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P.0 Book, Consume Di-

gest Produce: On the
Nature of American Consump-
tion/Digestion/Production of In-
formation was produced in 2019
by Chinese-American design-
er and artist, Stefanie Tam (b.
1997) in conjunction with web-
site, consumedigestproduce.us,
and installation, “that-i.do/not
think? [I=know what&I do not
=know” (2019).

The digital space 1s inundat-
ed with information, advertise-
ments, cookies, news articles, al-
gorithmic based feeds, personal
status updates, and dog videos; as
1t continues to grow and evolve at

an unpredictable rate, concerns of
privacy, misuse of personal data,
exploitation and persuasion of
political beliefs, and the unregu-
lated access to and production of
content have become increasing-
ly urgent topics.

I find myself having more ques-
tions than answers (I do not have
answers nor am I a proponent for
explicit answers):

P.  What would the world look
0.1 like if Mark Zuckerberg,
Jeff Bezos, Steve Jobs,
Sundar Pichai—to name a
few—knewwhatFacebook,
Amazon,Apple,and Google
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would be today at the start
of their companies? Would
they still have chosen to
pursue their paths?

The largest and most com-
monly visited websites are
driven by capital. How, as
a user, am [ directly being
influenced by the structural
design of these websites?
And how am I by those that
aren’t driven by capital or
an agenda?

How would the culture of
consumption and produc-
tion change if words such
as ““curiosity’’ and “innova-

P.
0.6

tion” rigidly held negative
connotations? And if those
such as ‘“skepticism” and
“caution” rigidly held pos-
itive connotations?

How would belief systems
shift if information being
consumed was not algorith-
mically driven nor biased?

Where  quick-to-develop
online communities flour-
1sh from shared values and
beliefs, what acts as a sep-
aration of belief and truth?

Where the ability to con-
sume, digest, and produce



(via internet) 1S uncon-
trolled and exponentially
quick to evolve, 1s there a
way to more actively form
the space we occupy as
the space simultaneously
forms us?

What incites change? Is
there a way to detect when
change is necessary and/
or self indulgent and
/or hypocritical?

What purpose does asking
these questions have? I'm
not entirely sure, but I have
many. I suggest you ask
some too.

Through the lens of the words,
“CONSUME”, “DIGEST”, and
“PRODUCE”, I view the nature
of human interaction with to-
day’s physical and digital space.
This process 1s to gain a bet-
ter understanding of confusion,
multiplicity, and contradiction
as opposed to arriving at explicit
explanations as to why things are
the way they are.

This book specifically looks at
the nature of the relationship be-
tween the three selected words.
While they are separable for
clarity’s sake, there is neither an
explicit beginning, middle, and
end, nor 1s there a distinct differ-
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P.0

entiation between these words.

Over the course of this book, I
collect 1) quotations from propo-
nents and opponents of today’s
digital consumerist culture and
statistics of media consumption,
digestion, and production 2) fig-
ures of data visualization about
media consumption, digestion,
and production and 3) the im-
ages used as learning reinforce-
ment for peoples’ online asser-
tions about digital consumption,
digestion, and production. The
following page includes some
helpful guidelines and loose
rules to assist the reader in nav-
igating and engaging with the

content that follows.

As an attempt to highlight the
inundation of information of a
2019 digital space, the insidious
effects of semiocapitalism, and
the seemingly futile nature of the
consumer/digester/producer’s
search for truth and meaning, I
simultaneously archive digital
artifacts of our time for future
reference. With “maximum ef-
fort, [and] minimal results”, I
share my exploration of the digi-
tal unknown through exhaustive
data collection, questioning, cu-
riosity, contradiction, confusion,
and admiration for the absurd.



P.2

P.3

P4

P.5

P.6

P.7

P.8

P.9

P.10

P.11

P.1 Creating this book is an active
and passive process of con-
suming, digesting, and produc-
ing. Viewing this book is an ac-

tive and passive process of consuming, digesting,
and producing.

This book is within your hands and your hands only; it
is limited to your immediate vicinity. Converse with it.

This book is neither fictitious nor non-fictitious. This
book is passive and active. This book is fast and slow.
This book is linear and nonlinear. This book is yours
and simultaneously mine.

Question the contents. Accept the contents. Where do
they meet?

See chaos. See structure. How does this create and
shift meaning?

See contradiction. See patterns. Are they really there?
Be skeptical. Be optimistic. Is neutrality possible?

Write in this book. Circle things. Strike through things.
Draw a penis. Leave a secret message. What does

this say about you, about me?

Ask “why?” Answer “why not?” Repeat.
“Why, Stefanie?” Why Not?!

Engage with this book as deeply or as shallowly as
youd like to. Something will change.

Reflect on your changed state, understand your level
of engagement. What frustrates you, excites you?
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P.12 Engaging with this book is an
exchange, a conversation. You
and | both are authors.

What/how you and | consume inherently affects/de-
pends on what you and | digest and produce. What/
how you and | digest inherently affects/depends on
what you and | consume and produce. What/how you
and | produce inherently affects/depends on what you
and | consume and digest.

By making this book, | am agreeing to think twice
about what/how | presently consume, digest, pro-
duce and what/how | choose to proceed to consume,
digest, produce in the future.

By reading this book, you are agreeing to think twice
about what/how you presently consume, digest, pro-
duce, and what/how you choose to proceed to con-
sume, digest, produce in the future.
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" Chapter 1 of 3:
An Archive of
QQuotations on
American Con-
. sumption Habits



1

C1.0 Within  Chapter 1
of 3: An Archive of
Quotations on American Con-
sumption Habits, 1 archived
100 quotations from online ar-
ticles of market research/data
centers, news platforms, critical
thinkers, technology companies,
and online business magazines.
Synonymously, I archived 100
quotations from researchers, re-
porters, critics, proponents, and
participants who, with their own
inherent biases, are publishing
information and opinions on the
nature of consumption. Some
are actively participating in en-
couraging or discouraging con-
sumption, others engage more

passively with statistics, but all
are participants in the dialogue.

As a singular individual collect-
ing these quotations, the data set
1s inherently biased, but nonethe-
less archives existing articles and
information that may affirm and/
or contradict one another. I too
am a participant of the dialogue.
The order of the quotations is ran-
domized. Names of the organiza-
tion, business, person, or center
publishing the exact quotation are
included. The exact link where
the original quotation was pulled
1s also provided for your own cu-
riosity and further exploration.
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highlighted words from these
curated quotations from a place
of intrigue, absurdity, and ques-
tioning. As a whole, the chapter
becomes a cross section of the
internet’s content without the
noise of advertisements, vary-
ing typefaces, stock images,
vector based illustrations.

I urge you to look at not only
the content of the sentence, but
the language that frames the in-
formation, the publishers they
came from, and the time they
were written. Who’s saying this?
Who'’s reading this? What is the
incentive for publishing this? The

incentive for reading this? How
is the viewer’s mind primed to
look at this article in conjunction
with these words? What is born
from this shared knowledge?
What will be?

What else is it that you take away
from this information that I have
not already explained? What are
my biases and inconsistencies
as the producer? What are your
biases and inconsistencies as the
consumer? What does this ex-
change mean?



C1.1 “Millions of companies and or-
ganizations around the world
have activated the [gEle=]e]ele]
)Gl on their websites. The

=-Tel=1elolol QN GIRrecords the activity of Facebook usersielg
these websites and [SEEEEERGIER EIERor=[o Mol g=Tel=1el0le] ¢ This
information then allows the companies and organizations
who have activated the pixel to
(QETIRYCSICHIEEE who also use the Facebook platform.”
(Pew Research Center, JOkISRECRNttps://www.pewinternet
ora/2019/01/16/facebook-algorithms-and-personal-data/)

dANNSNOD O

C1.2 consumers say they are getting much of what they

want but are frustrated by the complexity and effort

[e}e[=iM[¢ They want the ability to customize their
media experience with a la carte options while reducing the
friction of [{eJeMyt=1al4 subscriptions to pay for and manage, {{e]¢
many EleERelaleRiglzl looming threat of their data being compro.
mised or misused f(Deloitte Insiahts. [(RKEKERttos://www2.

S310N0O |

deloitte.com/insights/us/en/industry/technoloagv/digital-me
dia-trends-consumption-habits-survey/summary.htmi

C1.3 “In this puzzle of a marketplace, We
believe companies that are [efzEil able to reduce the
friction, making it CEREIgR{e]gelelg I g l-IF Mo M\ M|
11|Wel=3 most amply rewarded §l(Deloitte Insiahts
ISR https://www?2.deloitte.com/insights/us/en/industry/
technoloav/diaital-media-trends-consumption-habits-survey/
summary.htmi

C14 “The Center’s representative sample of American
x:lelelelel @users finds that 88% sav thev are as
sianed cateqories in this system RWallCHENZXF- VA EL

after they are directed to their ad preferences page they get

=110

facebook-algorithms-and-personal-data/
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gs0) A Millennials Consume
Content (& How to Better En

aaqe I)” Search Enaine
People JIWZMERhttos://www.

=¥ outout of alaorithms Brather

recommendations of human advisersilIn

vestment News Kokoy&EeRhttos://www.investmentnews.com/

article/20190107/BLOG09/190109965/2019-is-the-vear-of:
the-alaorithm-for-the-sec),

C1.7  “Those readers are [EBIMReIR UL they are
discerning and hard to reach because they have

paid to be where they want to consume. Scarcity
therefore, is not something to be feared, but something that
will increasinalv be valued bv advertisers #(Marketina Week.
01.04.19. httos://www.marketinaweek.com/2019/01/04/five:
trends-media-2019/

C1.8 t American adultsEjeElleRover 11 hours per dayv lis:
tening to, watchina. reading or aenerally interacting

with media §lNielsenJGCRERER httos://www.niel
sen.com/us/en/insiahts/news/2018/time-flies-us-adults-now:-

C1.5-10

spend-nearly-half-a-day-interacting-with-media.print.html)

C1.9 “Global found that people who were served a geo-tar-
geted O2 ad were 67% more likely to go into a store
afterwards than those that didn’t hear the ad. il

should be excitina for advertisers(Marketina Week oK%k}

httog,://www. marketinaweek.com/2019/01/04/five-trends-

C1.10  “{llelieIR=NERENBLE is faced b‘ millions of Americans

everydaybecause of this[gleJaRile]e e ==k} .. Coo-



perVision researchers invented (=1le]{lsl[s%
Enerays contact lensesg{New York Post
M ER hitps://nypost.com/2018/08/13/

americans-spend-half-their-lives-in-front
of-screens),

C1.11  “Overall, nearly nine-in-ten Americans (89%) cur-
rently get_ least some local news digitally]{iaigel¥le]s!
news websites, apps or social media) and 41% do

so often. Looking separately at websites and apps compared
with social media, roughly equal portions often get news from
each (26% and 25%, respectively).” (EVBRGCEEEMe=]s!
ter Journalism and MediafléSW4eMieR httos://www.iournalism
ora/2019/03/26/for-local-news-americans-embrace-diqgital-
but-still-want-strona-community-connection/)]

C1.12  “predicting that U.S. [elle]it=1I=Te lTel=TaTe M| | M[gleig-F-E1=

dANNSNOD O
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19.1 percent this year, to BYPASEcHelllilela), While Lol

19 percent, to $109.5 bil- 30
lion. That means digital will account for 54.2 percent of the
total, while traditional will only represent 45.8

C1.13  “Forty-three percent of US adults say they get e
on followed by 21% onmé, and 12%
oniNitElE Meanwhile, nearly three-quarters (73%)

of [RELEII's users say they get news on the site, followed b

/1% of Twitter’s users, and 67 % of Facebook users” (BIEIgleEE]

RO R PR httos://www.businessinsider.com/pew-niels

en-survev-news-consumption-trends-diaital-2018-9)]

C1.14  “nearly six-in-ten Americans (5 [llglX computer
rograms will always [GlillaRiaCRe EEERe Mgl e (=)

. While 40% [oZUEVE] it is possible for com-

&gr olele[e=lsaMie) Make decisions that are free from human

Wl Pew Research Center A RECER https://www.pewr
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esearch.org/fact-tank/2019/02/13/7-

‘ 1 thinas-weve-learned-about-computer:
algorithms/

“The of consumer attention to digital

platforms has hit an inflection point with advertisers,

(Yo R to now turn to digital to seek the incre-

mental gains in reach and revenues which are disappearing

in traditional media advertising.

C1.15

www.adweek.com/programmatic/u-s-diqgital-ad-spend-will-
surpass-offline-in-2019/

oy Content marketing is becomina marketinag( Twitter
Business MIOWERER https://business.twitter.com/en/
bloa/5-content-marketing-trends-to-watch-in-2019)]

C1.17

“In 2018, the average time spent on the mobile
Facebook app was around 58 minutes a day. This
doesn’t come as a surprise, as 95.1% of all Face-
book visitors access it through mobile devices. LRI o]}
is a bia part of why the daily average time spent on a phone

gets higher everv vear , 03.08.19, InlteEWA G101
net/bloa/time-spent-on-social-media/

C1.18 Today. diaital becomes kina #l(Adweek i}
httos://www.adweek.com/proarammatic/u-s-diaital-
ad-spend-will-surpass-offline-in-2019/)

C1.19  “Young adults 18-34 spend EXy/ Ml =l MilacHelely!

media on digital platforms”
0[RS K https://www.nielsen.com/us/en/insiahts/
news/2018/time-flies-us-adults-now-spend-nearlv-half-a

dav-interacting-with-media.print.html.)

C1.20 =EIVELEES are already using virtual assistants
to control their TVs and search streaming services

for content. This is getting easier as devices like



smart TVs are integrated with digital as-
sistants10 and streaming services

be controlled by them(Deloitte Insiahts
XA hitps://www2.deloitte.com/in.

sights/us/en/industry/technoloqgy/diaital-media-trends-consu
mption-habits-survey/summaryv.htmi

C1.21  “Some people consider excessive use of social net-
works simply the latest form of
PIEEIEER’ a phenomenon people first began writing
about in the 1990s when Internet use was starting to spread.”
(Lifewire g4I hitps://www.lifewire.com/what-is-social:

networking-addiction-2655246)]

C1.22 (o=RIE R IM=ClERERIEE bl (CHT). The CHT is
uERbrainchild of former Apple, Facebook, Gooale
Lvft, and Asana execsfliipreaches ‘humane desian,

which frames device and app design in terms of YAllIalEIg=1e]1[[1%

How are we WOILREElIE to overstimulation or Haullegeme=1ge[=]s
Clo ISV (o]l from digital platforms?” (aOMVYEl), 05.21.18,

https://www.pcmaa.com/news/361246/silicon-valley-reckons:

with-responsibility-for-tech-addictio)

C1.23

“As of April 2019, singer (IR EN was
tenth with Sl ARulililelgME:1Vellelglelslfs. Video game
commentator [&=IBIEIME was ranked second with
E\le1894 .7 1 million subscribers(Statista httos://www
statista.com/statistics/277758/most-popular-voutube-channe
|s-ranked-bv-subscribers/

C1.24  “Through mobile phones, online entertainment ser-
vices, the Internet, electronic mail, television, radio,
newspapers, books, social media etc.
or 23 words per sec-

ond in half a day (12 hours) (during awake hours).”
httpos://www.tech21century.com/the-human-brain-is:

loaded-daily-with-34-gb-of-information/
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C1.25 “One of the developments Face-
book recently announced for
2019, micro-community pages,
=¥l qood way to taraget specific
=l I[ENglel=s) by region, product, or other factors™ QVEIRGEIEaWAYe!
visor, ORI https://www.martechadvisor.com/articles/so

cial-media-marketing-2/5-areas-facebook-will-explore-2019/

“For brands, this means a [JJe)EIalEIR= (el (oL (e ]a eI Ma =\
TR Lot Ia% that can host both traditional

TV spots and creative tailored for the medium. For
el [ IR Imperative to keep pace with newer plat

C1

C1.26

C1.27  “Despite some rough times in social media over the

C1.28 “Top sites[glaldale] for all categories in United States:

google.com, ¥4l youtube.com, ¥}} facebook.com,
amazon.com, )] yahoo.com, ornhub.com,
xvideos.com, ) xnxx.com, &)} twitter.com, ebay.com,
instagram.com, {¥) wikipedia.org, {3 reddit.com, bing.
com, &)} craigslist.org, live.com, iks)) xhamster.co&nﬂg
netflix.com, ¥40) zillow.com” (SllullEAEe, 04.01.19,
www.Similarweb.com/top-websites/united-states

Il N E G R el R-RnEIE that most Amer-
[ezlgR=I= exposed to around 4.000 to 10.000 ads
(Forbes lsWwa kM https://www.forbes.

com/sites/bernardmarr/2018/05/21/how-much-data-do-we-
create-everv-dav-the-mind-blowina-stats-evervone-should-
read/#daefb5f60ba9




C1.30  {ELELBIE journalism and [egEl)

o5} storytelling

components that deliver real

Il [STe MCETe S8 [t is my con-

tention that those same readers, presented in trusted, con-

text-appropriate news environments, Willkel=Xe [F: [(=TeNaple] (=R s E=1a!

ever by advertisers (Marketing Week hhttps://www
marketinaweek.com/2019/01 /O4/f|ve-trends—med|a 2019/

C1.31  “In January 2019, [EIVATEE e [CRelaRIsEie=To [ =10 REV 1= 6
SREIMERNINIES), according to SlYElFIME Keep in

mind this is an average for all users, not just the ac-
tive ones.” QLRI 03.08.19, [lufelW/i=le gl [8]aYAL=1740) (e o Tt [ag ]}
spent-on-social-media/
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C1.32 “Many others are using WCEIWIFuRylelEE and more
are likely to Selale Gl lo RV aWeEVAELE) hav-
IlelEa g -onsumers are willing to pav for qual:
ity news l(Marketina Week JORIZHER httos://www.marketing k!
week.com/2019/01/04/five-trends-media-2019/)

C1.33  YERLG o)Vl -l Gl R amilig) estimates

that a person living in a city 30 years ago saw up

to 2,000 ElRnEEEERERR:-Rel2\) compared with [S[ele]
: (The New York TimesoxEXYM httos://www
nvtimes.com/2007/01/15/business/media/15evervwhere.htm
I”?mtrref=stopad.io

C1.34 “This is the year when {aERlelals\ A ol=1a Mol ale [[o]i =]
advertisina will finally overtake spendina on tradi
LIRS} — at least according to the latestifel=le=E]
from eMarketerigl(Tech Crunchiezais® https://techcrunch

com/2019/02/20/emarketer-diaital-ad-forecast/

C1.35 “53 percent [of Americans are] admitting to taking
a break from their computer by scrolling through
their phone, and one in four (27 percent) saying

GE—0€'LO

C CONSUME

1 QUOTES

C1.3540

(VA [EINY ‘dual screen’ by scrolling
throuagh their phone while watching TV.
(elgelcs, 01.24.19, Lo SWATAVA VA {e]gel=1Y

com/sites/nicolefisher/2019/01/24/how:-
much-time-americans-spend-in-front-of-screens-will-terrify-
vou/#5a7987711c67

C1.36 uEr NN e s el is a program [

IEEIEE, allowing them to solicit feedback — in the
question —({eXe Iele)=T A" g\
Amazon customers buv, what thev like and what their pur:
chasina habits are #(CPC StrateavikKVRKERhttos://www
cocstrateav.com/bloa/2018/01/what-is-the-new-amazon-cus
tomer-insights/

C1.37  “Overall, INuGCle=RERVER R M o€ = Mo e -1 W=\
eryv minute §K EntrepreneurfERIKER httos://www.
entrepreneur.com/article/314672

C1.38 the Facebook-Gooale duopolv’'s dominancefeiiials]
U.S. online ad market [ERleJol[aleMic ] aCRilsIMilalE)
even as their revenue continues to grow, EEYAEY4e]s
continues to close in on their heaemony

httos://www.adweek.com/proarammatic/u-s-diaital-ad-spend.

will-surpass-offline-in-2019/

C1.39 “most of the digital ad money is felel[gleRteX€Tolele|[C¥-1gl0
Facebook #{Tech Crunch B httos://techcrunch.

com/201 9/02/20/emarketer-iqital-ad—forecast/'

C1.40 “The eMarketer report follows on the heels of an |IAB
report that found U.S. digital advertising revenues
rose 22 percent year over year to $26.2 billion in

the third quarter of 2018 and total spend throughout the first

three quarters of last year totaling Ey4sReRelllile]y).” .

VN ER httos://www.adweek.com/proarammatic/u-s-diaital

ad-spend-will-surpass-offline-in-2019/)
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C1.41 Vegan’ is the number one
trend on Twitter BIgRETa[VE=TgY
2019. There are nearly 20 mil-

lion Tweets around Veganism
in 2018 and in this new year, new me time, more than 70%
people have talked about Veganism according to a consum-
er agency wearetheromans.com. YERERIERY saw more than
200,000 alobal users have the word vegan or plant based
on their Twitter bio.” (®lgelzeeeias) 02.13.19, [Nt/ loRels
cleboom.com/7-top-trendina-hashtags-and-twitter-trends-rul
ing-in-2019/

dANNSNOD O

oI Our mission is to reverse human downaradinaje)
liEsilaela new race to the topEllsl realianina tech.
noloay with humanityi@ Center for Humane Tech
https://humanetech.com/
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C1.43 “Additionally, statistics also show users prefer to
watch YouTube videos on their smartphone or tab- 38
let —those account for 70% of all YouTube views. To

back that claim, YouTube stated their gRsRelllile]gMIEI=IF R o 1=1ale

an average of 1 hour a davy watchina videos JelilRGEdles

bile device in 2018.”

bloa/time-spent-on-social-media/

C1.44  “in 2011, when there were ..

in 2012, when there were BiUK«IRUuEINk..By 2014,
we were [JEEEETORVigReZyd. .. And in 2015 we have
1876 of these thinas] Thev are all competina for the same lit:
tle slice of vour online spendina # The Website Obesitv Crisis

(VAR hitps://idlewords.com/talks/website obesity.htm)]
oy IS E N elsl total consumption of informationjigelaaReE E\iE le]gh

computers and other information was estimated
for the U.S.) to be BXsRulllife]gRelleF=1o\ A=,

o1 181" https://www.tech21centurv.com/the-human-brain-is:
loaded-dailv-with-34-ab-of-information/
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C1.46-50

C1.46 “A 2019 survey shares Twitter

users only set aside 2.7 minutes

a day to use the site. Most visits

are done via desktop (82 million

users), while mobile jEliEReEllalel with 31 million. In addition,
three- quarters 01§ Twitter visitors claim to use it to check the
In a sense, we can say this social media focuses on
adult users as a main demographic.” (&m0} 03.08.19,
https://techiurv.net/bloa/time-spent-on-social-media/)

C1.47 ‘SEERTLEIRTEER TN in 2018 - United States:
Searches. {8 World Cup, ¥4] Hurricane Florence, €}
Mac Miller, 3 Kate Spade, )JAnthony Bourdain, (&)

Black Panther, 8} Mega Millions Results, E)}Stan Lee, B!
We)Z21e). 1H0)) Election Results” (€lelololSMELEIalefS), Inluie WA (=1ale [}

aooale.com/trends/vis/2018/US/

oyt Consumers Have Little Patience For Poor Expe:
riencesfCMO. by AdobelPEERERttos://www.
cmo.com/features/articles/2019/2/5/5-consumer:
trends-that-are-shapina-diaital-content-consumption.htmi
#as.afmkho

C1.49 “For some users, Facebook also lists a category
called FuIHeNOTEE i iYA According to third-party
online courses about how to target ads on Face-

book, this listing is meant to {e[ES (e [at IR ML= i I= il AR iita)

various racial and ethnic aroups. rather than assian them
to aroups reflectina their actual race or ethnic backaround!

[Pew Research CenterJONINEKEM httos://www.pewinternet

ora/2019/01/16/facebook-alaorithms-and-personal-data/

tFew thinas frustrate consumers more RELRRYAER

shows disappear from libraries on streaming ser-
vices” (BEIuEREelgis), 03.19.19, [glueERATAAZNe =}

C1.50

loitte.com/insiahts/us/en/industrv/technoloav/diaital-media-
trends-consumption-habits-survey/summary.html




“7T4% of Facebook users sa
they did not know about the
platform’s list of their inter
estsfii(Pew Research Center
OSSR hitps://www.pewinternet.ora/2019/01/16/facebook:
algorithms-and-personal-data/

C1.51

C1.52

CEEMYEAEEN K-Beauty Prints to the Max Beau-
ty Goes Green Entertainment Heady Horror Smart-
I@slellalel Tech-Fueled Escapism Science & Tech
noloay Delving into Diaital Worlds Screens Spread Out The

NEAVASTeEl-RRETe:l Food & Drink Multicultural Comfort Foods
Soul Food Reimagined Bread 2.0 Mind & Body “It” Ingredi-
ents in Action Productivity Hacks Wellness as a Luxury Good

Commerce Everyday Eco-Products Circular Economy Selfie
Selling Introduction JEENER-MEIEN](E Accessible Adventures
California Dreaming Urban Jungle Gym™ ((Rle=lelele] ql=11E]!

AN https://www.facebook.com/business/news/
insiahts/2019-topics-and-trends-report)

(O MK Y N\ i1gle1¥e]g) PeODle can not really read these 105,000
words each dav, this is the real number estimated to
be reachina the human eves and ears everv dav s
ter adding pictures, videos, games, etc., we reach the volume
0]i 34 Gigabytes of information per dav on averaae Tech 21
Centurviihttos://www.tech21centurv.com/the-human-brain-is

loaded-daily-with-34-gb-of-information/

C1.54 “Most Americans (f&¥ 3 Rie) [\ VM lele=| MaEIVATE: IM CERL
Seln Ik IMa oL, but still, about a quarter of U.S.
adults (26%) follow local news either not very close:
AeIlsle &=1#:11l Additionally, about four-in-ten (38%) don’t have
any type of news provider they rely on regularly for local news,
while another 30% rely regularly on just one.” (CAVAREEEE ()

Center Journalism and MediaOSW4As iR https://www.iournal

ism.ora/2019/03/26/for-local-news-americans-embrace-diai
tal-but-still-want-strong-community-connection/
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“about half of Facebook users

(51%) are EEEIe[al=TelE-MMelellll]
cal ‘affinity’ by the site §algalelgle
those who are assigned a po-
litical category by the site, 73% say the platform’s categori-
zation of their politics is VEIWRJEIUETHEIR:TTelg= 1z, While
27% say it describes them [glel=1a"ReI M s (o] f=18- 1| =Telel¥ [ =1 (=1\Y;
Pew Research CenterftkIsaieR https://www.pewinternet
ora/2019/01/16/facebook-algorithms-and-personal-data/|

C1.55

7

C1.56 “Netflix CEO Reed Hastings has claimed that the
SicEnlalefaiant’s biaaest rivals aren’t Amazon. You
Tube or even traditional broadcastersiAX««e]lfsl[s]e
\igaERileMour need for sleep is actuallv its main barrier
‘You know, think about it, when you watch a show from Netflix
and you get addicted to it, you stay up late at night,” he said.
ACHGCHRe e lo ST e MY I EETe, on the margin. And so, it's a
pool of time.”” ([glelEeol=1alelE1all, 04.19.19, Il WATAAWY

independent.co.uk/life-stvle/aadaets-and-tech/news/netflix:

downloads-sleep-biaaest-competition-video-streamina-ceo-
reed-hastings-amazon-prime-sky-qo-a7690561.htmi

C1.57

“YouTube’s recommended content (LRI R e)
VAN Bl el Ever watch a YouTube vid-
eo and then realize it's a half hour later and you’ve
WENesle) o0 many cookina recipes. makeup tutorials, reaction
videos or fail compilationsfél(Broaan & Partners JiPAPXEE}

https://broaan.com/bloa/what-marketers-can-expect-2019-
media-consumption/)

C1.58 “According to Gartner Iconoculture, 55 percent of
U.S. households now subscribe to at least one vid-
eo-streaming service (up from 10 percent in 2009).
lik=leloli{e]aMslE) averaae subscriber pays for three different ser:
=8, bringing the industry nearly EYAM oo RN = =0
(Broaan & PartnersSupaVak® httos://broaan.com/

bloa/what-marketers-can-expect-2019-media-consumption/




C1.59 WChCIMSEEeES, Tuesday,
May 7, 2019: &b L|verpool,

Kim Kardashian, Sandra
Bland Priyanka Chopra 5)!
Spider Man, (&) Google 1/0, 4 Kacey Musgraves, £}) Haile
Baldwin, £ Emily Ratajkowski, §l8)] Kendall Jenner” ((€lelels][=

https://trends.gooale. com/trends/trendmqsearches/

daily?geo=US)]

“Modern Consumer Behavior in g ZANEA® 1l B @ F-1pt
nel World E3XB Expert Tips to Dominate It Now

Bia Commercel} httos://www.biacommerce.com/
bloa/consumer-behavior-infoaraphic/#is-it-that-shoppers:
arent-shoppinq)

C1.61 “This simple networking concept is arguabl

front for a robust marketina machine runnina in the

backaround§ll Tech JurvSKX:RER httos://techiury

net/bloa/time-spent-on-social-media/

C1.62 “In addition I EREE G R e el has shown that

2-3 letter words are skipped nearly 75% of the time.
Since 8-letter words [s[eleManlel=3=11=1a1(e]a) 1aat-15:Gl8
IR N6 MIETE longer words to begin ”

Enaine PeopleilsWwZi kR https://www. searchenqmeoeoole
com/bloa/millennials-consume-content-better-engage.html

C1.63

“In a recent canvassing of 979 technology experts,
these experts predicted that advances in Ellsle}
rithm-driven artificial intelliaence will potentially rev:
o|[W]ife]s¥4{=} areas such as health care, education and broad
aspects of the economy. Yet, most experts, regardless of
whether they are [eJelilpalf {eXe]Malel M=) (o] (=L 1=1e Kool g[el=1gFs) about
145} lona-term impact of these new tools on the essential el
ements of beina human mPew RGEEE (MG 02.13.19,
httos://www.pewresearch.ora/fact-tank/2019/02/13/7-thinas

weve-learned-about-computer-algorithms/
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C1.64 “Specifically, whenasked which
pathways they prefer to use for
local news — the television set,

the internet (either through

social media or websites/apps), print or radio — nearly the
SElNCRdeiileilfeli U.S. adults sav they prefer an online method:
(37% total, including 23% who favor news websites or apps
and 15% who name social media) as say they prefer televi-
sion (41%). Far fewer prefer print newspapers (13%) or radio
M(Pew Research Center Journalism and Media
https://www.journalism.ora/2019/03/26/for-local-news-ame
ricans-embrace-digital-but-still-want-strong-community-con

YN Consumers’ appetite for video and streaming is in-
satiable “Video streaming trends cause indus-

try to rethink business models” ... ‘VISP4EI seek

broad choice in content formats for moblle devices”
loitte Insiahts: Diaital Media TrendsoEREc i) httos.//www2.

deloitte.com/insights/us/en/industrv/technoloav/diaital-me:
dia-trends-consumption-habits-survey-2018.html

“lofea VI -l = IR e nalaazlfe =) iS another area in which

Facebook grow with the rollout of &elels}

sored Messaage Ads’ directed toward users who
have already initiated a dialoque with a brand or business.’]
Martech AdvisorOEXREM httos://www.martechadvisor
com/articles/social-media-marketina-2/5-areas-facebook-will-
explore-2019/)]

C1.66

C1.67 “How brands are zjone-stop destina:
tion throuah social for their storvtellina. product mar:
ketina and commerce but in a balanced wavitlaE(E

the social platform [ERMFEEIEEWES a second ecommerce

site,” says Darren Campbell, chief product and marketing of-
ficer at Dr Martens.” (VEIGGUIRNEEL, 01.04.19, o SWAYA
marketinaweek.com/2019/01/04/five-trends-media-2019/




C1.68

“three-quarters of social media
users say it is Elelel=lej=1eol SR {e]]
social media platforms to use
data about them and their on:
line habitsieli=leelplnElale K\ SR a eV Aol RILG] to attend. But
a substantial majority of users think it is [glel=Telel=Tee=1e] (=
social media platforms to TRl e iR oo LN\ g [SRETTe [SF)
from political campaiansil(Pew Research Center Je/ZaESai]
https://www.pewresearch.ora/fact-tank/2019/02/13/7-thinas:

weve-learned-about-computer-algorithms/

C1.69 “Forinstance, [l |ERRIME: of online U.S. ad spend
will drop to 37.2 percent in 2019 from 38.2 percent
12 months earlier. EEViallEM=Te=] ololo & E (=) Of
the market will increase slightly to 22.1 percent in 2019.” (&Xe}
week 2R hitos://www.adweek.com/proarammatic/u-s:

diaital-ad-spend-will-surpass-offline-in-2019/

C1.70
ICHEIEIR: [l R opportunities for brands to be part of
cluErA e IREIUgeE], be it a thought-provoking conver-
sation or a major sporting W EIRGCHIPRNEELRE 01.04.19,
https://www.marketinaweek.com/2019/01/04/five-trends-
media-2019/

C1.71  Talelelgjtalpqller=Y\AEIa Iz 1(STe Melelp (Tglt platforms play a
prominent role in Americans’ information diets gSir&

able shares of U.S. adults now get news on sites like
Facebook or YouTube that use algorithms to curate the content
they show to their users. A study by the Center found that 81%
of YouTube users say they at least occasionally watch the vid-
eos suggested by the platform’s recommendation algorithm,
and that these recommendations
o] fele[(=EEI\II A e]a (e [T etelgI=1gld as they click through the vid-
eos suggested by the site.” (MAVARGEEE NOEINEY, 02.13.19,
httos://www.pewresearch.ora/fact-tank/2019/02/13/7-thinas:

weve-learned-about-computer-algorithms/
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C1.72—76

This is no secret to advertis:

=1f5, which in the US made a
record $314m in revenue from
podcasts in 2017. That is set
to grow by more than 110% by 2020, according to the IAB and
VETNGCIUIIRVEES 01.04.19, Ialue WA A Gllale)

C1.72

week.com/2019/01/04/five-trends-media-2019/

C1.73

t Worldwide there are 5 billion searches a day
(Forbes (S WA AR https://www.forbes.com/sites/
bernardmarr/2018/05/21/how-much-data-do-we-

create-every-day-the-mind-blowinag-stats-evervone-should-
read/#daefb5f60ba9))

C1.74

Evervy minute, 63,992 new visitors arrive at Porn:
)fld. 207,405 videos are watched and 57,750

searches are performed. SleRelialel = Ale CIOMUL\VA]
RO NI CICEERER R @ Elesy which is still Pornhub’s

most watched video of all time at 195 million views.
Hub Insiahts kAR https://www.pornhub.com/insiahts/
2018-vear-in-review

C1.75

“Nearly all the content an individual user might see
on social media is chosen by [(efelagle]Vi =@ e]ge Lol =104
attemptina to deliver content that they miaht find rel:
evant or enaaaina Wl(Pew Research Center 0P RERERhttos://
www.pewresearch.ora/fact-tank/2019/02/13/7-thinas-weve-
learned-about-computer-alaorithms/

C1.76 ‘
VEEEINENS on pay TV. Consumers feel that 8
minutes of ads per hour XX naleal, and say

they after 16 minutes. Yet, pay TV typically fea-

tures between 16 and 20 minutes of ads per hour.”

InsiahtsIEMEEREEMmNttDs://www2.deloitte.com/insiahts/us/en/

industrv/technoloav/digital-media-trends-consumption-hab
its-survev/summary.htmi
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Some Dosh’
“"The New

“Omni-Channel
World”

c1.84 Lk

SN
m
eXZIe



C1.77

“Amazon has a ElleJmel=Ial=ill
(OMETNETHIETETE), especially con-

sumer-packaged goods and di-
rect-to-consumer brands,’ said

C1

eMarketer forecasting director Monica Peart. Q=N Eli{e]i R

rich with shoppers’ behavioral data for taraetina and provides
access to purchase data in real timeSEIERYolse] J=1oel=E1S
was once only available through the retail partner to share
=GR [ el e[ a M =018 With Amazon’s suite of sponsored
ads, marketers have unprecedented access to the ‘shelves
where consumers are shoppina l(Adweek Koyl kIR httos://
www.adweek.com/proarammatic/u-s-diaital-ad-spend-will-
surpass-offline-in-2019/

C1.78 “Brands V¥t Deliver Personalized Contenti\4iialelb1:

html#as.afmkhc)
C1.79 “Instagram is becoming an [EGCES | \VAEr=(9 1\
place for brands to splosh some doshglaleRiatzNalVatk
bers suggest this trend will continue into 2019, with
okl increasinaly turning their backs on Facebook's
News Feed and makina better friends with Instaaram’s Sto
=s. According to Socialbakers, ad spend on Instagram in-
creased in 2018 while decreasing on Facebook, m
PET QORI El ST T M EVEIEE on the photo-sharing plat-
form.” (WEILGMAVEENS 01.04.19, LaueEWAAAYANE Gl
aweek.com/2019/01/04/five-trends-media-2019/),

C1.80

“Searches for the hit game (Rt also defined
2018 as it Eigels Gl from obscurity to one of our
Top 20 searches of the year. Each time a new Fort-

nite character was released, searches would EGEE:Re (¢t
(PornHub InsiahtsiPAkRER httos://www.pornhub

com/insights/2018-vear-in-review)}
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C1.81-84

WELXOLi[hFRRAENE to: Track of-

‘ 1 fline activity and see [gle\Ayl¥lelg
of it can be attributed to vour
=z} Measure the offline return
on your ad spend.zCElNelle]e) [cXeliil[al=R=Tale KIa[o)VE=TeE tO peo-
ple based on the actions they take offline. You can also create
I CENRIERES to deliver Facebook ads to people who are
similar to your offline customers.” ({glez=]olole] 4 21V (g [s51s), [l oWl
www.facebook.com/business/help/1142103235885551)]

“Amazon is the main beneficiary here, with its U.S.
ad business set to expand by more than 50 percent
accounting for 8.8 percent of total spend.”
CruncheraicE® https://techcrunch.com/2019/02/20/emarke
ter-diaital-ad-forecast/

“Of the various emerging technologies, voice seems

to be the one
e . According to Lindsay, much of that
adoption comes courtesy of the many more Alexa skills built
in the past year, EElodllaleMee]a IV CIEs Moo [sMglelf= With the
device—and voice, in (CMO. by AdobeloraEnie]
https://www.cmo.com/features/articles/2019/2/5/5-consum:
er-trends-that-are-shapina-diaital-content-consumption.htm
l#as.afmkho

C1.84 ‘he surge in streaming subscrip-
tions.. WIIENWEAEIR) stream more frequently than oth-
er age groups...Pay TV’s decline especially pro-

nounced among . place higher value

on mobile data. AVIIELEAEES show stronger preference for
viewing content on smartphon exhibit stron-
ger binge-watching behaviors.. WIEW4EIS are more frequent
gamers—especially on smartp {Deloitte Insiahts

ISR hitps://www?2.deloitte.com/insiahts/us/en/industry/
technoloav/diaital-media-trends-consumption-habits-survey:

C1.81

C1.82

C1.83




C1.85

Digital technoloagy utilization

has reached its expected pla:
. According to Pew Re-
search Center, there was little

C1

to no growth from 2016 to 2018 in terms of U.S. consum-
ers using their smart devices: cellphones, tablets, etc. The
slowdown in growth correlates to the fact that almost ev-
eryone has some sort of smart device. This isn’t indicative
of media usage, however.” (Cl{eElIR - MMazliaEE) 12.12.18,

https://broaan.com/bloa/what-marketers-can-expect-2019-
media-consumption/)

G BIEIMECRELGCER i =e[olle) fOor most sub-

scribed YouTube channel, with a whopping 83.4

million subscribers...PewdiePie has an extremel
large fanbase, who calls themselves {ife¥alinl% "~ (INElelat-F-1elg
NI Nttps://neoreach.com/top-most-subscribed-youtub
e-channels-jianuary-2019))]

C1.86

C1.87

“Digital assistants are already making it
[i¥ffa—for consumers to manage their entertainment
experience by simply asking. Advances in Al, in-
cluding better voice recognition, more processing power on
devices, and a device ecosystem, couldig=le[ilel=Xaa[8[«ls]
of the friction consumers complain about}lt could also put the
tech companies that created diaital assistants in the driver’s
seat. fl(Deloitte InsiahtsKERERERttos://www2.deloitte.com/
insights/us/en/industry/technoloav/diaital-media-trends-cons
umption-habits-survey/summarv.html

g Mmillennials are amona today’s least en
oElo[sTe eI elnEles, and less than 7% identify as
brand loyalists. However, iigliEXe[ols: ahN = iR A CVALE
a lost cause for marketina. Rather, thev simply reauire a differ.
ent marketina approachl(Search Enaine People W ZKE]}
https://www.searchenainepeople.com/bloa/millennials-cons

C1.88

ume-content-better-enagage.html)]

dANNSNOD O

S310N0O |

88—G8°LD

C CONSUME

1 QUOTES

C1.89-92

C1.89  “Subscription video-on-de-
mand (SVoD) services like
Netflix have been
plenty of attentiongEEIRUlEY
colonise alobal livina rooms$elij§ competition is also starting
to heat up in for online video ad spend§ll Marketina Week
ONMOZ 3k Il hitps://www.marketingweek.com/2019/01/04/five:

trends-media-2019/

“eMarketer published figures today showing that to
tal U.S. ad spend wiII with the
amount spent on digital media buys surpassing that
of traditional and accounting for 54.2 percent of the market.
The research shows that digital ad spend (ilRalis:XPASRCT R o]|t
[fefglin 2019, while traditional media buys will{e[SlaEI 1R NIV RA XS]
oJllife]gh with total online media buys elaEE e RN NN olll[{o]g
in revenue by 2021."(AWEELS, 02.20.19, {gluleSWAVTATACTe W11 S
com/proarammatic/u-s-diqital-ad-spend-will-surpass-offline:

C1

C1.90

in-2019/)

C1.91

“nearly one-half (47 percent) are by the
growing number of subscriptions and services the
need to piece together to watch what they want ie]g

tv-eiaht percent savy it's harder to find the content thev want

to watch when it is spread across multiple servicesi(Deloitte

Insiahts JOERERERttos://www2.deloitte.com/insiahts/us/en/
industrv/technologv/diaital-media-trends-consumption-hab
its-survey/summary.html)]

C1.92

iFacebook makes it relatively easy for usershieRilgle
out how the site’s algorithm has categorized their
interests via a YNl CICIE=N page.1 Over-
= | [\ NI LS el F acebook users sav thev did not know
that this list of their traits and interests existed until they were
directed to their paae as part of this studvil(Pew Research

Centeroy I NIEMl ttps:// www.pewinternet.ora/2019/01/16/
facebook-alaorithms-and-personal-data/



C1.93 “Cassandra Stevens, global
commerce director at Zenith,
says with most FMCG compa-

gl now realising that ecom
merce isimportantto capture arowth opportunities fialz=Xes]al\AVz!
to grow is to change the way they operate.” (WEILCIHIeRAEELS
NI hitps://www.marketinaweek.com/2019/01/04/five:
trends-media-2019/

C1.94  “all of this will special

ists and create high demand for experienced tal
ent with a unique blend of skills. It will be a {ElEg]
frenzviElilsl:zl very good time to be workina in ecommerce]
Marketina Week JIOEKVEKEMR hitos://www.marketinaweek
com/2019/01/04/five-trends-media-2019;

dANNSNOD O

S310N0O |

C1.95

InsiahtsOEEEMER https://www?2.deloitte.com/insiahts/us/en/
industrv/technoloav/digital-media-trends-consumption-hab
its-survev/summary.htmi

C1.96 Consumers reported thev trust Facebook the most
(26%), followed by YouTube (16%) and LinkedIn
SVYMKCMO. by Adobe 2RISR https://www.cmo
com/features/articles/2019/2/5/5-consumer-trends-that-are:
shapind-digital-content-consumption.html#as.afmkhao),

C1.97 Ecommerce and social media are also meraina
nlelCI-laeMulel=y with the latter increasingly used
for ‘shoppable’ customer experiences, something

WeChat and Weibo have pioneered in Asia. Dr Martens is

oJpl=Ne]rz1aleRleTo] {ale =1t how social platforms can be used to cre

ate their own ecosvstem of marketina, social and commerce

RN (VENGTERVEEY 01.04.19, U AT AUE L)
aweek.com/2019/01/04/five-trends-media-2019/

L6—€6°LO

C1.98 “duetoYouTube’s algorithm, us-
ers are staying on the platform

even longer than anticipated.

The algorithm encourages us

C CONSUME

to watch “Recommended Content” based on videos the
have watched previously, with [gEEVA AR IR IR (e IVE L] o=
viewers clickina on the recommended contenti#(Broaan &

Partners S VAEER https://brogan.com/bloa/what-marketer
s-can-expect-2019-media-consumption/;

C1.99 (o ENnE S ACEEINEI R A0l (0] " said Kev-

in Lindsay, director of product marketing at Adobe.

“If they’re not keeping up with all of the news and
the latest shenanigans from all of their friends, they feel as if
they are missing out. Add to that the fact that we can do just
about anything from our phones nowadays, and it's plain to
see how easy it has become to stay connected. We're seeing
z)different level of enaaaement with diaital content that’s part
fun. part utilitv. part time-wastina§(CMO. bv Adobe VPR EXKE}

1 QUOTES

https://www.cmo.com/features/articles/2019/2/5/5-consum
er-trends-that-are-shapina-diqital-content-consumption.
html#as.afmkho

oYVl To avoid stereotypina vour millennial customers. in:
corporate user personas into vour marketing strat:
=e\% Personas help to drive content creation and
ensure vour messaaing alians with customer tastes

Enaine People L% EMttos://www.searchenainepeople.

com/bloa/millennials-consume-content-better-enaage.html

C1.98-100
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o2 Consume
A Figures

“ Chapter 2 of 3:
An Archive

of Figures on
American Con-
, sumption Habits




2

C2.0 Within Chapter 2 of
3: An Archive of Fig-
ures on American Consumption
Habits, 1 archived 50 figures of
data visualization on media con-
sumption pulled from market
research/data centers, news plat-
forms, technology companies,
and online business magazines.
Synonymously, Synonymously,
I archived 50 quotations from
researchers, reporters, critics,
proponents, and participants
who, with their own inherent bi-
ases, are publishing information
and opinions on the nature of
consumption. Some are actively
leading in original research, oth-
ers regurgitate this information

from the original source, but all
are participants in the dialogue.

As a singular individual collect-
ing these figures, the data set is
inherently biased, but nonethe-
less archives existing articles and
information that may affirm and/
or contradict one another. I too
am a participant of the dialogue.
The order of the figures 1s ran-
domized. Names of the organiza-
tion, business, person, or center
publishing the exact quotation are
included. The exact link where
the original quotation was pulled
1s also provided for your own cu-
riosity and further exploration.
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In this following chapter, I have
highlighted the links of these
curated figures. As a whole, the
chapter becomes a cross section
of the internet’s content with-
out the noise of advertisements,
distracting titles, persuasive
words, stock images, vector
based illustrations.

[ urge you to look at not only the
statistics, but the language that
frames the information, the pub-
lishers they came from, and the
time they were published. Who’s
saying this? Who’s reading this?
What is the incentive for pub-
lishing this? The incentive for
reading this? How is the view-

er’s mind primed to look at this
article in conjunction with this
figure? What is born from this
shared knowledge? What will be?

What else is it that you take away
from this information that I have
not already explained? What are
my biases and inconsistencies
as the producer? What are your
biases and inconsistencies as the
consumer? What does this ex-
change mean?
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(The Website Obesity Crisis,
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website obesitv.htm

(Digital media trends survey A
new world of choice for digital
consumers, 03.19.18, L7723
deloitte.com/insiahts/us/en/in-
dustrv/technoloav/diaital-me-
dia-trends-consumption-hab-
its-survev-2018

C2.5

bscribers perceive a pay TV

m paying too much for the value
___ve from my traditional pay TV
subscription (not a skinny bundle)

(Among subscribers summary of
agree strongly/somewhat)

Source: Deloitte Digital media trends
survey, 12th edition.

Deloitte Insights | deloitte.com/insights

(Digital media trends survey A
new world of choice for digital
consumers, 03.19.18, W74
deloitte.com/insiahts/us/en/in-

dustrv/technoloav/diaital-me-
dia-trends-consumption-hab-
its-survev-2018
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C2.8

book users say they do not
latform classifies their

nd roughly half are not

e with being categorized

% of U.S. adult Facebook users who say after being

directed to view their Facebook ‘ad preferences’ page

7 4(y They did not know Facebook maintained
O this list of their interests and traits

They are not comfortable with Facebook
compiling this information

The listings do not very or at all accurately
represent them

PEW RESEARCH CENTER

(Digital media trends survey A (7 things we've learned about

new world of choice for digital
consumers, 03.19.18, Y74
deloitte.com/insiahts/us/en/in-
dustrv/technoloav/diaital-me-
dia-trends-consumption-hab-
its-survev-2018

C2.7

:omes an everyday or weekly activity

requently do you stream television programming?
2 LI
}: Deloitte Digital medio trends survey, 12th edition, Deloitte Insights | deloitte.com|

(Digital media trends survey A
new world of choice for digital
consumers, 03.19.18, fLY723
deloitte.com/insiahts/us/en/in-

dustrv/technoloav/diaital-me-
dia-trends-consumption-hab-
its-survev-2018

computer algorithms, 02.13.19,
www.pewresearch.org/fact:
tank/2019/02/13/7-things-wev
e-learned-about-computer-al:

nericans find it unacceptable to use
ake decisions with real-world
'or humans

s who say the follo

wing examples of algorithmic decision-

PEW RESEARCH CENTER

(7 things we've learned about
computer algorithms, 02.13.19,
www.pewresearch.org/fact:
tank/2019/02/13/7-things-wev

e-learned-about-computer-al-
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C2.10

'ely comfortable with social platforms
for some purposes, but not others
s who say it is for social media sites to use data
nline activities to ...

2018
@ Traditional media ad spending (billions)
© pigital ad spending (billions)

Mot at all Mot very  Somewhat Very
acceptable acceptable acceptable acceptab

Recommend events in

their area L |

19 24 43

Recommend someone they
might want to know

Show them ads for products
or services

(eMarketer Predicts Digital Ads
Will Overtake Traditional Spen-
ding in 2019, 02.2019, {Clegeq¥
nch.com/2019/02/20/emarkete
r-digital-ad-forecast/

21 26

Show them messages from -
political campaigns 3 31 Y

RESEARCH CENTER

(7 things we've learned about
computer algorithms, 02.13.19,
www.pewresearch.org/fact:
tank/2019/02/13/7-things-wev
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ches that Defined 201

e-learned-about-computer-al

C2.11

ers experience a mix of positive,
ns while using these platforms

s who say they see content on social media the

NET

88
71
71
69
49

31

RESEARCH CENTER

(7 things we've learned about
computer algorithms, 02.13.19,
www.pewresearch.org/fact:

L OPAN RV INRTF G QI ERIEY, (2018 Year in Review, 12.11.18,
www.pornhub.com/insights/

e-learned-about-computer-al

2018-year-in-review)
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1s are turned to most for local news,
th the TV set; most other providers have
|are

s get local news ... ... and how they get It

Often NET ever Analog
Tv stations [ 86%
Radio stations [l 79 E
Daily | | 68 Ell
-
Lox -y | &4 Ell
Non- s ) &1 Ell
B 59
T (a5
Online-only sources [ 23
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(Digital media trends survey A (For Local News, Americans

new world of choice for digital
consumers, 03.19.18, Y74
deloitte.com/insiahts/us/en/in-
dustrv/technoloav/diaital-me-
dia-trends-consumption-hab-
its-survev-2018

Embrace Digital but Still Want
Strong Community Connec-
tion, 03.26.19, \AAATeI8I5at=1[E 00}
ora/2019/03/26/for-local-news-
americans-embrace-diqital-
but-still-want-strong-communi
connection/)
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ATPERADULT 18+ PER DAY ON VIDED

(Digital media trends survey A (Time Flies. U.S. Adults Now

new world of choice for digital
consumers, 03.19.18, fLY723
deloitte.com/insiahts/us/en/in-

dustrv/technoloav/diaital-me-
dia-trends-consumption-hab-
its-survev-2018

Spend Nearly Half a Day In-
teracting with Media, 07.31.18,
www.nielsen.com/us/en/insi
ahts/news/2018/time-flies-us

adults-now-spend-nearlv-half
a-dav-interactina-with-media
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dia-trends-consumption-hab-
its-survey-2018

lia users say it is easy for
mntify their race and interests

Very/somewhat  Very/somewhat
difficult easy

Race or ethnicity

Hobbies and interests

Political affiliation

Religious beliefs
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(Facebook Algorithms and Per-
sonal Data, 01.16.19, KW
pewinternet.ora/2019/01/16;

facebook-alaorithms-and-per
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nk it’s critical for
urnalists to be
yn social media

70 vy u.0. udults who say it is
for local journalists to be active on
social media

Not very/
Not at all
important
37%

Somewhat
important
40%

No
answer
2%

(For Local News, Americans
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deloitte.com/insiahts/us/en/in-
dustrv/technoloav/diaital-me-

69 dia-trends-consumption-hab-
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C2.24

. users do not know the platform lists
‘or advertisers, and half are not
th these lists

' of Facebook users are assigned interest
categories on their "ad preferences” page

accurateh

Are not comfortable with
Facebook creating a list of Ar
categories about them
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sonal Data, 01.16.19, KW
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facebook-alaorithms-and-per
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Spend Nearly Half a Day In-
teracting with Media, 07.31.18,
www.nielsen.com/us/en/insi
ahts/news/2018/time-flies-us

adults-now-spend-nearlv-half
a-dav-interactina-with-media
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icans value journalists’
| to their community, but
hey experience it

Y% of U.S. adults who say it is very/somewhat important

for local journalists to ...

Understand the history
of the community

Be personally engaged
in the local community

% 81%
85% b
% of U.S. adults who say ...
Local journalists m
are in touch
Local news media
have a lot of influence

They have spoken with

) 21
a local journalist

(For Local News, Americans
Embrace Digital but Still Want
Strong Community Connec-
tion, 03.26.19, WAl [gab:1an}
ora/2019/03/26/for-local-news-
americans-embrace-diqgital-

but-still-want-strong-communi
tv-connection/,
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ita is generated every minute?

176,220

CALLS ARE MADE
‘OM SKYFE

(The Insane Amounts of Data
We’re Using Every Minute (In-

(Digital media trends survey A

new world of choice for digital
consumers, 03.19.18, W74
deloitte.com/insiahts/us/en/in-

dustrv/technoloav/diaital-me-
dia-trends-consumption-hab-
its-survev-2018

dWNNSNOD O

S3dN9OId ¢

70

6¢—9¢°¢O

C CONSUME

2 FIGURES

C2.30-33

f Facebook users have 10 or
rries listed on their ad

page

Not assigned to a category
Did not give ar
answer 2 11%
Fewer than
10 categorles
21+ 33%

categories

C2.30

10 to 20
categories
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(Facebook Algorithms and Per-
sonal Data, 01.16.19, KWW

pewinternet.ora/2019/01/16,

facebook-algorithms-and-per
sonal-data/

C2.31

k users do not agree with the political
irm assigns them

Mot given a

Given a political label political label

51%

imong those given a political label, % who feel it ...

Accurately describes Does not accurately
their views describe their views

73% 27
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sonal Data, 01.16.19, R

pewinternet.ora/2019/01/16,

facebook-algorithms-and-per
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1alf of Americans
ir local news media
n area other than
hey live

% of U.S. adults who say their local
news media ...

Mostly cover
the area
where you
live
51%

No answer
2%

(For Local News, Americans
Embrace Digital but Still Want
Strong Community Connec-
tion, 03.26.19, \WAVAATeI¥ gt aa)
ora/2019/03/26/for-local-news-
americans-embrace-diqital-
but-still-want-strong-communi
ty-connection/
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id Facebook Users Are Most Likely
On The Platforms

rrrrrrrrrrrrrr tho get news there

(News consumption habits are
trending digital, 09.12.19, iAW
businessinsider.com/pew-niels
en-survev-news-consumption
trends-diaital-2018-9
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(The Website Obesity Cirisis,
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lata is generated every minute?

(The Insane Amounts of Data
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(Time Flies. U.S. Adults Now
Spend Nearly Half a Day In-
teracting with Media, 07.31.18,
www.nielsen.com/us/en/insi
ahts/news/2018/time-flies-us

adults-now-spend-nearlv-half
a-dav-interactina-with-media
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(For Local News, Americans
Embrace Digital but Still Want
Strong Community Connec-
tion, 03.26.19, \ATAleIVI =11 gq}
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but-still-want-strong-communi
tv-connection/
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3. Prices (90) 3. Traffic & transportation (46)
4. Traffic & transportation (88)
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(For Local News, Americans
Embrace Digital but Still Want
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(Time Flies. U.S. Adults Now
Spend Nearly Half a Day In-
with Media, 07.31.18,
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ahts/news/2018/time-flies-us
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(Digital media trends survey A
new world of choice for digital
consumers, 03.19.18, A28
deloitte.com/insights/us/en/in-
dustry/technoloay/digital-me-
dia-trends-consumption-hab-
its-survey-2018
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alists receive high marks for
uch but do less well on other
»f community connection

Local journalists Local journalists are
are in touch with out of touch with the
the community community

63%

Local news media
mostly cover the area mostly cover
where you live another area

1

Local news media

I

Local news media do
Local news media not have much
have a lot of influence influence

3

I

They have spoken with They have not spoken
a local journalist with a local journalist

21

PEW RESEARCH CENTER

(For Local News, Americans
Embrace Digital but Still Want
Strong Community Connec-
tion, 03.26.19, \AVAAleI¥ aat=11E]ag}
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but-still-want-strong-communi
tv-connection/,
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" Chapter 3 of 3:
An Archive
of Images on
American Con-
. sumption Habits.




C3.0 Within Chapter 3 of 3
An Archive of Images
on American Consumption Hab-
its, I archived 50 images acting
as visual aids to articles on media
consumption pulled from mar-
ket research/data centers, news
platforms, technology compa-
nies, and online business maga-
zines. Synonymously, I archived
50 images from researchers, re-
porters, critics, proponents, and
participants who, with their own
inherent biases, are publishing
information and opinions on the
nature of consumption. Some
images are stock images, some
are vector based illustrations,
others are candid images, but all

act as learning reinforcement for
the assertions made in their re-
spective articles that are partici-
pants in the dialogue.

As a singular individual collect-
ing these images, the data set is
inherently biased, but nonethe-
less archives existing articles and
information that may affirm and/
or contradict one another. I too
am a participant of the dialogue.
The order of the images is ran-
domized. Names of the organiza-
tion, business, person, or center
publishing the exact image are
included. The exact link where
the original quotation was pulled
is also provided for your own cu-
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In this following chapter, I have
highlighted the links of these
curated images. As a whole, the
chapter becomes a cross section
of the internet’s content with-
out the noise of advertisements,
distracting titles, persuasive
words, stock i1mages, vector
based illustrations.

[ urge you to look at not only the
image, but the overlaid words, the
people within the image, the arti-
cle the image supports, the pub-
lishers the image comes from, the
time they were published. Who’s
curating this? Who’s looking at

this image this? What is the in-
centive for using this image? The
incentive for clicking on this im-
age? How i1s the viewer’s mind
primed to look at this article in
conjunction with this image?
What i1s born from this shared
knowledge? What will be?

What else is it that you take away
from this information that I have
not already explained? What are
my biases and inconsistencies
as the producer? What are your
biases and inconsistencies as the
consumer? What does this ex-
change mean?
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(Center for Humane Technology,

humanetech.com

diain 2019, 01.04.19, At
ketinaweek.com/2019/01/04/

five-trends-media-2019/

(Learn How to Master Marketing

(Five trends that will reshape me-
(The Website Obes

(How Much Time Americans

Spend In Front Of Screens
Will Terrify You, 01.24.19, {0
forbes.com/sites/nicolefisher/
2019/01/24/how-much-time:
americans-spend-in-front-of
screens-will-terrifv-vou/#66a35
3b41c67)

on Facebook with These Short
Educational Videos, 05.08.19,
www.facebook.com/business;
news/learn-how-to-master-m

arketina-on-facebook-with-the
se-short-educational-videos#

Crisis,

website obesity.htm
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93 (Forbes, How Social Media Has
Changed How We Consume
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still-want-strona-communi-

(How Millennials Consume Con-
tent (& How to Better Engage

i) www.searchenainepeo:
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sume-content-better-enaaae)]

website obesitv.htm

(It's not a drug, but it may as
well  be”-

(How Much Data Do We Create

Every Day? The Mind-Blowing
Stats Everyone Should Read,
03.21.18, YA e]g e CEXee palE| =)
s/bernardmarr/2018/05/21,
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everv-dav-the-mind-blowina
stats-evervone-should-read;
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Expert opinions

on whether kids are addict-
ed to tech, 02.09.18,
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nielsen.com/us/en/insights/
news/2019/uncoverina-trends:
in-media-content-across-tv-

\|
/]

(What marketers can expect
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in 2019- Media consumption,
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(The Global Media Intelligence
Report, 2018 A Reference
Guide to Consumers’ Media
Use in 40 Countries, 11.07.18,
httos://www.emarketer.com/

content/alobal-media-intelli-
aence-2018

www.adweek.com/program-
matic/u-s-diaital-ad-spend-will-

(Silicon Valley Reckons With
Responsibility for Tech Addic-
tion, 05.21.18, WA« =le)
com/news/361246/silicon-val-

lev-reckons-with-responsibili-
tv-for-tech-addictio




dANNSNOD O

C CONSUME

Sd9VINI €

3 IMAGES

97

IV/2HU7Q1L

b

1%0)




(TIME FLIES. U.S. ADULTS
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time-flies-us-adults-now:
spend-nearlv-half-a-dav-inter
actina-with-media

(TIME FLIES. U.S. ADULTS
NOW SPEND NEARLY HALF
A DAY INTERACTING WITH
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time-flies-us-adults-now-
spend-nearly-half-a-day-inter-
acting-with-media
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(3 Ways to Effectively Consume
Content Faster, Smarter And
Better, 04.27.16, WAAEIES
forlife.com/bloa/3-wavs-to-ef

fectivelv-consume-content
faster-smarter-and-better

(Netflix CEO says apps are the

new TV channels, 04.17.18,
qz.com/1254450/netflix-ceo
reed-hastings-says-apps-are
the-new-tv-channels/

(US Time Spent with Media
2018, 10.23.18, WA El Gl

er.com/content/us-time-spent
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(How video is reshaping digital
advertising, 03.11.19 e EI 5L
twitter.com/en/bloa/how-vid-

eo-is-reshaping-digital-adver-
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" Chapter 1 of 3:
An Archive of
QQuotations on
American Di-

. gestion Habits



D1

D1.0 Within Chapter 1 of
3: An Archive of Quo-
tations on American Digestion
Habits, I archived 100 quotations
from online articles of market
research/data centers, news plat-
forms, critical thinkers, technol-
ogy companies, and online busi-
ness magazines. Synonymously,
I archived 100 quotations from
researchers, reporters, critics,
proponents, and participants
who, with their own inherent
biases, are publishing informa-
tion and opinions on the nature
of digestion. Some are actively
participating in encouraging or
discouraging digestion, others
engage more passively with sta-

tistics, but all are participants in
the dialogue.

As a singular individual collect-
ing these quotations, the data set
1s inherently biased, but nonethe-
less archives existing articles and
information that may affirm and/
or contradict one another. I too
am a participant of the dialogue.
The order of the quotations is ran-
domized. Names of the organiza-
tion, business, person, or center
publishing the exact quotation are
included. The exact link where
the original quotation was pulled
1s also provided for your own cu-
riosity and further exploration.
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115 In this following chapter, I have
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O

highlighted words from these
curated quotations from a place
of intrigue, absurdity, and ques-
tioning. As a whole, the chapter
becomes a cross section of the
internet’s content without the
noise of advertisements, vary-
ing typefaces, stock images,
vector based illustrations.

I urge you to look at not only
the content of the sentence, but
the language that frames the in-
formation, the publishers they
came from, and the time they
were written. Who’s saying this?
Who'’s reading this? What is the
incentive for publishing this? The

incentive for reading this? How
is the viewer’s mind primed to
look at this article in conjunction
with these words? What is born
from this shared knowledge?
What will be?

What else is it that you take away
from this information that I have
not already explained? What are
my biases and inconsistencies
as the producer? What are your
biases and inconsistencies as the
consumer? What does this ex-
change mean?



i
skills critical to success i«
as planning, goal setting, prob-
lem solving, and the ability to

D1 =

stay focused on tasks.” (Mif=laEled 10.16.18, it EWAYAAALI=S
hack.ora/articles/productivity/8-wavs-train-vour-brain-learn:
faster-and-remember-more.html

D1.2 “Where does morality come from? There are two ob-
vious answers to this question: nature or nurture. If
ou pick nature, then you're a gElViEiE You believe

1gElt moral knowledae is native in our mindsSigelelgleERel(=(eF=le &
ed, perhaps in our God-inscribed hearts (as the Bible says),
or in our evolved moral emotions (as Darwin argued). 2 But if
you believe that [yleJezINglelVi[cle[o[Nele] i CERie] M B [g (=Y then

-1 empiricistill( The Riahteous Mind: Why Good Peo:
ple Are Divided bv Politics and Religion§PlskPR httos://www

ndavidhubbardimhc.com/uploads/8/9/3/1/8931162/haidt -
the riaghteous mind.pdf

D1.3 WG ERRERIES We have knowledge
of some truths in a particular subject area, S, as
part of our rational nature @(Stanford Encvclopedia

of Philosophvi\IA\GKEA httos://plato.stanford.edu/entries/ra

tionalism-empiricism/#Rati

D1.4 “Behavioral theories Rl that (alSaar=lalme e

sion-makers seek as much information as possible
in order to make an IR CERIn (S M
formation Svstems Research. Universitvy of Freibura. Platz der

Alten SvnacoaeJVENENNA httos://arxiv.ora/pdf/1704.05356.pdf)

non-informative wordinclsEER} sianificant effect folg
human information processinaXKeliRilaE1sleizI VS
Thirty Seventh International Conference on Infor:

mation SvstemsAkIsMRttos://aisel.aisnet.ora/cai/viewcon
tent.cai?article=1019&context=icis2016)]
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D1.6-10

“A loqgical fallacy stems from
an error in a loaical argument.

while a cognitive bias is rooted

la@thouaght processing errors

often arising from problems with memory, attention, attribution

and other mental mistakes #vervwellmind JoEKA&E) httos://
www.vervwellmind.com/what-is-a-coanitive-bias-279496 3)

D1.7 “Slow Media ask for confidence and {ELCRUEIRIUE
Behind Slow Media are real people.
And you can feel that.” @RS\ VAV e IRV Elalick (o}
NN IOR hitp://en.slow-media.net/manifesto

D1.8 “The Indispensability of Reason Thesis: The knowl
edge we gain in [subject area], S, by intuition and
deduction, as well as the [EEERE ORI Of
knowledae in S that are innate to usfcould not have been
aained by us throuah sense experience d(Stanford Encvclo:
pedia of Philosophviey#KKEA httos://plato.stanford.edu/en
tries/rationalism-empiricism/#Rati)

D19 ‘[l maseecceie starts with input from the

sensory organs, which transform physical stimuli

such as touch, heat, sound waves, or photons of
light into electrochemical signals. The sensory information is
CIEEICIW transformed by the alaorithms of the brainjiglelelig
bottom-up -down processing.” ({=Yateiglalellele)%) ATANAW
teach-noloav.com/teachers/methods/info processina/]

D1.10

“Heuristic#16: OVERLOOKING STATISTICS. When
given purely statistical data we generally make ac-
curate inferences. But when given statistical data
and an individual story that explains things \WcREIaleRteXe[eR"Yiig!
the storv rather than statistics§We favor stories with explan:
atorv power over mere data¥lErik Reads. Thinkina Fast and

Slow 40k https://erikreads.files.wordpress.com/2014/04/
thinkina-fast-and-slow-book-summaryv.pdf



i Processing speedBEReEilal=le

as the time it takes your brain
to take in new information,
reach some judament on it

D1 D1.11

and then formulate a response KEKIRIAR inout can be visual
auditory, or from any of vour other sensesgel@alekiWolTolo][-}
the efficiency and accuracy of thought, rather than speed, are
the Iimitini factors.” (GER=IlaMal, 04.26.19, (ol=le]e=1la)iiNelelaqV;

1S3491d d

D1.12  “Changing the way you practice a new motor skill can
help youluERCIMRERIGCH (REER®e]ler=1a\), 08.30.16,
https://www.fastcompanv.com/3063173/six-brain:
hacks-to-learn-anvthing-faster

S310N0O |

D1.13  “These technologies have made it possible, for the
first time in human history, for there to be ERRlELe
tual science of the unconsciousi# Subliminal. How
Your Unconscious Mind Rules Your Behaviorfhttps://www k!
npr.ora/books/titles/175562553/subliminal-how-vour-uncon

scious-mind-rules-vour-behavior#excerpt

DA \emorize efficiently to lock in information fast
iKi 03.29.19,

(wikiHow. httpos://www.wikihow.com/

Learn-Faster)]

D1.15

y
end-users” (Davis, 1989; Davis, Bagozzi, & Warshaw, 1989).
It also is a commonly used model to measure technology ac-

D1.16 ‘SINEltaGCloCIRGCEVAN R 4EEE (ale]f 03.20.09,

httos://www.npr.ora/templates/storv/storv.ohp?sto
rvld=10216953)
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D1.17-20

D 1 D1.17 “The division of labor between
System 1 and System 2 is
highly efficient: it [aallallaglP4=5
effort and optimizes perfor
M Thinkina Fast and Slow S0k htto://svsenar.enar
arizona.edu/OLLI/lousvDecisionMakina/KahnemanThinkinag
Fast&Slow.pdf

D1.18 “The defining feature of System 2, in this story, is
that its operations are effortful, and{elazXe] iR nE=Y
characteristics is laziness, a reluctance to invest
more effort than is strictly necessary FaCK-Relo|sCI=Te[U[=]g[e{-WR gl
thoughts and actions that System 2 believes it has chosen
are often guided by the figure at the center of the story, Sys-
tem 1. However, there are vital tasks that only System 2 can
JLClaielinMeclerz8R:R they require effort and acts of self-control
in which the intuitions and impulses of Svstem 1 are over
comeMM(Thinkina Fast and SlowEdkM htto://svsenar.enar

arizona.edu/OLLI/lousvDecisionMakina/KahnemanThinkina
Fast&Slow.pdf

D1.19  “Cognitive psychology believes that internal men-
tal states such as REES, and
exist. Memory structures are considered re-

sponsible for the way in which information is perceived and

brocessed, as also how it is B, e, and G

memberedPsvcholoGenie JUSKIMER https://psvcholoaenie.

com/information-processina-theorv

DYV FNdless access to new informationgElkle easilé over-

loads our working memory. When we reach

our ability to transfer learning to long-term
memory significantly deteriorates. {NCR e al=1Ke i o] d-]
m. l?started writing about it 20 years ago. {l teach it to

clients every day.fljust never really believed it could become so
1g8=YolimeM(The New York Times k4N httos://www.nvtimes.
com/2015/11/29/opinion/sundav/addicted-to-distraction.html




D1.21  “Similar to profiling or stereo-
typing, ‘representativeness’ is
1aE) intuitive leap to make juda:

based on how similar

something is to something we like \iialelsiRe1{sleRigi(oXelo g[] e}

eration other factors: probability (likelihood). statistics (base

rate), or samplina sizesf(Erik Reads. Thinkina Fast and Slow
httos://erikreads.files.wordpress.com/2014/04/think

ing-fast-and-slow-book-summary.pdf

D1.22 “The information processing EX:=1a) approach
to the coanitive develooment of a human beina
which deals with the study and the analysis of the
sequence of events that occur in a person’s mind while {2

ceiving some new piece of informationl(https://psvcholoage

nie.com/information-processing-theorv

D1.23  “The efficiency of human memory recall is astound
ing. Most of what we remember is by {sICIGEGCIGEVE
WAElE items of information are linked directlv a aues:
tion or cue, rather than bv the kind of seaquential scan a com-
puter miaht use {The Human Memorvlwww.human-memorv

net/processes storage.html

D1.24  “Your preference in politicians, the amount you tip
your waiter—all judgments and perceptions reflect
the workings of our mind on two levels: the con-
scious, of which we are aware, and the unconscious, which
is hidden from us. The latter has long been the subject of
speculation, but over the past two decades researchers have
WE\Efe]olsTeRremarkable new tools for probina the hidden$Kels
subliminal, workings of the mind. I EREE Ko R ig[EX=Y(e] (e} le]g!
a new science of the unconsciousENIEREE
change in our understanding of how the subliminal mind af-
fects the way we live.” (SI0elllaal[af=11u [\ \ARY/e IV V(g eTe] g T3 [e 10 ]S

mind rules vour behaviorfdeklsMhttos://psvcnet.apa.ora/re

cord/2012-13142-000
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D1.25-27

S ECEI ey is an ELE
vanced cognition process #3(I[eE
ies on the self-related process

have attracted many psychol-

ogists from the 1970s (Rogers et al., 1977). Northoff et al.
2006) collectively defined EEUEGEEIGCE, EEURCIEVERE and
self-reference processes as EEIRGIEGE®E! processing, and
these concepts emphasized the [e]ig=1E1lo]gMe [sTo[(=1=0e) M 1100}
S EGIEEnes can facilitate recording and refin-
ing stimuli related to one’s imesesel! better than those of
others (Rogers et al., 1977; Zhu, 2004; Kim, 2012).” {igelss

tiers in Psvcholoayv PakME® httos://www.frontiersin.ora/arti
cles/10.3389/fbsva.2018.02597 /full

D1.25

D1.26 An elLearnina Course Can be Prepared to Suit the
Audience's Learninag Stvle & Preferences SIWEGEIGE
three ways of learning something: \4EIEINA - Under-
standing information when seeing images, diagrams, charts,
demonstrations, etc. - Understanding information
when it is explained in detail through active listening REMIIEN
- Understanding information when the stu-
dent tries it himself, hands-on fashion.” (SlgEIMMISIRIHIN=
ELEARNINGRsWw¥RMERNttos://www.shiftelearnina.com/bloa/

how-people-process-information-elearninag)

D1.27  “Our brains are comprised of (\WeXe Il T Mo g Rl
thinks fast, System 1, and one that thinks slow. Svs:
1WA System 1 operates ENie]ggr=11(ez=1\% a1\, i}
and Gl like when we drive, read an angr

facial expression, or recall our age. System 2 re
down}deliberatinafsolvina problems] computinal fo.
81 [ale], (efelplel=Nlig=11[gle} considering other data, and not jumping
to quick conclusions— like when we calculate a math problem,
choose where to invest money, or fill out a complicated form.
These two systems often conflict with one another.” (SEMRCEES
Thinking Fast and Slow 40 ekR httos://erikreads.files.wordpress.

com/2014/04/thinkina-fast-and-slow-book-summaryv.pdf



D1.28 “Methodic doubt is a system- D1.32  “Carl Jung wrote, ‘There are cer-
atic process of Wiiglalelle[lgle! tain events of which we have
assent regardina the truth or not consciously taken note; they

falsehood of all one’s beliefs have remained, so to speak,
until thev have been demonstrated or rationally proven to below the threshold of consciousness S AIEVN

IO MEIREY .. Through the use of methodic doubt Des- but they have been Elellelgel=To R0 ol iTagllgt=11\% "~ (S181e]1laal[gF=1M u ()"
cartes attempted to demonstrate [slgll{e5]e]elalle=1RigFIgFs, Which Your Unconscious Mind Rules Your Behavior§httos://www
he thought could [e[Ei{zE1Ral=Naalelsifg=Te[[ez=1 e e]V]o] Mol k=1 (=To] ([ Tag). npr.ora/books/titles/175562553/subliminal-how-your-uncon

(New World Encvclopediaole IV AR WwwWw.newworldencyclo scious-mind-rules-vour-behavior#excerpt)

1S3491d d
D DIGEST

pedia.ora/entry/Methodic doubt )] - n
g ",'_J D1.33 “RENHREIE #18: INTUITIVE PREDICTIONS. Conclu-
D1.29 ‘It states that information is stored simultaneously ¢ O sions we draw with strong intuition (System 1ifeed
in different areas of the brain, and connected as a r_||'| 8 overconfidence. Just because a thing
e s ezl amount of connections a sinale piece JR%) — (intuitive) We need System 2 to slow
of information has will affect the ease of retrieval i Learnina down and examine our intuition, estimate baselines, consid-
TheoriesiIPAKEEM httos://www.learnina-theories.com/informa er regression to the mean, evaluate the quality of evidence,
tion-processina-theory.html and so forth. ‘Extreme predictions and a willingness to predict
rare events from weak evidence are both manifestations of
D1.30 122 123 System 1. It is natural for the EE SO EUNCRMEA 8= A3 T hinking
o8[gz[9% when studying human information process- Fast and Slow by Daniel Kahneman 8 Summarized by Erik
ing: for example, it is common Johnson to match the
§ To avoid false attribu- ceived extremeness on which it is based—this is how sub-
stitution works,” (page 194). Potential for error: unwarranted
confidence when we are in fact in error.” (SLERCElEAN]<
sitv of Freibura. Platz der Alten Svnaaoae JVZ ke ina Fast and Slow {80k httos://erikreads.files.wordpress.
arxiv.ora/pdf/1704.05356.pdf) com/2014/04/thinkina-fast-and-slow-book-summary.pdf
D1.31  “Davis’s (1989) original TAM acceptance DRI I Y ele]plpplelglte} e xtract specific facts or features from
based on the Elgle BVETRY o ST ol=1\=Te MUETEI(SLIa =8 (PU) the content and relate these to a decision variable]
and (LI CERERORIEE (PEOU) of the technol- (Chair for Information Svstems Research. Univer
ogy for a specific purpose. Davis applied the model to work sitv of Freibura. Platz der Alten Svynacooe Nt NI#
settings, and defined PU as ‘the degree to which a person be- arxiv.ora/ndf/1704.05356.pdf

lieves that using a particular system would ElalgElglel=Y g [EXeI =)
job performance JWEVIERELIE M YA)R In hon-work settinas.
the aoal becomes personal obiectives instead of enhancina

D1.35 “the human brain has the [l VRO R:1(0 (== [asle})!

unlimited amounts of information indefinitelvill(The
Human Memorviwww.human-memory.net/pro

iob performance (Consumer health informatics research re:
sourcefhttps://chirr.nlm.nih.aov/tam.php

L€—8c'1d
D1.32-35

cesses storaage.html



D1 “"“Be & iD1 “"“(PU).
Brain Fit' =~ (PEOUY’

““Remarkable ¢ :"“SHIFT,

New Tools for DISRUPTIVE
Probing the “ "ELEARNING”
Hidden”




D1.36

{MEEEEYAIGEINE, but systems

D1 can act, they can determine
too much. RIREVCR e Rilalo -]
way to misuse a system\el

even necessarily purposefully, you have to realize suddenly
that you’re misusing it and now you’ve expanded it, you've let

the system spill and{ifaEE aidsCleelnuGCER =10 (I’i=r4=), 06.06.17,
https://frieze.com/article/vito-acconcis-library-0)]

D1.37  “this means that lelclulgleRig R =r-le ST R=Tu =Tl (o] g Mg W ia T
first two paragraphs is essential JERERUEEI(Sle\VA{e]V]gle!
that this is the part where most readers make the

decision to read on, or move on.” (Elleela) 02.22.17, :
www.elcomcms.com/resources/bloa/technologv-and-its-in

fluence-on-how-we-absorb-information),

D1.38

WiGEE e e eI MM elis, especially for storing

new information. Most people understand that

multitasking is a myth - your brain really can't pay 126

equal attention to two tasks simultaneously. But few people
apply that insight to learning. In addition to breaking a task
down into individual steps, be sure to
to each step on its own. When you get distracted, it takes
roughly 25 minutes to return your focus to the original task.”

sciencealert, 02.16.18, UENAAAVAIo1gle=r-1=aNee]nalukE
scientific-tins-that-can-help-vou-learn-anvthina-faster-and

remember-it

D1.39 {HiEEIEMNEI occurs when our eyes see two
different images in the same location. One image
dominates while the other is suppressed. The dom-
inance alternates periodically, so rather than seeing a sin-
gle combination of both visuals at all times, we experience
the alternation of the images over time as the two WENEIS
compete for visual dominance httos://piktochart

com/bloa/5-psvcholoav-studies-that-tell-us-how-peoble-pe

rceive-visual-information/)]

1S3491d d

S310N0O |

6€—9¢€°Ld

D DIGEST

1 QUOTES

127

D1.40—43

D1.40 “Various studies in the field of In-

D 1 formation Systems have shown
g-\8 humans do not relv solely
upon essential facts when pro.

o oMo NhamhlielinEEllelal (Browne and Parsons, 2012).
SO MmuE\YAe=lak fall victim to affective characteristics in their
WGlgeslelifelsl and thus make them NlaGIE ol S MIaiiolgaar=11lo]a
that appeals to superficial emotions or coanitionfeSiRislles
Ele G CE oI llalel (Tversky and Kahneman, 1974).
(Thirty Seventh International Conference on Information Svs.
temsIIPARM httos://aisel.aisnet.ora/cai/viewcontent.cai?arti
cle=1019&context=icis2016

D1.41  “Learning to Learn: [dle@=Re[e2=lk ook at the chang-
es you want to make to WIEEENg1o]\VRInn el (o) SN (eIV]s
OIVEIIAIMEI(z. Which [efeElE require you to learn
more before you can confidently make the change you want?
Look for a you could start on now, without too much time
required. In this case, the [BleEl) we have chosen is to take
better care of our body. Then we are going to break it down.
What elements go along with taking better care of our body?”

WL ICR httos://www.wikihow.com/Learn-Faster

=R MGl can help you in many aspects of
life. When people are required to think quickly, they

report feeling happier, more energetic, more cre-
ative, and more self-confident. (1) Faster thinking {ez=lalK=115
hance skills critical to success such as plannina. aoal settina
problem solvina. and the ability to stav focused on tasks

“The Intuition/Deduction Thesis: Some propositions
in a particular subject area, S, are
oAl s e1alst Still others are knowable by being

deduced from intuited propositionsil(Stanford Encvclopedia

D1.42

D1.43

of PhilosoohvEVIAMFM httos://plato.stanford.edu/entries/ra
tionalism-empiricism/#Rati



D1.44 {deeLililel is a biological event

beginning with  perception

D1 through the senses. The pro-

cess of laying down a memo
begins with attention..{Sggle]ile]aM=1gle CIMOM[glei(=Y-E1-Ik- 1(=1q]{[e]g]

and the emotional element of an event is processed on an
unconscious pathway in the brain leading to the amygdala.”
storage.html)

DGR Information bias#@Observer biasRInterviewer
biasIRecaII (or response) bias#Social desirability
bias@Performance bias JDetection Biasi3RSelec

(HealthKnowledae httpos://www.healthknowledae.ora.
uk/o_ubIic-health-textbook/research-methods/1 a-epidemiolo

tion biasgSampling biasAIIocation biasfLoss to follow-up.’

D1.46

statements and types of knowledge that are not in-
dubitably true. The hope is that, by EllinlgFlilsle Rl
statements and tvpes of knowledae the truth of which can be
doubted in anv wavione will find some indubitable certain.
ties il Encviopaedia Britannical} httos://www.britannica.com/
topic/methodic-doubt)

Anxiety precludes vou from explorina real solu:
' CEIR oSl iMe LG that will come up
Wi ESelSilelslsMsavs Harvard Business School pro
e Alison Wood Brooks.” (et 02.16.18, [itecH/!
www.sciencealert.com/11-scientific-tins-that-can-help-vou:
learn-anvthina-faster-and-remember-it

D1.48  “Preparing Your Body: When we don't get enough
S{[elsToMelllgbrains are so overloaded with junkjiE1si
WEIelnleR difficult for the brain to function correctlv§

(wikiHow kWil Rnttos://www.wikihow.com/Learn-Faster
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D1.49-53

‘RENNELS #23: TRUSTING EX-
PERT INTUITION. Kahneman
is skeptical of experts because
they often overlook what the
o[oeMalel M ale)'A Potential for error: beina mislead by ‘experts.’]
(Erik Reads. Thinkina Fast and Slow#P{\0§R httos://erikreads.
files.wordpress.com/2014/04/thinkina-fast-and-slow-book:
summaryv.pdf)

g IIRGgIERexcess computation the mental shotaun.

It than we want or need. | call this excess computa-

tion the mental shotgun. It is impossible to aim at a
single point with a shotgun because it shoots pellets that scat-
ter, and it seems almost equally difficult for System 1 not to
do more than System 2 charges it to do.” (il UsleR=Ei=1ql6
Slow ek ® http://svsenar.enar.arizona.edu/OLLI/lousvDeci
sionMakina/KahnemanThinkingFast&Slow.pdf

D1.49

D1.50

D1.51  “Knowing yourself and your information processing
preferences can help you BEEICE kel (e F=1g]r4= [1le] s KA

(G R E Rl CR o=l {e]AYe]8} Obviously, we can’t cov-
erCYEIWA e Sl CRTe][Vjilelg), but these suggestions will hopefully
get you headed in the right direction.” (8[aleSliElEg, 05.25.18,

https://unclutterer.com/?s=understanding+how+vou+pro

cess+information+to+help+vou+aget+organized

W\i-l§ consolidation®lona-term memories are stored
throughout the brain as groups of neurons that are

primed to fire together in [EREEIEN G IR EINe (=
, and each component of a mem-
ory is stored in the brain area that initiated it” (IlaER=lIUER
[M%ﬁﬁm www.human-memoryv.net/processes storaae.html

D1.52

D1.53

“the degree to which the information was elaborat-
ed upon will affect [\ YARYEIR R (I AR
#(Learnina TheoriesAEEM httos://www.

learnina-theories.com/information-processina-theorv.html



1Slow Media cannot be con:

D1.54
sumed casually, but provoke
the full concentration of their
SEEIE. As with the production
of a good meal, which demands the full attention of all sens-
es by the cook and his guests, Slow Media can only be con-
sumed with pleasure in focused alertness.” @RS\ AV/ e [F!
'ManifestoMkR2&IR http://en.slow-media.net/manifesto

D1.55 “The questions are addressed to System 2, which
will direct attention and search memory to find the
IREIER Svstem 2 receives auestions or aenerates
themM R ElRezEY: it directs attention and searches memory
to find the answers ' s continu-
ouslvy monitors what is aoina on outside and inside the mind.
and continuously aenerates assessments of various aspects
of the situation without specific intention and with little or no

effortd Thinkina Fast and SlowlEkMhtto://svsenar.enar
Fast&Slow.pdf

UsKele CIR e X=Te o  Manlel=Xeo 01 [e1:\Y tO the rapidly chang-

ing environments in which we live, WEaiEE R EE )
MO CECHEENCEWVR W CliieER. This article is in-
tended to describe some basics for meta-learning, or learning
about learning, to help make it easier for you to
techniques to increase the quality and speedfo R eIl E:T=lIinelE
rected learning.” (ildsl)Y, 03.29.19, (e WATAAYAVILale)W
DYRYARR Slow or poor processina speed is not related to in
El[fe[eglef=, meaning that one does not necessarily
predict the other. Slow processing speed means
that some determined tasks will be more difficult than oth-
ers, like reading, doing math, listening and taking notes, or
holding conversations.” ((@®fefelalijit {altfelWA A A Ao elo]al1iiMei0)anli
science/coanitive-skills/processing-speed)]

D1.56
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D1.58-60

D1.58 “If a group of employees are
prefer visuals to learn, (IS[gle
an elearning tool such as

SHIFT is a fantastic wayjte
make sure emplovees are drasping what vou are trving to
convey to them in an interactive and araphic wavAialaRul=)
are taken through HotSpot interactions, a set of images, with
some explanation, they will grasp the concepts more easily.
If a group is mostly comprised learners that enjoy learning
through audio, concepts and procedures shown on visual aids
can include longer explanations. These learners understand
when they hear new information explained in great detail. If
a group includes tactile learners, action steps can be includ
ed in the eLearning experience. Try stopping the course and
conduct a role play with the group so they can apply the actu
al concepts instead of just hearing about them.” (SlalislMBIIS]
RUPTIVE ELEARNINGYsW¥#MER https:// www.shiftelearning.

com/bloa/how-people-process-information-elearning)

D1.59 “However, the phrasing of news can influence the
perception of investors in the stock market. In fact,
V=R do not relv solelv on essential facts when
processina the provided informationfel¥ii can fall victim to af
ESIVCRM I E RS in their perception that make them Y]}

nerable to information that appeals to superficial emotions

or coanition®(Thirty Seventh International Conference on In:
formation Svstems®AokIeR https://aisel.aisnet.ora/cai/viewcon
tent.cai?article=1019&context=icis2016

D1.60

“Psychological theories suggest that, WialslaRelfelel=r1}
ina information. humans constantly cateaorize and
HUCTRTRCIEYZ R MIE [1, 2]. The outcome of this
filterina then drives decision-makincisaYall«amiamSiiaRaffects

interactions with information technoloav. personal relation:
ships. businesses or whole oraanizations(Chair for Informa:
tion Svstems Research. University of Freibura. Platz der Alten
Svnaaoae JUNERYA https://arxiv.ora/pdf/1704.05356.pdf




D1.61 # nformation diffusion I
frequently studied by measur-
ing the overall tone of docu-
nEiEM(Chair for Information

Svstems Research, University of Freibura, Platz der Alten
Svnagooec I NIA https://arxiv.ora/pdf/1704.05356.pdf

DANEN (he brain naturally reduces the dimensionality of
CEIR el [e Melgele)[=10gF) to only those dimensions that

are relevant for predicting the outcome” @RalzIRle]V[¢
nal of Neuroscience {WAMER httos://www.ncbi.nlm.nih.aov/
pmc/articles/PMC4444538/
D1.63 Use brain breaks to restore .
AR https://www.entrepreneur.com/art
icle/323450))
D1.64 TIELE is the more or less [ EHe(o]e= el M A=

il allaleMiniielan =1 lelaMIa M =M o] =1la), whether in the sen- 132

sory memory, the short-term memory or the more
permanent long-term memory. Each of these different stages
0] human memory function as a sort of filter that helps to pro-
(T MV ERice R CRilelelo NolMlgi{e]xnaE:1ile]g) that confront us on a dai-
EEIEM avoidina an overload of information and helpina to
keep us sanclThe Human MemorvBwww.human-memorv

ford Encvclopedia of PhilosoohvI#FA httos://plato.stan
ford.edu/entries/rationalism-empiricism/#Rati)

D1.66  “If you want [eJejilgat-lMelelelglII\/-RE= o1 I[CEY ‘
(OIS httos://www.lifehack.ora/articles/produc
tivitv/8-wavs-train-vour-brain-learn-faster-and-re

member-more.html
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D1.67-70

D1.67

(&S hllE@will help you perform
a complete neurocognitive as-

D 1 sessment in which we assess
our processing speed, and
based on your results, fe]fe)ils CA IRV i E=Neelppl o] FI KT INo M o1=1%
sonalized coanitive exercises to improve vour coanitive pro
cessina speec@l(Coanifith httos://www.coanifit.com/science/
coanitive-skills/processina-speed
D1.68 “They emphasize that [[gi{e]iaat=1le]aREER (o =1ale [=To Rl ele]p!
(processed) in various wavs (perception, attention
labellina. and meanina) which affect the ability to
access the information later on mLearninq I CeGESE, 2019,
https://www.learnina-theories.com/information-process
ina-theory.html)
D1.69 “Scientists search for answers to questions and solu
tions to problems by using a procedure called the
scientific method. This [eJgelel=Ye[V[{=Wele s eI =1
ina observations. formulatina hvpotheses. and desianina ex:
periments. which in turn lead to additional observations. hv:
potheses. and experiments in repeated cvcles@iLibre Texts,
The Scientific Method - How Chemists Thinkhttos://
chem.libretexts.ora/Courses/Eastern Wyomina Colleae/
EWC%3A Introductorv Chemistry (Budhi)/01%3A The
Chemical World/1.4%3A The Scientific Method - How
Chemists Think

D1.70  aliglel{ele]le-IMNI I CIaIMVETS! iS characterized by [E3¢
cessive and compulsive preoccupation with the In.
ternet and loss of control over its use {{BEV/ERPAl0kE
Caplan, 2002; van den Eijnden et al., 2008). Pathological In-
ternet use may affect many aspects of individuals’ cognition
processes (He et al., 2008; Sun et al., 2009; Pawlikowski and
Brand, 2011; Nasi and Koivusilta, 2013).” ((ie]alil=IER il z\ 1o gle]k

(A httos://www.frontiersin.ora/articles/10.3389/

fosva.2018.02597/full



D1 " "Cogni-
Fit Wil
Help You”

“"Excess

Computation|,] ~

the Mental

1S3491d d

S310N0O |

Shotgu m

D DIGEST

1 QUOTES

D1 """Patho-
logical In-
ternet Use”

“"Helping to
Keep Us Sane

)




D1.71 1Slow thinking can be a linger
ing side effect of a traumatic

brain injury or stroke. or a sian

D1

of multiple sclerosis. dementia
VAR, (5, 6) It's a common symptom of depression.

ti-anxiety druas and antidepressants can impact vour abili:

tv to think quicklv Be Brain FitgeZwid iR bebrainfit.com/

think-faster/

“Learning is integral into Eleal=\ilale Mol hiV]([=¥] flole}
[ENWLE), hence, don't ever stop finding OEEortunities

to gain new skills and opportunities.
EME by knowing what your priorities are so you won'’t get
caught up with distractions.” (lali\Z=X€1leleFl, 01.26.18,
medium.com/thrive-alobal/5-wavs-to-learn-anvthina-faster
and-better-accordina-to-science-5459b04 30072

D1.72

“Once information is
tention filter decides how important the sianal is

and which cognitive processes it should be made
=\ ELo R (oMl te Achnoloaviwww.teach-nology.com/teachers/
methods/info processina/

'deep reinforcement learnina procedures Lel=1ast=1ale!

large amounts of training data, suggesting that
aEEER alaorithms mayv differ fundamentally from
those underlvina human learnina@(Trends in Coanitive Sci:
ence. httos://www.cell.com/trends/coanitive-sciences/fulltext/
S1364-6613(19)30061-0

D1.73

D1.74

We willinaly accenpt the loss of concentration and fo.
@8EY the division of our attention and the fragmenta-
tion of our thoughts, in return for the wealth of com-

D1.75

7

or at least diverting information we receive.

ooinion/sundav/addicted-to-distracfion.htmI
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D1.76-79

D1.76

Availability Heuristic

D1 placinag areater value on infor:
mation that comes to vour mind
quickly... [REICEMSIE®S Al
overall impression of a person influences how vou feel and
think about his or her character l Attentional BiasHREIER I
tendencyv to pav attention to some thinas while simultaneous:
lv ianorina others Actor-Observer Bias IR R s e
to attribute vour own actions to external causes while attribut:
ina other people's behaviors to internal causes#MFunctional
FixednessR This is the tendency to see obiects as only work:
CANEN ERIe S RENs . ot R=IERS This is the tendenc
to rely too heavilv on the very first piece of information vou
learn I (vervwellmind JOEKYAEN httos://www.verywellmind
com/what-is-a-coanitive-bias-2794963)]

D1.77

t Because thinking slow takes work we are prone to
think fast. the path of least resistanceLaziness IS
built deep into our natureil{er:le (Erik Reads.

Thinkina Fast and Slow§40ekRhttos://erikreads.files.wordpress.

com/2014/04/thinkina-fast-and-slow-book-summary.pdf

D1.78

“Slow Media focus on quality both in production and
in reception of media content: Craftsmanship in
cultural studies such as ElelSI{el=Resi(eIF1a g Mo = 1] i[o7=0
tion and evaluation of sources of information are aainina im-
portance with the increasing availabilitv of information #(The
Slow Media Manifesto SRV http://en.slow-media.net/
MERIER

D1.79 “Whether a person is a visual, auditory or kinesthet-
MEEIEIMRGEY brain prefers information in a hier:
ol (e=IREEal0lal A disorganized or illogical course
(I BER:] hindrance to learnina and wastes valuable pro.
duction time$(SH!FT. DISRUPTIVE ELEARNINGHNSWYAEH
httpos://www.shiftelearnina.com/bloa/how-people-process-in

formation-elearning



D1.80 “memories eventuaII‘ must be
retrieved from storaccBsGE
membering past events is not
like watching a recorded vid-

eo. It is, rather, a process of reconstructing what may have
happened based on the details the brain chose to store and

Rl CR M=oz |R Recall is triaagered by a retrieval cue. an

D1.84  “Neuroscientists call this pro-
cess fIumme . It refers to the
new pathways that are carved
by doing an act over and over

again, to the point where it sticks around for good.” (E«El)}

cealertSZA S MR https://www.sciencealert.com/11-scientific:

1S3491d d
D DIGEST

tips-that-can-help-vou-learn-anvthina-faster-and-remember-it
environmental stimulus that prompts the brain to retrieve the
nEuela2 Evidence shows that the better the retrieval cue,
the higher the chance of recalling the memory. It is import-

D1.85 “information processing of investors isleEtl=leRaleide]al\Y
on a fact-based component but also on an emotion:

al component(Thirty Seventh International Confer:
ence on Information SvstemsAIshttos://aisel.aisnet.ora/
cai/viewcontent.cai?article=1019&context=icis201€)]

=l Mo Ml 1R s 1M gl=Y retrieval cue can also make a person re:
e\ Ve =Wl A nlelgelel=li\%. Memory distortions can be

produced in various ways, including varying the wording of
-We[I[=X ilo] s M te Achnoloavi www.teach-noloay.com/teachers/
methods/info processina/

S310N0O |
1 QUOTES

D1.86  “Participants in the proper typography group greatly
underestimated their reading time compared to par-

DYy N I-R dissemination of information and sentiment ticipants that were reading items with poor typography.
has been empirically tested in social networks This implies readina with aood tvpoaraphv is even more engaa:

, revealing that{Elalelilela U VA El(e e REEICRIE) 138 (KI*B ina'l(Piktochart¥ httos://piktochart.com/bloa/5-psvcholoav-stud
retweeted more often and fasterf(Chair for Information Svs: ies-that-tell-us-how-people-perceive-visual-information/;

tems Research. University of Freibura. Platz der Alten Syna
aooc Mk WA https://arxiv.ora/pdf/1704.05356.pdf

D1.82 manipulatina the tone of news without distorting its
oelgl=Nalt influences the stock market reaction of in-

YCRIGIM [ hirty Seventh International Conference
on Information SvstemsIkIM httos://aisel.aisnet.

viewcontent.cai?article=1019&context=icis2016)]

D1.83 With the complete neuropsvcholoaical assessment

er pick up the pace aradually to make it feel manaaeable
results about the user's coanitive processina speed By training your brain to process words more quickly, you
[FLeTilldll is able to precisely measure the user's general cog- get accustomed to reading entire strings of words, rather

vou will have the ability to efficientlv aather reliable

”

nitive level with our specialized Cognitive Assessment Bat-
tery (CAB), which is comprised of a series of cognitive tests
designed to assess processing speed.” (®felelaliilt Rl{e WAV
coanifit.com/science/coanitive-skills/processina-speed

than imagining each one individually, \Wiallel a1 o) iR e10Ke [e)Yg).
(sciencealertorMIsME® httos://www.sciencealert.com/11-sci
entific-tins-that-can-help-vou-learn-anvthina-faster-and-re

€8—08'Ld
D1.84-88

member-it



D1.89

lhEY linkage of riahteousness
and judamentalismjEXez=T U] ¢=1e!
in some modern definitions
of righteous, such as ElRIile
from an outraged sense of justice, morality, or fair playvi:
The link also appears in the term self-righteous, which means
convinced of one’s own riahteousness
WA EEEE e a = Ta e Mol 1Ko Rl a Ik narrowly moralistic and
el M| want to show vou that an obsession with riah
teousness (leadina inevitablv to self-riahteousness)IE the nor
mal human conditionfidg a feature of our evolutionary desian:

plolf-WelVlleWeIl=1gge)s that crept into minds that would otherwise
be objective and rational. 6” NaEARUeIalCIeIVER Y 1lo MA'Alg\ACTele]e
People Are Divided bv Politics and Religion §lekPRhttos://
www.ndavidhubbardimhc.com/uploads/8/9/3/1/8931162/
haidt - the righteous mind.pdf

ora/pdf/1 704.05356.|odf

D1.92 “When you say someone is quick-thinking, it's gen-
uinely true,” Thompson says. ‘The impulses are go-
IlemERICIg:Taled they are just more efficient at pro

LRl e MInielant=1lels), and then making a decision based on

it.”@o) 03.20.09, e e h e e e

php?storyld=10216953)]
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D1.93-96

D1.93

To qgain a true understand

D1 ina of human experience WE
VI ale S ezlalel both our con-
scious and our unconscious
selves, and how they interact. Our subliminal brain is invis-
T CRONIEMY:IMeinfluences our conscious experience of the
e ie MMM EInEhCINORYENS: how we view our-
selves and others, the meanings we attach to the everyday
events of our lives, our ability to make the quick judgment
calls and decisions that can sometimes mean the difference
between life and death, and [{gER:lo e[RRIl R -
result of all these instinctual experiences§(Subliminal. How
Your Unconscious Mind Rules Your Behaviorfhttos://www
npr.ora/books/titles/175562553/subliminal-how-your-uncon
scious-mind-rules-vour-behavior#excerpt)

D194 “As technology advanced from primitive to modern,
Welmetaphors used to describe the brain also ad-:
vanced MIEIIRTEZE compared to a wax tablet
then to a sheet of papvrus. then to a book, and most recently
[ex=Nele]pglo]¥i =g AS you learn about the brain, keep in mind that
1WERSEEIT R ERERR these metaphors is limited and can lead
to erroneous conclusionsilliteAchnoloaviwww.teach-noloay.

com/teachers/methods/info processina/

WeleRe oMol (ele=E]ale), also known as conceptu-

al-driven processing, happens when we form our
perceptions beginning with the big picture. We make
sBlgbest auess of what we see based on expectations!
prior knowledae. and past experiencesiagelialzIRe]fe[SA/E
NElG calculated assumptionsE(Piktochart§httos://piktochart

D1.95

com/bloa/5-psvcholoav-studies-that-tell-us-how-people-per
ceive-visual-information/,

D1.96 CEE RG] I M EEllalel has within the

YEEIR)exploded into one of the most intense areas
o WANRLTE (e lels generatindg  super-human perfor:




in tasks from video games [13]
to poker [14], multiplayer contests [15],
and complex board games, including
go and chess” (LG ERaRoele[gli(\/RS]e!

encelR httos://www.cell.com/trends/coanitive-sciences/fulltext/
S1364-6613(19)30061-0

D1.97 “Fallacies can be either fUEeliilgaEIRE g [Maal=1a1 o]
EEYERESeIS, and are often identified because

they lack evidence that supports their claim. [A\Y%ells
these common fallacies in vour own arauments and watch for
them in the arauments of others §(Purdue Online Writina Lab
https://owl.purdue.edu/owl/aeneral writina/academic writ
ina/loqic in arqumentative writina/fallacies.html)]

D1.98 “At any time, if an individual is {eslge=\lale Rlai{e]gnal=1ile]3]
storina information§2ncodina informationf represent:
ing informationgel@retrieving information feXeldlige]ss

his mind, he is said to be faldae) (el le-ul} 05.07.18,
https://psvcholoaenie.com/information-processina-theory

D1.99 “When you UgllalReli[@elr:11al

rassina situations@Be a faster learner@Avoid dis
_*_that hit as you get older.” ((Mi{=lszlelx, 10.16.18,
httos://www.lifehack.ora/articles/productivity/8-wavs-train:
vour-brain-learn-faster-and-remember-more.html

D1.100 “A belief is a mental concept we have regarding

some aspect of reality. It is our expression of WiEls
we think is truelbethinkinaghttos://www.bethink:

ing.ora/truth/the-formation-of-belief)]
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D2

D2.0 Within  Chapter 2
of 3: An Archive of
Figures on American Digestion
Habits, 1 archived 50 figures of
data visualization on media di-
gestion pulled from market re-
search/data centers, news plat-
forms, technology companies,
and online business magazines.
Synonymously, Synonymously,
I archived 50 quotations from re-
searchers, reporters, critics, pro-
ponents, and participants who,
with their own inherent biases,
are publishing information and
opinions on the nature of diges-
tion. Some are actively leading
in original research, others re-
gurgitate this information from

the original source, but all are 150

participants in the dialogue.

As a singular individual collect-
ing these figures, the data set is
inherently biased, but nonethe-
less archives existing articles and
information that may affirm and/
or contradict one another. I too
am a participant of the dialogue.
The order of the figures 1s ran-
domized. Names of the organiza-
tion, business, person, or center
publishing the exact quotation are
included. The exact link where
the original quotation was pulled
1s also provided for your own cu-
riosity and further exploration.
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highlighted the links of these
curated figures. As a whole, the
chapter becomes a cross section
of the internet’s content with-
out the noise of advertisements,
distracting titles, persuasive
words, stock images, vector
based illustrations.

[ urge you to look at not only the
statistics, but the language that
frames the information, the pub-
lishers they came from, and the
time they were published. Who’s
saying this? Who’s reading this?
What is the incentive for pub-
lishing this? The incentive for
reading this? How is the view-

er’s mind primed to look at this
article in conjunction with this
figure? What is born from this
shared knowledge? What will be?

What else is it that you take away
from this information that I have
not already explained? What are
my biases and inconsistencies
as the producer? What are your
biases and inconsistencies as the
consumer? What does this ex-
change mean?



(An integrated model of emotion
processesandcognitioninsocial
information processing, 2000,
www.semanticscholar.ora/
paper/An-intearated-model-of:
emotion-processes-and-in-Le
merise-Arsenio/4f4cd8f9eaa
516¢c1e358fa9b5448761526

(CEREBRAL HEMODYNAM-
ICS IN MILD COGNITIVE IM-
PAIRMENT A SYSTEMATIC,
12.11.18. 679artists.com/coani
tion-flow-chart/cerebral-hemo

dvnamics-mild-coanitive-impa
irment-a-systematic/

> Explicit (conscious) processing
£ Implicit {unconscious) processing

(Exploring the mechanisms of
information processing in the
brain to unravel everyday won-
W [SIERWWW.ntt-review.ip/archive;
ntttechnical.php?contents=nti

(Information  Processing Ap-
proach to Mathematics In-
struction, 02.18.11,

bloaspot.com/2011/02/presen
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Forgotten Forgotten

© Buzzle.com

(Information Processing and
Computers, 05.07.18, [eki%eigle]le]

aenie.com/information-proces

(Extended
cessing of Technology Educa- (Sensory Receptors and Mem-

Information

tion learners during the early
phases of the design process.,
12.2015 NIVAGEEE e [e 1N [
/fiaure/Desian-coanition-as-an-

input-output-svstem fiad5 301

pro-

m Remember and Leam [K: Problem Analysis and Reaction Planming

adach ResearchiGate Feb, 2019

(Logical Model of Human Cogni-
tion, 03.2019, WAVAGCEEE(egleF=)
te.net/fiaure/Loaical-Model-of
Human-Coanition-Information
Processina-in-the-Human-Bra
in fia4 331473327

Memory

I All Type

[Soun Receptors
=V | (Neurons)

~L/
71

ories- Next Generation Sci-
ence MS-LS1-8, WAVAGCEe,]
erspavteachers.com/Product,

Sensorv-Receptors-and-Mem:
ories-Next-Generation-Sci
ence-MS-LS1-8-3644653




(Assessing factors in mobile mar-
keting context model adopting
TAM, Commitment-Trust Theo-
ry, environment and emotional
items in facilitating purchasing
intention, 2015, WA k=Tali
cscholar.ora/paper/Assessina:
factors-in-mobile-marketina-co
ntext-model-Wona-Zhou/a63a

/bb97b56d750f1f0a6667004 34
2511c3cb10

D2.11

nation Processing Model

(CEREBRAL HEMODYNAM-
ICS IN MILD COGNITIVE IM-
PAIRMENT A SYSTEMATIC,
(A KR G/ Oartists.com/coan
ition-flow-chart/cerebral-hemo

dvnamics-mild-coanitive-impa
irment-a-svstematic/)]

lddevelopment.wordpress
com/child-development-2/coq

D2.13

(Resources for Brain & Learning,
Information Processing Theo-
ries, and Problem-solving Meth-
odsDuringthe Learning Process,

doress.com/2013/11/10/reso
urces-for-brain-learnina-inform
ation-processina-theories-and
problem-solvina-methods-durin
a-the-learnina-process/)]
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and
coding
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Short-term memory

al sensory
us register

Retrieval

Initial processing

Repetition

Forgetting Forgetting
through decay through
interference
or decay

(Information Processing Model
of Memory, NAMYAGE glek Y eigle]!
oav.com/Handouts/info pro

cessing model of memory)]

(Cognitive Artificial Intelligence-
Concept and Applications for
Humankind, 08.29.18, YAYAVAls}
techopen.com/books/intelliae
nt-system/coanitive-artificial-int

elliaence-concept-and-applicat
ions-for-hnumankind

D2.17

ormation Processing Theory of designing

i input b isTamsbming 35y ooy}
B %, information & %

The extended design

Infegrated Embodiment Theory

(Extended Information process-
ing of Technology Education
learners during the early pha-
ses of the design process., 12.
2015, NWWAGEEE (e EICHlEI]
aure/Desian-coanition-as-an-in
put-output-system figd 3012

D2.18

B, W
IP MODEL = COMPUTER MODEL

&

-
HARD DRIVE STORAGE

INPUT DEVICES CENTRAL PROCESSING UNIT

I ryf ormation -
processing paradigm’

(Theories of Selective Attention,
(022 N IS Am \WWW.Simplvpsvcholo

av.ora/attention-models.html
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rain Processing Model

(SOUSA'S INFORMATION
PROCESSING MODEL, {[eels
nitivedevelopmen.weebly.com/

information-processing-model)

D2.21

Stages of Memory

(Trust in
task-oriented human-computer

Encoding

Y\/7

cooperation, 2018, \AAAE =1y
ticscholar.ora/paper/ Trust-in-int
erdependent-and-task-oriente
d-Kulms/3f2f9d0bac280886855
a2bab5cd1489f62f15d55

Storage
N
Retrieval

(Engaging Content- How to
Define and Create It, YW
contentmarketinaworld.com/

D2.25

enqgaaina-content-how-to-de
fine-and-create-it/

Long=-term
Memory

:l» Iritial —E:) T Emboration

sumures | MSmOLY| Procsesig [Fetrieval | ana

<

Repetition | Short=term

_B}

> Memory Relpuﬂlb]
B,

Forgotten Forgotten \\-,_,/

(The Information

Processing
Approach to Cognition, 2003,

www.edpsvcinteractive.ora;

|d 610988&chaoterld 120209; topics/coanition/infoproc
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D2.26-31

(" proprioception ) Mo en
- r “change  map

skin sode
" h 1 ush
\figur toue pointing © set place

(The Brain - a Simple Functional

Model, 05.2007,

Senses\ %Tas’re

Touch

(The Ultra Short Memory of Brain-

(Learning Process- Behaviorism,
Cognitivism and Constructiv-
ism, 10.15.17, KAV [ R EILE
net/zulfiauer732/learning-proc
ess-behaviorism-coanitivism
and-constructivism

D2.31

's computer analogy

Model Information

essing-model-information-social

(Psycholinguistics Cognitive
Psychology. It is the body of
psychological experimentation
that deals with issues of human

(Engaging Content- How to Define
and Create It, YA Aelelai=lalinal=16
ketinaworld.com/enaaaina-con-

plaver.com/slide/51 62603/

tent-how-to-define-and-create-it/



Short-term Memory Long-term Memory
Workung Memory

(Solo and Social Learning in On-
line Courses- Implications for
Information Processing Theory,

02.2006, AWYAi(e|ReIgelileI¥ast=1],
feb O6/article03)

D2.33

ENVIRO?

(The general model of cognitive
information processing theo-
ry, 2009, WMVAGEEE(eglerICY
net/fiaure/The-aeneral-mod
el-of-coanitive-information-pro
cessina-theorv-Senemolu-20
09-267 fia3 309727744

D2.34  \tional Processing Thoery

MULTI-STORE MODEL

transfer
‘ et [ShOrt-tern long-term

retrieval

rrrrrrrr

watch?v=9RwSc8aV8hki}

(Engaging Content- How to De-
fine and Create It, WA Xele]gi(=]g)
tmarketinaworld.com/enaaa
ina-content-how-to-define-and
create-it/
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(Extended Information  pro-
cessing of Technology Educa-

tion learners during the early 160

phases of the design process.,
12.2015, NWAGEEEGREIE
net/fiaure/Desian-coanition-as
-an-input-output-system fia5

301280736

(Fusion paradigms in cognitive

technical systems for human-—

computer interaction, 08.05.15,
www.sciencedirect.com/scienc

e/article/pii/S09252312150021
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Information
cessing of Technology Educa-

(Extended pro-
tion learners during the early
phases of the design process.,
12.2015, \WAVAGEEE(oleoE1)
net/fiaure/Desian-coanition-as
-an-input-output-system fia5
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ormation Processing Model

Elaboration, Production of
manipulation, appropriate
selection and storage responses

f

STORAGE & OUTPUT

= RELATED mmip-
PROCESSES | PROCESSES

Perception and ‘
sensory registration RESPONSE

®© Buzzle.com

(Information Processing and
Computers, 05.07.18, [s5\Yeqle]}
oaenie.com/information-pro
cessing-theory

(How to recognise a kick- A cog-
nitive task analysis of drillers’
situation awareness during well
operations, 09.2016, A e}

encedirect.com/science/article;
abs/pii/S0950423016301784)
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LEARNING IN PHYSICS, 11.
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g = (Functional classification of me-
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Diagram

(Cognitive model of the brain-
(A generic depiction of how peo- mind, 12.2010, WAMVAGEEEe
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D3.0 Within Chapter 3 of 3:
An Archive of Images
on American Digestion Habits,
I archived 50 images acting as
visual aids to articles on media
digestion pulled from market re-
search/data centers, news plat-
forms, technology companies,
and online business magazines.
Synonymously, I archived 50
images from researchers, re-
porters, critics, proponents, and
participants who, with their own
inherent biases, are publishing
information and opinions on the
nature of digestion. Some imag-
es are stock images, some are
vector based 1llustrations, others
are candid 1mages, but all act as

learning reinforcement for the
assertions made in their respec-
tive articles that are participants
in the dialogue.

As a singular individual collect-
ing these images, the data set is
inherently biased, but nonethe-
less archives existing articles and
information that may affirm and/
or contradict one another. I too
am a participant of the dialogue.
The order of the images is ran-
domized. Names of the organiza-
tion, business, person, or center
publishing the exact image are
included. The exact link where
the original quotation was pulled
is also provided for your own cu-
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In this following chapter, I have
highlighted the links of these
curated images. As a whole, the
chapter becomes a cross section
of the internet’s content with-
out the noise of advertisements,
distracting titles, persuasive
words, stock i1mages, vector
based illustrations.

[ urge you to look at not only the
image, but the overlaid words, the
people within the image, the arti-
cle the image supports, the pub-
lishers the image comes from, the
time they were published. Who’s
curating this? Who’s looking at

this image this? What is the in-
centive for using this image? The
incentive for clicking on this im-
age? How i1s the viewer’s mind
primed to look at this article in
conjunction with this image?
What i1s born from this shared
knowledge? What will be?

What else is it that you take away
from this information that I have
not already explained? What are
my biases and inconsistencies
as the producer? What are your
biases and inconsistencies as the
consumer? What does this ex-
change mean?



(15 Big Ways The Internet Is
Changing Our Brain, \IAYAelall
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ersonal-relationships/trust/

Study Time, 10.18.18, fAAVAigle
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tive Bias, 05.04.19, NAVAAYE Y,
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29/opinion/sundav/addicted
to-distraction)]

(The Psychology of Trust | Anne
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Your Thinking, 05.10.19, W
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= 5 (MEMORY STORAGE, 2019,
> >l \WWW.human-memory.net/proc
% = D3.35
w ™
O T R D332 _-.';.
(Technology Acceptance Mod- o1
el (Perceived Usefulness and
Perceived Ease of Use),
nim.nih.gov/tam.phc) — —
180 181 (Learning Styles. Three Ways
s ————— to Process Information, AW
(Smart People Really Do Think (Technology Acceptance Mod- eJCCINGCNACNYER o] ga I i 1(=Y,
el (Perceived Usefulness and ElGERACEG I EVIEERII(ETE]
Perceived Ease of Use), ways-to-process-information/
k\.ﬁ -
(How to Learn Faster, 03.29.19,
e V i § (Representativeness  Heuristic 8 c?) (101 Ways To Increase Brain
s 3 and Our Judgments, 05.06.19, X an 2, Power & Think Like a Genius,
(THE HUMAN MEMORY, www.vervwellmind.com/repres & o 041119, WMAVCIIWCgllgleRele] 01.25.19, LelleleMpaligle\=1][S\Aelo]py)
entativeness-heuristic-2795805 Jik=; =l m/neaative-bias-4589618) increase-brain-nower/)
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er and Better, According to Sci-
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anvthina-faster-and-better-acc
ordina-to-science-5459b04 30

(How to Learn Faster, 03.29.19, (It's not a drug, but it may as

well be’- Expert opinions on
whether kids are addicted to
tech, 02.09.18, [altfel-W/lsv-Kele]sq!
1202888/are-kids-actuallvy-ad
dicted-to-technoloayv/

e
B

M L el

(Information Processing Basics-
How The Brain Processes In-
formation, 11.11.16, EEEallale! — :
N VEia"Aoelsalilsl{elgpiEYilelgRelge) (8 Ways to Improve Your Brain
cessina-basics-how-brain-pro e\ EINCKE KIS www.entrepre
neur.com/article/250417)
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P1

P1.0 Within Chapter 1 of
3: An Archive of Quo-
tations on American Production
Habits, I archived 100 quotations
from online articles of market
research/data centers, news plat-
forms, critical thinkers, technol-
ogy companies, and online busi-
ness magazines. Synonymously,
I archived 100 quotations from
researchers, reporters, critics,
proponents, and participants
who, with their own inherent
biases, are publishing informa-
tion and opinions on the nature
of production. Some are actively
participating in encouraging or
discouraging production, others
engage more passively with sta-

tistics, but all are participants in 202

the dialogue.

As a singular individual collect-
ing these quotations, the data set
1s inherently biased, but nonethe-
less archives existing articles and
information that may affirm and/
or contradict one another. I too
am a participant of the dialogue.
The order of the quotations is ran-
domized. Names of the organiza-
tion, business, person, or center
publishing the exact quotation are
included. The exact link where
the original quotation was pulled
1s also provided for your own cu-
riosity and further exploration.
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203 In this following chapter, I have

Q
-

al

highlighted words from these
curated quotations from a place
of intrigue, absurdity, and ques-
tioning. As a whole, the chapter
becomes a cross section of the
internet’s content without the
noise of advertisements, vary-
ing typefaces, stock images,
vector based illustrations.

I urge you to look at not only
the content of the sentence, but
the language that frames the in-
formation, the publishers they
came from, and the time they
were written. Who’s saying this?
Who'’s reading this? What is the
incentive for publishing this? The

incentive for reading this? How
is the viewer’s mind primed to
look at this article in conjunction
with these words? What is born
from this shared knowledge?
What will be?

What else is it that you take away
from this information that I have
not already explained? What are
my biases and inconsistencies
as the producer? What are your
biases and inconsistencies as the
consumer? What does this ex-
change mean?



P1.1 P1.6 “Swart, Peters and Broersma
1=K for the evening broadcast (2017, p. 186) define engage-
news programs, ABC’s World ment as the ‘specific ways
News Tonight, CBS Evening and means by which people

News and NBC Nightly News, were, roughly the el e o MR K e Ve A ER. The broadest possi-
same as 2016, according to estimates from Kantar Media.” ble definition of audience engagement would be to include
(Journalism & Media Pew Research Center {srg24%k} https://] all audience responses to media ‘beyond the level of atten-
www.journalism.ora/fact-sheet/network-news/) els(Coaitatio PressidtkkeR https://www.coaitatiopress.com/

mediaandcommunication/article/view/1758

30Nd0odd d
P PRODUCE

P1.2 “The majority of (elsiCIgiNeEICo R A= ae RN EVilgle) — n
little or no impact on business results or people’s 8  p17 “The (e MKEE) and the way it can be used is
Iives‘MeanianuI Brands e} O also changing the way business is being done and

U (WEIGGCHIERALEEL, 02.01.18, LaluleSWAVYATARELGlile I'_I'II 8 the services that organizations can offer due to an
week.com/2017/02/01/content-havas-meaninaful-brands/)] w SIS enhanced ability to produce. capture. and understand datal
(Micro FocusHKIVKIVKFAR httos://bloa.microfocus.com/how:

P1.3 “Art — like all cultural production — has a complicat- much-data-is-created-on-the-internet-each-day/
IR =R It becomes ‘content’, that catchall
phrase for the stuff that advertising is sold around P1.8 “Though not technically a part of the content produc-

And that is also the condition in which art is viewed: as part of 204 205 tion process, before putting processes in place for

a mass. An emblematic example of the Ele«iaaV]E le]aMelMIagt -to-day tactical efforts, \WelS M-\ (oM -\

aaery on the web is 4chan(The White Review J0Z%Is} clear strateaic qoals in mindigl Taraet Marketina Seyapy ks

www.thewhitereview.ora/feature/scroll-skim-stare/)] https://www.taraetmarketinamaa.com/post/content-marketi
na-produce-better-content-faster/all/

P1.4 “Without an in-depth understanding of your target
market, your content will likely be less effective in P1.9 N N e MRS rapid growth contin-

their Elihlifelyl. Learn about your custom- ued in 2017, increasing from $47 billion in 2016 to

IERKNnow them inside and outjUnderstand what makes them $61 billion. Although EES I RELNER ISR NEVERIE

Then, TEERGIERI{elit=1ilelsl tO create relevant content that also saw an increase in 2017, {pleloJIEREOAE R R e MG E

WVilReffectivelv enaaae vour taraet market gllieffoullas.com comprised two thirds of all S HE El NI e RN tE) @

WIN AT BUSINESS AND LIFE IN ADIGITAL WORLDA https:// nalism & Media Pew Research Center J8[eKo[MER https://www

www.jeffbullas.com/create-better-content)] journalism.ora/fact-sheet/diaital-news/)]

P1.5 “As mentioned before, the sequence of revisions to P1.10 (R eE RmE e is expected to reach EZEZEY
an article is not a good proxy for content production WIS by 2020. If this number is correct, it will mean
namely because of its [(JEYMREINIE=18." (Slel=lgltlild U 2 (EEEENE 40 times more bvtes than there are stars in

, https://www.ncbi.nIm.nih.gov/omc/articles/ R Wl the observable universejflVisual Capitalist{OZENE} httos://www,

PMC4437024/ c'n Y visualcapitalist.com/how-much-data-is-aenerated-each-day/



P1.11 “some incredible stats for the
(ZIiiE) of communication we
send out every minute:
minute there are 103,447,520
spam emails sentgl ForbesiWamE:M https://www.forbes.
com/sites/bernardmarr/2018/05/21/how-much-data-do-we-
create-every-dav-the-mind-blowina-stats-everyvone-should-
read/#45558dc960ba

= \More than 4 million hours of content uploaded to
NIV (Do TSNV YY), With users watching 5.97 billion
hours of Youtube videos each day” (Wil€ieR=el=IES
(OO hitps://bloa.microfocus.com/how-much-data-is-cre-

ated-on-the-internet-each-day/

P1.13

“some incredible stats for the e of communi
cation we send out every minute: Spotify adds 13
new songs” ((Welielzr), 05.21.18, laltte WA A TA o] ol=1]
com/sites/bernardmarr/2018/05/21/how-much-data-do-we:
create-everv-dayv-the-mind-blowina-stats-evervone-should-
read/#45558dc960ba

P1.14 “This tendency responds to Elitlalifelgi=Telelgle]lag](=TS
online — viewers Eejge]| MR Uaa M=) A [o [STo XE=10] (e]e1 )Y,
One of the few origins of the {sleJyllaEIa[e=RIMEY in
the early internet — search engine optimisation —{R{e}aleRig=1e3
tion with the development of imaae-recoanition softwarcBlals
result is an ecoloay of soundbitesleIRiauick-to-consumele
publishina environment that seems so inherent to the internet
it is rarelv challenaed ¥ The White ReviewX{Z¥IeR htto://www

thewhitereview.ora/feature/scroll-skim-stare/

P1.15 “these are numbers generated EYEWAulllizof the
SEVA Instaaram users post 46.740 photosg(Forbes
WAk} https://www.forbes.com/sites/bernardmar

r/2018/05/21/how-much-data-do-we-create-everv-dav-the:

mind-blowing-stats-evervone-should-read/#45558dc960ba
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P1.16-20

“some incredible stats for the

of communication we
send out every minute:
million emails are sentWelsleE
wide it is expected that there will be PASRollllo]aM=1aat=1MVELEIES
by 2019” ([@elfelss} 05.21.18, Raluie WA A e]g oI5 Nel0 eI =10)
bernardmarr/2018/05/21/how-much-data-do-we-create-ev
erv-dav-the-mind-blowina-stats-evervone-should-read/#

P1.16

P1.17  “In a month, {EEVEIEO RV EETR L CER I oo S E M ELGE
4 comments. and clicks on 8 adsiM(Brandwatch.
W httos://www.brandwatch.com/bloa/faceb
ook-statistics/)

P1.18  “Strategy #1 — (SiileEa e A=Iale ML teigllgle} gOo hand in

hand: Batching is a concept that is typically used
in industrial settings. Smart factory owners noticed
that when they created large batches of their product at once,
it was much [CEEIR:I e ME=RiIElg than creating products one

at a time.” (@[T olgellit 03.28.19, (pltteWATAATAsI][e] ¢J0] (01014
com/oroduc_e-more-content-in-Iess-time-with-these-science-

P1.19 Hidden in all this data are business insiaghts that can
(e [e [TV (o) [eI\=Xe[gelWVital. The problem is that finding
them is like finding a needle in a haystack. That's
Wia\2early adopters are focusina on bia data analvtics and ar-
chivinafl(Micro FocusBRIVKIVRNA httos://bloa.microfocus.com/

how-much-data-is-created-on-the-internet-each-day/

P1.20 “Huberman et al. found a positive correlation be-
tween the productivity of YouTube contributors and
the number of views of their previous videos. This
elalilinERUE prestiae is a powerful motivation for creation of
knowledaeMl(Scientific Reports https://www.ncbi.nlm.

nih.aov/pmc/articles/PMC4437024/)



“new articles created shortl
before or after the [ZEL Mo RIE=1E
{ildto their related pages tend

P1 P1.21
to PEIESRuICIRLENS than

those created too early or too late.” (Sl&Ehal0iARGIelelits, 2015,
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC4437024/))

P1.22 “These outlets are also highly likely to
Similar to 2017,
nearly all have official pages or account

(100%),(&@(100%), (94%) and ([ elel 1

(89%). However, only about one-in-ten (14%) have an official

channel or account on SJaElelegtzli, down about 10 percent-

age points from 2017.” (RleI8lgatl g M\ Lo [EEM =LA RGCEE [(olg)
Center o[He[s kMR https://www.journalism.ora/fact-sheet/dia
ital-news/

”

P1.23 EEEREhE i Anlllitelsllikes every minute.
watch SOk mER https:// www.brandwatch.com/blog

/facebook-statistics/

P1.24  “A short answer to is to say you should only pro-
duce the minimum amount of content you need to
achieve your desired results. But that &=k =10
tory for a lot of people Enaaae Content}httos://engagecon:

tent.com.au/content-production/

P1.25 WA= |HR[®1\} Facebook likes eve
FocusBI‘NIONFA https://bloa.microfocus.com/how-
much-data-is-created-on-the-internet-each-dav/

P1.26  “some incredible stats for the e8Itz of communica-

tion we send out every minute: There are (SJ00REW
WELR:T (16 to Wikipedia” (®elielzs), 05.21.18,
www.forbes.com/sites/bernardmarr/2018/05/21/how-much
data-do-we-create-every-dav-the-mind-blowina-stats-every:

one-should-read/#45558dc960ba
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P1.27-32

Content Marketino® How to
Produce Better Content Faster
QECENYER G el 02.12.18 {3l

ps://www.taraetmarketinamaa.
com/post/content-marketina-produce-better-content-faster/all/

P1.28  {efeslClalMe]fele[VleiiledMER-MAEICHE, NOt @ goal. It's a
Sye1cuRiel@ult creation of information for a defined
. It involves working out who you want to

speak to, and what you want them to do. As such, your con-

tent strategy should always lead your content production sys-

ICIuRM(Enagaage Contentghttps://enaagecontent.com.au/cont

ent-production/

P1.29

“The use of CRM ((f8EielpaCIMRGIEile]atl allol\Y =TgF=To (=]
systems has been [s[fNilsleM i o\ileld for
some time. CRM systems allow you to keep track
of all your interactions with a customer — including {ee]a\%=IEE!
tions. sales and marketina output aall in one place{lieffbul
las.com WIN AT BUSINESS AND LIFE INADIGITAL WORLD.
https://www.ieffbullas.com/create-better-content/

P1.30 “Over GEalilife]aMellele Mook S published on the In-
ternet every day.” (gleiilale RIS 12.17.18. (aluiekW/i

hostinafacts.com/internet-facts-stats/

P1.31 The future innovators and market leaders across
all industries will be the ones who can take this data
and make the most out of it RAAEIEIRGEIER ain:

[leMlsEilelsiE} for a marketing campaign or a new R&D project,

AERINEE RN e e IR EVECRUEERRNER), and one thing is

neim Micro Focus JKIVKIVENA httos://bloa.microfocus.com/

how-much-data-is-created-on-the-internet-each-dav/

P1.32

22 billion texts sent every dav 1 10.10.
(W@ https://bloa.microfocus.com/how-much-data-is-
created-on-the-internet-each-dav/




P1.33  “Next, R ERC N E FoYe U t“) P1.38 “These are all critical questions
actly who this person is % D to address during your early
let suggests THER e geosletk O 8 days of your content market-
toaraphy site like Unsplash or 8 oY ing, so that you can [pehdnlr4=

Pexels to find a photo of the person vou've just described e il OUr Opportunities for gettina vour content in front of vour ide:
Inc JIRERIEEM httos://www.inc.com/ieff-haden/how-to-cre bk =l 5| audience®where thev're alreadv spending their imellInc..
ate-areat-content-a-step-bv-step-quide-to-content-market: OO E AR Nttps://www.inc.com/ieff-haden/how-to-create-are
iIng-that-delivers-real-results.html at-content-a-step-bv-step-aquide-to-content-marketina-that:
delivers-real-results.nhtml
P1.34  “Each day EERulllile]glelalelle-R=Tgle MYle[STe]S) are shared — N
on Instagram” (ReifsS 05.21.18, USWANNN < tH' P1.39  “some incredible stats for the of communi-
forbes.com/sites/bernardmarr/2018/05/21/how - Sie) O cation we send out every minute: We send {isHull!
much-data-do-we-create-every-dav-the-mind-blowina-stats. r_||'| 8 lion text messaaes g(ForbesY W AMER hitps://www,
everyone-should-read/#45558dc960ba) w B forbes.com/sites/bernardmarr/2018/05/21/how-much-data:

do-we-create-every-day-the-mind-blowing-stats-evervone
should-read/#45558dc960ba)

AR 4 3 BILLION Facebook messaaes

ro FocuslVNIOAFA https://bloa.microfocus.com/ho
w-much-data-is-created-on-the-internet-each-day/ P1.40 “Some 60% of the content created by the world’s
210 211 leading 1,500 brands is {BEWezlf that has s

A Sudden chanaes of attentionfelgbursts MEVEY == impact on consumers’ lives or business results§
ezl [Ifelg 1 \VASI (Ble[[=Te] UuSing the logarithmic derivative (Marketinag Week ity kR httos://www.marketingweek.co

AWITANIS where Nt is the number of visits or links ac- m/2017/02/01/content-havas-meaninaful-brands/),
crued by a topic (e.g. a Wikipedia page, a YouTube video,
etc.) during a fixed sampling interval t and the numerator is ARy {0k ke H e very minute of the dav Tumblr users publish
customarily defined asfNN iGNl (SERERN. EEEhi 79.740 postsM(Social Media Todav{\eREKES httos://
5, https://www.ncbi.nlm.nih.gov/pmc/articles/ www.socialmediatodayv.com/news/how-much-da
PMC4437024/ ta-is-aenerated-everyv-minute-infoaraphic-1/525692/
P1.37 “He is the owner of jeffbullas.com. P1.42 QLEEERNGE isn’t that these teams can’t view data
ERe M08 of Chief Marketing Officers and{las from other sources: it's that

world’s top social marketing talent =il CIETIRINS Ll [aleMiaT=T[ eV (el p g [TMIaRile]al &) through application of
him among 50 online marketing influencers to watch. Inc.com cross-department data. Marketing, for example, might not be
has him on the list of 20 digital marketing experts to follow on concerned about the exact details behind each customer call,
Twitter. Oanalytica named himgzzK€ileler=|K®e]aI 1o M\ ETg Clilgle Mg} but they do care about which customer category these people
ULl BizHUMM ranks him as the world’s EzaleSEIg R o) ole! are calling " (WElLGIUlelxdtelis), 05.09.19, Lo WA TANED
ketinaprofs.com/articles/2015/27698/2-million-bloa-posts:

qerﬂ(ieffbullas.com WIN AT BUSINESS AND LIFE IN A DIGI
TAL WORLDZ? https://www.ieffbullas.com/create-better-content/

LE—€E L
P1.38—42

are-written-every-day-heres-how-you-can-stand-out]
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P P1.43 “How are you going to mea-
1 sure theﬁof our cam-
paign? Is it with [{Eliile¥d New
Conversions? Social sharesglalslenaaagement? \Vilslsle}views?
ereleeridownloads7iSales 7@ Inc. XOXIRIOKER httos://www.inc.
com/ieff-haden/how-to-create-areat-content-a-step-bv-step:
auide-to-content-marketina-that-delivers-real-results.html

=AWV \|arketing data is a huae step forward}

v—Intearate! §Barriers that prevent JelelpgleERIES
from developing [il&aMeVEile]plsImMaglele[s1 come in
many forms.” (NETCC daelateiis, 05.09.19, (AN AN G
inaprofs.com/articles/2015/27698/2-million-bloa-posts-are:

written-every-day-heres-how-you-can-stand-out

P1.45

i Facebook aenerates 4 new petabvtes of data per
o\ Facebook now sees 100 million hours of dail

video watch time.
www.brandwatch.com/bloa/facebook-statistics/

I I Custom content delivers the highest engagement
(The Drumgerasiiem https://www.thedrum.com/
opinion/2019/02/08/custom-content-created-pub

lishers-outperforms-brand-produced-material-finds

“Financially, El\EgEIm= el=alelitN(=8 for the news

programs of the three major networks — [a\=1®;, (&{=}5]
and \[z]® .
nalism & Media Pew Research Center JO#4sME:R hitps://www
journalism.ora/fact-sheet/network-news/)]

P1.47

100 million people use the Instaaram ‘stories’ fea
ture dailv@l(Forbesl https://www.forbes.com/sites/
bernardmarr/2018/05/21/how-much-data-do-we:

create-everv-dav-the-mind-blowina-stats-evervone-should-
read/#45558dc960ba)]
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P1.49-54

P1.49 “Yes, thereis a crush of content

coming. But vou can &\YelleNel=]2

ting sucked into the black hole
if you have a plan. Consider

ity.. httos://businessesarow.com/2012/09/26/content-market:
inag-strate av-are-vou-qgood-fast-or-cheapi)

AR Only 22 percent of businesses are satisfied with

their conversion rates#l(Hostina FactslKPENF&ED)
https://hostingfacts.com/internet-facts-stats/

P1.51 “Over Emnlllite]aMelaleiler} and videos are shared on
Instagram daily.” (e RaEEs, 12.17.18, (oWl
hostinafacts.com/internet-facts-stats/

P1.52 “some incredible stats for the of com-
munication we send out every minute: \Ealale)
processes $51.892 peer-to-peer transactions]
LW AL https://www.forbes.com/sites/bernardma

rr/2018/05/21/how-much-data-do-we-create-every-day-the:

mind-blowing-stats-evervone-should-read/#45558dc960ba

There are two key areas that motivate custom:
ers: finances and emotionskillieffbullas.com WIN

AT BUSINESS AND LIFE IN A DIGITAL WORLL
https://www.jeffbullas.com/create-better-content/

AN - Ml ®E S Where will the work be

read? Who will read it? How will it be manufac-
tured? What other texts and pictures will surround
it? Benjamin argued that artists and photographers must not
view their task as solely visual, lestiiEYAEle o iR =R10]o]olIt
ers of form to the existina apparatus of bouraeois publishina’

P1.54

(Ellen Lupton40kk® http://elupton.com/2010/10/the-desian
er-as-producer/



P1.55

“Lastly, take that

photo, the bulleted list and
write a story about them in

P1

”

IOEER( INnC Ok EOVNE R hitps://www.inc.com/ieff-haden/how:
to-create-areat-content-a-step-bv-step-aquide-to-content:
marketinag-that-delivers-real-results.html

i Produce More Content in Less TimeRAlLEEE
6 Science Backed Tactics” (@l¥le¢s]elfel8ls, 03.28.19,
https://www.quicksprout.com/produce-more-con
tent-in-less-time-with-these-science-backed-tacticsy)

YA Information is costly to produce but cheap to re:
olgele[¥[ez) \Who are the main providers of oriiinal

P1.56

news in the online world, and EIGCRUENAGE LI [s] for

t
o[e L= pl{e]pab=Nie]aM eIl o= ENE ? This paper addresses these is-

sues by exploiting a unique dataset including all online con-
tent produced by general information media outlets in France
during year 2013. Tracking every piece of content produced
by these outlets, we develop a to
construct the set of news stories. We study the timeline of
CElo R el Iglel distinquish between oriainal reportinag and co

pv-and-pasteMM(NET Institute http://www.netinst.ora/
Caae Herve Viaud 15-05.pdi)

his? AMEIEETCRUERLERE Y of breaking out a story, and {gfel 216

AT I NPT CRELRE) 2.5 quintillion byvtes of data created each

oY) at our current pace, but [{gEEIMer={e>HEN e \R-1¢!

celeratina Wiiialisls) arowth of the Internet of Thinas
[FIBMOver the last two vears alone 90 percent of the data
in the world was aenerated $¥(ForbesHEIARER httos://www.
forbes.com/sites/bernardmarr/2018/05/21/how-much-data
do-we-create-everv-dav-the-mind-blowina-stats-evervone:
should-read/#45558dc960ba

30Nd0odd d

S310N0O |

89 -GG Ld

P PRODUCE

1 QUOTES

217

P1.59-63

P1.59

“‘Over 2.5 quintillion bytes of
data are created every sin-
gle day, and it's only going to
grow from there. By 2020, it's
estimated that 1.7MB of data will be created every second
for every person on earth§(Social Media TodaviK\KEKE]
https://www.socialmediatodayv.com/news/how-much-data-is-
aenerated-everv-minute-infoaraph ic-1/525692/
P1.60 “If you've already been doing content marketing
without a formalized strateqy, EIRERale1 ML}t
aet MarketinoSZPaE® https://www.taraetmarke
tinamaa.com/post/content-marketina-produce-better-con
tent-faster/all/))

P1.61 “The stats don'’t lie: 80% of readers will read the
headline, but only 20% will read the rest. [A¥igelale!
title can lead to 500% more paaeviews ¥ Mar-
ketinaProfs SEREREMR htto://www.marketinaprofs.com/arti
cles/2015/27698/2-million-bloa-posts-are-written-everv-day:
heres-how-vou-can-stand-out

P1.62 “By 2025, it's ERnEIEe R IR Ry ¢ 0\ =I Ko e |
will be created each dav aloballviRuEIERER A

alent of 212,765,957 DVDs per day!” QUEIVEIROE e}

italistyez ks https://www.visualcapitalist.com/how-much:
data-is-aenerated-each-day/

P1.63 “The ElJlisd to make (EIER (= e Clo ilela - M-I 4 0L
cial to anv business®WiitaReach click, swipe. share
and like, a world of valuable information is created.

Dol e NIV IR =ReI0)=]f t0 make those decisions [felaiMaileRial=]
oEllnRe A%t IdsElelby connecting your data and your people at

any moment, on any device, so they can make the kind ofs[}
cisions that make an impacti(Social Media TodavisakMEE

https://www.socialmediatodav.com/news/how-much-dat
a-is-generated-everyv-minute-infoaraphic-1/525692/




P1.64

“Here are some more intriguing
Facebook statistics: More than
300 million photos aet upload:
RN (RolioR, 05.21.18,

P1

https://www.forbes.com/sites/bernardmarr/2018/05/21/how-
much-data-do-we-create-every-day-the-mind-blowina-stats.
evervone-should-read/#45558dc960ba

P1.65 “zettabyte 1,000 bytesieleloeXeleloXeleloXeloloXeleloNe o]0 X0]
00 bvtes(Visual CapitalisteZEMEER https:// www
visualcapitalist.com/how-much-data-is-aenerated:
each-day/

P1.66  “Journalism has gradually become ‘normalized into

social media’, and most journalists use social me-
dia platforms to publish their work (Bruns, 2018).

YouTube is an influential social media platform, reaching over
a billion users worldwide. Its EXERENVCREE R IEI TG R (0) (=)

entertainEZliffslenaaae alobal publicsigelelik][slele]p
YouTube, this study explores the place for journalism within
this media ecology.” (®felelicliloMmzER), 2019, (gl lWATAA Ao o]
tatiopress.com/mediaandcommunication/article/view/1758),

“some incredible stats for the WIS of communica-
tion we send out every minute: There are gz W40
calls on Skvpegl(ForbesisWaRE: M httos:// www

P1.67

forbes.com/sites/bernardmarr/2018/05/21/how-much-data:
do-we-create-every-dav-the-mind-blowinga-stats-evervone
should-read/#45558dc960ba

“some incredible stats for the Well¥l;alss of communi-
cation we send out every minute: (ksX0l0[0N€]| =11
St via Facebook messenger” . 05.21.18,
httpos://www.forbes.com/sites/bernardmarr/2018/05/21/how:
much-data-do-we-create-everv-dav-the-mind-blowina-stats:

P1.68

evervone-should-read/#45558dc960ba
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P1.69-73

P1.69 “these are numbers generated
every minute of the day: S)iEle
chat users share 527,760 pho

o (o), 05.21.18, it H/

www.forbes.com/sites/bernardmarr/2018/05/21/how-much:
data-do-we-create-every-dav-the-mind-blowina-stats-every

one-should-read/#45558dc960ba)

WS WIS Bliellalell. some organizations are Elaglel\
satisfied with the limited insight J{glz]

P1.70

Glileldielis, 05.09.19, oA ANELGli[le]e]fe])iF
com/articles/2015/27698/2-million-bloa-posts-are-written-ev
ery-dav-heres-how-vou-can-stand-out

|f vou’re seriousiglelelflidstanding out from the 2 mil-

[[e]gle]leJoMelelSis) puMped out every day, here’s what
vou need to start doina¥MarketinaProfs OsRk- ks
htto://www.marketinaprofs.com/articles/2015/27698/2-mil
lion-bloa-posts-are-written-every-day-heres-how-you-can
stand-out

P1.71

“these are numbers generated every minute of the
W\ 456.000 tweets are sent on Twitterg(Forbes

b httos://www.forbes.com/sites/bernardmar
r/2018/05/21/how-much-data-do-we-create-every-day-the:

mind-blowing-stats-evervone-should-read/#45558dc960ba)

P1.72

P1.73  “In the U.S., roughly nine-in-ten adults (93%) get at
least some news online (either via mobile or desk-
top), and the online space has become a host for

the digital homes of both legacy news outlets and new, ‘born

on the web’ news outlets. BlleliEIR NI R I O MGV PR [G(e 1S
all diaital entities [{eJs\/elsle BRI ME\WAI) continues to arow Ry
technoloav companies plavina a larae role in the flow of both

(Journalism & Media Pew Research

news and revenuel
SN hitps://www.iournalism.ora/fact-sheet/di
aital-news/



P 1 P1.74  “Cornerstone contentis content 3 P 1 P1.78 “Here are some more intrigu-
: U : .o
that attempts to cover a single D ing Facebook statistics: Eve
topic in a definitive way. The O S minute there are CRNE ]
G&l of cornerstone content is 8 o ments postedgllel 293.000 sta
often (A AEEEE RIS You produce it to @) a BILWARER https://www.forbes.com/
AR Nt Gated content is content that can ™ =l sites/bernardmarr/2018/05/21/how-much-data-do-we-crea
be exchanged for somethini ﬁlike contact information). You te-everv-dav-the-mind-blowing-stats-evervone-should
produce gated content toZRElell g k=Keelalpl=eitle]s! With an audi- read/#45558dc960ba;
ence. Evolving content is a stream of regularly produced con-
tent. It may take the form of a series of blog posts, or regular - »n P1.79 ‘lceland is the country with the {gllelaCEI Rl Clia S e}
news reports, or regular episodes of a program. You produce 8 ",'_J etration in the world EAWiugETIslimpressive 100 per:
to create awareness of you among your in- & O =1tof its citizens using the Internet.” (gl Raz (&<
tended audience. (SSEIIMORNIEN] - 8 12.17.18, https://hostinafacts.com/internet-facts-stats/)
7)) —
ARV 2k kR e very minute of the dav Reddit receives 1,944
What If You’re Trvina. But You Still new comments.” (SlolaIMV/Cle[MMIeleEY, 06.15.19,
Don’t Know Much About Your CustomersgliiMarket https://www.socialmediatodav.com/news/how-mu
inaProfsOEKEKE] htto://www.marketinaprofs.com/ ch-data-is-aenerated-every-minute-infoaraphic-1/525692/
illi ' 221

P1.81 PsvchoaraphicsiEI=Ril:Rthinas we can’t measure.
Attributes like attitude, belief systems. values. and
interests.” ([if8, 01.10.18, (it CRAT A AIANeo 11
ieff-haden/how-to-create-areat-content-a-step-bv-step-qui
de-to-content-marketina-that-delivers-real-results.html)

P1.76

1Big dataj IS characterlzed with 4-Vs: \el[¥al=) AE1RE

05.21.18. e e A A
much-data-do-we-create-everv-dav-infoaraphic/

P1.82 “According to the Content Marketing Institute, 70%
AWM Produce the best content vou can el |f it means of B2B marketers surveyed say
staying tightly focused on a few topics. § e eReeucalthis year than they did in 2016, with
becoming the [EIEREiglelgia% on a narrow topic... the trend showing [glekile[gERe IR e\ Vi[sTeWe o)) as we head into
Produce content quickly and efficientlvioAe[EI[ler=1tlale K1l Ko IE M (NnC. BOMIVNEE httos://www.inc.com/ieff-haden/how-
=\aleR Survive bviproducing lots of content and making lots to-create-areat-content-a-step-bv-step-quide-to-content-mar
eI« )i CleiilelsE). ..Publications have pre-packaged audiences ketina-that-delivers-real-results.html)
that eldRe=IaREAEEls[E) by paying close attention to the chang-
ing interests of the press and popular blogs. SIS gWEe being
at the right place at the right time.” (VElGESIsEEE AV EIRG e}
Strateav. Humanitv.§https://businessesarow.com/2012/09/26/

AN EN cvery minute of the dav 1.25 bitcoin are creat:
(Social Media TodavRMEMER https://www.Sso.
cialmediatodav.com/news/how-much-data-is-aen:

Ll—Vv/'ld
P1.78-83

content-marketing-strateqv-are-vou-aood-fast-or-cheap/ erated-every-minute-infoaraphic-1/525692)]



P1 "4-Vs: : P1 ""Dont
Volume, * Delay—In-
Variety, Velo- : :tegrate!”
city, Veracity. ¢ *.. “Hi
» ghest
volume. “  "lInternet
""Produge t e Penetre in”
Best C

P1.81 “P
grap



P1.84 “In 2017, according to eMarket-

P er estimates, digital advertisin
1 EIE to $90 billion, an m
from $72 billion in 2016. It was
estimated to comprise 44% of all advertising revenue, up from
YA/ RO (Journalism & Media Pew Research Center
VGRS ESANttps://www.journalism.ora/fact-sheet/diaital-news/)]

P1.85 “Digital-native news outlets are also Elsle]ejifgleRe]igl=Ts
outreach and engagement methodsatelelijs:=1le]gl 2
in-ten (83%) of these outlets offer newsletters, and

86% have an official presence on Apple News. Alarge majority

(71%) release podcasts, and 63% allow comments on their ar-

g(Journalism & Media Pew Research Center Jo[eNo[cRkeR

https://www.journalism.ora/fact-sheet/diaital-news/

P1.86  {®iEe]pMeelgiclaid created by a publisher on behalf
iE-Nr:lslel performs better for engagement [QERREE
purposed content from the brand itself” (AR

NS hitps://www.thedrum.com/opinion/2019/02/08/cust

om-content-created-publishers-outperforms-brand-prod

uced-material-finds

1.209.600 new data producina social media users
each dav.@Micro Focus JKINKIEKA httos://bloa.mi:

crofocus.com/how-much-data-is-created-on-the-in
ternet-each-dav))

“There is a =3 rapid spillover of
may lead to a situation where no firms

would invest in gathering information. Hence how

P1.88
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P1.90-93

P1.90 “In a Pew Research Center au-

P1 dit of 35 outlets conducted in

early 2018, a majority of these
(57%) have apps for at least one of the two
main mobile platforms (iOS and Android). However, com-
pared with 2017 there has been some movement away from
offering apps on both platforms: 31% of digital-native news
outlets offer both in 2018, down from 42% in 2017. Instead,
more outlets in 2018 (23%) have just an iOS app than in 2017
(17%), while just one outlet (3%) offers only an Android app.”

Journalism & Media Pew Research Center JolsNo[slEs? https://
www.journalism.ora/fact-sheet/diaital-news/

P1.91

“the dissemination of news is very [EE8 On average,
it takes two hours for an information published by a
media outlet to be published on the website of an-

other outlet; but less than 45 minutes in half of the cases, of

which less than 5 minutes in 25% of the cases. This very high
reactivity comes with the BEEXoReJo) = BB, however. Ac-

to our lower bound estimation, IgtlilelRelalilal=Rlai{e]aaa =2
tion production is copv-and-pastef Most outlets simply echoe

others work without addina oriainal reportina§INET Institute.
AN hitp://www.netinst.ora/Cage Herve Viaud 15-05.pdf

P1.92

MO BE\CIlo s Gooale now processes more than
40.000 searches EVERY secondiEXsEmelllilels
(ForbesM httos://www.forbes

com/sites/bernardmarr/2018/05/21/how-much-data-do-we-
create-everv-dav-the-mind-blowina-stats-evervone-should-
read/#45558dc960ba

P1.93 “Through analysis of a massive dataset on traffic to
Wikipedia, we find that fialzRelgels[Veiilo]a el Mal= VA a0\ V]!
edqe is associated to sianificant shifts of collective at:
tentionRVaICIR AL proxy for its demandMINET Institute.

AN http://www.netinst.ora/Caage Herve Viaud 15-05.pdi)]




P1.94 “as of February 2016, 486 In-

P 1 stagram photos are upload-
ed every second. That's over

Anc

that’s just Instagram, [IEKealCE= e l8[{el=! Of images uploaded to

the internet. Every two minutes, people upload more photo-
graphs to the internet than existed in total just 150 ‘ears aio

(and this information is correct as of 2014). This [e]gellj{=Ig=11{e]s)
has changed the today in a way
as monumental as the advent of photography or the introduc-
tion of illustrated newspapers in the mid-nineteenth century.”

The White Review, 04.2016, {aluleWATAAVA s SV sl (AU l=\ e (o )
feature/scroll-skim-stare/

10 ofthe Best Social Media Monitorina Tools for Everv
BusinessiiMarketinaProfs BEREREM httos://www

marketinaprofs.com/articles/2019/41073/10-of
the-best-social-media-monitorina-tools-for-everv-business

P1.96 “some incredible stats for the MM of communica-
tion we send out every minute: There are EieI0Ke[0]0]
LA TSVl (Forbes, 05.21.18, aluleEWAYAAA
forbes.com/sites/bernardmarr/2018/05/21/how-much-data
do-we-create-everv-dav-the-mind-blowina-stats-evervone:

should-read/#45558dc960ba

“For some, these are just interesting factoids that
I E Rl and can later be brought out to ffitt
JCEERUGENE over a coffee. IRJIMnEGIGE), these
statistics can [aEl[sRIaRe A= o] olIale B =1 Lol [=YS tO ensure you are
targeting the audience you want to reach in the [gleEiR=li{=I8 0=
(Brandwatchokols kR httos://www.brandwatch.com/

bloa/facebook-statistics/

P1.98 60% of marketers create atleast one piece of content;

'NEILPATELBhttos://neilpatel.com/bloa/38-content:

marketina-stats-that-everv-marketer-needs-to-know/

30Nd0odd d

S310N0O |

226

86 —¥6'Ld

P PRODUCE

1 QUOTES

227

P1.99-100

P1.99 “If brands can develop an ef-

fective strategy for creating

content based on

o l=1g1=1atellale) Of their target au-

ing-stats-that-every-marketer-needs-to-know/
P1.100 “They’'ve become occupied with other activities that
don’t encourage them to create the kind of content
that originally brought them Liglsilelg), (CELE EEIES
and [EYEUIE. You know- the B oo i I E LGl

ing to become.” (N=WZNR=IR (1T = WA ES
tel.com/bloa/38-content-marketina-stats-that-every-market:

er-needs-to-know/)
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P2 [

MProduce
aFigures

~ Chapter 2 of 3:
An Archive
of Figures on

American Pro-
. duction Habits




P2

P2.0 Within Chapter 2 of
3: An Archive of Fig-
ures on American Production
Habits, 1 archived 50 figures of
data visualization on media pro-
duction pulled from market re-
search/data centers, news plat-
forms, technology companies,
and online business magazines.
Synonymously, Synonymously,
I archived 50 quotations from
researchers, reporters, critics,
proponents, and participants
who, with their own inherent bi-
ases, are publishing information
and opinions on the nature of
production. Some are actively
leading in original research, oth-
ers regurgitate this information

from the original source, but all 234

are participants in the dialogue.

As a singular individual collect-
ing these figures, the data set is
inherently biased, but nonethe-
less archives existing articles and
information that may affirm and/
or contradict one another. I too
am a participant of the dialogue.
The order of the figures 1s ran-
domized. Names of the organiza-
tion, business, person, or center
publishing the exact quotation are
included. The exact link where
the original quotation was pulled
1s also provided for your own cu-
riosity and further exploration.
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235 In this following chapter, I have

<
N
al

highlighted the links of these
curated figures. As a whole, the
chapter becomes a cross section
of the internet’s content with-
out the noise of advertisements,
distracting titles, persuasive
words, stock images, vector
based illustrations.

[ urge you to look at not only the
statistics, but the language that
frames the information, the pub-
lishers they came from, and the
time they were published. Who’s
saying this? Who’s reading this?
What is the incentive for pub-
lishing this? The incentive for
reading this? How is the view-

er’s mind primed to look at this
article in conjunction with this
figure? What is born from this
shared knowledge? What will be?

What else is it that you take away
from this information that I have
not already explained? What are
my biases and inconsistencies
as the producer? What are your
biases and inconsistencies as the
consumer? What does this ex-
change mean?



(2 Million Blog Posts Are Writ-
ten Every Day, Here’'s How
You Can Stand Out, 05.18.15,
www.marketinaprofs.comj
articles/2015/27698/2-mill
ion-bloa-posts-are-written
everv-dav-heres-how-vou-can

ch data is generated every mi

DATA NEVER SLEEPS 6.0

N\ THe WENTIER NETFLIX
\ RECEIVES.

(Produce More Content in Less 7974
Time With These 6 Science 9861
Backed Tactics, 03.28.19, W DAY—
auicksprout.com/produce-:
more-content-in-less-time-with-
these-science-backed-tactics/

TEXTS SENT

P2.3

1g Habits: Are Consumers 'Adlergic'?

:I 80% ADULTS .5
- | 150 at lpast one ad- r:'_-.;\ i

(How Much Data Is Generated
Every Minute? [Infographic],
(s Www.socialmediato
dav.com/news/how-much-da

(Internet Stats & Facts for 2019,
12.17.18. hostinafacts.com/inte

ta-is-generated-evervy-minute

rnet-facts-stats/ infoaraphic-1/525692/
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P2.6-9

(The Production of Information
in an Online World, 09.2015,
www.netinst.ora/Caae Herve
Viaud 15-05.pdf

(2 Million Blog Posts Are Writ-
ten Every Day, Here’'s How
You Can Stand Out, 05.18.15,
www.marketinaprofs.com/
articles/2015/27698/2-mill
ion-bloa-posts-are-written:
everv-dav-heres-how-vou-can:

HOW 10 VISUALIZE

P2.7

Jmer frustrations with
B services

(Digital media trends survey, (Produce More Content in Less
13th edition. Piecing it togeth- Time With These 6 Science
Backed Tactics, 03.28.19, YW,
auicksprout.com/produce-mo

1@ www_2.deloitte.com/content/
dam/insiahts/us/articles/4782
re-content-in-less-time-with
these-science-backed-tactics/

digital-media-trends-13th-edi
tion/images/4782 banner




theattentioneconomy,05.19.15,

www.ncbi.nlm.nih.gov/pmc/art

(The production of information in
theattentioneconomy,05.19.15,

(The production of information in
theattentioneconomy,05.19.15,
www.ncbi.nlm.nih.gov/pmc/art

icles/PMC4437024/

' v B2B Marketers Rate the
eness of Their Organization’s

se of Content Marketing

T T T T T

(38 Content Marketing Stats That

Every Marketer Needs to Know,

neilpatel.com/bloa/38-content
marketing-stats-that-every-ma
rketer-needs-to-knowi)]

P2.14

s combine paid and free
rvideo to piece together
the content they want

LU of the time they use paid services

of the time they use
free video streaming services

urvey, 13th edition.

Deloitte Insights | deloitte.com/insi

(Digital media trends survey,
13th edition. Piecing it togeth-
T8 www2.deloitte.com/content;

dam/insights/us/articles/4782

diaital-media-trends-13th-edi
tion/imaaes/4782 banner
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P2.15-18

(Digital media trends survey,
13th edition. Piecing it togeth-
er, www?2.deloitte.com/content/
dam/insights/us/articles/4782
digital-media-trends-13th-edi
tion/images/4782 banner)]
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1panies*, Ranked by Retail Ecommerce
D18
'ommerce sales

49.1%

2. eBay

6.6%

3. Apple

ze%

4. Walmart
| ERgB
5. The Home Depot
Bs%

6. Best Buy

B13%

7. Qurate Retail Group**
Baz%

8. Macy's

B12%

9. Costco

Bi2%

10. Wayfair

Baa%

Note: total US retail ecommerce sales=$252.69 billion in 2018, top 10

companies' sales share=70.1% of total eta,‘ecomrne ce in 2018; includes

products or services ordered using rhe nte net, regardless of rhe method
of payment or fulfiliment; excludes *excludes

prlvatety held compames mciudes ecommerce sales for OVC HSN and
zulily as ded QVC only

Source eMa keter July2018

23944,

www.eMarketer.com

(nternet Stats & Facts for 2019,
12.17.18, hostinagfacts.com/in

ternet-facts-stats/

P2.17

JREMENT CRITERIA FOR
NT MARKETING SUCCESS

56%

Sales Lead Quality

SEQ Ranking
In:reased Customer Loyalty Pk
Benchmark Lift in Company Az cress
Benchmark Lift in Product/Service Awareress

Inbound Links [l &
= ™ 20

(38 Content Marketing Stats That
Every Marketer Needs to Know,
neilpatel.com/bloa/38-content
marketing-stats-that-every-ma
rketer-needs-to-know/|

Engagement
P . Conversion
Audience Yalue

www

Marketer Value

(38 Content Marketing Stats That
Every Marketer Needs to Know,
neilpatel.com/bloa/38-content

marketina-stats-that-every-ma
rketer-needs-to-know/
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(How Much Data is Created (2 Million Blog Posts Are Writ-

on the Internet Each Day?,
([ONMIVWFA blog.microfocus.com!/
how-much-data-is-created-on-
the-internet-each-day/

(Design and production informa-
tion system technology, fele

toshiba.co.ip/cmc/en/rd/core/
core quality

P2.21

nmerce is up #nd Poised for Further Growth

ECECErTIT ENNTTTT
F]
-
= - .
R s W4 ol 1 dp - T e
el e

wm

Helabl ]

(Internet Stats & Facts for 2019,
12.17.18., hostinafacts.com/in

ternet-facts-stats/)]

P2.22

» Shares for Articles With or Without Images

ten Every Day, Here’'s How
You Can Stand Out, 05.18.15,
www.marketingprofs.comj
articles/2015/27698/2-mill
ion-blog-posts-are-written
every-day-heres-how-you-can
stand-out

P2.23

‘ganizational Goals for
2B Content Marketing

Brand Awareness '
83%
Engagement | 81%

(38 Content Marketing Stats That
Every Marketer Needs to Know,
neilpatel.com/bloa/38-content

marketing-stats-that-everv-ma
rketer-needs-to-know/
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P2.24-27

P2.24

iumber of ads on pay TV
vers to “tap out”

8 minutes
Just the right amount
N of ads

W 16 minutes
Too many ads

16-20 minutes

Average minutes

per hour of ads

/) onpayTV
y o

P2.26
DATA NEVER SLEEPS 5.0

How much data is gene

, NETFLIN SNAPCHAT  LINKEDIN

YOUTUBE

o

J o
TUUBLR 8 TWITTER
* 2017 2

o crery P -

of @ the

WIKPEDIA C | SHYPE
e S

- A

5 g | ®)°  NSTAGRAN)

GOOGLE
BUZZFEED  VENMO SPOTIFY AMNERICANS

(Digital media trends survey A (How much data do we create
every day?, 05.21.18, {GEE)
artups.com/2018/05/21/how
much-data-do-we-create-ever
y-day-infographic/)]

new world of choice for digital
consumers, 03.19.18, YW
deloitte.com/insights/us/en/in

dustrv/technologyv/diaital-me
dia-trends-consumption-hab
its-survey-2018

P2.25

_TO VISUALIZE

1. Find A Quiet Place

Anywhere you will not be disturbed

(Produce More Content in Less
Time With These 6 Science
Backed Tactics, 03.28.19, i
auicksprout.com/produce-

more-content-in-less-time-with:
these-science-backed-tactics/

(How Much Data is Created
on the Internet Each Day?,
(VNI IFA bloa.microfocus.comy

how-much-data-is-created-on
the-internet-each-day/




(38 Content Marketing Stats That
Every Marketer Needs to Know,
neilpatel.com/bloa/38-content
marketing-stats-that-every-ma
rketer-needs-to-knowi)]

(The Production of Information
in an Online World, 09.2015,
www.netinst.orq/Cage Herve

(38 ContentMarketing Stats That
Every Marketer Needs to Know,
neilpatel.com/bloa/38-content
marketina-stats-that-everv-ma
rketer-needs-to-knowi)]

2 Global Social Media Usage

1,209,600 new social media users each day

(How Much Data is Created
on the Internet Each Day?,
10.10.17, {elleleMpplleife)(e]eiVERe0]lagVi (Network News Fact Sheet,

07.25.18, NAAleIVaab-1IE g Re]ge])

how-much-data-is-created-on:-
the-internet-each-day/

fact-sheet/network-news/)]
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P2.33-38

(The Production of Information
in an Online World, 09.2015,
www.netinst.ora/Cage Herve
Viaud 15-05.pdf

10'3 tial L P L L L a
10°10"10%10*10*10°10°10” 10%10°
Traffic v

(The production of information in
the attentioneconomy, 05.19.15,
www.ncbi.nlm.nih.gov/pmc/arti

cles/PMC4437024/

P2.36

.onsumers' Buying Decision is
enced by Custom Content

—y ‘
61%

(38 Content Marketing Stats That
Every Marketer Needs to Know,
neilpatel.com/bloa/38-content
marketing-stats-that-every
marketer-needs-to-know/

P2.37

Global Data Created Each Day

403

(How Much Data is Created
on the Internet Each Day?,
10.10.17, blog.microfocus.com/
how-much-data-is-created-on:

the-internet-each-dayi/)]
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e u*
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100 hours of video are
u uploaded every minute

¥ 2 internet
6 billion hour
& of video are

users are on YouTube
u O viewed every
month
(¥

YouTube reaches more US
adults ages 18-34 than
any cable network

(38 Content Marketing Stats That
Every Marketer Needs to Know,
neilpatel.com/bloa/38-content

marketing-stats-that-every
marketer-needs-to-know/
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(2 Million Blog Posts Are Writ-
ten Every Day, Here’'s How
You Can Stand Out, 05.18.15,
www.marketingprofs.com/
articles/2015/27698/2-mil-
lion-bloa-posts-are-written:
every-day-heres-how-you-can

P2.40

P

Interest

k .. Buying Cycle )
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(For Local News, Americans
Embrace Digital but Still Want
Strong Community Connec-
tion, 03.26.19 KAYATeIsIxat=1[Eag}
ora/2019/03/26/for-local-news-
americans-embrace-diaital-

but-still-want-strong-communi
tv-connection/

| Internet Population

| + ncrease indata from 2014-2017

(How Much Data is Created
on the Internet Each Day?,
(IONIVNIA blog.microfocus.com/
how-much-data-is-created-on:
the-internet-each-day/

(How Much Data is Created
on the Internet Each Day?,
(IONIVNIA bloag.microfocus.com/
how-much-data-is-created-on:
the-internet-each-dav/

(38 Content Marketing Stats That
Every Marketer Needs to Know,
neilpatel.com/bloa/38-content

marketina-stats-that-every.
marketer-needs-to-know/)]
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(DIGITAL 2019- GLOBAL IN-
TERNET USE ACCELERATES,
? (100+ INTERNET STATISTICS
< tion system technology, i@ AND FACTS FOR 2019, 03.26.
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MProduce
3 [MERES

“ Chapter 3 of 3:
An Archive
of Images on

American Pro-
. duction Habits.




F)

P3.0 Within Chapter 3 of 3:
An Archive of Images
on American Production Hab-
its, I archived 50 images acting
as visual aids to articles on me-
dia production pulled from mar-
ket research/data centers, news
platforms, technology compa-
nies, and online business maga-
zines. Synonymously, I archived
50 images from researchers, re-
porters, critics, proponents, and
participants who, with their own
inherent biases, are publishing
information and opinions on the
nature of production. Some 1m-
ages are stock images, some are
vector based 1llustrations, others
are candid 1mages, but all act as

learning reinforcement for the 258

assertions made in their respec-
tive articles that are participants
in the dialogue.

As a singular individual collect-
ing these images, the data set is
inherently biased, but nonethe-
less archives existing articles and
information that may affirm and/
or contradict one another. I too
am a participant of the dialogue.
The order of the images is ran-
domized. Names of the organiza-
tion, business, person, or center
publishing the exact image are
included. The exact link where
the original quotation was pulled
is also provided for your own cu-
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259 riosity and further exploration.
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In this following chapter, I have
highlighted the links of these
curated images. As a whole, the
chapter becomes a cross section
of the internet’s content with-
out the noise of advertisements,
distracting titles, persuasive
words, stock i1mages, vector
based illustrations.

[ urge you to look at not only the
image, but the overlaid words, the
people within the image, the arti-
cle the image supports, the pub-
lishers the image comes from, the
time they were published. Who’s
curating this? Who’s looking at

this image this? What is the in-
centive for using this image? The
incentive for clicking on this im-
age? How i1s the viewer’s mind
primed to look at this article in
conjunction with this image?
What i1s born from this shared
knowledge? What will be?

What else is it that you take away
from this information that I have
not already explained? What are
my biases and inconsistencies
as the producer? What are your
biases and inconsistencies as the
consumer? What does this ex-
change mean?
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(How to Create Consistent Con-
tent for Instagram 2019 (Create
ONE MONTH of contentin ONE

1), 01.30.19, WANAVAY/e1V|(¥]e]=}

com/watch?v=6 afwSMo Js

(Produce More Content in Less
Time With These 6 Science
Backed Tactics, 03.28.19, AW,
auicksprout.com/produce:
more-content-in-less-time-with:
these-science-backed-tactics/)]

(How To Create Content Fast -
7 Content Marketing
Tips, 11.30.17, AYAVYAYeIV|(¥]el=}
com/watch?v=rG88v8LavOw

(Produce More Content in Less
Time With These 6 Science
Backed Tactics, 03.28.19, AW,
auicksprout.com/produce:

(Empathy, science and digital
marketing stratec 11.18.15,
engagecontent.com.au/diqi

more-content-in-less-time-with
these-science-backed-tactics/

tal-marketina-strateqvi)
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(How to Create Great Content- A
Step-by-Step Guide to Content
Marketing That Delivers Real
Results, 01.10.18, WAYWAllS
com/ieff-haden/how-to-create-
areat-content-a-step-bv-step-

auide-to-content-marketina-
that-delivers-real-results.html

(Content  production, 2019,
enaaagecontent.com.au/cont

ent-production/

(69 HACKS How To Grow a
Successful YouTube Channel,

(Produce More Content in Less b BUEL L
Time With These 6 Science (HOW TO STARTAYOUTUBE
Backed Tactics, 03.28.19, (M CHANNEL| TIPS NO ONE
auicksprout.com/produce JES]gVA = 11 N 0k IV}
more-content-in-less-time-with 3@ voutube. com/watch'?v—OOVD

these-science-backed-tactics/)]
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(HOW TO FIND CONTENT
IDEAS + PLANNING AND
SCHEDULING CONTENT,
08.10.17, KMAVAYe1U](V]el=Neolny)
watch?v=2EtNcH4SIrs)

(7 Ways to Create Better Con-

tent Simply By Understanding
Your Customers \WAVAE i oJVIER)
com/create-better-content/)
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nue by refined traffic operation,
03.25.19, KAVAYALGEYe[i¥aaNele]lng))
industrvinsiahts/2019/03/25/
how-aenerate-more-ad-reven
ue-refined-traffic-operation?u
tm source=Bibblio-bottom&u
tm campaian=paid-content)]

(38 Content Marketing Stats That
Every Marketer Needs to Know,
neilpatel.com/bloa/38-content:
marketina-stats-that-every:
marketer-needs-to-know/

(/7 Ways to Create Better Con-
tent Simply By Understanding
Your Customers, www.jeffbullas.

content.com.au/content-pro
duction/)

com/create-better-content/
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(10 ldeas for Fresh Content on
our Channel, 12.03.14, {7 (
voutube.com/watch?v=zVJRI

Produce More Content in Less
Time With These 6 Science
Backed Tactics, YAAAsI8][e] ¢ )i
out.com/produce-more-conten
t-in-less-time-with-these-scie
nce-backed-tactics/

good relationships.

(38 Content Marketing Stats
That Every Marketer Needs to

(DOUBLING MY INSTAGRAM
GROWTH (2019

P3.32

- MEDIA
~ CONTENT

(Produce More Content in Less
Time With These 6 Science

out.com/produce-more-conten

t-in-less-time-with-these-scie
nce-backed-tactics/
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(It's not a drug, but it may as
(7 Ways to Create Better Con- well be’- Expert opinions
tent Simply By Understanding on whether kids are addict- —
Your Customers, WAWAEIeB} ed to tech, 02.09.18, ; = T (How to Organize Your Content
las.com/create-better-content/)Jll az.com/1202888/are-kids-ac —— ———— Production Pipeline, 04. 21.17,
tuallv-addicted-to-technoloayv/ ' ' www.websitemaagazine.com/

' bloa/how-to-oraanize-vour-con

tent-production-pipeline

(4 tips for becoming a con- -
tent-producing machine and (How do | use analytlcs to im-
generating more organic traffic, prove content production? S,
YV scarchenaineland.c §@ w.briahtedae.com/info/content
om/tips-becominag-content.

(6 Ways to Constantly Produce

—e— Quality Blog Content, 05.03.10,
(WANT TO JOIN OTHER MIL- VAATATIGEURETIEEY Elnll TS
LENNIALS WHO REFUSE TO {(eptllSRVEVER R ee]a=TaliNA o] (o)
1= mIN=r& www.vanessalau.co/Jl duce-quality-bloa-content)]
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ve-content-production
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Short-form Blog Posts &
Contributed Content
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in Content Production, AAAVA=Y 279
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Posttace:
On the Post

Engagement
~with This Book



P.0 Book, Consume Di-

gest Produce: On the
Nature of American Consump-
tion/Digestion/Production of In-
formation 1s not a research paper.
The previous collected data is
unfiltered, uncontrolled. The mo-
tivating factors of collecting this
information can be distilled into
two questions.

P. When the information—

0.1 whetheraquotation,afigure,
or an image—is stripped of
1ts context, how does it read,
and would the value and in-
terpretation change? Does
it become funny, absurd,
alarming, confirmatory?

P.  Whetheritrelateslooselyor 282

0.2 rigidly to the words “CON-
SUME”, “DIGEST”, and
“PRODUCE”, does the in-
formation contribute to a
new dialogue and/or build
upon the other collected in-
formation of all 3 books?

To caveat this, these two ques-
tions are not the only determin-
ing factors. Pleasure, curiosity,
absurdity, and trance all came
into play at varying levels that are
otherwise immeasurable.

Where the internet functions in a
similar fashion—unfiltered and
uncontrolled—the work created

40V41S0d d
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283 1is a balancing act of reflection

<
al

and hypocrisy. The work com-
plicates and flattens the nature of
consumption, digestion, and pro-
duction in regards to the internet;
the “answer” to how we navigate
the quickly evolving digital space
1s non-existent and the conver-
sation 1s anything but straight-
forward. Maybe something has
changed, or maybe nothing at all.

Thank you for consuming, di-
gesting, and producing with me.

A special thanks to Rebeca Men-
dez, Tyler Yin, Isracl Gutierrez,
Dong Hye Kim, and UCLA De-
sign Media Arts.



P.2

P.3

P.1 Closing this book is a re-en-
trance to the active and passive
process of consuming, digest-
ing, and producing.

By ending this book, what/how | presently consume,
digest, produce and what/how | choose to proceed to
consume, digest, produce in the future has changed.

By closing this book, what/how you presently con-
sume, digest, produce and what/how you choose to
proceed to consume, digest, produce in the future
has changed.
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