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WASHINGTON & GENEVA: The Internet
Society yesterday released its 2015 Global
Internet Report, www.internetsociety.org/
globalinternetreport, the organization’s
second annual report on the global state of
the Internet. Focused on the impact of the
mobile Internet, this year’s report shows
that mobile has fundamentally trans-
formed Internet access and use, and holds
the key to fulfilling the promise of Internet
connectivity for the next billion people.

People are increasingly accessing the
Internet through mobile devices.  Today
there are more than 3 billion people online
and the mobile Internet offers hundreds of
millions around the world their primary, if
not only, means of accessing the Internet.
In addition to providing access, benefits of
the mobile Internet arise from using all the
features embedded into smart devices,
which are typically accessed via convenient

apps. “We applaud this global shift in the
Internet dynamic, with mobile playing a
significant role in the rapid pace of new
Internet users,” said Internet Society
President and CEO Kathy Brown. “ The
Internet is truly global and every new user
online benefits other users, for social inter-
action, economic opportunities and many
other benefits that were previously
unimaginable.” While the digital divide
around the world is closing with the help of
mobile, challenges still exist. One key find-
ing of the report is that given the availabili-
ty of the mobile Internet, affordability and
lack of relevant content are now the main
barriers to Internet access. Even taking into
account regional variations, in most, if not
all, countries, the availability of mobile
Internet service far outpaces adoption
rates, meaning that a significant number of
people have access to service, but do not

subscribe. There are numerous countries
for which the cost of mobile Internet serv-
ice is more than 5 or even 10 of average per
capita income. Further, while a significant
segment of the population can access and
afford the mobile Internet, they do not yet
have enough interest to begin using it. This
can be attributed to language barriers and
limited locally-relevant content, including a
lack of access to major app stores in some
countries, which limits the usefulness of a
smart device.

Apps are increasingly used as the pri-
mary means of interacting with the
Internet, and the report highlights the
many benefits of apps as well as the chal-
lenges. The vast majority of apps are native
to a particular proprietary mobile platform,
such as Android or Apple. This raises the
costs for developers to make apps for all
platforms and for consumers to switch

between platforms, limiting choice and
competition between platforms.

“Today we associate the mobile Internet
with a smart device that runs on a specific
platform and provides access to the apps
that we use,” suggests Michael Kende,
Internet Society Chief Economist and
author of the report. “While this has created
amazing benefits for users and an entire
app economy for developers, it locks users
into a chosen platform and ultimately limits
choices in a way that is new to the Internet.”

The mobile Internet has allowed more
people to access the Internet to do more
things in more places. 

The report celebrates the role of the
mobile Internet in shifting the digital divide
debate from whether access is available, to
whether the access is affordable and rele-
vant. However, Kathy Brown notes that,
“Despite the remarkable evolution of the

mobile Internet, there are challenges that
need to be addressed to ensure that all
users - existing and future - enjoy the full
benefits of access to the open Internet.” 

Report Highlights: 94 percent of the
global population is covered by a mobile
network, 48 are covered by mobile broad-
band, and 28 percent have subscribed to
mobile Internet services.

The gap between availabil ity and
adoption of mobile Internet is due to
affordability and lack of relevant content.
Policymakers should focus on filling this
gap by making the services more afford-
able by removing taxes on equipment,
devices, and services, and eliminating
regulatory barriers for operators. Local
hosting of content can also help lower
costs by avoiding the use of relatively
expensive international  capacity to
access content.

Mobile is key to fulfilling promise of Internet connectivity: Report

SAN FRANCISCO: When it comes to dashboard
displays that are more like smart phones, two
things are clear: Customers want them, and
automakers are intent on supplying them.

But are they really a good idea? Car companies
answer with an emphatic yes. They say outsized
dashboard displays that behave more like smart
phones will boost revenue and attract buyers. And
they also insist the new screens will make driving
less dangerous, because of well-integrated voice
controls and large touch screens that will keep
drivers from fumbling with more dangerous
mobile phones.

But the increasingly elaborate screens have also
sparked a broad debate about how much technol-
ogy is appropriate in a car.  “I think they (the
screens) raise serious public safety questions,” said
Joe Simitian, the former California lawmaker who
spearheaded the state’s laws on phone use while
driving.  “From a legislative standpoint, this is going
to be something legislators struggle with for years
to come.”

“You can’t be looking at a screen and be looking
at the road at the same time,” said David Strayer, a
professor of cognition and neural science at the
University of Utah, who has written several studies
on distracted driving. The screens “are enabling
activities that take your eyes off the road for longer
than most safety advocates would say is safe.”

His research shows that reading the average
text message-a function some of the screens sup-
port-takes four seconds, far longer than what he
considers safe. But for automakers and their cus-
tomers, the souped-up screens are proving irre-
sistible. In an Audi A3, for example, drivers who
sync their phones with their cars can check for
mentions of themselves on Twitter and see those
tweets on their dashboards-although not their full
Twitter streams. They can upload photos taken on
smart phones and request mapping to the place

the photo was taken. Text messages pop up on the
dashboard, in addition to being read out loud.

“If you don’t provide something that is useful,
people will just use their smartphones, and we all
know that’s the biggest driver distraction there is,”
said Mark Dahncke, a spokesman for Audi.

Up to now, dashboard technology hasn’t fac-
tored highly into most car buying decisions, but
carmakers expect it to become increasingly impor-
tant over the next 3-5 years. A recent study by the
market research company J.D. Power found that
about 15 percent of consumers rule out buying a
car if it lacks the latest technology, compared with
just 4 percent a year ago.

LITTLE REGULATION
Currently, dashboard displays are only lightly

regulated. Many states forbid the airing of non-
navigational videos by drivers while cars are in
motion, except for safety video systems designed
to help with backing up and other tasks. Federal
motor vehicle standards stipulate only a few rules,
including that the brightness on displays be
adjustable.

The National Highway Traffic Safety
Administration has issued driver-distraction guide-
lines for dashboard displays in moving cars. They
advise against displays that include photographs
or moving images unrelated to driving, and sug-
gest that drivers shouldn’t need to tap a button or
key more than six times to complete a task. But so
far, the guidelines are voluntary, with automakers
under no obligation to comply.

The auto industry has issued voluntary guide-
lines of its own. But in many cases, industry stan-
dards fall short of the government’s.  For example,
the industry guidelines say that drivers should be
able to complete tasks on the displays in a series of
single glances that generally take no more than 2
seconds each, for a total of 20 seconds.  But the

government guidelines advise that drivers should
be able to complete tasks in a series of 1.5 or 2 sec-
ond glances, for a total of no more than 12 sec-
onds. Some critics find even that standard too lax.

“It should be set up so people can do it in just
four glances,” says Henry Jasny, vice president of
the Advocates for Highway and Auto Safety, a
Washington, DC-based group funded by insurers
and others. His group has asked for the govern-
ment guidelines to become law, figuring that even
imperfect mandatory rules would be better than
no requirements, and that during the rulemaking
process, the organization can fight for more strin-
gent regulation. Auto manufacturers are incorpo-
rating popular smartphone features into displays in
different ways.

Some, such as Hyundai, are simply making their
displays compatible with Android and iOS, the
smartphone software from Google and Apple, so
drivers can see a bare-bones version of their phone
on the screen. Other companies, including Tesla, are
creating elaborate systems that don’t rely on sync-
ing with phones, but replicate many of the things
consumers might use their phones to do, such as
checking for nearby restaurants. Making the in-
dash displays as responsive as possible with mini-
mal glances away from the road is a major goal, says
Danny Shapiro, senior director of automotive for
Nvidia, a company that makes hardware and soft-
ware for displays featured in Audis and Teslas.

“What we’re doing is developing graphics that
are intuitive, so you can gesture or swipe or zoom,”
he said. “Something that responds like that, and is
big, is much safer than a smartphone.” So far, insur-
ers haven’t taken a stand on the new souped-up dis-
plays. A large, interactive display on the dashboard
would neither increase nor decrease policy rates,
said a spokeswoman for the Insurance Information
Institute, unless it was considered valuable enough
to increase the risk of theft. — Reuters

Car dashboards that act like 

smart phones raise concerns

Elaborate screens spark debate about security issues

ST PETERSBURG: People posing for a selfie photograph in front of a banner depicting
Russian President Vladimir Putin in St Petersburg. Russian police yesterday launched
a campaign urging people to take safer selfies after around 100 were injured and
dozens died this year in gruesome accidents while striking high-risk poses. — AFP 

MOSCOW: Russian police yesterday
launched a campaign urging people to
take safer selfies after around 100 were
injured and dozens died this year in grue-
some accidents while striking high-risk
poses.  “A cool selfie could cost you your
life,” the interior ministry warned in a new
leaflet packed with tips such as “a selfie
with a weapon kills”.

That warning comes after a 21-year-old
woman in Moscow accidentally shot herself
in the head in May while taking a selfie
while holding a pistol. She suffered head
injuries but survived.

That was just one in a string of recent
selfie-related accidents. In January, two
young men blew themselves up in the
Urals while taking a selfie holding a hand
grenade with the pin pulled out. The cell
phone with the selfie survived as a record.

In May, a teenager in the Ryazan region
died while attempting to take a selfie as he
climbed on a railway bridge and acciden-
tally came into contact with live wires.
“Unfortunately we have noted recently that
the number of accidents caused by lovers
of self-photography is constantly increas-
ing,” said Yelena Alexeyeva, an aide to the
interior minister.

“Since the beginning of the year we are
talking about some hundred cases of
injuries for sure.” Selfies have also led to

“dozens of deadly accidents,” she added.
“The problem really exists and leads to very
unfortunate consequences.” 

‘Value your life’ 
Hence the new campaign, which

includes the leaflets, a video and online
advice on the ministry’s website. The cam-
paign uses warning signs in the style of
road signs to drive its message home,
although its basic graphics appear unlikely
to appeal to teenagers. A figure holding a
selfie sticks wanders on a rail line in one
image. “A selfie on the railway tracks is a
bad idea if you value your life,” the leaflet
says. In another of the warning signs, which
can be viewed at 

https://mvd.ru/safety_selfie, a figure
clambers on an electricity pylon, while tak-
ing a selfie. The ministry has also created a
public safety video, set to a driving beat. It
includes spectacular images shot by
Russia’s youth subculture of “roofers” - who
illicitly sneak into high-rise buildings and
snap themselves on the top, their photos
often going viral on social networking sites.

“Before taking a selfie, everyone should
think about the fact that racing after a high
number of ‘likes’ could lead him on a jour-
ney to death and his last extreme photo
could turn out to be posthumous,”
Alexeyeva warned. — AFP

Russia police launch ‘safe selfie’ 

guide after spate of deaths

Employees of the US drone company Matternet shows a drone carrying a mail box of
Swiss Post yesterday at the airport of Bellechasse, western Switzerland during a press
conference. Swiss Post started a series of test for parcel delivery by drone in the alpine
country that has many isolated villages in valleys surrounded by mountains. — AFP

By Jyoti Lalchandani

Earlier this year, chiefmartec.com released the lat-
est edition of its annual ‘Marketing Technology
Landscape Supergraphic’, which showed 1,876

companies currently operating across 43 different cat-
egories within the global marketing technology
space. That’s up from the already staggering 947 play-
ers that were identified in January 2014, and this latest
figure is likely to be a mere scratch on the surface; the
true number of players is thought to be much higher.
So its little surprise that “overwhelmed” is the buzz-
word of choice these days among those engaged in
the marketing profession; with so much choice avail-
able, confusion reigns over which way to turn next. 

Marketers have absorbed an enormous amount of
change, innovation, and transformation over the past
five years, with emerging technologies such as cloud,
social, Big Data, and mobility, serving as a major
source of both disruption and opportunity. Many early
adopters of marketing technology now have complex
portfolios that span 40-50 different systems; larger
companies can have more than 200. Much of this
technology was acquired to meet narrowly defined
specifications within a single marketing function of a
single business unit. And while these systems brought
incremental improvements, they were not conceived
as part of a wider ecosystem in which they are all con-
nected via the customers they serve, the campaigns
they support, and the data they produce and con-
sume. 

So it is not only the thoroughly overcrowded mar-
keting technology landscape that requires an urgent
bout of consolidation. A similar approach must be
undertaken by the end users themselves, because this
level of disconnect within their solutions portfolios
risks accentuating the fragmentation of both market-
ing processes and the customer experience at a time
when audiences expect completely seamless, highly
personalized services from brands even before they
become customers. 

Given this reality, now is the time for marketers to
assess where they currently stand on the journey
toward digital transformation and draft a roadmap
that embraces a rational approach to technology
adoption over the next five years. Consolidating the
diverse world of marketing technology and the associ-
ated organizational, process, and data work streams is
critical for market leadership. Marketers need to
develop structured, holistic approaches to managing
the diverse portfolio of new technologies that have
reinvented marketing, employing solutions that serve
the customer, operate as an ecosystem, exist in a cul-
ture of creative collaboration, and work in concert
with enterprise infrastructure.

However, the reality is that today’s marketing
requires such a wide range of technical capabilities
that many organizations find themselves unable to
employ such a holistic approach. The result is an infra-
structure of disparate - sometimes redundant - solu-
tions that were implemented to solve activity-based
inefficiencies and not conceived as part of a larger
marketing ecosystem. And with buyers increasingly
expecting continuity across every single touch point,

this ‘siloed’ approach to marketing is simply no longer
the answer. Indeed, such expectations call for an infra-
structure that is conceived, implemented, and operat-
ed holistically.

The opportunities presented by a consolidated
and holistic marketing technology infrastructure
know almost no bounds. In-depth IDC research into
technology ROI and the role of the chief marketing
officer clearly shows that the companies that invest
most heavily in marketing technology lead in terms of
business performance. This is because marketers that
are able to quickly and definitively separate individual
purchase intent from the overwhelming noise in the
marketplace typically enjoy a huge head start over
their rivals, while companies whose marketers effec-
tively utilize technology to serve the buyer across pur-

chase stages, media channels, devices, and real-world
interactions sell to the best customers the fastest.

New approach
Capitalizing on these opportunities requires a radi-

cally new approach to marketing - one that is data
driven and creative, process oriented and responsive,
and hierarchical and entrepreneurial. Leadership
requires extensive investment in marketing technolo-
gy and the drive to rapidly mature the infrastructure
and the organization’s ability to make best use of it.
The required technology is diverse and complex, so
marketers must have a rational approach to acquiring,
using, and integrating systems for interaction, content
production and management, data and analytics, and
marketing management and administration.

After nearly 10 years of unbridled innovation, the
marketing technology universe will soon enter a
phase of much-needed consolidation, with point solu-
tions that target one specific need within the organi-
zation evolving into broader suites and platforms that
address many different needs with a single product,
product portfolio, or service. And as marketing plat-
forms mature and ‘marketing as a service’ (MaaS)
becomes pervasive, technology will diminish as a
source of competitive advantage, with most compa-
nies having access to the same capabilities and infra-
structures. Therefore the long-term difference makers
will be the proficiency and creativity of your people,
the efficiency of your processes, and your mastery of
customer behavior. So get planning now or get left
behind.

—The columnist is group vice president and regional
managing director for the Middle East, Africa and Turkey
at global ICT market intelligence and advisory firm
International Data Corporation (IDC) . He can be con-
tacted via Twitter@JyotiIDC

Time is ticking for consolidation

of marketing technology

NEW YORK: Amazon is trying to lure more sub-
scribers to its $99 Prime loyalty program by
pushing a day of discounts it calls “Prime Day”
during the sleepier summer shopping season.

The e-commerce retailer plans to offer thou-
sands of deals on July 15 in the nine countries
that have the Prime loyalty program, including
the US, UK, Spain, Japan, Italy, Germany, France,
Canada and Austria. The Seattle company says
the promotion is pegged to its 20th anniver-
sary, which is July 16.  

Amazon says there will be more deals on
July 15 than on Black Friday, the busy shopping
day after Thanksgiving, and Cyber Monday, the
Monday after Thanksgiving when many people
go online to shop for deals.

Amazon doesn’t release the number of
Prime members it has, but Michael Pachter, an

analyst at Wedbush Securities, estimates there
are 35 million to 40 million.

Pachter said he sees the move as an “experi-
ment” by Amazon to see how shoppers will
react to the sale. “Black Friday is an event
because it kicks off the holiday shopping sea-
son,” he said. “I don’t think an event in mid-July
will have much impact, and view it as more of a
test by Amazon during a slow period to see
how a special Prime shopping day is received
by its customers.”

Amazon.com Inc. has been expanding its
Prime program’s offerings in an effort to add
members, with additions such as grocery deliv-
ery, one-hour delivery in some cities, beefed up
video streaming and the creation of a
Bluetooth speaker called the Echo that syncs
with Prime music. — AP

Amazon pushes Prime 

service with day of deals

LONDON: A new app designed to educate
young people about female genital mutila-
tion (FGM) was launched in Britain yesterday
amid a government crackdown on people
who take girls abroad to undergo the prac-
tice during the summer holidays.

Britain’s first FGM app, “Petals”, presents
facts and information about the practice,
offers a quiz to test the user’s knowledge
and provides details on where young girls
can receive help - including a direct link to
an FGM advice line. FGM involves the partial
or total removal of external genitalia and can
cause serious physical and psychological
problems and complications in childbirth.
Some girls are at risk of being subjected to
FGM, which is often seen as a gateway to
marriage and a way of preserving a girl’s
purity, when their parents take them abroad
during school holidays to visit extended fam-
ily, British security forces say.

“Everyone has the right to live their life
free from the fear of violence and abuse, and

without experiencing the lasting trauma of
female genital mutilation,” Nicky Morgan,
Britain’s minister for women and equalities,
said. “We need to raise awareness of this bar-
baric practice and ensure people know it is
unacceptable and illegal,” she added in a
statement ahead of an event in Westminster
to launch the app, which was developed at
Coventry University.

The app was released a month after
British Prime Minister David Cameron
announced plans to fast-track new FGM pro-
tection orders in time for the school summer
holidays in Britain. The new legislation would
see people suspected of trying to take a girl
abroad for FGM asked to surrender their
passport and travel documents, while those
who breach the orders could face up to five
years in prison. The app, which is primarily
aimed at girls and young women who are at
risk from FGM, can be accessed on devices
including smartphones and tablets, or a lap-
top, via an internet browser. —Reuters

FGM app launches in Britain as 

school holiday danger zone nears


