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The Business Models of Micro Blogs- Examples of Facebook, Plurk and
Facebook

Student: Yung-Jui Chu Advisor: Dr. Hsiao-Cheng Yu
Institute of Management of Technology
National Chiao Tung University

Abstract

In the Web 2.0 era, e-business model change by the impact, companies need to
understand the characteristics of Web 2.0 to build its own business model, which will
lead to a greater chance of success. The study examines the business model of
micro-blogs, using three dimensions, income dimension, investment dimension, and

key success factors dimension to study the three cases, Twitter, Plurk and Facebook.

The results showed the ‘income dimension of Twitter and Facebook have
developed multiple streams of ‘income, but Plurk has not yet developed positively.
With investment dimension;~Twitter and Facebook not-only have a lot of traffic to
attract capital investment, ‘but also used-thefunds' to strengthen the internal
technology in acquisition. In the Key success factors dimension, the three companies
are more similar in external factors such as the development, with the main effect
factors being the development of Web 2.0 and the features of micro blogs. In the
internal of key success factors dimension, the three companies have greater
differences in the establishment time and whether if it has a social network feature.
The three companies all rests features of Web 2.0, with user needs as the core, then
build their own business model. Although only Facebook has positive cash flow, the

future of micro blogs still has great potential.

Keywords : Web 2.0, business model, e-business model, micro blogs
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BB LAS TR E £&2 ¢ thi ¢ 2| St e BN o

Shafer et al.(2005):% > G S A& - B X BB ER P 4122 24
fﬁz’v’ﬂ%’?'u:é;‘;%’&ﬁf\f%i“%%ﬁ o He 2 hmipa Bagn AR E KR ERE G E
PRI E 'fr’jﬁ?’w% B A how (a2 f#ﬁi“;% [ N = P

b b e‘/];)eﬁ’m’ w4 2-3:

23 gy RANE

i fv;%

Timmers(1998) | 54 #3 A - A & ~ JRIFE TG HE -

Stewart and ,,? POV & Pde B2 iR - Rk 352 AN
Zhao(2000) EPRIEN™ 2 S [FIARA - TR E AT I Z (S8 o

Hamel(2000) %%ﬁﬂ?é$ﬁui%‘* AMTRCBEE AR R E
e BEE o
Weill and Vitale | 53 #3¢ dy i - R 7 i § F AR E ~ B > e e
(2001) 4 2B TR o

Mayo and AR R A ARG 2 AR 4 MR $ e 7
Brown(2001) | F M G - Al R B R # L0 R R o

Magretta(2002) | 4 en/5 4 #3587 #+ & Peter F. Drucker$f ﬁ—_ Eordg ) enpd
HILEFAPREHEIEI2EERERELARATE?
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Camponovoand | ¥ @ A g ¥ A e? AR ~FNZ £8DEI 2 {7
Pigneur(2003) Sy i o

Shafer et SN LD R EE S ERE plid i EfERY B
al.(2005) %éﬁwf§8=’ 7 ko rﬂqjéﬁd

FALKR AP AT

o
D
n
w

!

‘E\H

T

1”J¢%%%%??ﬁ%ﬁi@%ﬁﬁéi%’@&%%é
¥ BT 3 7 ix(e-business) - 2 g g & ¥ Googlezt Yahoo!s 5 4p iz » Flut § & &
FHILIPFRHAFEEYRFEH A NG e L EF SN TR

Mahadevan(ZOOO)p,g:% BN IR EMEEz B hE e s o 20
EPEE Y F O ER T E IR BB BT R

=22l K\ v% Fo B HEFF F] X534 rﬂl% Bl A - BrRFEEEAL T r
Sd e w PR AT E e MR 2 i an A -

Osterwalder et al. (2002)3% 5 ke A J § g #7422 230w B4 a (4o Bl#T
)L RiEPESEIRBEER G EAEETRLOT D 2.5 0 £l By
BIFUFPEEM G AHE R ELEERELROY T IRE D35 RENPE
REE STA 2 A bl AT AR Bl F R E s 44 B o

FRAMFTEASTMAONE AENF IR ELR S KL RE
Flo i RER B E o
2. A#HEXEIL:

Fob Wk A R T R Bk e £ 51 0P ERR

oM AR SEEB AN TR FTAZ 20 HE TP LR

\'73

R S R A ) e



Ei@#@ﬁgmig v Ea\' ﬁ’»:\f_ﬂ r—ﬁ"ﬂ—% °

4. pMAix> o
TREED O FEAE 2 A

L%
.3‘%1‘#%‘@“ P RAE B P T R EE F ORI P S P AL

Osterwalder et al. (2003)4% o 7 g 4 % 2
TRI e Baoe o fAEAHERFIE S A SLIRT AR E M I"f? 2 PR
wR ARG e RO T E A S AR B B AR RRE A E ST 0
A5

]
F_L
(s
—
e
N
]
—4
1:5
(\‘
7,
¥
8
N\
Tm-

Lumpkin and Dess (2004)z% 5 T + S ¥ 4 7 Ao & 1 & A HHA)
(Commission-based Model) ~ B 4 A #37] (Advertising-based Model) ~ 4c = A #
#- 4] (Make-up Model) - # & # 4| (Production-based Model) ~ # 4 £ # $i= 7]
(Referral-based Model) ~ 37 B 2k # i3 (Subscription-based Model) 2 i FR 734 %
(Fee-for-service-based Model) » ¥ ¥ 12 %3 ¢ * 3% (Search) ~ ;=i (Evaluation)
R A% % /- (Problem-Solving) % < % (Transcation) = & = 3V 3 4c % & ; > P 4o i
2-3:

20 s AR

Ho 50 2N w5 B R
¥x
m s A FEIG A P N PRI B & o o
FEd B F s Bl RER B AT 12
EE

RERFRPIRZFLA -
i ROLR RS AR F (8RR

R+ A# Ak s B AR W EE )RR f’:
Figa G iE o He mAFEe 2R e
(- Bp F)UEFR(EFNF) -
EATEE B4 2 5 o
BEE R ek £ S S % 2 o
o A BB g A S .
TR ERAF(M RN LE)H
e o
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BRI KA &R REIRIE R B s

A& ATHF SPNEARE L E4F % T L R L PRFE )
L F g }éF'\—" P, ¥ RR % Pa R AT A2

ﬁii‘gﬁ I%’ @ o
JEHE A B B PRARY B & o

R 4 2 P A B A IRIE B T iy
WARA | EBST R AT AP A RY RT3 A

Fasdadde 77 5 Emmz g2 2 b

¥ AR o
%“gr} £ UL R JRIFE P F B R
* oo
3 * 3 ¥ ;I_?%
’:T ] ‘!‘ ’ /31 2L , /—_I_ »»' >
TR AL HiEfl* o WM E o R ED AT
R PR LS BRI
Vied g EBERAEE -
TE PRI HR AT o

Y oE 2 gt - e & VI KRR 274

& JRARTF ;ﬁr} H BRI F R G e gk s

N
-3 j\i‘gﬁ f%: B o

7R &R - Lumpkin and Dess(2004)

Chengetal.(2001)# 1 & + fi i+ p i Higy it 2 pF > A0 et
ZLEE O BIRERFEF RS v Bl s
1L ¢ TaHeERSHER BALS AT H I M >0 - B E4 Bk
Tt i o
2. bRl #HEK - BEHTZ O S BRoR R G TR B

AR =

)

(1) 7 #m*#1(Resource planning) :
é_f@f‘fuﬁﬁ#@%*% PoE-Rfgped
- BEES CANFE TR 5 AP ST L FRF B MG T
2 mﬁ;@o B L bk 2 - BT RG] F Bt g
TR DTIR L FREHEF OT R L FRFE BN F
File ST RAPABLEFEES 2 TR TRES
(2) HEr} & i¥(Teamwork) :
Biféitafpzy 39 - RELTA P F 5P HFR- B
R Rsll) Sy AR - SE e SR ) SN S UK i NS R S )
B o 3% B P2k st 2 ¥ (System thinking)i# 7 » 3 2323 0 3% H)

e 3 o B3 en2 R 3802 2 2 30> B Ff & R AR 7
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Blid Benl ¥ 2 2R R enda cBES R %A
F R IR E A KPR

(3) mAz:x L 1 i® 2 FjkF(Process improvement tools and techniques) :

w«
;L
¥
5=
it
e
W

Jfﬁii"}ii%’ﬁ 2k — IR F HFIR o ’f#fj" el BN S “r’ﬁ

v F Oz ?g"}%‘ﬁvjﬁ4 RadFu pimsd e o Qe PL ¥ 12 %TEI’&'%TI‘J%%
A LT e B vh s E B T I g i{.£ﬁ%ﬁ%
e B R A IR L 1 B2 PG JI e Bend s L T s

\“fs‘

Bt 4 o 2 ST E R EE FIE B4

FRAEI P ik £ -

2% e

(4) 7+ ¢ 72 (Information management) :
JLMK—:: é.f#_g:u.%xﬁ,ﬁmmgh s H Y - BB SR ,§
LH AR EES T T TR E AP e H e S

T AR IRIE F AL 0 R TaAe ,ﬁE:’-ﬁ,?F({é?]‘j%tﬁgm'é}ﬁquﬁ;ﬁ,%-"
%ﬁ?ic

(5) ' % % E (Trainingand development)

VIRE FR g R S S & F o B 0 1 AR
RS T AL A R A N T TR L N R B AR
A G it 2 HEINOT R BHE M AN 2 gug e - B gL

k4l | IR S T e & TR

(6) % »xz=& (Performance measurement) :

FEHEARL RS A NTE . b B RN P

2obRiw R E R 1 ES B d L (T ikaae
TEREERRORAE CFE - R A E D EH -

3. WEAFHE(¢ g AIHEEREMRE) R EROL T UEET
F R AERE o
4, EHERE FIEA 2R 1EY RE ARESEL

Amitand Zott(2001)z 5 S et A - R TP F >~ BHE L E gup
BoEERFRFEPRE A ERE L T RDEFHS e 77 BRI T hE
EH(RE S AEHRE T T Fehd b2 AIE3E) ~ B {ois 32 (Schumpeterianihg ] 7
WHEL) s FiRfoi 4 2 B eI A (RBVEELEE) » 12 3 R i (F G anfiok e %
) -
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v

F 7247 (2009)3% 5 A F WA AL R TRE S SE-R S 5 Bl
ART A LT e SR CRT ARSI A TR o v LA E
LB eniE oo s AP LB IEEAR » B &M P hE S 27 2 JIT ML L
BB EF AR ES EFIITRRPRES § TAK

FER ALY S Y R 226

%25 SN A TEED

i &

Mahadevan(2000) | S #0320 B ~ fr g i 2 e incnfbhiF e & o

Cheng et PG AY £ ITmReR s KR4 RE PRI DGR

al.(2001) Arle e o

Amit and SN F1 R RF B TR 4 2 B

Zott(2001) IAM O R RRAE -

Osterwalderand | S ¥ #3 e F4 RIA#HLZ R EE A SLIAT - AEEM G 3

Pigneur(2002) T2 2 PAFRBLERE B oo

Lumpkin and EHRNT A Lo AR R A AHHA A A

Dess(2004) S A SRR S R4 AR 3T B A S R
o e

* %47 (2009) EY R DR T R L IR B S AR
MA,\ ,;,u"f!}:;fﬁ_. Jo X ?F;‘j + \;},f::ﬁ? S BBl gER T T o

FAKR D AT R

d b é)l%'ﬂ B SHTFIEF RS Y RN TR S hED ey
J;’&?.Sp“‘a;?ﬁ—i\mﬁx‘*‘ﬁma.; TRl 2 R S f;’g{éﬁﬂm *
L#—'f/}%{.l \!nulgr #-‘ Lﬁ -Fl c *3—)7 ;?- - ‘ —j er:Il;% 'L 7 ‘E— Y v]/ \ A ;b‘

Merd &% > @ B8P g S0 ES

24 SWOT

SWOT 4~ #7 £_¢ Ansoff .1965+# " Corporate Strategy ; — % # #73 ! » Ansoff
s R E IR A ¢ 0§ ¥ R (7 g4 (Strengths) ~ ¥ % (Weaknesses) - ##
¢ (Opportunities) ~ = * (Threats) g fie » €@ T~ & 7% > % - SWOTA
A B P BN ES LR DS FTIREENT ot FERB AR & R
¥ g d SWOTA 774 2 ehiReg > % > 22 4 ipf b » pehi ]l
e H IR P TR RIRTE
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Barney(1991)i’;£— #H MSWOT A H7fF 5 53 BLIRLE ¢ - L% Ak

gt MRS R R T RE o i 5 TS BERRBRE o bl4cPorter T
Mehd 4 AN Y - BRI EERN “Klﬁz’%m&\ﬁ’aﬁp% B4 aus &
Zap it o R TERAEICS ) 0 00 R RBAAN R RS R fEHE

ﬁ#ﬂf’&?%ﬂﬁuﬁﬁ’ﬁﬁﬁ hEATIE A FE O FIRIEEENINT RS
ot L S hh R B A # o 195 B P (2009) - SWOTA & 2
PR RE(S)e g A W—"’—’bﬁg(O)"’h’ AP (TR 4T
W

L 'f'»%*“(s)"k’i%( )
£ ERL DB K g 0 T mr&%‘b ( Strengths )£ %5 %
(' Weaknesses ) &_{ 3 &2 # G & R Gk o (5 - i A

| § v
ﬁ{ﬁﬁ%ﬁmﬁﬁ%’ﬁﬁibmﬁﬁﬁim HE g A
Py m@%‘ni}qju/m; Fo FL BT ET L AR FRE LRI 5
TN A PN Y-S U UEREY =2° 3" JEFs SIS SEE B S [
;‘Jg&f'ﬁ;' FH (B AR ) REBFs g~ FEMKT A

SRR RN R M AR S AIERAEE o SR -
ﬁ%i@ﬁﬁgggu@aﬁigﬁmﬂdﬁﬂ%%?i%ﬂF3%$

ERE RS

H&*

2. BE(O)E=P(T):
# € (Opportunities )& = 4 ( Threats )— & & dp * 3R F 4 47 > 7 &
I EEAM - 22 ET IV - 2o HA AW I PEST &
v 29 P Z¥is( Political )~ E % /A Economic )~ S ZAt€
(Social )& T % $£i( Technological ) % #X> PEST ~ 7 A A« B
¢ =¥ E 1) STEEP £2PESTLE » H# ¢ STEEP % STEP #4ct %
( Environment ) » PESTLE % STEP +4c_} ;* #=( Legal )8 Ethical (ig
) FerE®m O 2 T 3 ¥ # 3 STEEPLE( Social -~
Technology -~ Economic -~ Environment -~ Political ~ Legal £

Ethical )( steeple 7™ 3 £ 3| X 32 &) -
FURE LT A RERFL TS BRBEREG R L d dha p
A @ TFRAHI | gL d )o@ b3 o Weihrich(1982) % #% &1 » #-p 30
BRI RIARDPE A I P I T A JI A DRR o § 2 B Y
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Feor R o R RNty e ARG TR A e R
do£ 22477

% 2-6 SWOT i 4 47 £
AEMFRIN TR | P ISEA(S) ELPE A

hinis g (O) SO:Maxi-Maxi # 1% | WO:Mini-Maxi i %

sh3n = () ST:Maxi-Mini & | WT:Mini-Mini 3 %

7R kR - Weihrich H.(1982)
SOH v ~ STH vt ~ WO R 2 WTH vk » w6 Rk 3P & B4e™ !

1. SOKwe » £~ Fihsesg BHar 4 ~ £ B4 € (SO : Maxi-Maxi) i 1%
t“?fﬁ\il“% FEEEE ¥R BB e s o & ¥ :‘t,/w\ﬂqr
BRI B L R B e

?/}EI Sv 5 5E %‘%l(‘ﬂb I}i;\' l'& If;"(ST Max| Mlnl)‘j\ux :
SRR LR E LS 2 R S SR

3. WORT » 4 » Flec 53440 4~ 5 € (WO : Mini-Maxi) &5
ER RIS SIEA S P SN & S FEE U

4. WTRE > o~ Fihee L 34504 B £(WT @ Mini-Mini) % -
PRI E s RSPt ARG Y AL TR

SRR =

-

R

Rl

FIE TR Y o Bdod )
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AT RRMREEF I S - DT TR E S ST Mg SR
% @ %P E 0 A

31 Firmyg
A F2 3 B F A 1 (Qualitative Research) » B 3 L 1v =t s "Fﬂi ENE R

PEEE LR BED I R EE RS MR R AR
DR B EAT IR 0 1 E HARS o e O ek K o

Ty F 2 e Ry 29 - B4 &8 % 2 2 -Parahoo(2006):% 5
FHAEL AR EF s 2 24 H R A PGk B f B2 75 o

125 5% % #5(2007) ~ Lempp and Kingsley(2007) 2 Clissett(2008) 7| ! z_+#=

7 (Qualitative research)£ =_& #7 % (Quantitative research)z. £ £ 4 » 4o 3-1:

331 SEHE A R B E LA

CH ey TEFY
FE#T Y AR R
B R R-FOREE o ;7o A SR IPE VR = - S B
KX M fafphETEH -
BN FIRFE S DR SRR T R A T o
B eh FETH- AT 50 I REF T aFEL TR
i FEr ?ﬁd %fﬂ&“ e RGN FRG B AR
F & el o o
¥k BT FRPH D 2R A2 BERZ FHREZZ AR
R et K I
) TABEME 0 2 M AR | e TR DTSR M R 83
EREWRA S VL N
515 CIRRE éii;;“oﬁa‘nmﬂﬁ”’ W RSN .
PR Fa it o BT -
i AR L o
BLE > pLEELEE - FulhRE -
Eﬂi"ﬁﬁj By X e, gl Bl
B (N LFER&RAP

TR kR AL R
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Patton(2002)z% 5 BT g » 2 ¢ 7 = AT u 177 & (in-depth) ~ & 2z
7% 3> 3% (open-ended interviews) : ; 2.2 & @L%(direct observation) > ™ % 3.% & F
FHFHM e FHRA PR LR R e

fF“E‘f”/‘é-fh STENFRILE % E_mA -] ﬁa‘f‘r ﬁ;».m& ‘*‘F’ q_

#& (written documents) - 3* g5l
BT & 54
B2 w M AR (T3l im chty i 5 ¥ 4 47 (document analysis) B B ~ Rk 2 3
ChS B REE RS IR R SR

IS P EEES 3 S Iy

M EREZ AL OE N TG v E Y

Patton(2002) % " Qualitative Research & Evaluation Methods | - % @ #% 3] 7 #
BORPFTE G EAT T R L= 9F K05 ~ 12 B AT 0 WP Aodk 32

%32 wHFAFFAE

i 2 AL P
1. F"’L/pi(,ff ,};:r;i_g_? ';L;?al ke R 4o E’Lm]?
(naturalistic dupb A4 iR 0 3 F
inquiry) FOMTERE FF A RE PR 2 if;‘i—

(8 % 2wkl -
2%%&?%%% xR s G FlEE R e &R 2
& (Emergent {8 B g e 2 IF”"ﬁﬁﬂ 5303
& S AR T R) S Y %
%éﬁfmbw%bf%m%ﬁ°
3. F P R A\ RER OB R (Ml 4~ B A
(Purposeful FAFEIMRETEDFL)LAE
sampling) EPFnes o, 2 peh, 7% gt
BRI 3 ARG nBAE; RS
P enE_AF B G IR foom A FE
A B EF SRS
ok il s F e b o
BEG AEELA PR AREE G
o~ BERFAYE Fwmah 2w g o

gt

S
(Design
Strategies)

design flexibility)

4. @& Fit e
(Qualitative data)

NI
e TR

PR B 2

Strategies)

Sz Rl o
(Empathic

SRR T T e A SRS
4 (Data 5. B A GRIIEFE | AL F EREN DRI ITIR DR R
. R 3 f#(Personal | R G AT Y K ng Sk 2 F B F i
;:noC:Iectlon experience and P AR fRR R mﬁ*Mki
Fieldwork engagement)
R LS L AT B FRF S R

PR B e fchs B — % 3 0T e 2= (f
B)  RB-B SN NE R B R
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neutrality and
mindfulness)

LS F ATLE P F LR ¥ b o AR
g, E%r;\%i&\&%?ia °

7' :ij‘éj F\‘B /J ""‘§
(Dynamic
systems)

AR B EREBA 0 B AR
Ao R gt o BRI Iy e
T, "']LL,., c‘l"/__&j «-.J»Ii‘ B chigs

HL%]L o

A G
(Analysis
Strategies)

8. W B X
(Unique case
orientation)

BEx - BB i’:" H &%z b
e = im%—%/kki%izg‘gg—_f
FHAOLBFAY BENed BHXas
178 S A BB R

9. R AATE LI
& = (Inductive

Jul

|

(SR RS s B SRR S L
Rehg@ 7 T2 Lo kTG 2 2R 5

analysis and BHA#(FFR LS VIS IIFTH 22
creative /];Je) »F A E AR BB R G
synthesis) M2 RBaugd ~o v B IM %

10. $ 2> gt &FfiTﬁﬁ%ﬂ?%%ﬁﬁ—%ﬁ
(Holistic ek B RO B IR ﬁﬂé&@ 4 e
perspective) AR TR 2 B kAo T2y A

e R0 B B A P B : A Fl %k
B % o

11, 8% Bang i
& A (Context
sensitivity)

Pf%%ﬂpf%ﬁnW%;—@gggﬁ
S S SR A S e
£

(\Voice,
perspective, and
reflexivity)

TS AT D F BB AT S 2
BLEL - BT Eabd BiE0 EY Mz
FRERIRRERAR TN Sk
LRGAAT G ROF L LR
— BT R EE T R gt A
LB B AN G p A

o

&m

7R kR - Patton(2002)

Polit and Beck(2006) #- " |44 1 i A2~ = 78 3 » 4o 3-3 ¢

133 FRETAFHH

PE B AR

ARLER

i

R R AL

BRI 2 AR - BR &rﬂ%‘fﬁiéﬁ B T E
HEFFR e SR R E B
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Ir TRTPFLY A ERDT G 0 ARGFL FER
R ¥ R M ARG I EE N ol S N U IS
3 S REEH A YT R E A A AT MR AT
. - BOEES R R Y RIIF A e B2 B S g
i mjiji L g BB BRI > gt rhiga GOSN ER G A 4 RLE R R g
Fofof2 B Tgm 4 (gatekeepers)J °
Bk ARe LY R D S g FA LR
B &) Lo wa pike SR T 0 REREELITL T
Revigm o
e | LR EREFORARRE L PR D
[EREE I N Y - p A
i TR B Bl PN e 45 F s m ol s BB E HE
(& TR A T Rl e o M‘”f”l(%f%\%‘rmﬂ?ﬁ%igﬁﬁ%
L anan B S ASE AR kR BT BE LT B
) A e GERER A E R AR N .

7o % R - Polit and Beck(2006)

Jn] A5
Vi

Sy
o %

MG BRI REE "E’Eﬁ? i %‘F S GRS RN %%5 PR
) _}WF\ I.ldiv,l’%]*‘;t%}&"thr ’}’3—-;\'& B 4 = 74 r“].% ﬁ"‘WPXJ RPN
oo ER A ERITE 24

R
&

o

32 feES A

S R PSS AR E N TR F - e RFOHT RS S S

Hck KR LB Y - e KRR R RS P Y B B

1395 Novak and Hoffman (2001) » Web 2.0 sic & = 58 ¥ 104 000 ™ Aak

1. %% % * (Transaction fees)

2. 3¢ 7 * (Hosting fees)
FEd BRR P AAMER Y R Y R AR EE R

3. 7 /i 3 * (Referral Fees)
BH SR nA R RGT AL G L F PTG R
GRS B E A PRI

4. 7R % * (Subscription fees)
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10.

11.

12.

13.

14.

15.

16.

FRHD ET RS R AR o
%x%é%‘f * (License fees)
BRI ARAIATE 1Y 5% 1 b4 Amazon.com =77 1-Click Ordering
CHART U BT PR AR e
¥eBq = # i § (Pay-per-view)
A R T R
## =t 5§ »x it 3 (Pay-per-performance)
R —ﬁ*ab—,k<%’ﬂ}u'au,;,ﬁ EREA Y o
/| 38 4 #x(Micropayment)
TEBEAT RS > RE ARG SN
R 4 (Advertising)
PR RAFLEET FFRAAS AR GG T H v o
T oL kB o

Y
B
=
s

#2475 (Sponsorships)
Fd AT 3 AR e ARER T
A & #°3](Ransom Model)

AR - B R F TR e R ke LAl S m’?#i)‘]ﬁ»%,ﬁi
i % * o &4 Stephen King F& #-— 3 3838 % g E‘ﬁﬁ » o %;géﬁﬁ—gﬁfﬁm

FEAEIIAFERLFEL AR o

& & 15 &2 PRF% 07 (Margin on sale of goods/services)

B B EH 0 AEY BRI LT SR R R R

P~ & Z 2 3 4 (Sale of customer data)

Je b R ST RIS E N BBE A ok ARG R B2 A
240% 4 b o

#apE £ w i (Offline customer response)

Prba &% KSUEE > B F JIF P b AAUR (T RS A R
TR ERE

3 e px ¢ 2 »iy (Efficiency & effectiveness gains)

b SeTEE ( BE B R TR e s v F sl

|

R B PRA% > Linux#i-3] (Value-added services, Linux model)
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Fd BRI R R SR ILIRTIRGE KB R o

17, Rz R (Virtual real-estate)

%ﬁr} 12 Web2.0cE 3 Neni g o Bk SO E KR A5 T B

AT R M eE R T E RIRE H P o
33 ¥

B R v T A 2 B f R MR AR LT T AR T § X T
T E R MR P R

ﬂkﬁﬂ"{ﬁ@—ﬂiﬁ é'/?%t %\!1\} “‘hmﬁ :Ff“_%;bf';)\ z '1/’:??—“}%%-5{12#'1%%9 i h

A A O BAFT RFEWEP
34 M4 F)%

341 Bi4Es FE T

Hofer & Schendel(1978)z% 5 i 42 = 5 7]
R FETHAEY 2R m&f%ﬁi
E R R MR TR TR IS ET
EFE NG Ple e

Ferguson & Dickinson(1982)z% 5 KSFsH_& # i
it

=K
T
Ii%
A
e
IRy
g
B
e
\.‘L&
fpas]
\q?g
3
ol

-

A EL RIZNF O BBV St & f
A o

1395 Grunert & Ellegaard(1992) » Mét+ & 2+ 4

TR FIMER k- BN FL - 27 e TLHRB P IEL Y gy

DR R AR F Al R R TR

a1k

Aaker(1984)zn = M&EF1 4 £ - B F A 2 Hi > v gk R A #H - 3]
g oy A T A2 A A EMeES S FFaoRd L EEy ¥
HFEAE DS FF > 3 w2 A gL g% (Durable competitive

advantage) -



X % #(1998): & KSFS’«}Q}H GETAEPN RIS BB A FEL ML EEF D
E

TS TR o Fhd A7 b F 2 AP KSFspe £ 2 T 0 T E ST -
4o drk fENBRFBEF LR A ¥ PKSFsE > R % I

ki F»
Tn
i
F

342 Mt FE e

Ferguson & Dickinson(1982):% 5 KSFs # 1z 4 = f #Ep A g e

F_L
5
5
Ar S
&
\
5

fe TR A L E R DF]F o

B B (1999) i o MAESH TG §EF D HE AL AR o
AL T AE

L G ¥4 REngEA 80 £ B 4 ms R £ 8 L) ¢

+ >
i =
2. B9 £ EF RN - R R BRI R - RS

BN % a;ﬁifgﬁ&g i 2 o K am A @\mﬂ%‘r;‘pwﬁjﬁq;g ,
UESERTEE RS 2 F e L IS S S

CRHECD LY -FIRD - RIPE AT FEAEEND
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Alexa.com £ F7JE (B + Renfz i o

Google Trend for Websites i 7 % € ¢ i «75 31 » &]4e Google & 7 3u e
£~ % Google th% & FALA I OT AR BF i § F ik BT (panel data)
MERZFEALPFLRL L FTHERE QB R “ﬁ S

7 B A iz g e gt vk > Google Trend

(ﬂd\

Google B % e Hoif B 2 » 2 B TR A
for Websites ¥ A1 iz & 5 — 2un & ek o g 2 H = rﬂ?&:{ﬁkg # Google

Trend for Websites #* % Btk o

“,f 7 &0 E o Alexa 2 Google Trend 4 47 1% # J‘Ff . RpoR- B ® o

PR L g = = s VAR L

4.1 Twitter

411 Twitter § 4

#4-2 - Twitter §§14

= F AL | Twitter

£ 7EA Evan Williams

gl pEm | 2006 =

a B pRIF i r st

¢ A 9,370 % °

R T B NP2 N ER NFFLT e S ff e R Rl oo
i & HEFH

J—

B k| http://www.twitter.com

R 2006 & 8 *

i -

K LS Twitter §_— 38 1% f§ ¥ crpRi% > H B B F Fenpr o 7&{@_@« E - B
3R AR AL A? (what are you doing?) i * ¥ o H ff fmen

Bod Ot R Fn TEAEE ) A TFLFRLIRA

TR KR AP ER

6 . s
2009 & 11 * F#L >
http://www.digitimes.com.tw/tw/dt/n/shwnws.asp?id=0000163264_LTR1YIYU7E9IY031QYEW8&ct
=1
31




412 flyees s

Twitter 42 Jr * Odeo = & B (7 eh— H" - p % 4 i i 4% (daylong
brainstorming session)” » #74 £ & k- B8 > fpt = g2 7 Jack Dorsey #
T- B EIEBEA ke mEE EE

TiEREFAAAL - KERER Y TStatusy FEEF A ERF LT

}" F o AP FEARLC 5 T T HBE T LGB E TR TP E R B
L IRTRIER D G IR Aol o E PR D T TR F A e A
FH— R ——70fF 5 7 ErF I 1) L L G B 4 iR b e e i A
VBT TGFIZHE A LTI R AT o 2 AR TT - B EF
Mtwitch , » 715 £ B 2 ﬁvmf/?;@ﬁ’f%{igﬁ%ﬁw e g Ntwitch, #5778 % 7
BrrRFe A N~ B AL GRS AR H
7 Ntwitch - 7 7 AP FEC [ipp o U EE TR SR, £ T

FRER 0 P BT A SRR iR 7 e —Jack Dorsey’

B Bode Twitter 8 4% B8 0 R ME 1 % 22006 £ 6 7 4 Bk ki
* 52006 # 10 * - Biz Stone ~ Evan Williams ~ Dorsey {-# @ % g Odeo = & ¢
AR - 4= = 1 Obvious 2 7 ¥ 2 #7-0deo. 2 7 2 # #14 F A —¢ 4%
Odeo.com frk i & F & fo i W kA o Twitter.com = 2 {5 & 2007 & Twitter /<
e P kT A2 o YENA
413 #Hi®

1. What’s happening ?

ETIAS

NMH%&%wﬁﬁ’%?ﬁ?UE&W ﬁ»&%mmﬂ’ﬂé

FRAFAAE 140 BF o FELEALB I RY H 2 L (Follower)
What You And Your Friends Doing /i & ¥ -

N

2. What You And Your Friends Doing

B EAEEE P LREPESRY o aF 3

Boom L g REmd AT aniEs)sh o

3. @Replies

" & < : Sano, David (2009-02-18). "Twitter creator Jack Dorsey illuminates the site's founding
document”, Los Angeles Times, Retrieved 2009-06-18 » #s:% :
® http://twitter.com/help/start
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(1).

).

3).

(4).

(5).

(6).

(7).

& K R W
R FTAEL @A S FREOR Y 0 Y TR S kT Bl
i % ﬁd%%;{:

Bm B WA N i KR

Twitters :
P Fad s o pRd
Following
P g g 2 A
Followers
SEIN RS L+
Listed
i€ KRk e p H e Twitter 2009 & 10 P da ) eRTa A o R
¥ eskop e o Twitter ERIEEF A LS FATR Y F oo S HaR

FloList# T @ FF K B0 T | hr i o Hep L S
KETpeRERNLE 2B t"l?p%,ifﬁ’ﬁ*‘u? YUE PR AF L List e
FIFUEL 5 opet 2t R H T EHE ¢ K b List L2 B (Public) £
# Af m(Private) - SR * H ¥ rLiEG Ef 0P A S ¥ K 20 B List
- 1 List ¥ r24c » 200 =3 F o

S~

API :

Twitter {2t ¢ & or — & 27 Twitter % & 2. % = 3 4238 > Rig # ﬁ?
g @ H 2 i enid * Twitter 12 % 3588 74 5 > Twitter ¥f:o 48 4250 % g *
T i P o Bhigd § NI PR R Y H T LB fRip R AT
R 0 2 EREE TR 2L # a0 blde TBrizzly - n.a cute and
fuzzy Twitter web client. | " one-forty » n. a discovery tool for Twitter
apps. g °
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Twitter$4> i ¢ ez = FAPIT) & P ene TR fe * ¥

i -

e o

-~

F 6 &G 2t Twitter #7R 4 2 Third-Party Applications f > &
NILB 41 R ‘ﬁﬁ;i’;ﬁv ®is > &7 Allow 4 ¢ i&i7 APl 2 75 B~ %
L S A

Twitter takes your privacy

An application would like to connect to your GETy SerOtA

account Please ensure that you
The application What the Trend? by What the Trend? would like the trust this website with
ability to access and update your data on Twitter. This application your information before
plans to use Twitter for logging you in in the future. Sign out if you want proceeding!

to connect to an account other than ginger. By clicking "Allow" you
continue to operate under
Twitter's Terms of Service.
Allow What the Trend? access? You may revoke access to
this application at any time
by visiting your Settings
page.

Deny Allow

B 4-1 - Twitter API:8 i° 3 &
TR KR Twitter

(8). Direct Message(DM).:
hOF D B ER A2 E LISt g e L ek s Twitter ¥ 14
FEFRALERT
"$ TE LG F B AR T (profile) E Lt o 0 FE R 2
¢ direct message inbox~ & % £ j&_F 4= 1 direct message inbox F a (#f !
Roenit * ML AR a) 2 & What's happening @ * #4175 (d +
username + message > 4] 4-2 #7771 ) = §87 ;¢ % i& {7 Direct Message ¢

¥

° http://apiwiki.twitter.com/
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Direct message redbixby: . jymminie

d redbixby | sent you a hwitpic to @redbixky earlier, did you see it yet A_A 10 1
e e — Finll i Pl greer upaar
Lales?.' et tweel about 3 howrs 30 send Tweets on tees

D) username) st message Ty T,

B 4-2  Twitter Direct Message
AL KR Twitter
(9). Favorites :
dONHCRESE L RIPEF L F A AL R F T B

Fir e BRARUL -

(10). Retwitters(RT) :
Eﬁﬁﬁﬂﬁ’?uﬁyAwﬂﬁﬁgﬂ&,E@%%ﬁ%ﬁ%%
Zoeie 4 0 3T Retwitter(e Bl 443) » v i ilig L p e el
T ARG AR GRAREGL L R Y

zombie people come saying "buttonnnssssss™. 3. No longer
feel awkward.

‘ evan 1. Feeling awkward with kitty at the office. 2. Herd of

Reply 13 Retweel

= kevinweil Enjoy 5 s
especially hitp Retweet to your followers?

B] 4-3 Twitter Retwitter
R KR 5 Twitter

5.  Twitter Search

i —'ﬁ ¥ 11 % 3§ Twitter Search(http://search.twitter.com/ > ] 4-4)2 =

BB EAER o R g A R F TP BIRAT R A 1B

AT RS RAEFL L EE SN ’€§1§ * ;ﬁﬁf‘lﬁ ¢ Bt
v

_\‘
Hv ; Twitter Search » & &7 pF 5 i * F& TR LN F 24057 o

7
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oee what's happening — sight now.

Advanced Search
Search

B 4-4 Twitter Search
Rk R - Twitter

6. Trending Topics

Twitter Trending Topics ¢ &7 11 #75 @& * # & Twitter Search # # F* &

HEF P o BN T R RRE Twitter @ * FRETFEFF

P o
T%ﬁ'ﬁg%d By 2 Trending Topics.» ffod 3 i 413 a2 & 4 » i3t 3 ¢
kP o2 g LAIFI] O TR AL R

b

7. Twitter Badges and Widgets

TWitterﬁf#‘ﬂl—lﬂ“']‘l_El‘ ;gxik?f—i'ﬁ"‘llia%t Elbmﬁjr'lﬁjié—ﬁ\ﬁj&vé,

B OIRFTHLapa o 1B e 3 #Twitter2n 4 5 373 Facebook 2 Myspace

v oxA

Twitter 5 % — B A= feeiianiezlh > B3l 7 F < chig * ﬁi’g‘-ﬁf% LR

Twitter 1= 3 5 @ % & & £ F S B oha £ o

d [B] 5-2 Twitter = p | =k 3 & v > Twitter «& p F|=b % 42009 & 1 7 B 4>
Eiyeifie > 712010 &# 1 7 & p FlabF e 5] 5%
Twitter 2_#7025p Poag £ 2 & 3 A BEE D ¥ - > Twitter & 2007 # %2

Southby Southwest (SXSW)& & » gt F ¢ > @ % F& 2 192773

A o Twitter 1 174 B &0 % — 7402 0E > @ {8 Twitter At 2 (8 B 40X F)

L& 5 %= > CNN £ Ashton Kutcher(% &% ¥ i fi ) & 2009 4 frivps - 3

e - o LR Twitter Fla g = Mé o d B 5-2 2 B 5-3+ ¥ 7 4 Twitter
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T > Twitter iU i# 3 4 & * 'ﬁ Bom f¥Es 27 - B i‘#?’?i’ﬁ’i@mf:’ﬁ?@ °
Daily Reach (percent)

facebook. com Myspace. oom blogger. corm
ELN T T T T T T
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0 [, 1 | 1 |
2009 2010

Bl 4-5 Twitter & p 5=k 5 v
FTAL KR ¢ Alexa

@ 1345 Google Trend > Twitter&-—p M 3% £+ B 2009 & B 4 & i34 3 4o
32009 & 7 7 o b enbg Bl GF R o i A Twiiter 10 P B @

B P e AR frandfer o Tk Twitter s B B R v E T B KA
PR B et Y K

Daily Uniqua Visdors

/—/_/-/wfﬁ
I I 1 1 I 1 | | | 1 I 1 I
Jan 2000 Ape 2000 Jud 2009 Ot 2009
Bl 4-6 Twitter Daily Unique Visitors
4L kR - Google Trend
415 @ * ﬁ AR
d Bl 442 B 45 2F5 Twitter # * F &3 SRR I A B WP
ABET G SERZER Gl Twitter £ § i e o H 2 {5 @ penie *

Fp2 Twitter 7 @ * 53F % F &% chBf (% 0 p ~3F % 5 Twitter % = 38063 & o
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Bl 44 2 45 L &> F T 5 Alexa 3+ % Flz% > @ Google Trends
3 EF p pEs L oo Alexa ¢ £4F3 5 1+ Twitter <74 <> @ Google Trends
$30E p R IPF ~ Twitter =t 358 5 - S @& FES PR s F R Y A ik
Z i % Twitter St #c's 5 % - 2o m p Achig * A fied 5 0 i Twitter = #icp

B R B R FR Y -

37.0% United States
8.3% India

B.9% Germany

59% United Kingdarm
4.7 % Japan

B) 4-7 . <Twitter & * «‘ﬁ AR
TR kR - Alexa

Regions
1. United States

Japan
Brazil

Indonesia
United Kingdarm
India

Gertmany
Canada

Mexico

oom o N m M e W

—_

South Kores

B 4-8 Twitter = p pEZEZL G &S
7o kR Google Trends
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4.2 Plurk
42.1 Plurk f§ A

# 4-3 Plurk § 4

28 44k | Plurk

£ 7% A Kan -~ Alvin Woon(Z 1&42) ~ Amir Salihefendic

]z PR | 2008 & 5

a B pRIF i r st

¢ A i 979,234%°( 1 )

vriET | 3348

FEFR G R TR o SRR N o T BRY S

45
E

B 4% | http://www.plurk.com

AR 2008 & 8 *

SYRE |- BV R4 2

R S 1]

422 plyedss

& Plurk F& 4030 > Twitter © B = 237 5 @ F' X i * hpiceiRe st @ Plurk
Nz A FEA R 1 Twitter 7 e i * Y M enpicie iR b et oA - B
deef PR 4 0 Pl - B & Alvindg 3] o Alvinz (T H g A g g g g8 > A
(Rt Eos)) I S B A ¥&* Facebook ~ E-Mail ~ WEE iEtRen B e H g
BRI R BIFE RN R T AR o A PR ER- B
VIR LI AR o1 B oo SA2n L Plurk end > £_4 2 E-Mail g2 T pFid oo
PR AN e P k0 Wi R E - Bl D hrheeo AP L AH
ZlE o oo HFA P kI o 22 H B Plurk & fa- BACAIINE R 0 R oA PR
= B PP o2 BB SPPRGE S BRIGRE R R AP R A 2 R R
o AFEBILRE L o

1% http://www.plurk.com/user_search
1 http://blog.chinatimes.com/jeremy_3c/archive/2009/02/25/379176.html
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423 # 5
1 PR fh:

Plurk ¢4 & 88 PFRF bR A H 3 2 L e B 4cB 460 Byt 4 5 @
PETUFGR L AL AR R F AL o R F T R

,
8 o
ns

GEERRALE 2 B FE X gl 2 3

says ELPEERE LRI o B emmmnn 51 71 111 qo0ge wave HHEEEY

P el 7] 5. 7 ... | P o T AT AEE |

D 21 BFMEE 5

B 4-9  Plurk p# b
FHL &R Plurk

2. Karma i# :

d Plurk #74] » 13495 = 3 & > Alvin > %3] Karma &2 - # "3 € ik
B pE@TFIEFRLE PR e - 2 F 30 g
2 A ARIER o AR g —*‘Ff o Karma & ; @ Karma &4 ] =
0~100 » Karma i~ ¥ 144 s Mg # ;‘fﬁ Plurk i * 42 & ;> Plurk » %+

Karma & & (728 » 404 4-3 o

# 4-4 Karma B

Karma & B
0.00~21.00 i A48 (You are in the state of creation)
21.00~41.00 % A fa4F = £ g5 (You are in the state of maintenance)
41.00~61.00 = # %7 (You are enlightened)
ine & ix4i7 Plurk ;2% (You are so close to Plurk
61.00~81.00 .
Nirvana)
im e & 7 i Plurk ;2 % (You have reached Plurk
81.00~99.99 .
Nirvana!)
100 & e £ 78 | (You have reached top!)

TR kR - Plurk
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FER R s EH e BH e ok 44
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+ 35 20 J

+Bo0e0 Boeminadess

« 3t 25
L)
3% 40 v A s 5 t; ﬁ%ﬁ
T e_»,
Lyosson fide” 0% Qem.0.29
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BB Ao~ LATH A FA(RY s 2P R) E g LR
Feamil ~Hrvi® Fonw %2 S0 e He Karma & 5 @ 5 &84 30 ghgr
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click on the message to expand
the response box

=

. alwin E‘_*J sericusly thinking of getting a mac.
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click on plurker's name fo go

to his/her profile page this indicates the number

of responses for thiz plurk
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¥+ A\i@"fﬁi’*’*i ”[ﬁ[ﬁ?’ﬁxrsﬂﬁ—w*i’m?b—ﬁ’*“ﬁrf 2R R
@ ﬁ?ﬁ'ii'i? s Glde tofé ﬂaﬁfﬂ',mﬂ,& 7 4~ 10 ] ~ 100 g ~ 1000 B » %

10000 A1 - Plurk & i s # i &2 Karma 3§ +c Plurk $ti¢ *  chik & o

42



'
X
'

=
2
2
=

3J)

3

(u]

= |

[u] o
@‘.D

J§

[u]

(u]

[u]
o
[u]
=]

NELE
- olell 2

o)

SLENWRS
ENRIE

n
m]
u]
o

@ 4-11 Plurk &

i

FHL &R Plurk
6. -] ElE

/|- BB o #g i Twitter e T List o B2 &~ B | Hieh> 2 K0 L5 ¢
F G R A s ] BB P LR FREH ok k@ «‘53]%? Y
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7. M=
AR RN ERE S SIe R 8 RN R
8. 4k

A R CEU R A R S AENMAES mpEFEFE > Bk

Seerg A L g NI AR Y KPR -
9. Plurk =

Plurk » £ Twitter — %> % 7 ¥ p 2 enFHREEFHEF > 2 GO OF
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FEfE . plurk BEETE

Fif— B v § 5

Bl 4-12 Plurk %
FHL %k ¢ Plurk

BT 0 Pk § ER T KT~ 0T R L FH0F  RFR AR A
*¥hiha ’arﬁm-’Plurk",!rt”zﬁ BEITR Y R FF AT 0 L R EH

28 London Eyé"’“ blogging tapi kompie nya rusak ‘;; 4
HE - B8

~ I sandiegopchelp Voice-activated Internet: | ...

Bl 4-13 " Plurk 3% & %
T kiR Plurk

424 g AT

B2 7% Plurk p + @ * 4 g(_:g 5 Twitter » & Plurk ehig # Fl @:s\' E
Twitter 4= 5 41t » 2 3 & % X hghd o

d B 5-5-Plurk & p |55 d 2008 £ 10 ¥ :10.01%3] 2009 & 1 * 0.03%
72009 £ 10 ¥ %pk 0.1% - P % 2009 # 12 7 ¢ i3] 0.11% » —  ASt 2 £ o
o R B A E S 3 2w B s £ o
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Daily Reach (percent)
plurk. com
nzp ' [

0.15 [

0.1

| L L L |
2009 2010

W 4-14  Plurk & p 5] 5%
TR kR ¢ Alexa

d B 5-6 > Plurk = p fbdzr £ d 2008 & 11 * 010 § * ~2009 & 4 * 125
AT 2009 % 127 2 X EF|50F A & 6B TIUNE - 2 BEp FpEF

ko EpREPESES ¢ 7 fei @ R e ko

B 4-15 Plurk = p fhiF %

Tk %k : Google Trends

FlapF 2 5 pjpHEFP 2 kg Plurk B2 £ 2 2 % 5 3o 2 d % Plurk
PR R BED MG FRE - E

B G Web2.0 thi gon i

Twitter % - Plurk p Ti} - Twitter 5 2 — & > - @
€ 3 e 4o o

425 @ * —*‘Ff A T
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i

d R 4-16 2 B 4-17 Plurk @ * 5 & F Fe s 2 & p oy T4 b § h%
B Y ST EE RBRT FEAFAFS > A0 Pluk R A3
Az 3 Twitter > 4o ] 4-18 ; pt ¢ » = ¥ 7 v

iwid Twitter % 3 A2 BF > RIFXA W< J R ¥ F Ko v r Twitter > & =

Plurk g #* "ﬁ X F AW E R

Plurk &% B * %72 33 M@ Plurk fedy e e s L F) 5 H Facig

FEBEREE G M RELWRY Kkt G § ¥ 5E kP Plurk

30.9% Taiwan
15.9% Indonesia
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4.3 Facebook
431 274

# 4-6 Facebook f§ /i

=& - | Facebook

Al facebook

£IFEA Mark Zuckerberg

gl=pERE | 2004 & 2 7

d B PRIF | ARFERER

¢ B 316,402,840"
THET |03
5 d HEAAPlI ¢ S F o e s ER

B x| http://www.facebook.com

AR 2004 & 2 *

i:e*%:ﬁ?,ug:i;iaffﬂi@Af;:i,_r@;;iaﬁvf@Aﬁé'#sféﬁf—g?

AR B =N SRR R

2

TR kR AR

432 = f s

—éf']%‘?i IR o~ A 1!27}5,:% ~ B A s BE{rd
R S L 1 CUERE s BT EE T T
B e

v

Mark Zuckerberg .+ 7 #4 i + # (Harvard University)is » 3% 2 2 A # > %
) Facemash.com» p e xb 3 & B % Kot RAEHERS b 2R R FILRIER
el AR A B2 b0 < ERPMAEE 0 ¥ Facemash.com ¥ i3 E

- BT E R o

% BriE 2. % Facemash.com 1% i {8 » Zuckerberg 22+ i e 8 Eduardo

2 http://www.checkfacebook.com/ > access 99/04/14 o
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Saverin #2003 # 2 Friendster 4 =t % 2

R 0 3% 347 TheFacebook *ﬁ% G- kg
/:}

%
Friendster 4pfe ezt ap ob > » | ETRE 4 ¥ 11 ﬁ FIH @ 4030 R e b

login register about

__________________

[ Welcome to Thefacebook ]

Thefacebook is an enline directory that connects people through social networks at colleges.

We have opened up Thefacebook for popular consumption at Harvard University.

You can use Thefacebook to:

® Search for people at your school

® Find out who are in your classes

® ook up your friends' friends

® See a visualization of your social network

To get started, click below to register. If you have already registered, you can log in.

| Register J§ Login |

about contact faq terms privacy
a Mark Zuckerberg production
Thefacebook © 2004

B 4-19 TheFacebook /i &
74 %k wikipedia

2004 & 4 * & ;%= > TheFacebook » m #2004 # 10 * > TheFacebook &7
- R FF O Bl X ¢ & Facebook s E iE e

444 i B
1. = 4 (Status)

st 7 5 H_Facebook & 3 priessdFiienst iy o Rig * «‘g{ Vo e
ML TP e g vgRs 2 PP s fi 4 (News Feed) 2 T p é+ 7k (Live
Feed)® -

2. % "84 (The Wall)

BB LT R T Profile)ing S48 €7 F B LATOR F 4R H L
AT R R R YRR o

B http://en.wikipedia.org/wiki/Facebook
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R N Y GE2 % APl it 2 5% od @& % J‘ﬁﬂ?r&%ﬁ
W% g J1IR > Facebook € 1995 3 B4 ot L X B R AT R -
{ #7e00

Pz Ap F R E > MEUL PR o
4. TrpEds ji (Live Feed)

Ry X2 EAENMLE RY API R EZ BRI &Y F L

A
eI B R RET FnE o TR nglziléq’f'ﬁiiu—x%nﬁ“ma
REREFREE 0 A G 22 Twitter chlg T > N F - o

5. i 4 (Gift)

Facebook ez » kihz - » & * Jﬁ? 11 3 Facebook & ¥ 7 kBT b #E
P TV U - PIACREAR LW L 0 o] 4- 5 F eI 18 0 ¢
AL AP p e AT L o s REMFERLFRAL > Bk
b i R R TEERAER] A€ DR a#ﬁ%ﬁﬁ#&ﬂzmmﬁtﬁzﬁﬁ A
£(Box) > P17 g ARAME B TR G R Tag o @ F T
R Py g IR A

Write something...

Hey Naomi, happy birthd..w!

B cift

Credits are now 10 for £1 USD. You have 115 credits. Most gifts in the Gift Shop
now cost 10 credits instead of 100, Learn more.

SEPI RA
HWROOTHV

Browse:
CODE XOX0 ® All
rl?r.r. -4]: FREE qp1 FREE 10 Birthday
Romantic
Friendship
Flowers
Animals
Celebration
Cute
lokes
Fashion

B 4-20 Facebook #¢ 4~

7/ kiR Facebook

6. #(Poke)
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9.

i

Facebook #r4l2 # i » #i * 5+ 0 [ F(Poke) , A * 4 &
i ig 7 T (Poke back) ;v %k &E’f’kdxﬁfﬁth,,,); 2 & Ly -
dh A Fr R fRdFend #  3%  Facebook A ¥ AR AEY f2fR ([T ;4 Facebook
FURNERES o Bdes RF U REP At s ok RREF A
g—gimmimpﬁ ,fsfrﬂ)jmbﬁ;r —iﬁﬂumiu\ o 1 EFIRE K
TR R WA G o B g g 7 (Home page)fT FIAR B ek iR o

# ¥ (Marketplace)

2007 # 5 * - Facebook #& 1} Facebook # 3o * = # L 3 FF T 5|4
BRLZ T Bg -2 v AES 108 o BTAZHTHES o
= % (Events)

@RS T ERE R E e G B rRE 2 SR

R RRRECTTEr 7 S MVE § S R

Facebook #& i * & = f & dfds > 4 FRiE* ¥ 7 aligpre <o

Anyone want to grab a bite in a few minutes?

Event
Title: | Lunch
Location: | picnic tables behind Cafe X!

Time: | Jyly =l 7 x| 1230 pm =|

B 4-21 Facebook /= #
7R kR © Facebook

¥ % (Chat)

FRTFRBETE) LKA TE %g}jua P o iR R T
i AT R o b4 Facebook 4i M aF iz MSN £ T Rl ehai b Pk a4
iv o B A m R h s Web MSN > 4B 4- 0 5 @ % ?ﬁiﬁ " Pop Out Chat |
EREY - BART > ER? J‘f g * igenrrx 5 p o Facebook Chat ¥ #& ik —
B a0 s Bep L R SR AR F A RARRITIT kAR A

> A B
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10. ##(Like)

Facebook #74] » 4od R E @ vl K& PP E > X 2 BF ST 0 FUE

ﬁﬁ*r%ﬁkﬁ%@?—ﬁ’éﬁﬂigmmiWimF%JJo
11. 3= (Search)

Facebook » #& - p £ cnF sl Big (7 30%F - fe &2 Twitter 2 Plurk 7 fe e8>
Facebook 3& v 1 % R oF pfadrnn 4, ~ o Fet g~ @ * J‘ﬁ SR AR S PP

LA R AL E o
12. % = 2 & * 425" (Third-Part Application)

Facebook # 2007 & 5 * 42 1177 ‘Facebook = = (Facebook platform) » 3& ix— 3 it
EHRBE S A B AE Y 4258 B @ Facebook T 5B 4 % = 3t 250
2 5 Zyngao %= LR1G Playfish s i@ % 7 g4t * f2t 7358 > 4
ER* AV UEFI A TETRGERY B 42050 F I ARY R AR
;¢ Zynga 4 41T Farm Ville ;> 8 4-21 5 p w5 4 @ % chB FrsiEd Playfish 4
41 &0 T Restaurant City |

434 JLEAFT

Facebook && #% = > # Twitter 2 Plurk & > f& Facebook m% Ak &3
& )i d o

5

4 [ 5-8 » Facebook 3| =t % » 4 2008 # 12 * 6% ~2007 & 11 * 112%
12009 # 12 % < £ 57 30% > B % £ | Google ¥ 1 4f £ Facebook » @ # #
A e xk o0 4o Blogger it B4F freh £ o @ Myspace { ¢ §iE ~ R348 0 F]
¢+ Facebook { it w3l F &4 » o
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Daily Reach ( percent)

facebook. com
an [’ j T T T T T T

30

20
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0L . I . . . I
2009 2010

Bl 4-23 Facebook # p I|:b %

A kR - Alexa

d BB 5-9 » Facebook # p jhiF» £ d 2008 & 12 * eh6 + 7 % =x ~2009 & 1
Pens A g AR >2009 & 10 P e kALl RAFE AR RFERHE DR

P 2009 & 12 % ¢ Rpk 16 F g Azl

B 4-24 Facebook & p fhiF+ %
7o kR - Google Trend

Facebook == & &_Twitter ¥7 Plurk #7 & ;% +* %t ¢ » Facebook & = g &
Perps > P JUE AL RELE > Facebook @ T R LR R TR B0 e H Uk
B e B2 R iS4 Twitter 2 Plurk ey £ & & 4ox a2

Facebook — #& » Pl & %+ =2 X & 4 & o

p A Facebook @ B B 7 x Eerun® > H pHEe v s F Al Bt L 4

GRS AR At

435 @#* —*‘F{ AR
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d [B) 4-25 3 [B) 4- > Facebook &7 Twitter 4p e » 3 K& * —*Ff it 7 Facebook %
< e g o e 2 Twitter 7 — 4% e04_ > Facebook £_%] % — B 40t % W4 ! > (TiE
B FE DL R L > ® Facebook ZArE st € i5d @ % "F’i‘ 3

P S Rtk 0 RIEFEWRE Y F b7 Facebook &% i ¥ K A X iR
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’

(g

21 8 8 A3 e =k Myspace # F e8> Myspace B8 0 E B AL 24 oy
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FOL G RFEEPREDELS GG T

297% Lnited States
5.1% France
4.8% [taly
4.8% LInited kingdam
4.2% India
3.4% Indonesia
3.2% Sermany
2.9% Canada
2.3% Turkesy
22% Spain
2.1% Mexico
1.7% Australia
1.4% Argentina
1.2% Fhilippines
1.2% Fakistan
1.2% Taiwan
1.2% =outh Africa
1.1% balaysia
1.1% “enezuela
1.0% Colombia
0.9% Sreece
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Mrpesal L ATRE EF 27 U REE T G EFF AITEA S TS
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2 el R I FL R 0 BT & Twitter 3 k1,000 FE oo r o 233G
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3. RREEp

3 Twiter 43 LT EF AR T FEES B (A2
Twitter » L 5E ¥ @& * § 2 Twitter @ * § @ % 454 3 L 4 ek 4o

pw)

Twitter » @ ¥ w823 7 £ ¥ i R 0GR Twitter ¥ R iﬁ STPR B T e
Fl2 74 = o

4. R 242

Twitter 22 MTV i =0 B 2 & =0 153K 0 4588 27 47 4 ;‘—_ HyE f,sfzf.a“r

7

Y http://www.kugin.com/shuoit/20090515/51513.html
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LinkedIn #* = £ 5 p % > S 4c = BReb BARBF P € > 5 2 H gl §
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Twitter Sign-Up AP1%

% W ¥ 7 #4 CitySearch % 73w & Twitter 3L % 73Lp ik
2o e S F ;ﬁd CitySearch #{ X P B (T B A LT 7 ¥R EE >
PR EFTERR G B E R A S T AL 0 s T EE
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FOFR o SREFHFFFF L s T
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Twitter > 2010 & 4 # 3 R 2 ¥ 7% o Twitter 4& & Promoted Tweets i
R 2BHE S ALY SRR ARET ) FR AL A § M LH0F
S B oo FBF o Twitter ¢ Biget B £ 2 2 Twitter * = TpF g 2 - WA
ARG AHABE BPIRAFECRNA S P IR ESLHHE Y 27
FRBRLIAIAAHIBERELERZ G 2 F% “HR LR R
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g-local-businesses-to-integrate-their-twitter-presence-into-citysearch-78674892.html
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