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There’s money In identity

America spent $340 billion on
advertising in 2000...

Versus

$25 billion in network TV
$20 billion in magazines
$7 billion online




The media are the market

Direct marketing accounted for 13% of
US consumer sales in 2000...

Up from 11% in 1995, to be 15% 2005
(According to the Direct Marketing Association)

Direct marketing was 6% of b2b sales




New media don’t replace old

Media add

TV and print make contacts

The Web builds relationships




Shopping is multimedia

12 of 2000’s top 20 Christmas e-
tailers have real stores

People browse online and buy in shops




Is identity a business?

People now pay for identities, but not
identification

On the Net, many want to identify you




ID Is sold on convenience

Everybody knows your nickname

Identity and information are split




Do we care?

Microsoft thinks we’ll pay for Hailstorm

‘“Microsoft will operate .NET My Services as a business...
rather than risk compromising the user-centric model by
having someone such as advertisers pay for these
services, the people receiving the value—the end
users—will be the primary source of revenue to
Microsoft”

But

The convenience is minimal
The risks of centralisation are large
The insulation from the offline world is probably illusory




Do marketers care?

Marketers are existentialists

So

Actions identify people, not vice versa




Identity is a commodity

Dumb spammers sell names

Smart spammers sell relationships

Very smart spammers sell intentions




What happens next?

Online identity adapts to the real world

Identity is pragmatic and cross-media

Multiple i1dentities persist and thrive




And after that?

Open source software for identification

Do-it-yourself band-depth

Machines need identity too




Trust i1s all

People like to be known, but mostly by
those that they know

Villages are not private, even global ones

What’s needed is predictability




We use the Net to connect

According to the Pew Internet and
American Life project...

Half would miss email “a lot” (very different from five years ago)

Association is identity, too




