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HUH-pa3padboTunku 3apadateiBaror oT 10,000 mo 100,0008 B mecsu! Tak, mpocroe
npuiioKeHne (KapTovHasi Urpa, 3aMaHYMBBIA TECT U T.I.) CIOCOOHO MOKa3aTh peHTa-
0esbHOCTh, TipeBbimarolryto 1000%.

B Hacrosimee Bpemsi ObICTPO pa3BUBAETCs Takash BaKHas Pa3HOBUIHOCTH Ce-
Tel, KaK TpeXMepHbIe colralibHble ceTu. [Ipumepom moxeT cinyxuth SecondLife —
TpeXMEpHBIN BUPTYaJIbHBII MUp € 3JIeMeHTaMH conuanbHoi cetu. B SecondLife cy-
mecTByeT BHyTpeHHss Bamora Linden Dollar (L$), kKoTOpy: MOXHO NOJIY4HTh, 00-
MEHSIB Ha HACTOSIIME JEHBIU; MPEeIyCMOTpeHa oOpaTHasi KOHBEpPTAIUs, YTO CO3JaeT
BO3MOXXHOCTh opranuzanuu B SecondLife BmonHe peanbHbix O6u3Hec-cxeM. BmecTtu
neHpru B SecondLife MOKHO ¢ MOMOIIBIO OOBIYHBIX MIATEXKHBIX cucTeM. Kypc L$
nocraToyHo ctabuieH wu koseosercs ot 250L$ mo 300LS$ 3a 1 peanmbHbIN mosuiap.
OTU JE€HbIM UCHOJIB3YIOTCS JJIS MOKYIKH M MPOJaXd BUPTYaJIbHBIX TOBAPOB, B TOM
YHCIie — BUPTYaJIbHOM 3eMJIH.

Baxnoit cdepoil ucrnonb3oBaHUs MOTEHIMANA COLUUATBHBIX CETEH SBISETCS
CeteBoit MHoroypoBHeBblii Mapketunr (MLM). 3xeck 3amoroM ycrexa sIBISETCS
BO3MOXHOCTh TMpuBjiedeHUs: B MLM-CTpyKTypy HOBBIX aKTHBHBIX IapTHEPOB-
AUCTpUOBIOTOPOB. sl peanu3anuu 3TOH (PyHKIMU CIEAYeT MPEXe BCEro KauecT-
BEHHO 0(OPMUTH CBOM MPOUIb B CETH U B JAJbHEHUIIEM CIEIUTh 32 PEryJsipHbIM
oOHOBIeHHEM HH(pOpMalKUK, TOMeNmas B CBOM OJOr omneparuBHbIE OH3HEC-
npensioxKeHusi, HHpopMaTUBHBIE (QoTorpapuu M BUACO, MOMYEPKUBAIOLINE YCIIEHI-
HOCTb aBTOpa B MLM-0Ou3Hnece u ero juaepckue kadectsa. Jis Opictporo gpopmupo-
BaHUs LI€JIEBOM OM3HEC-TPYMIbl XOPOIIO MOAXOAUT HABUrallUsl MO MHTEpEcaMm B CO-
[UATBbHOMN CETH, TaK KaK JIOAU C OOIMIMMH UHTEPECAMH CKOPEE CKIOHHBI pearupoBaTh
Ha OW3HEC-TIPEeMJIOKEHHs] CBOEro jaujaepa. Takum o0pa3oM, KOMMYHHKalMOHHBIE
BO3MOXXHOCTH COIIMAIIBHOM CETH €CTECTBEHHBIM OOpa3oM CIIOCOOCTBYIOT MOHUCKY H
JanbHENIIeMy yAep>KaHUIO B MT0JIE CBOMX UHTEPECOB KaK MapTHEPOB MO OM3HECY, TaK
1 NOTEHIUAJIBbHBIX KIIMeHTOB MLM-kxoMmanuii.

Yumkuna E.A., Ykpaunen E.B.
RESEARCH OF STRUCTURE SOCIAL NETWORKS" REVENUE
(CII6I'Y DD, Canxm-Ilemepbype)

Everybody uses social networks nowadays. But we even don't understand that
we bring money to it. We decide to talk about it, and hope that you won't stay indif-
ferent to this actual problem

Advertising revenue Vkontakte in 2010 amounted to 1.36 billion rubles ($ 44.7
million), and it's only advertising, but there is still not advertising revenues. Social
network "Schoolmates" earned $ 23.3 million on media advertising in 2010 and $
45.7 million for paid services. And for comparison, the Facebook advertising reve-
nues in 2010 amounted to approximately $ 1.86 billion. How people can earn such a
big revenue using The Internet?lt is the topic of our speech.
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Every third Russian uses a social network. They communicate with friends,
find new acquaintances, buy clothes, listen to music, and watch movies e/t/c. This
time the owners of social networks receive billions. From what? Let's look at

A social networking service is an online service, platform, or site that focuses
on building and reflecting of social networks or social relations among people, e.g.,
who share interests and/or activities. A social network service essentially consists of a
representation of each user (often a profile), his/her social links, and a variety of addi-
tional services. Most social network services are web based and provide means for
users to interact over the internet, such as e-mail and instant messaging. Online com-
munity services are sometimes considered as a social network service, though in a
broader sense, social network service usually means an individual-centered service
whereas online community services are group-centered. Social networking sites allow
users to share ideas, activities, events, and interests within their individual networks.
Nowaday the most famous social networks are: MySpace, Facebook, Twitter, Vkon-
takte, My World, Classmates...

According to experts, at present there are are 5 main concepts of monetizing
social networks were introduced by the moderator. Looking at social networks as a
truly new media, it made sense to explore my take on each of these concepts, one at a
time. Towards the end I'll introduce some other opportunities that I feel exist.

1) Ads — or, the interestingness problem.

The poor state of advertising in social networks is widely reported. Users don't
click through ads, rates are depressed — obviously something is amiss. The problem,
as it happens, is in the nature of the medium.

We click on ads for a number of reasons; one of the predominant reasons is
distraction. As we transverse the web and encounter different content, advertising of-
ten serves as a contextual escape. We grow tired with content, we exhaustively ex-
plore a topic — so we then click on ads. The problem with social networks is that the
users of social networks fail to tire of the content.

A social network is largely based around actions (responding to messages,
posting to walls, managing friendships) and experience (browsing and finding new
people and content). In the state of action, it is hard to distract us — the management
of our friend networks is vastly more valuable than time spent exploring advertise-
ments. In the state of experience, we are exploring peer-produced content — which
proves to be almost exhaustively interesting. When we experience this content, we
are learning about people, exploring networks, bringing more richness into our online
and offline experiences. In this state, it is again extremely difficult to distract us with
advertising. Put simply, the content we're experiencing is too interesting — we don't
get distracted.

2) Product affiliation groups — or, the non-scalability of affiliation
If we aren't going to be distracted by contextual ads, advertisers will leverage our
consumer culture to let us "befriend" products. The logic here makes sense — all
people, especially young people, ascribe a remarkable part of their identity construc-
tion to their possessions.

Our possessions — things we want and things we own — are part of our identity.
The theory behind befriending products is it lets us explicitly state our brand affilia-
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tions. You may not know what type of jeans I wear, but if I befriend Levis, you can
see my affiliation with the brand. The problem with affiliation is in its lack of scala-
bility.

Indeed, part of our consumption behavior is the consumption of identity goods —
but the majority of our purchases are must more pedestrian. The food we eat, the toi-
letries we use, the tires we put on our car — we don't derive a large part of our identity
from these goods. It is unlikely, then, that many people will care to befriend Listerine
or Goodyear tires.

That affiliation is non-scalable doesn't mean it can't be profitable — sites that
target a demographic can niche in to that demographic's product desires. It can even
be less explicit — when you friend Kanye West or Dane Cook on Myspace, you're
joining that product affiliation group, the only problem is Myspace isn't getting part
of the cut.

3) Partnership  Opportunities — or, limitations of partnership
Social networks, especially those like Facebook and Vkontakte, have very targeted
demographics. As a result, it makes sense for companies interested in these demo-
graphics to partner with them. For example, Apple's iTunes partnered with Facebook,
while Simply Hired partnered with Vkontakte. These partnerships make a lot of
sense, but with very targeted demographics, partnerships work to the exclusion of the
rest of the market. Will Microsoft's Zune attempt to make inroads in Facebook now
that Apple is a partner? Would a competitor of Simply Hired be excluded from Vkon-
takte? These partnerships make a lot of sense for the partnering companies, because it
is the established partner that wields power. Nevertheless, partnerships, successfully
implemented, do seem to be a solid monetization platform for social networks.

4) Micropayments — or, the selling of value Micropayments are an interesting
take on monetizing social networks. The general idea behind micropayments is that a
social network's userbase will pay small amounts of money for things that make their
experience better. For example, someone might pay 15 or 25 cents to purchase an up-
grade to their site. Considering the marginal cost of such upgrades are virtually zero,
micropayments could be very lucrative at scale. We've already seen micropayments
implemented in Cyworld. However, one must proceed very carefully with micropay-
ments. Cyworld is truly an outlier example of a social network — it is a cultural phe-
nomenon equivalent to Myspace. Designers of upstart social networks that are at-
tempting to monetize on micropayments do not get to play by the same rules as Cy-
world.

So how do you effectively implement micropayments? First, you must be sure
that the micropayment infrastructure doesn't bound the network or limit use. To do
this, you must give the user a rich experience from the beginning — no giving the user
a bare-bones site and expecting them to micropay from the beginning. Give the user
lots of addons, and as they progress as a user of the site they will start buying other
add-ons. For example, when offering upgrades via micropayments, always offer a
free upgrade as well as the paid upgrades. This gets the user in the mindset of pur-
chasing — and once they see that everyone else has the free upgrade, they will want to
express their individuality by purchasing upgrades. The user must also feel like they
are getting value from the micropayments. To do this, the service must acknowledge
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the simple economics of micropayments — that marginal cost is virtually zero. This
means that the micropayment offerings must have value and not only appear to be
pay-to-play obstructions in the site. When I pay money I want to get something —
your users sense this at the very core of their being, so it is wise to acknowledge it
and design value into the system. Finally, don't expect micropayments to cover all the
bills. Cyworld gets to make a big part of its revenue from micropayments because it
is a cultural phenomenon — the scale is very large. You should only expect the van-
guard 10% of users to participate in micropayments for a long time — until your site
mainstreams more effectively.

5) User payments/gatekeeping fees — or, the virtual country club
It only makes sense that some social networks will introduce fees for participation.
Of course, this flies in the conventional logic of network effects, but for some it is a
valid strategy. Thinking broadly about social networks, there are networks that we
have economic incentive to participate in.

Specialty information sites, prestige networks — there are lots of social net-
works we pay to access in the real world, so it only makes sense that we'll buy into
this in the virtual world. However, doing this properly is a real challenge — and it re-
quires a significant leap of faith. If social networks can target specialty networks, us-
ers will pay to keep the service online, because the service has real value.

Now, lets explore some other potential ways to monetize social networks.

1) Exogenous or alternative markets In Second Life and a number of gaming
applications, there are real-world markets for the selling of virtual goods. Some of
these goods can command substantial fees — real estate in Second Life sells for thou-
sands of dollars. Obviously, there is a substantial opportunity for networks to mediate
these transactions (like ebay) or for the social networks themselves to take tax-like
transaction fees. Implemented properly, this could be a substantial revenue-bearing
micropayment-like infrastructure.

2) Brokering of trust

The notion of monetizing expert advice is nothing new — but unfortunately it
doesn't scale. Our network models can easily spot global experts, but regional and lo-
cal experts are much harder to define. A social network that introduces logic of trust
can broker access to these experts. We're already doing this — looking at the blogos-
phere as a social network, we see people who list their phone number for consultancy
calls. Its one thing for me to want to speak to a social media expert in Los Angeles or
Silicon Valley, but what if I want to speak to a social media expert in Falls Church or
Toledo? A social network that could reasonably identify experts on a wide range of
topics could prove very useful.

3) The negotiation of community

Facebook has show us the value of situationally relevant social needs. As we
move through our lives, our social needs are constantly in-flux, and we aren't com-
fortable with using global social networks to satisfy those needs. Social networks that
address particular needs can probe to be very useful and valuable — and perfect for
monetization. For our global internet, we are made up of small networks that have
needs — needs that can be addressed by complimentary social networks.

There are a lot of other paid services. Some of them are really unusual.
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The most unusual is a proposal for money to turn off some «disturbing» the
network options. Such tactics, in particular, has used a network of «classmates» to in-
troduce a paid service, «Invisible Many», which allows 30 days to disable message
that the user is online and what page he was visiting. The service is very popular:
many people want to, for example, a wife or husband does not know that the second
half to visit the pages of former lovers.

Advocacy and lobbying

Social networks have a huge audience. Create a network with 100 million users
is much cheaper than creating a TV with 100 million viewers. And the network could
not be used to attract people seeking to change public opinion.

Already, social networks have become an arena of political struggle — both
domestic and international. Candidates in various elections create their own pages
and groups, trying to attract more supporters. For example, in Facebook there is a
proposal to exchange news and articles on the presidential campaign of Barack Ob-
ama. Obama's opponent John McCain suggested that his supporters installed on their
Facebook page picture Official McCain sign.

The struggle for supporters often takes place and during various international
events. For example, right now on all U.S. social networking is a tremendous number
of groups and applications created in support of tightening or, conversely, to mitigate
the U.S. position on Iran's nuclear program. Champions of the public opinion willing
to pay, and the network can earn on it.

Huge field of activity is opening up to the lobbyists of big companies. Social
networks provide an excellent opportunity to influence society, forcing demand ban
of competitive products or support other interests of the company. Given that the
costs of large companies on lobbying are often greater than a billion dollars a year,
social networks can get their share.

Social networks are difficult to monetize because they are a new and distinct
form of media. While they exist inside the structural framework of the web, users of
the sites look at them differently and experience them differently. Therefore, monetiz-
ing these networks are challenging and are benefitted by building monetization in to
the site as oppose to bootstrapping monetization on at a later date after users are com-
fortable with the site. I hope this guide has proven useful to you — it was fun to write.

Statistics shows amount of registered people has grown, the way of revenue is
the same. That’s why only future will show prospects of social networks, either mul-
tinational or domestic.

Hosropoaues A.C., Typytun B.B.
CO3JAHUE CUCTEMbBbI BUAEOHABJIIOJAEHUSA
(punuan FOYpl'Y, o. Camxka)
[lepBas BOJHA CTYJIEHYECKOIO MPEANPUHUMATENHLCTBA MPUILIACH HA JIEBSIHO-

cThie ToAbl. B HacTosiee Bpems cymiecTByeT okosio S00 Manbix NpeAanpusiThii, opra-
HU30BaHHBIX B TO BpeMs, 00OpPOT KOTOPBIX ceiyac coctaBisgeT 10 MIIH. J0JIapoB.



