well as cross-link the information to other social networks, effectively building a “hub of social spokes to construct a wheel concentric engagement.”[endnoteRef:99]  “The inclusion of social media elements within the release also fortifies stronger cornerstones for improving personal connections and engagement to the release, but also enabling the discoverability and sharing of the content.”[endnoteRef:100]  [98:  ibid]  [99:  ibid]  [100:  ibid] 

“Data, diffusion, impact: Five big questions the Wikileaks story raises about the future of journalism.”[footnoteRef:133] Journalism in the era of “big data.”  [133: http://mediapolicy.newamerica.net/blogposts/2010/data_diffusion_impact_five_big_questions_the_wikileaks_story_raises_about_the_future_    ] 

“10 News Media Content Trends to Watch in 2010” [footnoteRef:134]12/24/09. One of the 10 highlighted trends is: Distributed Social News. Predicts that future news will be increasingly personalized and will be transmitted through social news streams and transmitted across social platforms. [134:  http://mashable.com/2009/12/24/news-media-content-trends/] 

“Personalized Search for everyone”[footnoteRef:135] 12/04/09. Google’s personalized search: extending options and refining search capabilities for users. [135:  http://googleblog.blogspot.com/2009/12/personalized-search-for-everyone.html] 

Wired for War, P.W. Singer, New York, Penguin Press, 2009.   In the future, we will be “using wearable computers and omnipresent sensors.”  (Vernor Vinge).

Collaboration and Instantaneous News - “Technorati Tags” are an example of  how SMRs enable collaboration and aggregation  of content: “Technorati is the premier blog directory for indexing blogs based on areas of topics and expertise as well enabling information seekers to search keywords that connect results to authoritative blog posts.”[endnoteRef:101]  [101:  ibid] 

The use of social media will transform the way news information is distributed:  news information will become instantaneous. More and more consumers are using social media for fact checking and for following breaking stories. TEK Group International Online Survey Results indicate that 70% cite using social media tools for following a breaking story. [endnoteRef:102] Despite the failure of Google Wave (announced August 5, 2010), Google Wave provided an example of the anticipated transition from Traditional Press Releases to a live social media stream, and will likely be re-imagined as “Google Me.”  Google Wave was designed as “a new cross-platform way to communicate and collaborate, which is the way email would have been designed if it were invented today.”[endnoteRef:103] “(It combines the notions of a process as people add and subtract and update; it has the benefit of a wiki – a snapshot of current knowledge; it can be live; it can feed a blog page with the latest; it can feed Twitter with updates; it is itself the collaborative tool that lets participants question each other.)” [102:  TEK Group International Online Survey Results]  [103:  http://www.buzzmachine.com/2009/05/31/google-wave-and-news] 


The Traditional News Consumer is Becoming a “News Conduit”  As  news becomes more accessible and transmittable, being shared and distributed in bits and pieces across social networks, news is no longer static content transmitted from A -> B; it is increasingly a shared and social experience.   In the future, we must transition to thinking about the public as a “news conduit”[endnoteRef:104] rather than the final destination of our news information.   [104:  http://www.nytimes.com/2008/03/27/us/politics/27voters.html?_r=2] 

“Finding Political News Online, the Young Pass It On”[footnoteRef:136] . 03/07/08. Young voters tend to consume and direct news to their friends through social networks and email. Based on interviews and surveys, younger generations are more likely to read an article if it has been referred to them by one of their friends. The article highlights the advantages of news being channeled by young voters as it pertains to campaigns and political elections. [136:  http://www.nytimes.com/2008/03/27/us/politics/27voters.html?_r=2] 

“Scientists need to listen if they want to educate the public.”[footnoteRef:137] This article urges science organizations to engage the public with their information and questions some common assumptions about how scientists think about the “uninformed” public.  [137: http://www.washingtonpost.com/wpdyn/content/article/2010/06/25/AR2010062502158.html?sub=AR] 

An example that demonstrates how news will be shared and channeled/ filtered through social networks is “Facebook’s Social Plugins” (which the Washington Post has integrated).  “Your friends’ recommendations on news sites get connected back to their social profiles [on Facebook], showing up in their “recent activity,” so you can see what your friends are reading without going to the news sites themselves.”[endnoteRef:105]  For a list of other social mobility applications, see below.   [105:  http://mashable.com/2010/08/10/personalized-news-stream/] 

The Personalization of Real Time News Streams  Studies show that the average citizen gets [his/her] news from 4-6 news platforms in a typical day.[endnoteRef:106]  In the future, increasingly, consumers will expect news to be delivered to them, instead of actively seeking out news themselves. While SMRs helps target specific demographics and are easily distributed through social media platforms, the future of news distribution will show an “accelerating societal shift from mass consumption of media (“push” media) to personalized consumption or “pull” media.”[endnoteRef:107]  This will drastically change the foundation of communications and public relations. In the future, we will move past creating communities and networks that center on “hyper local news” and move towards a future that focuses on the personalization of real time news streams.  In the future, personalized news streams will include: “Consumption Control and Aggregation:  Now the site includes an aggregated local news section and a “News for you” section that enables you to add news topics based on your interest and adjust how often you read these topics.  Visualization: – see audio visual combine these elements into one place where users can personalize their consumption and sharing. But more importantly, the stream of content is more visually appealing with a focus on images tied to content.”[endnoteRef:108] [106:  http://mashable.com/2010/03/01/social-networks-source-news]  [107:  http://mashable.com/2010/08/16/pr-social-media-future/]  [108:  http://mashable.com/2010/08/10/personalized-news-stream/] 

“NewBizNews & Hyperpersonal news streams.” [footnoteRef:138]This blog addresses the idea of many news consumers:“if the news is that important, it will find me”. Predictions suggest that we will move beyond hyper-local news sites to hyper-personal news streams. [138:  http://www.buzzmachine.com/2009/08/18/newbiznews-hyperpersonal-news-streams/] 

Additionally, news will be personalized in the future is through customized homepages: 
“How News Consumption is Shifting to the Personalized Social News Stream”[footnoteRef:139] 08/10/10.  Documents a series of new media and web based trends that will enable personal news consumption. [139:  http://mashable.com/2010/08/10/personalized-news-stream/] 


An example of a current site that has created personalized homepages for viewers: VisualDNA[footnoteRef:140] worked with the Los Angeles Times to create “Newsmatch”- a visual quiz allows viewers to select their personal tastes and interests to create personalized pages.  [140:  http://my.visualdna.com/  ] 

An Essential Problem of Live News Streaming Is Prioritization (Filtering) With the influx of information, it is unrealistic to think that viewers will actively seek out information; they will expect the information to be instantaneously delivered to them:  “Media can’t expect us to go to it all the time. Media has to come to us. Media must insinuate itself into our streams….. The real value waiting to be created in the stream-based web is prioritization.”[endnoteRef:109]  In the future, this problem of “prioritization” of news information will be solved through “hyper-personalization and “algorithmic authority”, or the nature of news authority. [109:  http://www.buzzmachine.com/2009/11/30/media-after-the-site/  ] 

“Media after the site.”[footnoteRef:141] The blog predicts changes in how news will be transformed from site based news to live streaming news. Algorithmic Authority and hyper-personalization of news will be new ways to prioritize the type of news that is in your stream.  [141:  http://www.buzzmachine.com/2009/11/30/media-after-the-site/] 

“ NewBizNews & Hyperpersonal news streams”[footnoteRef:142] Hyper personalized news will change the way news is distributed. Organization can no longer rely on people coming to them for information. News must be delivered directly to the consumer.	 [142:  http://www.buzzmachine.com/2009/08/18/newbiznews-hyperpersonal-news-streams/.] 

“A Speculative Post on the Idea of Algorithmic Authority”[footnoteRef:143] Speculates how news and information builds authority by gathering from multiple sources of data and developing the consumer’s trust. [143:  http://www.shirky.com/weblog/2009/11/a-speculative-post-on-the-idea-of-algorithmic-authority/] 

How the Traditional News Consumer Is Changing  New media live streaming and web mobility have changed the way we must think about the Traditional news consumer. We are forced to reconsider who is marketing news and who is consuming it.  Individuals as opposed to organizations are the drivers of content. News is now portable, personalized and participatory:  (For more information on web mobility, see “Web and Social Media”)
“Understanding the Participatory News Consumer”.[footnoteRef:144]  “This study shows that about 59% of Americans are getting their information from multiple sources; internet is the third most popular, behind local and national television news. The report shows how two technologies have significantly affected people’s relationship to news and how news is consumed.  First, news gathering is increasingly a social experience as social media networking sites and platforms become more common. Second, increase in mobile connectivity “has turned news gathering and news awareness into an anytime, anywhere affair for avid news watchers.” [endnoteRef:110] News is now portable: Most online news surfers use just a handful of sites and just 35% have a favorite site; 33% of cell owners get news on their mobile devices; Personalized: 28% of internet users have personalized their news experience; Participatory: 37% of internet users have participated in creating or reacting to news.   [144:  Full Report: http://www.journalism.org/sites/journalism.org/files/Participatory_News_Consumer.pdf; http://www.journalism.org/node/19537. 
Summary of findings: http://www.pewinternet.org/Press-Releases/2010/Online-News.aspx ]  [110:  http://www.journalism.org/sites/journalism.org/files/Participatory_News_Consumer.pdf] 

 “How Media Consumption Has Changed Since 2000.”[footnoteRef:145] 05/24/2010  [145:  http://www.pewinternet.org/Presentations/2010/Jun/How-Media-Consumption-Has-Changed-Since-2000.aspx  ] 


“Stats Back Story: How the Digital Revolution Changed Our World” [footnoteRef:146]Lists comparable statistics on changes in consumption (emails, letters, CDs, time spent online, newspaper consumption)  [146:  http://www.newsweek.com/feature/2010/by-the-numbers-how-the-digital-revolution-changed-our-world.html] 

“ Digital Journalism Study 2010 Blogs, Apps and Paywalls – How the Digital World is Changing the Way Journalists and Publishers Work”[footnoteRef:147] Highlights important changes in how new media has affected journalism and traditional reporting styles. Despite the rapidly evolving media landscape, this study shows that the journalist community is not threatened; the desire for traditional news content still remains quite strong.   [147: https://gsvaresm03.er.usgs.gov/mail/mgade.nsf/0/9BB29E0B57BB5E4C8525776C00419DE6/$File/Digital%20Journalism%20study%202010.pdf?OpenElement&FileName=Digital%20Journalism%20study%202010.pdf  ] 


Barriers and Challenges - While the benefits of incorporating social media into traditional PR reporting are significant, several marked barriers exist.  
· Instantaneous news does not allow for fact/source checking.
 “ We need an outlet to perform more immediate media criticism, fact-checking, and disinformation-checking – not just thumb-sucking about the state of media but specific checks. Take a look at the ABC (Australia’s) Media Watch. I want that in the U.S. What The New York Times did tracking down the malevolent meme about federal death panels for grandma is what we need all the time.”[footnoteRef:148] [148:  http://www.buzzmachine.com/2009/08/18/newbiznews-hyperpersonal-news-streams/] 

· "Internet collectivism" preserves anonymity - this works against accuracy. [footnoteRef:149]  [149:  http://www.nytimes.com/2010/01/15/books/15book.html] 


· "...Americans increasingly see the Internet as an important source of information, despite the fact that they view much of that information as unreliable."[footnoteRef:150] [150:  http://gigaom.com/2010/07/27/newspapers-hit-new-low-as-an-information-source/ ] 


· How to address attempts to sell, hype, or deceive news consumers/readers. In the era of social media, consumers and influencers now have the ability to share equally negative views about an information release as well as the positive, important, and value-added benefits.
· What has been entitled “Reader’s Despair Syndrome” refers to the anxiety that people feel around losing their ability to focus and concentrate. People fear that new media and the flooding of immediate and accessible information is dulling our capacity for deep thinking and emotionality.
“Is Google Making Us Stupid?”[footnoteRef:151] What the Internet is doing to our brains. As we come to rely on computers to mediate our understanding of the world, it is our own intelligence that flattens into artificial intelligence. [151:  http://www.theatlantic.com/magazine/archive/2008/07/is-google-making-us-stupid/6868/] 


Additional Resources for Public Affairs/ Public Relations: 
http://mediapolicy.newamerica.net/publications/articles/2010/whats_the_appeal_of_wikileaks_34827 What's The Appeal Of Wikileaks? 
http://mashable.com/2010/03/16/public-relations-social-media-results/ How PR Pros Are Using Social Media for Real Results
http://mashable.com/2010/08/02/future-business-social-media/ How Small Businesses Will Use Social Media in the Future
http://comprehension.prsa.org/?p=643&utm_campaign=PRSASearch&utm_source=PRSAWebsite&utm_medium=SSearch&utm_term=communications%20future  The State of PR, Marketing, and Communications: You are the Future (Parts I &  II)

http://mediapolicy.newamerica.net/blogposts/2010/long_form_journalism_for_the_short_attention_span-34577 Long-form Journalism for the Short Attention Span. It’s no secret that we live in a time when the news most likely to be consumed is that which is served bite-sized to readers, ideally in 140 characters or, if necessary, 140 words.
http://www.observer.com/2010/daily-transom/skim-freak-purge Feed Me, I’m Hungry! New Yorkers Skim, Freak, Purge as RSS Reading Mounts. “Why am I so pathetic that I can't even read, like, 100 words a day?” 
Social Media Press Releases: examples and programs that can help:
PRX: ( http://www.prxbuilder.com/x2/ ) the first automated system for building and distributing Social Media Releases.
Pitchengine: ( http://www.pitchengine.com/ ) launched a dedicated service to empower PR to create, host, and publish branded Social Media Releases and Social Media Newsrooms without the help of developers or Web marketers

Mindtouch: http://www.mindtouch.com/Newsroom/Social_Media_Press_Release/2009-03-26 MindTouch Empowers Marketers to Thrive amidst Downturn with Automated Social News Platform MindTouch, developers of the most popular open source collaboration platform, the latest application  to help marketers thrive amidst budget cuts and downsizing, and at the same time meet the growing need to implement social media tools and services.
Tools and Programs for Monitoring Effectiveness of Website Traffic:
Chart beat: http://chartbeat.com/ See your analytics in real-time- Control the story, track a product launch, or exploit an opportunity as it happens. Our dashboard, iPhone app, and email & SMS alerts let you know the minute your traffic spikes, your servers crash, or your page slows to a crawl.

Google Analytics: http://www.google.com/analytics/ Google Analytics is the enterprise-class web analytics solution that gives you rich insights into your website traffic and marketing effectiveness.  
Social Mobility/ Social Platform Creation Applications: 

Facebook Connect: (http://developers.facebook.com/connect.php) offers mobility of data across networks and has recently added a crowd sourced translation feature

 Jive Software (www.jivesoftware.com), Pluck (www.pluck.com), and KickApps (www.kickapps.com)  are create-your-own social network platforms focused on enterprise customers (e.g. HBO).

Ning (www.ning.com) is a create-your-own social network platform
focused on consumers.
 
OpenSocial (www.opensocial.org) is Google’s set of social network applications (APIs) that allows friends to share their social data across networks such as MySpace,Yahoo!, Ning, orkut and Friendster.
Studies/ Surveys 
“The Big Thaw: Charting a New Future of Journalism”
Review sheet: http://mobileactive.org/research/big-thaw-charting-new-future-journalism
Report http://mobileactive.org/files/file_uploads/The%20Big%20Thaw%20Charting%20a%20New%20Future%20for%20Journalism.pdf








Congressional Affairs 
Overview.   New Media will dramatically enhance channels of communications and influence between Congress and constituents as well as with government agencies.  Using social media to inform and engage the public will:   (i) reduce traditional barriers by increasing the transparency of information (ii) change the direction of influence from top down to bottom up by allowing the public and government agencies to interact with Congress using new mediums (e.g., tweet your congressman!), and (iii) create a better informed and more engaged public around USGS science which can present a more unified front dedicated to lobbying Congress.   Social media can greatly influence consumer participation in matters before Congress and thereby increase the public’s influence.
Congressional Use of Social Media.  Government bans continue to keep Congress lagging on social media use. Although there are initiatives to allow Skype in the House and Senate bans on peer-2-peer applications and file sharing continue to impede progress. An initiatives to implement a Congressional social network (3121) will help Congress address its “information overload” of e-mails and, in addition to acting as a platform to aggregate information, will allow users (Capitol Hill employees) to collaborate with one another.[endnoteRef:111] [111:  http://mashable.com/2009/07/20/3121] 

“Does Congress Need its Own Social Network?  National Journal Thinks So”[footnoteRef:152] 3121 will be pre-populated with basic biographical and job information for many employees (think aides, advisors, policy directors, etc), but then let users claim their profile and keep it updated. That information will be searchable, and users will be able to connect with each other to establish a network on the site. [152:  http://mashable.com/2009/07/20/3121/] 

“Why your senator can't Skype?”[footnoteRef:153] 8/18/10 NEW YORK (CNNMoney.com) -- Internet video-chatting service Skype helps connect people across the globe -- but your representatives in Congress are banned from using it. Their obstacle: A 2006 ban on running peer-to-peer applications behind House and Senate firewalls. Such programs allow computers to share files (remember Napster?), which could pose a security risk. [153:  http://money.cnn.com/2010/08/18/technology/skype_congress_ban/index.htm] 

The Future of Congressional Communications.  Requesting resources to expand virtualization and social media capabilities will be important to keep pace with other government agencies as they continue to incorporate social media use and new technology.  Investment in virtualized, central storage of data will increase as the cost of storing and managing the massive amounts of data continue to consume scarce IT resources.[endnoteRef:112]  Services like Apps.gov[footnoteRef:154] are on the forefront of integrating social media and cloud services in the federal government. Using social media and cloud computing will enhance channels of communication (i) internally:  easier communication regionally, enable more direct lines of contact to Congress, (ii) externally:  unite constituents together through the use of social networks; give constituents resources to stay informed and participate.  [112:  http://www.nextgov.com/nextgov/ng_20100823_5509.php?oref=spotlight]  [154:  Apps.gov ] 


Discussion Topic for Strategic Team:  How can we work better/have greater influence with Congress ?  Can new media "add value" to our communications with Congress?   Through social media, Congress and its staff could have constant access to science information from USGS.  Discuss other ways new media could enhance the “highly intricate and complex interpersonal relationships” USGS has built with Congress.  

Implications for Congressional Affairs.  The New Media revolution signals a fundamental decentralization of news reporting.  To maximize communications channels among USGS, the public and Congress, it will be essential to understand how individuals are influenced by social media.  Survey Results from TEK Group Online indicate that 70% report using social media tools for following a breaking story and 50% indicate that they used social media for fact checking stories.[endnoteRef:113]  Individuals are influenced by their closest social “ties;” that’s the reason news consumers are more likely to trust and read news information if it has been referred to them by someone they know.[endnoteRef:114]  Reporting information through social networks is one way to engage a greater segment of the public with USGS Science and with Congress. In this evolving news ecosystem of “big data,”[endnoteRef:115] keeping  constituents consistently up to date on information is more critical that reporting only on breakthrough information: “it’s not the presence of something new, but the ability to tease a pattern out of a lot of little things we already know that’s the big deal.”[endnoteRef:116] [113:  TEK Group International Online Survey Results]  [114:  http://www.nytimes.com/2008/03/27/us/politics/27voters.html?_r=3]  [115: http://mediapolicy.newamerica.net/blogposts/2010/data_diffusion_impact_five_big_questions_the_wikileaks_story_raises_about_the_future_]  [116: http://mediapolicy.newamerica.net/blogposts/2010/data_diffusion_impact_five_big_questions_the_wikileaks_story_raises_about_the_future_] 

 “Data, diffusion, impact: Five big questions the Wikileaks story raises about the future of journalism”[footnoteRef:155] 07/26/10  [155: http://mediapolicy.newamerica.net/blogposts/2010/data_diffusion_impact_five_big_questions_the_wikileaks_story_raises_about_the_future_] 

Federal Agencies Are behind the Curve on Social Media Use.  In addition to concerns about security, legal and governance issues, federal agencies are also concerned about:  “developing a social media strategy, calculating return on investment, regulatory concerns, lack of resources, identifying the appropriate social media channels, inability to control messages on social media and cultural issues.”[endnoteRef:117] Constituents are left uninformed of what is actually happening in federal agencies. When federal agencies do make use of social media, it is usually “on the first level, using social media for promotion and marketing, and many agencies are on the second level; using it for public participation and discussion… only a few agencies are operating at the third level, which involves using social media tools for co-creation and collaboration.”[endnoteRef:118] [117:  http://fcw.com/Articles/2010/07/27/Survey-social-media-use-federal-agencies.aspx?Page=2]  [118:  http://fcw.com/Articles/2010/07/27/Survey-social-media-use-federal-agencies.aspx?Page=2] 

“Survey tells two tales about feds' social media use”[footnoteRef:156] Godwin described social media use as a continuum and said nearly all federal agencies are on the first level . . . [156:  http://fcw.com/Articles/2010/07/27/Survey-social-media-use-federal-agencies.aspx?Page=2] 

“Federal workers not leveraging social media, survey finds”[footnoteRef:157] 06/28/10
Of the 321 federal employees surveyed, 60 percent said they use social media at home or work, 36 percent said they were not using social media and 5 percent said they "don't know what online social media is." [157:  http://www.fiercegovernmentit.com/story/survey-federal-workers-not-leveraging-social-media/2010-07-28] 

“Federal information restrictions most un-Web 2.0 like”[footnoteRef:158]07/15/10  Rather, it's a July 2 memo (.pdf) from Defense Secretary Robert Gates with the subject line "Interaction with the Media" and with the admonishment that "We have far too many people talking to the media outside of channels.”  Simply note that Web 2.0 is most effective when it's interactive, and restrictions of information into official channels is the antithesis of interactive.   [158:  http://www.fiercegovernmentit.com/story/federal-information-restrictions-most-un-web-2-0/2010-07-15] 

http://govsocmed.pbworks.com/ social media sub council 
Using Social Media to Increase Communication among Congress, Constituents and USGS
Transparency and Openness – The increasing digital divide and the lack of local news coverage has clearly affected civic participation. The Knight Commission on the Information Needs of Communities in a Democracy suggests that the quality of a local community’s information environment is difficult to measure, and has probably never been measured correctly. As such, new media and journalism trends favor increased transparency and openness, particularly with respect to Congress. Today’s public increasingly feels their open access to information is dwindling and that “rules that govern much of our information currency are being written by regulatory agencies and lawmakers in closed private meetings, accountable to no one.”[endnoteRef:119]  [119:  http://www.knightcomm.org/mclaughlin-government-secrecy-worsens-info-divide/] 

Measuring Informed Communities at the Free Press Summit[footnoteRef:159]  05/17/2010 The Knight Commission on the Information Needs of Communities in a Democracy developed some overarching categories for defining an informed community, but they admit, “No one has developed a system for measuring the quality of a local community’s information environment.” [159:   http://www.knightcomm.org/measuring-informed-communities-at-the-free-press-summit/] 

Organizations are using social media to cover political events and hearings in real-time; tapping into a new way for the government to reach out to make citizens feel informed and included.  Services like “changetracker”[footnoteRef:160] allow anyone to track changes made by the administration to Whitehouse.gov in near-real-time. Providing the public with up to date information will allow constituents to follow debate in Congress more closely. The Sunlight Foundation’s “Sunlight Live” Event is another example of how social media can be used to make government issues engaging, inclusive and a social experience.  [160:  http://www.propublica.org/ion/changetracker] 

“Sunlight Live's Real-Time Participation Wins $10,000 Knight-Batten Innovation Award.”[footnoteRef:161] 07/19/2010 [161:  http://www.j-lab.org/about/press_releases/2010_knight_batten_winners/] 


ChangeTracker-[footnoteRef:162] propublica Track changes the administration makes to WhiteHouse.gov in near-realtime -- and easily track other sites for changes. [162:  http://www.propublica.org/ion/changetracker] 

 “Transparency in the Courtroom: Supreme Court Says, ‘Not so Fast’” [footnoteRef:163]01/14/10  [163:  http://www.knightcomm.org/mclaughlin-government-secrecy-worsens-info-divide/ Transparency/ The ] 


Implications for USGS.  Use social media to cover Congressional Briefing Series, Congressional authorization hearings and to cover pending legislation affecting USGS.  Post on social media page/ through video/ with options to comment/ Q&A.  
Let People be Your Voice.  Use social media to let constituents interact with congressional news concerning USGS.  Consumers that feel involved and informed will become engaged with USGS science and may choose to engage with Congress.   
Improving Relationship with the Public – New media reconnects Congress to the public and removes traditional barriers of money and influence from the relationship.  Surveys show that agencies can increase citizen trust and participation by opening up channels of communication with the government on their websites: “citizens who are very satisfied with a website are more likely to use that channel to interact with government in the future.”[endnoteRef:120]  [120:  http://www.knightcomm.org/survey-reports-citizen-satisfaction-with-e-gov-services/] 

Implications for USGS.  Create interactive services on USGS homepage that users can use to explore how USGS interacts with Congress.  Examples include: allowing users to track proposed or pending legislation, or employ social gaming, such as Fantasy Congress.[endnoteRef:121]  [121:  http://www.fantasysportshero.com/fantasy/congress/] 

Survey Reports Citizen Satisfaction With E-Gov Services [footnoteRef:164] This survey and previous research conducted by ForeSee show that citizens who are very satisfied with a website are more likely to use that channel to interact with government in the future. Such satisfaction, along with perceptions of transparency, also leads to greater citizen trust and participation in government. [164:  http://www.knightcomm.org/survey-reports-citizen-satisfaction-with-e-gov-services/] 


“How Political Campaigns Are Using Social Media for Real Results”[footnoteRef:165] Social media can democratize information and reconnect politicians to the vox populi. The best way to garner votes and support is by maintaining transparency and communication with voters,” said Rep. Amash. “Most elected officials haven’t figured that out yet.” [165:  http://mashable.com/2010/06/09/political-campaigns-social-media/] 

Fantasy Congress[footnoteRef:166] is an online game where players, referred to as citizens, pick members of Congress to be on the player’s “team.”  The player keeps track of the team members through their participation on issues in both the House and the Senate.  Every action the Congressman takes, such as drafting and voting on bills or even scandals, is translated into a point system. So every time the Congressman does something, the player earns points. [166:  http://www.fantasysportshero.com/fantasy/congress/] 

Data Deluge 08/23/10 [footnoteRef:167] [167:  http://www.nextgov.com/nextgov/ng_20100823_5509.php?oref=spotlight] 

Social Media Will Transform the world of diplomacy and policy from a “world of communiqués, diplomatic cables and slow government-to-government negotiations to amplified, fast-moving communication that encourages cyber-activism and tech-based policy solutions.”[endnoteRef:122] For Congressional affairs, in the future constituents might submit Congressional testimony via social media platforms and incorporate publically available USGS science in their testimony.  In the future, it may very well be possible to communicate to Representatives in Congress support for legislation by posting on her/his facebook wall or sending him a tweet. [122:  http://www.responsibilityproject.com/blog/up-for-debate-twitter-diplomacy?src=keyword_s=ggl_K=CongressmenUsingSocialMedia_C=Responsibility_G=SocialNetworkingDiplomacy_Congress_M=broad#fbid=sl3zbrH2uq3] 

Implications for Congressional Communications.  It will be increasingly important for agencies to recognize the influence that private citizens can have over policy and Congressional affairs with increased access via social media.  Viral videos as well as citizen generated news efforts have increasing political power.  In this new era, “new technologies may usher in as many diplomatic catastrophes as breakthroughs.”[endnoteRef:123]  Despite the increasingly prevalent role citizens are playing in news dissemination, “control — over the message, who delivers it, who originates it — is still a cherished tenet of…policy”[endnoteRef:124]  [123:  http://www.nytimes.com/2010/07/18/magazine/18web2-0-t.html?pagewanted=1&_r=2&hpw]  [124:  http://www.nytimes.com/2010/07/18/magazine/18web2-0-t.html?pagewanted=1&_r=2&hpw] 

July 27, 2010 “Up for Debate: Twitter Diplomacy”[footnoteRef:168] 07/27/10 “What do Tweeting, Facebooking and texting have to do with diplomacy? More than you’d think, according to a recent New York Times Magazine article that details the efforts of two State Department employees, Alec Ross and Jared Cohen. . . . “The State Department’s investment in this hybrid of social-networking and foreign-policy has resulted in some groundbreaking changes in the way government and private citizens respond to crisis, for instance.” [168:  http://www.responsibilityproject.com/blog/up-for-debate-twitter-diplomacy?src=keyword_s=ggl_K=CongressmenUsingSocialMedia_C=Responsibility_G=SocialNetworkingDiplomacy_Congress_M=broad#fbid=sl3zbrH2uq3] 


Digital diplomacy[footnoteRef:169] 07/16/10  [169:  http://www.nytimes.com/2010/07/18/magazine/18web2-0-t.html?pagewanted=1&_r=2&hpw] 


Graphic Design 

Overview.  Graphic Design will become integrally related to Audio Visual as video continues to overtake the web and as long, text-based journalism continues to disappear.  The future of graphic design will be dramatically transformed as the web becomes increasingly multi-sensory.  “The increasing richness of both sensor data and machine learning will lead to new frontiers in creative expression and imaginative reconstruction of the world.”[endnoteRef:125]  3D technologies, digital mapping, virtual imaging, and virtualized communications will continually expand the horizons for a new virtual web and continually lessen the distinction between “virtual” and “real.”  These new trends will transform graphic design from flat, one dimensional products to multidimensional spaces that also infer meaning from preexisting metadata.  In the future, organizations will be required to think critically about how they design and integrate new multimedia web strategies.  Providing graphic products that engage users emotionally will increase the level of trust and loyalty consumers feel towards the organization.  [125:  http://www.web2summit.com/web2009/public/schedule/detail/10194 ] 

Implications for USGS.  “There is a correlation between memory and emotional impact:  the most memorable media content has the greatest emotional impact on its viewers.”[endnoteRef:126] Delivering information in a way that harnesses the viewer’s emotional connectivity will impact the way the public reacts to USGS news.  The rise of social media implicates new design challenges for Graphic Design.  An effective social media strategy will require critical thinking about why and how social media is of service to, and used by, select consumer groups (See Web and Social Media Outline).  Graphic Design can give site users “clear calls to action,” by engaging the public to become involved with USGS science, e.g., providing appealing links for user sign-ups for different network feeds (congressional briefings, particular science topics, etc...).  Social media users are concerned about their privacy.  Collaborating with Web Design, Graphic Design can help ensure that the public understands where and how personal information will be used/posted in social media.  Incorporating transparency into design is the best way to develop trust with users.    [126:  The big thaw; http://www.thebigthaw.com/] 

Social media needs to cater to different audiences, multiple groups and different relationships. When designing new multi-media strategies, we need to think about who the network is for, the content that is delivered, the urgency of reply required and the level of privacy required.[endnoteRef:127]  Local communities, friends, acquaintances and strangers will interact differently with each other in social networks.  Consequently, social media will need to be designed differently for different communities and for varying relationship groups.  Creating a standard design or social media network that is used for all types of relationships will not be as successful as implementing, for example, localized social sites where individuals can congregate around a common interest or community.  In the future, Graphic Design’s contributions to USGS’s virtual communications will allow consumers to feel (emotionally and multi-sensorily), interact, and be totally immersed in USGS science. [127:  http://www.slideshare.net/padday/the-real-life-social-network-v2] 

“The Real Life Social Network v2”[footnoteRef:170] 06/01/10 [170:  http://www.slideshare.net/padday/the-real-life-social-network-v2#] 

Good Call to Action Buttons[footnoteRef:171] [171:  http://www.uxbooth.com/blog/good-call-to-action-buttons/] 

New Trends Influencing Graphic Design.  Web mobility is transforming graphic content. In the future, Graphic Design will be employed in the move towards instantaneous communication.  New trends include 3D Technologies, improved digital mapping and virtual imaging. For additional information, see Audio Visual Outline.
(1) Emerging 3D technologies.  Influenced by increasing web mobility, 3D technologies will develop further and increasingly become available on portable displays. Organizations like Dynamic Digital Depth (DDD)[footnoteRef:172] are in the forefront in creating mobile 3D technology: DDD’s “biggest impact will be as a way to create content for mobile devices with auto stereoscopic 3-D displays, which work by directing light to deliver different versions of an image directly to each of a viewer's eyes”[endnoteRef:128]  While 3D technologies are continually evolving, some remain skeptical that this trend will take hold.[endnoteRef:129] [172:  http://www.ddd.com/]  [128:  http://www.technologyreview.com/communications/25081/]  [129:  http://www.realityprime.com/articles/the-3d-delusion] 

“TR10: Mobile 3-D”[footnoteRef:173] Smart phones will take 3-D mainstream. 3D on the go:  Released in South Korea in March, Samsung's W960 mobile phone comes with 3-D video content, generated by Dynamic Digital Depth that can be viewed without special glasses. Dynamic Digital Depth expects that its software to convert 2-D games to 3-D on the fly will be built into phones within the next two years.  Credit: Bryan Christie Design  [173:  http://www.technologyreview.com/communications/25081/] 


The 3D Delusion [footnoteRef:174] [174:  http://www.realityprime.com/articles/the-3d-delusion] 

(2)	Digital mapping.  Digital mapping will continue to drive us towards a “location enabled world”[endnoteRef:130] where images and content are shared and posted by location in real time.  Such technology offers Graphic Design/branding opportunities for USGS.  Services like Nokia’s OVI provide real-time geotagging.  “Initially, users taught their computers the association between photos and locations by tagging them. When cameras know where they are, every photo will be geotagged, with far greater precision than the humans are likely to provide.”[endnoteRef:131]  [130:  http://www.navteq.com/]  [131:  http://www.web2summit.com/web2009/public/schedule/detail/10194] 

  NAVTEQ is the leading global provider of maps, traffic and location data (digital location content) enabling navigation, location-based services and mobile advertising around the world. NAVTEQ supplies comprehensive digital location content to power automotive navigation systems, portable and wireless devices, Internet-based mapping applications and government and business solutions. By revolutionizing the way people think about and interact with maps, we foresee a world in which everyone finds their way to people, places and opportunities more easily and safely than before.
“Ovi: Share anytime, anywhere” [footnoteRef:175] [175:  www.ovi.com] 

“Web 2.0 Summit: Points of control”[footnoteRef:176] [176:  http://map.web2summit.com/] 

(3)	 Virtual Imaging.  3D technology will transform how we view web images.  Trends suggest that in the future, everyday objects will be interconnected through networks.   For more information on “IoT,” the internet of things, see the Web and Social Media Outline.  These breakthroughs are grounded in the idea that all objects have an information shadow in cyberspace.[endnoteRef:132]  The assumption as of now is that object must have a unique identifier. Gradually, machine-learning applications will make more and more sense of the data that is delivered to them[endnoteRef:133] and eventually be able to infer object identities from multiple equivalencies.    [132:  http://www.web2summit.com/web2009/public/schedule/detail/10194]  [133:  http://www.web2summit.com/web2009/public/schedule/detail/10194] 

 Increasingly refined sensor data and improved machine learning from interconnected information databases will yield the ability to create virtual 3D spaces from a set of photographs.[endnoteRef:134]  Programs build upon existing web infrastructure and extrapolate new information from that data.  For example, Microsoft’s Photosynth[endnoteRef:135]  uses “the power of the computer to synthesize 3D images from crowd sourced photographs.  Gigapixel photography reveals details that were invisible even to people on the scene. Adobe’s Infinite Images[endnoteRef:136] reveals something even more startling: the ability of the computer to synthesize imaginary worlds that never existed, extrapolating a complete 3D experience from a set of photos.”[endnoteRef:137]  In both cases, the web pulls images out of a database to create a seamless 3d universe.  Barriers include sharability, the not yet realized internet of things, and not yet realized object connectivity. [134:  http://www.web2summit.com/web2009/public/schedule/detail/10194]  [135:  http://www.seattlepi.com/business/375857_msftphotosynth21.html]  [136:  http://blogs.adobe.com/rufus/2008/12/adobe_max_2008_milan_infinite.html]  [137:  http://www.web2summit.com/web2009/public/schedule/detail/10194 ] 

Web Squared: Web 2.0 Five Years On[footnoteRef:177]  [177:  http://www.web2summit.com/web2009/public/schedule/detail/10194] 

Implications for USGS: “The fundamental lessons of Web 2.0 apply to any network application, whether web or mobile device-based (and the lines between the two are increasingly blurred). Sensor-based applications can be designed to get better the more people use them, collecting data that creates a virtual feedback loop that creates more usage.”[endnoteRef:138] [138:  http://www.web2summit.com/web2009/public/schedule/detail/10194] 

Beyond 3D: A Virtual Web.  Before there are virtual worlds, traditional social networking and web experience will be enhanced through 3D imaging and virtual communication.  Companies such as Qlipso offer users a truly multi-sensory networking experience combining voice and video chat, virtual avatars, online video and a virtual economy.[endnoteRef:139] [139:  http://www.qlipso.com/about.asp] 

Qlipso: http://www.qlipso.com/about.asp A New York startup called Qlipso already goes further than Facebook. It offers a range of social features including voice and video chat, and 3-D avatars that let users make gestures while watching online video. A "virtual economy" will also reward users for participation with virtual cash that can be used to buy items for their avatars, such as articles of clothing. 
Some futurists predict that the future of the web will extrapolate on 3D imaging to create virtual worlds. “The increasing richness of both sensor data and machine learning will lead to new frontiers in creative expression and imaginative reconstruction of the world.”[endnoteRef:140] Exit Reality is a new technology that has made the entire internet 3D. Many companies are now investing in the creation of virtual worlds.[endnoteRef:141] [140:  http://www.web2summit.com/web2009/public/schedule/detail/10194 ]  [141:  http://www.metaversum.com/] 

By creating an instant 3D world from any web page, Exit Reality[footnoteRef:178] adds a new dimension to the Internet. And this new universe of inter-connected worlds expands even beyond 2D to include thousands of innovative 3D places and games created over the past decade, and now ready to be explored. Metaverse new comer ExitReality supports the existing 3D web open standards and has taken an open platform approach to virtual worlds, building on the existing web infrastructure to create an open metaverse system. [178:  http://www.exitreality.com/about.html] 


Metaversum[footnoteRef:179] develops and operates the 3D mirror world Twinity. Metaversum’s Twinity is the world’s first mirror world made of real people and real places. The virtual cities of Berlin, Singapore and London have already launched in Twinity, with other international cities set to join them soon. [179:  http://www.metaversum.com/] 

Second life[footnoteRef:180] [180:  Secondlife.com] 

The Electric Sheep Company:[footnoteRef:181] Emmy award-winning creator of virtual worlds and social games for major brands and media companies. [181:  http://www.electricsheepcompany.com/] 

Video and Voice May Be Replaced by Virtual World Communication. As IT assets and desktops are increasingly replaced by cloud services (see Internal Communications Outline), virtualized interaction will increase. Telephone interaction will be increasingly replaced by video conferencing, (Skype now available on iphone)[endnoteRef:142] and Gmail introduces Video and voice chat[endnoteRef:143] [142:  http://mashable.com/2010/02/03/skype-3g-iphone/]  [143:  http://mashable.com/2010/08/20/google-video-chat-linux/] 

“Report: The Enterprise Videoconference Landscape, 2010 – 2015.”[footnoteRef:182]  This report examines these enablers and retardants of the adoption of a wide spectrum of current generation videoconferencing solutions, and offers recommendations to enterprises looking for opportunity in this sector.   [182:  http://pro.gigaom.com/2010/08/report-videoconferencing-unleashed/?utm_source=newteevee&utm_medium=problockfixed] 

Boosters of virtual reality believe that it will greatly enhance education, science, industry, art, and entertainment” [endnoteRef:144]  Although Avatar-Mediated Communication has already been experimented with without great success, as the web becomes increasing multi-sensory, humans will begin to interact and speak with computers in a natural way.[endnoteRef:145] [144:  http://www.scienceclarified.com/scitech/Virtual-Reality/Which-World-Is-Real-The-Future-of-Virtual-Reality.html]  [145:  http://research.microsoft.com/en-us/groups/nlp/


] 

Avatar-Mediated Communication in 2016[footnoteRef:183] [183:  http://metaverseroadmap.org/roadmap_3.html] 


Additional Resources for Graphic Design 
http://www.uie.com/articles/social_interfaces/ “Baking Social Interfaces Into Your Design”
http://www.uie.com/articles/deciding_when_graphics_help/  “Deciding When Graphics Will Help (and When They Won't)” User interface engineering 
http://mashable.com/dev-design/design/ “6 New Mac Apps for Designers and Developers” 08/25/10 
http://mashable.com/2007/10/27/graphics-toolbox/ “35 Free Graphics Programs”
Additional Resources for Virtual/Avatar Communication
http://www.cnn.com/2010/TECH/web/08/09/cartoon.portraits.damon.brown/index.html “Cartoon avatars are back in vogue”
http://mashable.com/2008/11/06/big-stage-avatar-yourself/“Big Stage: Avatar Yourself”
http://blog.tmcnet.com/blog/rich-tehrani/virtual-worlds/virtual-worlds-the-future-of-communications-1.html “Virtual Worlds, The Future of Communications” 
http://www.scienceclarified.com/scitech/Virtual-Reality/Which-World-Is-Real-The-Future-of-Virtual-Reality.html “Which World Is Real? The Future of Virtual Reality” 
Additional Resources for Web Design 
http://mashable.com/2010/08/10/small-business-design-trends/ 5 Small Biz Web Design Trends to Watch. Minimalism; Unique Photography; Bold Typography; Clear Calls to Action; A/B Testing

http://www.allwebdesignresources.com/webdesignblogs/graphics/category/graphic-design/ “Minimalist Website Design Can Now Improve Search Engine Position”
http://www.readwriteweb.com/archives/top_5_web_trends_of_2009_internet_of_things.php “Top 5 Web Trends of 2009: Internet of Things”  09/11/09
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