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LindpoBu eKOHOMIKa ...

OMHAMIYHA cUCcTeEMaA B3aeEMOIl MIXK
rpoMagdaHaMM KpalHy,
NIONPUEMCTBAMU Ta YPAOO0OM, AKI
BUKOPUCTOBYIOTb LLIMPPOBI TEXHOMOTII
019 OOCATHEHHSA COLLIaTbHUX Y
eKOHOMIYHMX 6ﬂar (Booz Allen Hamilton, 2002, cited
in Chaffey, 2014).




DOoOKYyC eNEKTPOHHOI
KoOMepLii B KpaiHaX, Lo
PO3BMBAOTbLCH

bringing together buyers such as: such as:
and sellers in informal

Xoya fg0aHa BapTiCTh TPAJAMIiMHO OB’ I3yBaJiacsl 3 BAPOOHHUI[TBOM
TOBAPIB I MOCJYT, HOBI 6i3HEC-MOie i B UPPOBIA EKOHOMII[i CTBOPIOIOTh
BUKJIMK Lik napagurMmi. Liuppogiszalis poOMTh MOKJIKWBI a6COJIIOTHO HOBI

CI0CO6U CTBOPEHHS BapTOCTi. JlificHO, «|y| HOBUX 6i3Hec-MoaesaX [UPPOBOi
€KOHOMIKH Bl HOBI ¥ BIZANOBIAHI AparBepH JeJaJli aKTUBHIlle

CTHUMYJIIOIOTh CTBOPEHHS BAapTOCTI: myIaTGopMisallid Ta MOHETHU3allid

06csATy IMPOBUX JAHUX, 0 MBUAKO 3pocTae» (UNCTAD, 2019a:25).
DIGITAL PLATFORMS, E-COMMERCE AND VALUE CREATION AND CAPTURE




[lipamiZia JaHUX HA PUC. IPELACTABJIAE CTPYKTYPY PeaJbHOI0 3aCTOCYBaHHSA JJaHUX,
iHpopmauii, 3Hanb i myapocti (OHKTA/, 2021b).

DIGITAL PLATFORMS, E-COMMERCE AND VALUE CREATION AND CAPTURE

EXPLANATION REAL-WORLD APPLICATION

Captures both high level of Given the knowledge about its web visitors, the

knowledge and the ability to apply e-commerce platform can adjust prices and set

knowledge towards particular goals up targeted advertising to increase sales
.

Analysis suggests that certain items
are more in demand at a certain price
among users with a particular profile

Information applied to
answer “why” questions

Data used and contextualized as Data indicate who is looking at what
answers to “who, what, where, web shop item from which location
when” questions INFORMATION at what time and for how long

Discrete, objective facts about
phenomena, often obtained
from sensors, experiments or
surveys

E-commerce platform registers
website visits and user activity

Source: UNCTAD (2021b).



Jeff Bezos

«Mn 0ONOMOIrNmM He3aneXXHMM NPoaaBLAM KOHKYPYBaTH
3 HaLUMM OCHOBHWM BI3HECOM, IHBECTYIOYMN Ta
MPOMOHYOUYM IM HAMKPALLI IHCTRYMEHTUM Npoaaxky, AKi
MW MOTIN YSBUTU Ta CTBOPUTW.

ICHy€ 6araTo TaKUX IHCTPYMEHTIB, Yy TOMY 4YMChi
IHCTPYMEHTIB, AKI 4OMOMaratoTb NMNPOoAaBLAM
KepyBaTu 3arnacamMu, o6po6bnaTu nnartexi,

BiCcTe)XXyBaTHu BignpaB/ieHHSs, CTBOPIOBAaTU 3BITU Ta
npopgaBaTv 3a KOPAOHOM, i 3 KO)XXHUM POKOM MM
BMHaXoAUMO Bce 6inbLue»



https://fourweekmba.com/jeff-bezos-companies/

DIGITAL

PLATFORMS
Mobile money - - - — — .
Mobile banking — — — — -
Bankcardsand _ _ _ _
credit cards
Remittances — - — — - .
Social media
platforms ~ "~ """ """ 77°7~7 -
Messaging
O eatasesciateint e s =1
—= Social sellers - — — — - -
—— Incumbent webstores - —
Goods e-commerce
s +——e Startup webstores - — — -
‘——e Third-party platforms - — -
— Tourism — - = — - — - -
——e Information reviews - — -
Services |——e Delivery — — — — — — — -
e-commerce = —
platforms —— Entertainment - — — — — -
—eSearch — - — - — - - -
—e Advertising - — — — — — -

“——e Apps markets - - - — - —

M-PAiSA, MyCash, EziPei, iumiCash, MiCash, Cell Moni

Bank South Pacific, ANZ Group, Westpac, Bred Bank

Visa, Mastercard

Ave Pa‘anga Pau, KlickEx Pacific, World Remit,
XE Money Transfer

Facebook, Instagram, Twitter, TikTok, LinkedIn

Viber, Facebook Messenger, WhatsApp

Facebook, Viber, WhatsApp, Instagram
BulkShop, Vinod Patel, Dynamic Supplies, Courts Fiji

Cheap Games Fiji, Rise Beyond the Reef,
Green Banana Paper

MultiDrua, VitiKart, Maua, Bzzmart, Jungle, Shop Vanuatu,
PACIFIKart

Airbnb, Booking.com, Expedia, Agoda
Tripadvisor, Google Reviews, Facebook

Cyberfoods, Fiji Eats, GoFood PNG, Food Pro Papua New
Guinea

Netflix, Disney+, Spotify, Amazon Prime Video, iTunes
Google, Baidu, Bing, Facebook
Google Ads, Facebook

Apple App Store, Google Play

DIGITAL PLATFORMS, E-COMMERCE
AND VALUE CREATION AND CAPTURE

LEVEL 5
Global marketplace seller;

o digital enterprise
Firms that sell on Amazon, Etsy, eBay,

Upwork, etc., integrate all channels

LEVEL 4
G Local marketplace seller
Firms that sell on Lazada, Shopee,
etc.; building more sophisticated
online capabilities

LEVEL 3
Online seller

Firms that have online stores with digital
payment capabilities

LEVEL 2
Social seller
Firms that market on Facebook, Instagram;

interact with customer using WhatsApp,
mobile payments, cash

LEVEL 1
Digitized but offline seller

Firms that may have a website but do not
use social media or have online stores
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ENeKTPOHHA KOMepLUif Ta nocepeaAHUKU B YKpPaiHi

EnekTpoHHa Komepuia/mepexa IHTepHeT (E-Com)
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OCHOBHMM NaHUIOr CTBOPEHHSA AO0AAHOI BapPTOCTi CKNagaeTbCa 3 MSATU OCHOBHUX
BUAIB OiANIbHOCTI Ta YOTUPLOX AOMOMIKHMX BUAIB AisSiNbHOCTI (AMB. puc. 2.2),
eEKTUBHICTb SKUX BU3HAYaeE HOpMY NpUBYTKY.

Infrastructure \

Support Human re?ource manage.ment \ 1,
activities ;i ) : :
Technology development
Procurement
Prima,
activit’i);s Inbound : Outbound Marketing :
logistics OIS logistics & sales Service

Source: Porter, 1985

N P
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Hanpwknag, 0aa ToproBefibHOro nocepeaHMka (Alibaba,
Amazon retail, Carrefour, JD.com, npeMiyM-cepBicH
Spotify, Walmart) BxigHa Ta BUXigHa NoricTukKa €
HaMBAXXKTMBILLOO, TOAI K KaTEropia onepaw,in €
OCHOBHOIO Oi9NbHICTIO, HAMBa>XTMBILWO O14
BUPOOGHUKA. (BUPOOHUNYMI Hanpam Apple, Huawei,
Siemens). [HWKMN BaXXNTMBUMKM GaKTOpaMKn y
GOPMYBAHHI XapPaKTEPUCTMK KOHKPETHOIO NaHLora
CTBOPEHHS BapTOCTI € icTOpIA NiANPUMEMCTBA, NMOro
CTpaTeria Ta eKOHOMIKa AOiaNbHOCTI. Y Byab-aKOMY
Oi3Heci BCi KaTeropii OCHOBHOI AiA/IbHOCTI MEBHOMO
Mipoto 6yayTb MPUCYTHI
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Value network. Lli 6i3Hec-Mogeni po3pobnatoTb NpoLuenypu Ta NOCY K, a TakoX
0bpobnatoTb iIHDOPMaLLito MPOo NOTPebun BUPOOHKKa Ta CroXXKMBaYa. Y Mepexxi
LLIHHICTb CTBOPIOETLCHA 3aBOAKMN MOEOQHAHHIO KOPUCTYBaYiB

Infrastructure

Human resource management

Support
activities Technology development
Procurement
Network promotion & contract management
Service provisioning
) Infrastructure operation
Primary

activities

| MARGIN

Source: Stabell and Fjedstad, 1998
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[oxig y value network Mmoyxe ByTn OTPUMaHUIM 3a PaxyHOK
nnaTvm 3a Nignucky (Hanpuknag, LinkedIn Premium) a6o
KOMICIN, KoM MOoCcyrm CnoXXmnBatoTbea (Hanpuknaa, Airbnb,
BlaBlaCar). B iHWMX BMNagKax, TakMx 9K Instagram,
Facebook, Twitter i Weibo, 6i3Hec Moyke MponoHyBaTH
OocTyn go nnatdopmm 6e3 BMMorm piHaHCOBOI KOMMeHcallii
3a Te, WO KOPUCTYBaAY Hada€ NeEBHMM BHECOK, LIIHHY
iHPopMauito ong nnatdopMm. TaKMMKM JaHUMU MOXKe ByTH
ocobucTa iHPopMaLLia NPo iIHTEepPEeCcK KOPUCTyBaYa, aKa
MOYKe ByTV BUKOPUCTaHa, TapreToBaHa peknama.

Mpuknagu 6i3Hecy, AKMM MaE MepeXxxeBUIM Nigxin 00 CTBOPEHHSA
LLIHHOCTI: PI3HOMAHITHI 6araToCTOPOHHI MAaTGOPMMU, TaKi 9K
nocepeaHUKM eNeKTPOHHOI KoMepuii (Hanpuknag,
AliExpress, Amazon Marketplace, MarasmHm goaaTkiB, Taki
ak Apple App Store), dipMK CNiZIBHOrO CMNO)XXUBaHHA
(Hanpuknag, Airbnb, BlaBlaCar, Didi Chuxing) i couianbHMX
Mepex (Hanpwuknan, Facebook, Nice, Kuaishou, Sina Weibo,

Tencent Weibo, Twitter, Qzone).




IHWWI pi3HOBMA NOCYT, AKMM HEQOCTaTHbO A06Pe ONMMCaHMM NAaHLLIOroM OoOaH
BapTOCTi abo MepeXketo 4oaaHoi BApTOCTI, — e KOHLEMLIA Mara3mHy Ao4aHOoi
BapTOCTi (value shop).

Infrastructure
Support Human resource management
activities
Technology development
Procurement
Problem acquisition Problem solving /\
77
’
] Choice
I
1
|
\
\ ; )
\ Control / evaluation Execution
~
Primary
activities

| MARGIN

Source: Stabell and Fjedstad, 1998




yad

[NMpuKNagn BKAOYAOTb MeguUYHy TEXHOJTOTIHO, LLO
BMKOPUCTOBYETbCHA 019 OiarHOCTUKM Ta NiIKyBaHHA XBOPOOU
mavLieHTa, TabopaTopHY TEXHOMOTI O, AKa BUKOPUCTOBYETbLCA
B YHIBEPCUTETCbKMX OOCNIOYKEHHAX 19 NpoBeaeHHd
eKCMepuMeHTIB, Bi3HEC-KOHCYbTYBaHHY, CreL,iafli3oBaHnI
aHani3 gaHux, Po3pPobKY MporpamMHOro 3abesnedyeHHa abo
XMapHi 0BbYnCNeHHS; YCi Ui MpuKnagn nepenbadvatoTb Oy>Ke
IHOMBIOYaNbHI TEXHONOIIYHI pilLEeHHS, 9Ki JO03BONAKOTb
KOMMaHIaM MepegaBaTl CBOK TEXHOMOMIYHY

IHPPACTPYKTYPY Ha ayTCOPCUHT.




Y KOHTEKCTI LLMPPOBOI EKOHOMIKM 3HUKAIOTb
TPaAOMUIVMHI MEXI O19 KOMYHIKaLLIW, B3aEMoll
Ta BegeHHa 6izHecy. KoMmnaHii MOBUHHI
IHBEeCTyBaTV B HOBI TexHonorii, HoBi 6i3Hec-
Mopaeni Ta HOBI NMpPoLecH, gKi CMPUATUMYTb
NIABULLEHHIO MPOOYKTUBHOCTI Ta CTBOPEHHIO
000aHOI BAPTOCTI, afie 9K KPpalHM MOXXYTb
OLLIHNTKM CBOKO TOTOBHICTb | CMPOMOXHICTb 0
LLIMPPOBOI EKOHOMIKIN?




Bumipu nudponoi ekonomiku, OECD 2018

l.IHppacTpyKTYpa

eP0O3BUTOK DiI3NYHOI IHPPACTPYKTYPU, iIHOPACTPYKTYPU 0ob6CnyroByBaHHA Ta 6e3neku, Lo
NIEXXUTb B OCHOBI LIMPPOBOI EKOHOMIKMW.

2. Po3LlLMpeHHA MOXX/IMBOCTEN CyCMNi/IbCTB

eEBONOLIA poni UMPPOBOI EKOHOMIKM B XUTTI NtoOen, Te, 9K rpoMagsaHm oTpMMyoTb
OOCTYMn OO0 UMPPOBUX TEXHOMONIN | BUKOPUCTOBYHIOTb X, @ TAaKOX IX 30aTHICTH/TIOBHICTIO
BMKOPUCTOBYBATW MOTEHLLIAN LLMX TEXHOMOTIN.




3. IHHOBaUii Ta BNpoBag)XeHHA TEeXHOJIOrin

IHHOBaULi B LLMPPOBUX TEXHOMOTIAX, HOBI LMPPOBI Bi3HecC-
Mogeni, ponb IT 9k OBUIryHa o149 IHHOBALLIN |
BrpoBagyXeHH4a IT Ta IHLKMX HOBUMX TEXHOMOr M Bi3HEeCOoM.

4. Po60Ta Ta 3pOCTaHHA

LInppoBI TEXHONOTIT CMPUAKTb EKOHOMIYHOMY 3POCTaHHIO
Ta CTBOPEeHHIo/TpaHchopMaLii poboumx Miclb. Lia Tema
CTOCYETbCH TaKMX MOKA3HUKIB, 9K PMHOK MpaLi, CTBOPEHHS
pobounmx Micub, iHBecTuLii B IT, oogaHa BapTICTb,
MI>XXHapOOHa TOPriB/SA, EIEKTPOHHA KOMepLLIA Ta
3POCTaHHSA NPOAYKTUBHOCTI.




IIOKa3HUKH

— U PPOBOI

Well-being

€KOHOMIKHM,
OECD 2019

https://goingdigital.oecd.org/dimensions




Going Digital Toolkit

Going Digital Toolkit cTpyKTypOBaHO
BigMoBigHO 00 7 noniTMdHnx BuMipiB Going
Digital Integrated Policy Framework, akKi
OXOMOKTb PI3HI chepm NOAITUKN, LoD
O0OMNMOMOITKM 3abe3nedymTu
3ara/ibHOEKOHOMIYHUW | CYyCMIiNTbHUW NIOXIA
00 peanidauli uMppoBol TpaHcPopMaLll
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Access to communications infrastructures, services and data The power and potential of digital technologies and data for
underpin digital transformation and become more critical as people, firms and governments depends on their effective use.
more people and devices go online.

Jse indicators

{elated publications

Yolicy guidance

Innovation pushes out the frontier of what is possible in the As labour markets evolve, we must ensure that digital

digital age, driving job creation, productivity and sustainable transformation leads to more and better jobs and to facilitate
growth. just transitions from one job to the next.

® Innovation indicators ® Jobs indicators

[ Related publications E Related publications

@ Policy guidance @ Policy guidance




Digital technologies affect society in complex and interrelated
ways, and all stakeholders must work together to balance
benefits and risks.

©® Society indicators

=] Related publications

@ Policy guidance
Digital technologies change the way firms compete, trade and
invest; market openness creates an enabling environment for
digital transformation to flourish.

© Market openness indicators

-] Related publications

@ Policy guidance

S’
N

Trust in digital environments is essential; without it, an
important source of economic and social progress will be left
unexploited.

® Trustindicators

E Related publications

@ Policy guidance
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Well-being

€KOHOMIKH,
Access

(AocTym)

https://goingdigital.oecd.org/dimensions




KisbkicTb nianucok (moctyn o intepHerty) Ha 100
YKUTeJiB, yepBeHb 2022

mDSL m Cable = Fibre m Satellite m Fixed wireless & Other
Per 100 inhabitants
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https://www.oecd.org/sti/broadband/broadband-statistics/




= Total (where breakdown not available)

v 5G subscriptions

m Data-only subscriptions

m Data and voice subscriptions

KisbKicTh nignvcok (Mo6iibHOro 3B'3Ky) Ha 100 >kuTesiB, yepBeHb

2022

Per 100 inhabitants
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KinbKicTh SIM-KapToOK, 1110 BAKOPUCTOBYIOTbCS B KpaiHi, 2022

M2M SIM cards per 100 inhabitants
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W M2M (machine-to-machine) SIM cards per 100 inhabitants

https://www.oecd.org/sti/broadband/broadband-statistics/




JlocTyn AOMOrocnoaapcTB A0 iHTepHeTy, 2022

Share of households with broadband connections

Broadband is fundamental for people to access the Internet and the free flow of information. This indicator
measures the uptake of broadband connectivity by households. It reflects the share of households that have access
to fixed broadband (DSL, cable, fibre, satellite, terrestrial fixed wireless or other fixed wired technologies) or mobile
broadband services of 256 Kbps advertised speed or more. It provides a measure of connectivity in urban and rural
areas as well as by income level.

For more information on this indicator visit https://goingdigital.oecd.org/indicator/13

2022

% of households
100

°©

D T T S S T SR S S
CFLPFTFISFT o EFTFeFETFaT @
M All (households)

Households living in: © rural areas O large urban areas




JAoctyn 6i3Hecy Ao iHTepHeTy, 2022

Share of businesses with broadband connections

Internet access is essential for businesses to attract and connect with customers, engage with suppliers, and make
processes efficient. This indicator measures the uptake of fixed broadband technology (DSL, cable, fibre, satellite,
terrestrial fixed wireless or other fixed wired technologies) by businesses. It reflects businesses subscribed to fixed
line broadband services of 30 Mbps or more contracted speed as a percentage of all businesses.

For more information on this indicator visit https://goingdigital.oecd.org/indicator/14

All businesses (10 persons employed or more)
2022

% of businesses

100

& & & st R ™ > N £ D D & £ $ \al & & g
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.

8

2
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b3

o

Businesses with a broadband download speed at least: Ml 30 Mbit/s but less than 100 Mbit/s (%) W 100 Mbit/s but less than 500 Mbit/s (%) W 500 Mbit/s but less than 1 Gbit/s (%) [l 1 Gbit/s (%)

* Relates to a less-recent year.
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INOKA3HUKHU
S U PPOBOI
€KOHOMIKMU,

Job (po6oTa)

https://goingdigital.oecd.org/dimensions




YacTka 0cCio, AKi BUKOPUCTOBYIOTb IUPPOBE 06/I1aJHAHHA HAa POOOTI
Ta NPALIOTh AUCTAHLIWNHO 3 JOMY pa3 Ha THXKAEHb a060 YacTilue,

2(: Share of individuals who use digital equipment at work that telework from home

Teleworking has become a vital part of work life. Information and communications technologies (ICTs) are crucial in
facilitating teleworking, and thus enabling economic activities to continue even during pandemic times. This
indicator measures the share of individuals who use computers, portable devices or computerised machinery at work
and telework from home once a week or more. Teleworking from home can impact work organisation and work-life
balance in both positive and negative ways

For more information on this indicator visit https://goingdigital.oecd.org/indicator/55

20
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At least once a week but not every day Wl Every day or almost every day
/ :



YacTKa po6o4ux Micup, noB’si3aHux i3 IKT, 2021

Total economy
2021

% of jobs
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JlesiKi
MOKA3HUKHU
U PPOBOI
€KOHOMIKHM,
USE

(BUKOpHMCTaHHS)

https://goingdigital.oecd.org/dimensions




YacTka 0Cio, AKi BUKOPUCTOBYIOTh [HTEepHeT AJ1 B3aEMOJII 3
opraHaMu Jep:>kKaBHoi Bj1ajau, 2022

Share of individuals using the Internet to interact with public authorities

Digital technologies offer opportunities to increase the access to, reach and quality of public services, and improve
policy making and service design. This indicator measures individuals who use the Internet to interact with public
authorities for private purposes as a share of all adults. Public authorities refer to public services and administrative
activities at the local, regional or national level

For more information on this indicator visit https://goingdigital.oecd.org/indicator/23
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YacTka KopucTyBauiB [HTepHeTy, AKi 3po6U/IM NOKYNKHU B IHTEpHeTI,
2022

% of Internet users
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EUROPEAN E-COMMERCE REPORT 2023

. LlikaBa cTaTUCTHKA e
OS89 aHani3y piBHS
EUROPEAN
PO3BUTKY E-COMMERCE

IHGpacTPyKTYypu AN REPORT
eNeKTPOHHOI KoMepLii
B KpaiHax €Bponu

https://www.eurocommerce.eu/app/uploads/2023/11/2023-european-e-
commerce-report-light-version-nov-update-v2.pdf




«Orygag e1eKTPOHHOI KoMepLiil» MiCTUTD JjaHi 3
37 KpaiH EBpOIH, AEMOHCTPYIOYU BAXKJIUBICTb
€C-27 Ta cyciagHiX HTUPPOBUX EKOHOMIK.
JoopoT eBpoIENCHKOI €/IEKTPOHHOI KOMepIIil
B2C 3pic 3 849 mupa espo y 2021 p. g0 899
mJpa eBpo y 2022 p., xoya TEMIIM 3POCTAHHS
3HM3uIKCA 3 12% y 2021 p. 10 6% y 2022 p.
TuM He MeHII, NPOTrHO3YEThCH, 1110 TEMITU
3pocTaHH4 y 2023 p. Tpoxu 3pocTyTh 10 8%, a
060poT esieKTpoHHOI koMepuii B2C Takox
JIEMOHCTPYBaTUMe TeH/IeHIIil0 10 3pOCTAaHHS.

E-Shoppers, Europe

Percentage of

or services

67%

70%

74%

75%

nternet users who bought goods

oniine

76%

78%

2018

2019

2020

2021

2022

2023(F)




He3Bakalo4u Ha Te, IO Internet users by region, 2022 E-shoppers users by region, 2022

uHcl)pOBa eKOHOMlKa B Western Europe _ Western Europe _

CxigHiu EBpori

IIPOJOBXKYE 3POCTATH, Y

perioHi € 6araTo Central Europe 91% Central Europe 7%
MO>KJIUBOCTEUN AJI4
KOHKYpPYBaHH4 3
pPUHKaMU 3axiHOI Ta
[liBgeHHOI EBpOIH. SOURCE BUROSTAL STATSTA

Northern Europe 97% Northern Europe 85%

Eastern Europe 88% Eastern Europe 48%

Southern Europe 89% Southern Europe 64%




Online purchasing nationally and
cross-border, three months, 2022

M From national sellers

B From sellers from other EU countries

B From sellers of the rest of the world (non-EU countries)
B From sellers from unknown countries

B From sellers from other countries (EU or non-EU)
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Year founded Company/site Category of innovation and business model
1994 Amazon Retailer
1995 (March) Yahoo! (yahoo.com) Directory and portal
1995 (Sept) eBay Online auction
1995 (Dec) AltaVista (altavista.com) Search engine
1996 Hotmail (hotmail.com) Web-based email
Viral marketing
(using email signatures to promote service)
Purchased by Microsoft in 1997
1998 GoTo.com (goto.com) Pay-per-click search marketing
Overture (2001) Purchased by Yahoo! in 2003
1998 Google (google.com) Search engine
1999 Blogger (blogger.com) Blog publishing platform
Purchased by Google in 2003
1999 Alibaba (alibaba.com) B2B marketplace with $1.7 billion IPO on Hong Kong stock
exchange in 2007 (see case in Chapter 7)
1999 MySpace (myspace.com) Social network
Formerly eUniverse Purchased by News Corp. in 2005
2001 Wikipedia (wikipedia.com) Open encyclopaedia
2002 Last.fm A UK-based Internet radio and music community website,
founded in 2002
2003 Skype (skype.com) Peer-to-peer Internet telephony
VolP - Voice over Internet Protocol
Purchased by eBay in 2005
2003 Second Life (secondlife.com) Immersive virtual world
2004 Facebook (facebook.com) Social network applications and groups
2005 YouTube (youtube.com) Video sharing and rating
2009 Foursquare (foursquare.com) A location-based social media website designed for mobile access.
2011 Pinterest Social network offering image sharing
2014 Google Glass An example of a wearable computing device
?? The future ?2?
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