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Agenda

• The growth of the Internet and “social media”

• Digital natives - young people and “social media”

• Being part of the conversation
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• What’s next?
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These tools have 
become technologically 
boring enough to 
become socially 
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become socially 
interesting 

Clay Shirky, 
Here comes everybody
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Growth of “social media”
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“people having 
conversations conversations 

Online”
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Agenda

• The growth of the Internet and “social media”
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A generation who do   
not relate to a life 
without the internet

Digital Natives
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Digital natives
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Digital natives
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Digital natives
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Digital natives

17th November 2009
15

Source – trensdstream global web index 2009
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Digital natives  - what they do online
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Digital natives  - what they do online
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Source – trensdstream global web index 2009
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3
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7
Celebrity recommendation 

Emails from companies 
Cinema Advertising 

Sponsorship of  events or sport ing events 

Recommendation on radio programmes 

Radio advertising 

Sponsored list ings on a search engine 

Newspaper advert ising Blogs/Weblogs- personal blog writ ten by people you know 

Reviews on retail/  price comparison webs e.g priceline.com 

Consumers reviews on retail sites e.g amazon.com 

Instant M essenger conversat ion with a f riend/  colleague 

Emails f rom a friend/ colleague 

Personal recommendat ions from professionals 
Personal recommendations f rom friends/ family/  

Digital natives  - what they do online

0

1

M agazine advertising 

Television Adverts 

Online Chat rooms/ message boards 

Outdoor advert ising (e.g Posters ads on public t ransport )

Blogs/Weblogs-blog writ ten by people you do not  know 

Peoples wish/ fav lists on retail websites e.g amazon.com 

Recommendation in a television programme 
Comments/viewpoints on social network sites e.g facebook.com 

Readers letters page in a newspaper 
Blogs/Weblogs- professional blog e.g engadget .com 

Shelf informat ion and product displays in store 

Company/brand Website 

Search engine (e.g live.com) 

Reviews writ ten on news websites e.g guardian.co.uk 

Newspaper art icle 

M agazine art icle 

User reviews on an online auction site (e.g ebay.com) 

Where 10 = Very trustworthy and 1 = Not at all trustworthy” Global Average
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Digital natives  - what they do online
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Agenda

• The growth of the Internet and “social media”

• Digital natives - young people & “social media”

• Being part of the conversation
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• What’s next?
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London 2012 is building 
a dialogue with Digital 
Natives

Being part of the conversation
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Natives
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Being part of the conversation
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Being part of the conversation
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London 2012 –

A Big Idea 

Digital Natives
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Sport participation 

Digital Natives
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Agenda

• The growth of the Internet and “social media”

• Digital natives - young people & “social media”

• Being part of the conversation
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• What’s next?
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What’s next
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What’s next?

1. Create or fund resource
2. Align - digital has to serve your 

existing comms and revenue mix
3. Research - decide who your target 

markets are and find out where 
they are

4. Find a voice – and become part of 
more than one conversation 

5. Test - don’t assume anything
6. Cultivate your digital assets –

17th November 2009
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6. Cultivate your digital assets –
real time evaluation and response 

7. Embrace your advocates –
reward loyalty with communication 
and more

8. Know your limitations – even 
major exposure in max 6 week 
cycles, new media doesn’t 
necessarily make you more 
interesting 

9. Play off old and new – Susan 
Boyle/tv audiences up in youth
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Appendix
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Objectives of this update

• Young people as consumers
• Young people as participants
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A Platform for all sports

BUCS & 5 cores sports 
have launched their 
Sports Platforms on 

Facebook to promote & 
track participation in 

Sport

The concept is to 
deliver a combination 
of rich ‘official’ media 
& grass roots ‘local’ 
content covering the 
sport across all levels 

in an inclusive way

As fanbases build the 
Page begins to generate 
real values for sponsors

BUCS have embarked 
upon a mission for 

Sport in the UK – The 
Sports platform 

provides a rich media 
Hub for official 

sporting bodies & 
ways that grass-roots 
clubs can participate

Use the Wall to build a 
dialogue between 

organisation and user –
BUCS can make official 

posts, athletes can respond 
directly to those posts
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Digital natives  - what they do online
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Source – trensdstream global web index 2009
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