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Abstract

“The Globe is Now Officially Open for Business!”
The Advertising of Cyberspace: Globalization and the Politics of Cyberculture

Vinu Govind Warrier

This project is concerned with comprehending the effect of the Internet—a
cosmopolitan technology—on marginalized and ‘Third World’ groups, in light of both
the cultural politics it sets in motion such as those of cultural destruction, hybridization
and homogenization, political economy and resistance, as well as in the ways it bears
upon discourses, and models, of development. Arguing that critical theorizing around the
Internet must move beyond the Utopian versus Dystopian debates that largely prevail, I
propose it be viewed as technology evolving as a mutation of a certain globally inflected
logic that is equally, and simultaneously, economic and cultural. It is economic for it
establishes a new global economy impacting every individual, everywhere, irrespective
of the degree of access she/he has to it. It is cultural for it evolves from, and transmits, a
‘future —envisioning’ cocktail of discourses of democracy, freedom, modemity, and of
material human progress, among others. The processes/institutions of modern advertising,
[ further argue, are crucial to both of these formations.

[ begin by establishing that the commercial Internet of today is a historical
product of deeply interwoven ideological strands, which continue to shape its ongoing
evolution—its global architecture, economics, and structures of governance.
Subsequently, [ examine how advertising bears upon all points of the commercial

[nternet. Finaily, I argue that the inequities characterizing the [ntemnet, whether of access,
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content, its socio-cultural impact, or within the global economy it enables, necessitate a

reformulation of the ways in which its imperializing influence may be resisted.
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Introduction

The notion of a new globally networked world has come to have more resonance
today, at the turn of the century, than ever before. Theorists writing in a wide variety of
contexts including John Tomlinson, Arjun Appadurai and Manuel Castells, among others,
have all been concerned with the emergence of a global economy enabled in great part
through technological breakthroughs in the areas of human communications and the
transportation of peoples and commodities, and in the consequences of the spatial
proximity of heterogeneous cultures achieved in such an economy.' A primary site of
such analyses is the newly globalized media, largely regulated by the global processes of
advertising, which has increasingly become among the most valuable currencies in global
transactions of capital, peoples, and cultures, between nation-states. The most visible
marker of this new globalizing impulse is the convergence of various audio-visual
technologies into the newest mass medium of communication: the [nternet.

In its study of this new medium of mass communication, the [nternet, my thesis
situates itself in what [ view as a disjuncture between the Internet’s self-proclaimed
privileging of the notions of access to information, freedom of expression,
decentralization (its much vaunted potential as a democratizing force that cuts across all
communal boundaries), and its contemporary advertising-supported evolution into a

vehicle for consumerism—in effect its evolution into a new dynamic, alternate, albeit

! See John Tomlinson, Cultural Imperialism (Baltimore: Johns Hopkins UP, 1991), 60-62: len Ang,
Watching Dallas: Soap Opera and the Melodramatic Imagination (London: Methuen, 1985);

Arjun Appadurai, “Disjuncture and Difference in the Global Cultural Economy,” Global Culture:
Nationalism, Globalization and Modernity, ed. Mike Featherstone (London: Sage Publications) 295-310;
Manuel Castells, The Rise of the Network Society (Oxford: Blackwell, 1996).



virtual, global marketplace. Within the discursive space provided by such a fundamental
paradox, [ seek to examine the cultural and socio-economic consequences of such an
evolutionary, constitutional shift in the new, and first truly interactive, mass medium. In
other words, my thesis concerns itself with why and how advertising works in the context
of the Internet, how audiences constructed by this new medium differ qualitatively from
those constructed by older, traditional media, and how the medium facilitates a new order
of cultural imperialism. Such an effort is imperative in the larger context of
comprehending the effect of cosmopolitan technologies such as the Internet on
marginalized and “Third World’ groups, specifically in light of the cultural politics they
set in motion such as those of cultural destruction, hybridization and homogenization,
political economy and resistance.

Among the most striking characteristics of the Intemet is its mind boggling,
exponential rate of growth. A conservative estimate has the number of users of the
Internet doubling annually, or at a rate of about 0.19% per day. Similar estimates have
46% of the American and at least 29% of the Canadian populations on-line. While the
radio took 28 years and the television, 13, to achieve an audience of 50 million people, it
has only taken the Internet five years to become a mass medium with about 50 million
interactive users.” While the world took 15 years to move from less than one million

users of PCs to 150 million of them (1980-95), it is estimated that in no more than five

? These and most other statistics that [ use have been garmered from a variety of sources. See Mary Meeker
and Chris DePuy, The Internet Report (New York: Harper Collins, 1996); Mary Meeker, The [nternet
Advertising Report (New York: Harper Collins, 1997); Jim Sterne, What Makes People Click: Advertising
on the Web (Indianapolis: Que Corporation, 1997); Evan L. Schwartz, Webonomics: Nine Essential
Principles for Growing Your Business On the World Wide Web (New York: Broadway Books, 1997); Paul
Levinson, The Soft Edge: A Natural History and Future of the Information Revolution (London & New
York: Routledge. 1997); Katie Heffner and Matthew Lyon, Where Wizards Stay Up Late (New York:
Simon and Schuster, 1996); Eugene Marlow, Web Visions: An Inside Look at Successful Business
Strategies On the Net (New York: Media Enterprises, 1997).



years, the number of Internet users rose from less than one million to 150 million.
Similarly, in the space of one year in 1997, 50 million additional people were using
Netscape’s browsers. What these figures suggest is that the transformation of this new
medium/technologies of communication, from great unknowns to its mass consumption,
has been incredibly swift, which makes it imperative that we examine its impact on the
institutions of human society and in the formation of new cuitural equations. As Marshall
McLuhan once observed: “once a new technology has come into a social milieu, it cannot
cease to permeate that milieu until every institution is saturated.™

The technologies that led to the birth of the [nternet have been traced back to the
promotion of powerful calculators by the U.S government during the Second World War.
These efforts evolved, after the war, into gigantic “mainframe” computing machines, a
handful of which was assumed to be sufficient for all industrial and scientific-military
needs. Gradually, as the potential applicability of these machines expanded, “personal
computers’ (PCs) emerging from corporate development laboratories began their
incredibly rapid ascent to dominance. However, while the hardware infrastructure for the
beginnings of the Net continued to evolve, unknowingly, in the corporate world, the shift
from isolated calculating machines to a communicating network was not a concept born
spontaneously of the interaction of free market forces, but, significantly, one that was
advanced and fostered by the convergence of an assortment of material and ideological
circumstances.

Locating the origins of the Internet and the accompanying perpetuation of a

‘cyberculture’ within the socio-cultural matrix of deeply entangled, intersecting




discourses of capitalism, democracy, the increasingly popular notion of ‘free flow of
information’, development and modermnity, I argue that the construction of such a matrix
must be seen as being fundamentally inflected upon by the concurrent globalization of
the processes of advertising that continue to mediate the ongoing commercialization of
the Internet. Given this context, my project attempts to explore a series of urgent and
important questions such as: what new narratives of social constructions of reality and of
negotiation with such constructions are being generated or revised within/through the
Internet and the Information Age it heralds? How are various constituencies of people
negotiating specific forms of power, authority, representation and knowledge within
cyberspace? How do experiences within this space created by emergent technology differ
for people in differing social, spatial and temporal locations? And most importantly, how
do practices within, in, around and informed by such technologies relate to the
globalization of the processes of economic, political, and cultural production and
dissemination?

Centrally, my thesis argues that the [nternet, and the information-based cyber-age
it is widely perceived as enabling need to be rearticulated as the expression of newly
evolving mutations of global capitalism. These mutants, while working through masking
myths that establish specific formulations of notions such as the democracy of cyberspace
and the rights of the free consumer/citizen, only succeed in consolidating power and the
social structures of control within the new age, to a central network of global and local
elites. While new emergent technologies such as the Internet do not determine social

organization or cause the rise of global capitalism, and while they do admittedly offer

3 Marshall McLuhan, Understanding Media: The Extensions of Man (New York: Signet, 1964) 177.



subversive and anti-hegemonic possibilities to their users, they are certainly
simultaneously deployed toward consolidating/perpetuating existing hegemonic social
and political structures by the ways in which they are able to permeate regions, practices
and ideologies. Consequently they also necessitate a reformulation in the ways through
which such imperial tendencies may be resisted.

Observable, in the late twentieth and early twenty-first centuries’ obsession with
emergent technologies and in its eagemness to foster an almost militant pro-technology
movement, is a tendency to conflate discourses of science and technology with that of a
unilateral, post-Enlightenment vision of modernity. I argue that this may be read as a
potent new mutation of capitalism in a postmodern world that establishes an overarching
framework within which are collapsed, not only notions of democracy, freedom and
thereby narratives of progress and modernity, but also issues related to political, social
and cultural struggles for autonomy. By effecting, in essence, a complete privatization of
the global public sphere, the socio-cultural world the Internet creates allows for a
multiplicity of local-global articulations to be contained within the free market
economy/consumer democracy framework; for this world is not just a virtual space where
information flows at blinding speeds, it is also a global marketplace in itself. This affects,
for example, the very relationship between popular envisionings of democracy and
capitalism. The ‘free world’ from being comprised of a network of ‘democratic capitalist
societies” now becomes a system of ‘capitalist democracies/alternatively constituted
societies.” [t is my argument that this new world order is leading to the growth of a global
system of nationalistic elites creating a newly marginalized population who become the

citizens of a new digital “Third World’; this world while still being marked by



localized/domestic exploitation and struggle, is simultaneously part of a new network of
global marginalization that cuts through traditional geophysical, socio-cultural
boundaries of nation states. Envisioning resistance to these new forces of marginalization
thus requires a new global mobilization of will, people, and resources. For me, what
emerges as especially ominous in the formulations of the new society that the [nternet
represents is the insidious conflation of a multitude of complex notions that have been
traditionally recognized as emancipatory, including the discourse of democracy.

My first chapter, "Networked Histories," attempts to trace the evolution of the
Internet from its military origins to its contemporary popular form. Here, [ seek not only
to qualify it as an emergent mass medium of extraordinary significance, but also to
explore its apparently paradoxical evolution from a project born of military research to an
increasingly popular medium of mass interaction, which is commonly eulogized as
facilitating egalitarianism between global political, social and communicative practices.
Drawing upon the works of a range of theorists: of net historians such as Howard
Rheingold, Paul Levinson, Bruce Sterling, Mark Geise, John Stevenson, Stephen Levy
etc.; of cyber-critics such Manuel Castells, Ziauddin Sardar, Jerome Ravetz, Vivian
Sobchack, Arturo Escobar etc.; and of cultural critics such as John Tomlinson, Armand
Matellart, Herbert Schiller, and Arjun Appadurai among others, "Networked Histories” is
essentially a historical overview of the Internet. However, my central theoretical concern
in this chapter is to examine the history of the technological emergence of this new
medium in conjunction with the deeply intertwined histories, in the last quarter of the
century, of modern advertising, transnational capitalism and the (mis)appropriation of the

concept of democracy into consumer democracy, the notion of “the free flow of



information’; and its linkages with the growth of a process of globalization of commerce
and culture as well as with the rise of US global hegemony (and decline of the Soviet
Saocialist model) and finally, with the history of the simultaneously occurring
consolidation of linear ideologies of development and modemity [ also seek to
interrogate the pivotal role of the State ( primarily effected directly or indirectly by the
state-policies of the United States), in the coming to being of the Internet, including its
recent decisions, both to transfer the Internet’s management into the private sector which
now has the power to decide how the medium will evolve, as well as to nurture its growth
as a commercial medium of interaction and a global marketplace.

By examining its history in conjunction with these various processes - the advent
of the global economy, the histories of advertising and transnational capitalism, the
discourses of development, modernity and democracy—it becomes easier to understand
why the Internet has become a much-contested site of both utopic and dystopic
representations. My first chapter also examines the significance of the repeated and
widespread use of recurring myths and metaphors in descriptions of cyberspace. [
propose that deconstructing such originary myths allows us to firmly locate the Internet’s
genesis and growth within a specific socio-cultural context. What emerges is that much of
the democratic, liberatory, emancipatory rhetoric around the Internet are as much
grounded in visions of free access to information and free interactive communication and
social participation, as in the realities of a freely interactive, commercial giobal
marketplace. [ argue that within such myths, which collate notions of progress,
development and democracy, may be observed, a process through which the profit motive

fundamental to capitalist growth enforces a continual investment in the generation of



advanced technology. This results simultaneously, in both a constant growth in such
technology, as well as in the rapid obsoletion of such manufactured products. [n short,
production thus necessitates continual consumption, which then stimulates further
production. Concurring, in part, with Marxist perspectives, I argue further, that
advertising and mass media may be regarded as working towards bringing consumption
of information technology and its derivatives in line with its frenzied production
(articulated differently, this can be referred to as the process of the ‘search for new
markets’). Since mass media (the Internet) is itself, in turn, dependant on such emergent
(electronic) technologies, technology becomes a transformational force both within the
“core” and the “superstructure.” Through these discussions, it will emerge that the growth
of the Internet was neither free or an accident, nor was it a revolutionary appropriation of
a military weapon towards the common good of humanity. Thus my effort in this chapter
will be to establish that the commercial Internet of today is a historical product of deeply
interwoven ideological strands that merit close attention.

In Chapter Two, "Evolving Geographies,” following this attempt to unravel the
various historical discursive strands that [ argue are integral to any examination of the
history of the Internet itself, [ concern myself with identifying the reconfigurations it
necessitates in global power geographies. The Internet, both in its role as a mass medium
of interactive communication and as a conduit of global commerce, must be situated
among the cultural and political machineries, which work towards discounting entire
physical territories that then become the deprived geographies of the world. My aim here
is to examine the various ways in which such territories become marginalized and

irrelevant in the physical construction of cyberspace. While, in Chapter One, I establish



how the basis for such silencing arises from within the unique evolutionary processes of
the Intemet itself, in my second chapter [ try to physically locate some of these territories
and identify some of the constituencies that are unrepresented in cyberspace. In the
process, [ also seek to deconstruct another myth constructed around the Internet and the
newly democratic society many claim it is ushering in—that it allows for free, equal
access to information about everything, to everybody, everywhere. Further, [ establish
how access to the Internet remains an expensive luxury, despite endless ‘free market’
rhetoric about becoming progressively and rapidly inexpensive, particularly for the large
section of humanity who is outside of the capitalist institutions of modemity. In this
chapter, then, [ examine the particular geography of the Internet as it has evolved and
continues to evolve. This entails an overview of its global architecture and the way it is
physically structured, a look at the economics that define this architecture, and finally, an
examination of its structures of governance, which are key to its future growth. [n this
way, my first and second chapters will set up the terms and problematics of my thesis,
showing that any study of the Internet within the context of its ongoing
commercialization cannot afford to adopt simplistic, technologically deterministic
utopian or dystopian stances. On the contrary, my project emphasizes both the urgency of
the need to unravel the complex and fundamentally interwoven ideological strands that
are woven into the very fabric of cyberspace, as well as to study the processes through
which the nature of this fabric influences the construction of the physical infrastructures
of cyberspace and impacts the very foundations of the Internet.

Arguing that the advertising-governed mass media in general, and the Internet in

particular in this context, emerges as the most crucial site wherein the social power
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structures in the societies of the new, Internet-led age are defined, [ propose, in Chapter
Three, "The Medium is the Market," to develop the insights established in the previous
chapters of my thesis, by studying some of the processes that are effecting the current
ongoing commercialization of this mass medium. Focusing not only on the kinds of
corporate and other forces responsible for such processes of change, but also on how
these forces themselves are evolving and adapting to their new environment, [ attempt
here to establish the relationships between advertising, the economic realities of the
global marketplace and the perception of the Internet as being representative of a global
shift to a new form of economy. For my analysis in this context I utilize the various
online resources that [ have availed of in the last few years, such as subscriptions to
online journals like Wired, CNet, [ndia Online, Nua Internet Survey etc., as well as the
experience of being part of such on-line communities and clubs at sites like Geocity,
Yahoo!, the Internet Advertising Discussion List, and the Internet Direct Marketing
Discussion List.

[ propose that the fact that it is now, once it has been completely thrust into the
market economy, that the Internet stands poised on the verge of its most explosive period
of growth becomes crucially significant; both the qualitative and quantitative nature of its
growth are now determined by the capitalist forces of global economy. Expressed
differently, this is basically an examination of the Internet’s fundamental claim to true
interactivity as a mass medium of communication. On the one hand, [ examine how
‘host’ corporate websites literally construct spaces of public discourse, while on the
other, [ investigate the significance/relevance of “discussions” that occur in these spaces.

Thus, in the first section of "The Medium is the Market," [ explore some of the ways in
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which the processes of advertising impose themselves on all points of the compass as far
as the commercial Internet is concerned. In the Internet economy, [ argue, the medium is
clearly the market, a view reinforced by the fact that the globalization of the advertising
industry and advertisements themselves, occurred concurrent to the development of the
Internet.

[ subsequently turn to an effort to comprehend the fundamental role of advertising
in the processes of cultural formation in such a context, which, [ argue, must by necessity
also be an attempt to understand the cultures of globalization and modemity. Having
established that there is a fundamental disjuncture between the emancipatory capabilities
attributed to it in discussions about the Internet, and the contemporary reality of its
commercialized form where it is an advertising-driven network of global consumption, [
argue that this qualitative shift in the fabric of cyberspace has important cultural and
socio-economic implications. My central argument in this chapter is the one that I refer to
earlier in this introduction, that the Internet-driven economy is a newly evolving mutation
of global capitalism. Such capitalism works either to consolidate power and control over
the social structures of this new age to a central, traditional capitalist elite, or to
redistribute it amongst a newly created capitalist techno-elite. In such an economy and
culture, a multiplicity of local-global articulations can be subsumed within the globally
networked frame of reference of free market economy/consumer democracy framework;
for the world that the Internet signifies is not merely a virtual space where information
flows at blinding speeds, it is also a global marketplace in itself. Advertising, both on and
about the Intemnet, both offline and online, performs the crucial role of establishing the

universality of the ideology of information technology, which I establish in Chapter One
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as being an integral part of any vision of development, while global economics
concurrently ensures that national economies adopt precisely such a development
paradigm. In order to make this case, it is necessary to understand the impact of
advertising on the Internet; due to a variety of reasons it emerges as one of the most
influential shapers of information/ communication at both the national and the global
level.

[ argue thus that cyberspace does not as much promise to dramaticaily transform
the public sphere or render it more equally and democratically accessible, as much as it
threatens to effect a complete privatization of the public sphere. This ensures that the
ways in which we understand, experience and engage with modemity become firmly
entrenched within the techno-capitalist framework. Through such processes, these visions
of modemity and development are universalized, becoming unquestioningly synonymous
with the processes of globalization. The debate. within global institutions of power and
influence, is thus cleverly rearticulated from a questioning of the abilities of the processes
of globalization to effect real development, to one which questions the conditions that
need to be achieved in order to secure the success of globalization as a doctrine.

"Conclusion: Networking Resistance,” my fourth and concluding chapter, brings
together the various arguments made in the previous sections as well as draws on a few
illustrative examples where the Internet is being/has been used as a technology towards
networking resistance. Given the backdrop of the changes discussed in the earlier
chapters, I conclude that critical theorizing around the Internet and the processes of
commercialization that inflect its growth, must move beyond the easy utopian versus

dystopian, techno-celebratory versus techno-phobic, debates that have largely prevailed. I
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argue that the Internet needs to be viewed as a technology that has evolved as a mutation
of a certain globally inflected logic that is equally and simultaneously economic and
cultural. It is economic in that it has allowed the establishment of a new global economy
that affects, advantageously or otherwise, the material conditions of existence of every
individual of every nation irrespective of the degree of access (or non-access) they
possess to such an economy. It is cultural in that it is also technology that evolves from,
and transmits, a ‘future-envisioning’ cocktail of discourses of democracy, freedom,
modernity, material, social and cultural development, and of human progress, among
others. The processes and institutions of modern advertising, as we have discussed
earlier, are crucial to both of these formations, which themselves grow in strength by
virtue of the fact that each continually nourishes the other. The Internet therefore, I argue
further, is 2 medium that functions in excess of the sum of its abilities to remarkably
transform human communications.

In the concluding section of my project, I also suggest that the emancipatory
potential of the Internet undeniably derives precisely from its interactive nature as a
medium of communications. [ argue that the sites of such resistance lie as much within
the logic of the commercial globalization of the Internet, as much as outside of it. My
examination is not intended to be, by any means, comprehensive. All [ aim to do is study
a few exemplary sites where various constituencies—both formerly and newly
marginalized—are resisting becoming the casualties of the ongoing processes of
globalization, and using precisely the Internet to fashion such resistance. It becomes clear
that the new global mobilization of will, people, and resources, required to struggle

against marginalization in the newly networked age, may only be achieved by re-
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appropriating such technologies like the Internet towards such an agenda; in effect,
explicitly ensuring that the emancipatory and utopian possibilities of these technologies
are not allowed to vanish in the ways that they are being used by the new global
economic system.

My thesis proposes that contemporary cyberspace may be more accurately viewed
as being woven by an imperial, colonizing Web, whose key networked nodes—
economically, socially, and cuiturally—dominate the marginal nodes, while still
requiring that these peripheral nodes—equally integral to the construction and
architectural construction of such a Web—be connected. These marginal nodes: local
economies, cultures, and populations, are becoming increasingly dependant, both for
survival and for global relevancy, to the dominant modes. In this sense my argument may
be regarded, in parts, as both a “dependency’ and an “imperial’ one, when seen in the
light of theoretical models that have been used to study communications media in the
context of the “Third World’. At the same time it also differs from both models, since I
also argue that it is precisely the Web’s very architecture—that of a global network of
‘locals’—that offers the potential that can be harnessed toward forging global resistance
to existing inequities. For the [nternet’s unique interactivity as a medium also opens up
real possibilities for the global networking of local resistance(s). This completes my
examination of the [nternet—the history of its evolution and the ongoing processes of its
commercialization, specifically via advertising—where the overall objective is to
examine some of the ways in which different societies are adapting to this uniquely

transforming mediascape.
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Above all, my effort in this thesis, is oriented towards comprehending how
discourses of development and the development models they create, are themselves
fundamentally impacted by social and cultural envisionings occurring in the context of
the Internet and other emergent inter-nationally networking technologies. [ contend that
such efforts may allow us to understand, and therefore perhaps collectively influence to
some greater degree, the processes that shape the flows of global capital (in the form of
loans and aid from global financial organizations such as the World Bank, IMF etc.)
within the new giobal economy; for such processes—justified, legitimized, universalized,
and firmly anchored within the logic of such socio-cultural discourses as those mentioned
above—foundationally impact the material conditions of existence, and futures, of the

human beings who live in this newly interconnected world.
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1. Networked Histories

..in a sense there is no Internet, only two networking standards—TCP/IP
(Transmission Control Protocol and Intemet Protocol)—which allow an ever-
increasing number of private data networks across the world to exchange digital
information. These networks and the traffic they carry give the Internet its form;
that they interconnect give the Internet its substance.

TeleGeography, Hubs and Spokes'

The formative history of the international advertising networks is that of the first
steps towards the media in all their modemity. In effect, it is by means of these
networks, through a flow of messages of transnational dimensions, that a
permanent, daily and generalized connection is developed between particular
societies and cultures, local, regional and national. Hence the primary
confrontations between the public cultures belonging to the particular territories
of the nation-state, and the cultures of the private sector and the market, with their
universalizing tendencies and ambitions. Also, the prime tensions between
scattered popular cultures and the centralized mass culture, which is produced
industrially. If this is so, it is because behind the concept of advertising in its
instrumental sense- namely, ‘the multiple and impersonal announcement of
goods, services or commercial ideas by a named advertiser, who pays an agency
and a transmitter (the medium, or advertising support) to deliver his message to
the market’- behind this concept is hidden another, an idea deeply rooted in the
history of the mode of communications: that of a new model of social
organization, a new means of creating consensus, of forging the general will. This
is advertising as the fundamental apparatus of the democratic marketplace,
democracy of and for the market - for this is effectively the substance of the
message. The fatherland of aggressive advertising - the place where it was
inscribed directly into the logic of the marketplace- the country which first
assumes this new vision of the world is the United States.

Armand Mattefart.?

As we enter the new millennium, we find ourselves confronted with a

proliferation of theoretical and popular discourses on globalism and globalization.

! TeleGeography Inc., Hubs and Spokes: A TeleGeography Internet Reader (Washingtoa: TeleGeography
Inc., 2000) 9.

2 Armand Matellart, Advertising International: The Privatisation of Public Space, trans. Michael Chanan
(Loadon: Routledge, 1991) 31.
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Contemporary narratives of globalism find their geo-political moorings in the awareness
of an increasingly inter-connected world, whose definitive quality is a hitherto
unprecedented flow of money, commodities, peoples, information and knowledge. The
most visible manifestation of this change — which in turn now serves as its most potent
fuel — is the convergence of various audio-visual computing technologies into the newest,
and in historical terms of growth, the most rapidly proliferating mass medium of
technology — the Internet.

While the dazzling and dizzy pace of the ‘coming of age’ of the Internet, and of
its most popular component, the World Wide Web (WWW), allows “little time for
reflection, viable dissent, or a change of direction,” even the most cursory critical giance
at this new technology reveals that the dominant metaphor permeating its very existence
is that of global networks.” Thus the Internet has been defined variously as “the network
of all the computer networks of the whole world; a global, horizontal communication
network of thousands of computer networks (comprising over 300 million users in 2000,
up from less than 20 million in 1996, and growing fast) that has been appropriated for all
kinds of purposes, ...by individuals and groups around the world”; or as “no more than
the sum of the computers that can communicate using its language, the protocol
TCP/IP.”"* Understood, in general, as referring to a collection of computer
software/hardware technologies that has facilitated a specific kind of communication and
information exchange, the defining characteristic of the Internet is its representation as

the networking of a set of computer networks. The global flow of communication through

3 Ziauddin Sardar and Jerome R. Ravetz, “Introduction: Reaping the Technological Whirlwind,”
Cyberfutures ed by Sardar and Jerome R. Ravetz (New York: New York UP, 1996) 1&7.
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these networks is what defines it as a medium of mass communications. The Internet,
thus, is simply a collection of technologies that enable communication. In fact, the
Internet is not even a very comprehensible technology in comparison to many earlier
technologies that have had a well-defined material form. It becomes far more difficult to
understand and theorize what the term means: email addresses? domain names? software
applications? a networking protocol? computers? content? In terms of access, it is still a
minor technology when compared to older technologies like the television or the
telephone. In terms of production and consumption—be it of the content that flows
through the networks, or that of the networks themselves—the Interet appears to be
difficult to locate, dispersed as it is among a multiplicity of locations, institutions, and
individuals.

Which leads us to the question: how is it that the Internet has come to be
celebrated by cyber-prophets as ushering in a new human utopia with an ability to
generate uniquely egalitarian social networks? Or, by contrast, vilified by dystopists as
heralding a world dangerously and unequally infiltrated by an emergent technology,
which works to undermine divergent struggles against exploitations of all kinds by
threatening to permeate every sphere of human activity? To think around the Internet
then, is to begin with the acknowledgement that “the Intemnet is as much a discursively
created object as a single, given artifact.™ As Neil Postman reminds us, “a technology is
merely a machine. [t becomes a medium as it employs a symbolic code, as it finds its

place in a particular social setting. A medium is the social and intellectual environment a

* Sardar and Ravetz, “Introduction,” Sardar and Ravetz, p.1; Castells p.7; Christine Hine, Virual
Ethnography (London: Sage, 2000) 27.
5 Hine 28
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machine creates.” Consequently, the ‘Internet’ and its most widely used component, the
‘World Wide Web’ (we will use the terms interchangeably for the rest of this project),
can be perceived as being fundamentally shaped by the social context they arise within.
Access to the Internet and the applications which constitutes it, both shape and are shaped
by human expectations of what the Internet is, what it symbolizes, and how it must be
used.

Given these insights, it becomes necessary to examine the historical development
of the technologies that constitute the Internet in conjunction with the social and cultural
circumstances that they arose in. Accordingly, my effort in this chapter is to comprehend
the emergence of the Internet in the context of what, [ argue, were simultaneously
occurring discourses of material and economic development, modernity and democracy.
Here, I trace the origins of the linear model of development that prevailed for much of the
second half of the twentieth century wherein arose a new global geo-palitical system of
representation with categories such as “First World,” “Second World,” and “Third
World.” It is significant, [ suggest, that such a system of representation, was as much
based on the material and economic prowess of nation states post World War II, as much
on the ideological affiliations that these states professed—within the binary framework of
the Cold War, the choice for militarily and economically weaker nation states was
restricted to one between capitalism versus communism, and democracy versus
socialism. [ further contend that what can also be observed during this historical period is
the capitalization of the notion of the democracy, whereby individual democratic rights

began to be defined by, and conflated with, individual consumer rights within the
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emerging global economic system. Along with the emergence of a new transnational
capitalism characterized primarily by instantaneity and simultaneity, [ argue that the
parallel globalization of the advertising industry, and indeed, of advertisements
themselves, were crucially important in establishing the processes I mention above. [
contend that advertising was the site wherein such ideological transformations occurred,
perpetuated by the successful establishment of certain globally recurring myths and
metaphors. Centrally, this chapter aims to articulate the history of the [ntemet not as a
mere convergence of various emerging technologies, but also, as the historical product of
a unique convergence of multiple ideologies and discourses—all of which not only
fuelled the growing importance of the Internet as a medium of mass communication but
also ensured its appropriation toward the emergence of a new global economic system.
My attempt in this chapter to study the development of the Internet must therefore begin
with the attempt to map the ways in which the Internet connects to its “*Outernet’—the
network of social, cultural, and economic relationships that criss-crosses and exceeds the
Internet,” “surrounding and connecting [it] to larger flows of labor, culture and powc:r.”7
In order to do this, it is also imperative that we look at the dominant metaphors and myths
that have seminally influenced its development and are shaping its future.

In his widely used work on the processes of mythmaking production, Roland
Barthes has pointed out that myth may be seen as a process, Or processes, by which pre-
existing signs are stripped of their context, history, and meaning. These signs then work

to transform an historical intent into a natural justification by deforming reality. This

6 Neil Postman, cited in John V. Pavlik, New Media Technology: Cultural and Commercial Perspectives
(Boston: Allyn and Bacon, 1996), 13.
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central characteristic of myths helps create a world free of contradictions. Barthes
suggests that with myths, the relationships between human beings are not defined as
much by truth, as by utility. “Myths serve to depoliticize decisions made by the elite
according to necessity and circumstances, thus hiding ideological abuse.” As the Internet
marches into the twenty-first century, as the undisputed facilitator of global
communications, critics who attempt to theorize around it have often used the insights
provided by Barthes. Gilles Willett, for example, proposes that the very idea of “global
communications,” in fact, seems to be grounded in myth “because it presupposes that
communication might have been, or could be, fragmentary. If the idea of global
communication refers to telecommunication systems, then the proper term would be
global telecommunication.” What Willett is questioning here, is the easy semantic
equation of the terms ‘communication’ and “global communications’, arguing not only
that the latter term erases distinctions between the notions of communicating and
telecommunicating, but further that such a synonymy is one that is deliberately
established and perpetuated by global telecommunication companies.

Obscuring the reality that human beings are capable of communicating, the myth
of a global communication ascribed to cyberspace, reduces communication to the
transmission and exchange of information. [n the process, Willett concludes, this myth

also obscures new strategies of control of individuals and societies. He suggests that

T Tiziana Terranova, “Free Labor: Producing Culture for the Digital Economy,” Social Text 18.2 (2000):
34.

8 Roland Barthes’ cited in Gilles Willett, “Global Communication: A Modem Myth?”
http://www .unisa.ac.za/dept/press/comeas212/willet. htmi, accessed 9/6/98 4:16 PM, 5.

? Willett 1.
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myths about communication depend on the way that the notion of communicating has

been conceived of and defined, historically:

...around 2500 years ago, Corax of Syracuse elaborated the fundamental
principles of rhetoric, or the art of pleading a cause (Harper 1979). Later
Antiphon decided that rhetoric should apply to political communication and
Georgias de Leontini stated that it also applied to the direction of ceremonies.
Later still, Aristotle defined the fundamental paradigm of rhetoric, which he
conceived as the art of persuasion. As for Cicero, he decided to broaden the
concept of rhetoric by adding that it was also the art of announcing, alerting,
instruction, comforting and encouraging. Furthermore, according to Protagoras,
since truth and reality are social constructs, rhetoric constitutes a means of
creating cultural realities. ... By conceiving communication as a means of
persuasion, those who set standards of communication models have defined
persuasion as an art. And art is obviously the province of the elite, and the
authority of members of the elite has always been taken for granted. In this
perspective ... the relationship between sender and receiver is essentially a
relationship of dependence and submission. (emphases mine) 10

Communication, thus conceived of as a means of persuasion, leads to an
equivalency between communication, information, and message, through which it is
reduced to an object sent back and forth between a sender and a receiver, a process which
the individual no longer controls. This forms the basis for the majority of communication
myths. Examining some of the nineteen communication myths identified by Dionne and
Quellet (1990), Willett argues that the idea of global communication makes
“telecommunication systems indispensable for the survival of institutions, businesses and
individuals while distracting us from the fragility of the artificial cyberspace, whose
existence depends not only on electromagnetic waves but also in computer science.”""

This leads us to subscribe to theories that equate social progress with technological

10 Willett 6.

I willett 5.



progress wherein social problems may be resolved through the judicious use of
technology.

In a similar vein, critics have also suggested that such metaphors become crucial
towards the establishment of certain specific ways of viewing the Internet while
excluding others. Stefik, for example, has argued that the metaphors we employ to study
the Internet have crucially influenced its development and are significantly involved in
shaping its future. Assuming the dominant metaphor to be that of the “Information
Highway,” Stefik suggests that metaphors such as those of the “digital library,”
“electronic mail,” “electronic marketplace,” and “digital world,” all serve to establish the
Internet, variously, as a store of knowledge, a communications medium, a commercial
forum, and a place for experience. Stefik concludes that the kinds of policy-making
options that present themselves to members of the state and various national techno-elites
are fundamentally defined by the metaphors they use.'” This is a crucial insight for it
suggests that while the Internet’s growth is defined by the kinds of available technologies
and the physical locations of networking infrastructures, it is also circumscribed by the
kinds of policies that various nation states, located on different points of power within the
global economic system, can adopt/do adopt, with respect to the Intemet. This is further
explicated in the next chapter where [ undertake a detailed examination of the physical
geography of the contemporary Internet.

Examining the metaphor of the “electronic frontier,” another theorist, Ziauddin
Sardar, proposes that we view the construction of cyberspace as being predicated upon a

set of interacting fantasies that originate from the western imperial history of political and
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cultural conquest. Contending that the West (beginning with Renaissance Europe) has
always sought new territories to conquer, Sardar sees cyberspace as a “new continent”
imagined into existence as a substitute for old colonies, to satisfy its insatiable desire to
acquire new wealth. For Sardar, the use of colonial metaphors such as that of “the new
frontier” and the similar quest for new markets in the Internet economy, the similarities
between colonizing corporations of the past such as the East India Company and the new
software-hardware conglomerates, serve to establish a strong parallel between the
colonization of non-Western cuitures and the colonization of cyberspace. Sardar
concludes that cyberspace is the newly discovered Other of Western civilization."* While
Sardar’s arguments about the power such metaphors wield, in shaping the way the
Internet, and cyberspace, is perceived are certainly relevant, [ would argue that such an
unequivocal comparison tends to flatten out the differences between colonial world
economic systems and the new Internet-based global economy. It also fails to recognize
that the power equations between the colonizers and the colonized, in the context of
cyberspace are qualitatively and quantitatively different than from the imperial processes
of colonization. Further [ would contend that the nation state—both as a site and a
product of imperial colonization—is one rendered only marginally important in this new
digital colonization; while the those newly marginalized are not merely distinct,
geographically localized, populations, but people who share a common parameter of
marginalization—that of inaccessibility to the digital economy.

Similar arguments have emerged in the works of critics such as Vivian Sobchack

and Arturo Escobar. Observing that the Internet appears to offer new freedoms but does

2 Srefik cited in Hine 30.
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so only within the framework of pre-existing commercial and cultural constraints,
Sobchack brilliantly compares the coexistence of contradictions within an “ideology of
the information age,” to the coexistence of contradictory meanings of the notion of
“franchise” as it exists in the United States. Herein, the term signifies both “freedom,” as
in the right to vote, and “property and privilege,” as in a franchise for a global restaurant
chain, department store, or sports team. For Sobchack, the concept of cyberspace, given
the contradictions with which it is being constructed, “will be profoundly dialectical:
enhancing and reducing, freeing and enslaving, unifying and dividing, all along new lines
that emerge out of old structures, but never transgressing the boundaries of power.”"*

In attempting to comprehend how the Internet alters relations between the
‘developed’ and ‘developing’ worlds, Escobar shares some of Sobchack’s concerns.
Escobar’s overview of the discourse of development and the way this it has evolved after
the end of World War II, is seminal for my project, not only in the way that it enables me
to trace the ideological intersection of this discourse with the others [ have already
mentioned, but also in the important questions that Escobar raises. Concerned with what
he calls “the anthropology of cyberspace,” Escobar poses a series of questions that he
argues are imperative, be answered. Given that the Internet will continue to be directly or
indirectly shaped by economic and military concerns, what are the newly emerging
narratives that are helping construct social reality, and what are the new ways of
negotiating with such constructions occurring within/through the Internet and the
information age it heralds? How are various constituencies dealing with specific forms of

power, authority, representation, and knowledge within cyberspace? How do experiences

B See Sardar and Ravetz, Introductioa in Sardar and Ravetz, 1-14.
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within this space created by the Internet and other emerging technologies differ for
people situated in different social and, spatial, and temporal locations? How do practices
within, in, around, and informed by, such technologies, relate to the global accumulation
of capital and the globalization of cultural production and dissemination? 15

These are questions that must form the backdrop as [ attempt, in the next section
of this chapter, to trace the emergence of the [nternet as the newest “global” medium,
within the deeply intertwined histories of modern advertising, transnational capitalism,

and the consolidation of linear imaginings of ideas of development and modemity.

kREE

“Cyberspace did not appear from nowhere as a mystical spark of inspiration from
the mind of one individual.”'®

“Cyberspace originates in a well known social and cultural matrix, that of

modemity.””

In The ise of the Network Society, the first volume of his trilogy, Manuel Castells
comprehensively details how a fascinating blend of military strategy based on scientific
cooperation from the academy, technological entrepreneurship and counter-cultural
innovation led to the development of the physical Internet.'® He points to the fact that

various Internet historians, including Abbate (1999), Naughton (1999), Hart (1992),

" bid.

5 Sardar and Ravetz, Introduction, Sardar and Ravetz, 1-14.
16 Chris Chesher, cited in Sardar, “alt.civilizations.faq,” Sardar and Ravetz, 17.

17 Arturo Escobar, “Welcome to Cyberia: Notes on the Anthropology of Cybercuiture.” Sardar and Ravetz,
113.
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Hafner and Markhoff (1991), and Himannen (2001), among others, all refer to the
widespread view that the Internet originated from within the efforts and institutions of the
Cold War. In this story, as Castells tells it, the US Defense Department’s Advanced
Research Projects Agency (ARPA)—spurred by the launching of the first Sputnik which
served as a visible triumph of Soviet technological superiority—began to invest
massively in the idea of a decentralized communications/computational network which
would not be rooted in any single geographical location—and thus remain relatively
invulnerable to a nuclear attack. Based on an idea proposed in the early sixties by Paul
Baran in the United States and separately by Donald Davies in the United Kingdom, one
strategy that emerged was the idea of a network, which would use *packet-switching
technology’ whereby messages could be broken down into packets of data, each packet
be made to travel independently along multiple directions along the network, and be
reassembled at any desired point on it.

The first computer network, named the ARPANET, came into being on
September 1, 1969, connecting the University of California, Los Angeles, the Stanford
Research Institute, the University of California, Santa Barbara, and the University of
Utah. Eventually, as they began to appropriate the network for their own communication
purposes, the ARPANET, in 1983, came to be devoted exclusively to scientists, while a
separate network called the MILNET (Military Network), was created for the sole use of
the military. Late in the eighties, the National Science Foundation (NSF), helped create
two other networks: a scientific network called CSNET, and a network intended for the

use of non-scientific scholars named the BITNET, which was established with the

'8 See Manuel Castells, The Rise of the Network Society, especially Chapters 1, 2, 3 &S5. This section of my
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support of IBM. The backbone of all these communication networks created in the
eighties was still the ARPANET, which consequently came to be called the ARPA-
INTERNET, and eventually, simply, the Internet. At this stage in its evolution, the
[nternet was still funded by the Department of Defense, and was administered by the
NSF. When the ARPANET was shut down on February 28, 1990, the NSF’s NSFNET
became the backbone of the Internet.

The early nineties saw the rise of several corporate as well as non-profit networks,
and in April 1995, the last government funded backbone of the Internet, the NSFNET
shut down, replaced by mutually beneficial cooperative arrangements between private
networks which were essentially commercial spin-offs of the NSF’s regional networks.
Once the basic infrastructural elements of the network were in place, the NSF began
funding data-networking research at thirteen nationwide supercomputing centers in 1985.
Academic institutions, increasingly eager to be connected to the NSFNET, began leasing
local and regional circuits from local telecom providers—by then a nationwide telecom
circuit had already been commissioned by the NSFNET. The purposes to which the
network could be used was laid out by the NSFNET in its Acceptable Use Policy (AUP)
which stated that “NSFNET backbone services are provided to support open research and
education in and between US research and instructional institutions, plus research arms of
for-profit firms when engaged in open scholarly communications and research. Use for
other purposes is not acceptable.”"® However, in 1991, three private networks—General
Atomics (CERFnet, now owned by AT&T), UUnet (now owned by MCI WorldCom),

and Performance Systems International (PSInet)—circumvented the AUP to create an

chapter is indebted to Castells’ account for historical information and statistics.
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alternative ‘open’ point of network-traffic exchange called the Commercial Internet
exchange (CIX). By 1992, the US government decided to stop funding this network and
consequently in 1994, the NSF was forced to commission four separate network access
points (NAPs), which would function similar to the CIX. These NAPs, run by different
telecommunication companies, were set up at New Jersey, Washington DC, Chicago, and
San Francisco.

[t is important to note that such a process of privatization meant that in the first
stage of its development, there was no single, centralized overseeing administrative
authority for the Internet. The management of pre-existing coordinating Internet
organizations—the Internet Activities Board (IAB, ironically the same acronym as that
for a later, equally influential organization, the Internet Advertising Bureau), and the
Internet Engineering Task Force (IETF)—were handed over by the NSF in January,
1992, to a non-profit organization called the Internet Society (ISOC). ISOC, describing
itself as “an international organization for global coordination and co-operation on the
[nternet,” is a US-based professional membership society that acts as a non-governmental
institutional and fund-raising umbrella organization for the Internet. As the Internet grew
globally, the [nternet’s main coordinating responsibilities that involved the assigning of
virtual addresses worldwide became a hotly disputed issue. Until 1998, incredibly, one
man, Dr. John Postel of the University of Southern California’s Information Sciences
Institute (ISI), managed these responsibilities. In 1998, a new American-based regulatory

body was established to deal with such issues, called the [nternet Corporation for

¥ TeleGeography Inc. 29.
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Assigned Names and Numbers (ICANN), (I will go on to examine the governance of the
Internet in more detail in the next chapter.)

The evolution of the ‘network of networks,’ the Internet, was fundamentally
enabled by the various technologies that emerged in the technological revolution towards
the end of the millennium. For example, the establishing of this network depended on the
creation of two computing protocols in 1978—the Transmission Protocol (TP), and the
Internetworks Protocol (IP), by Cerf and Postel from the University of California, Los
Angeles, and Cohen from the University of Southern California. These protocols, that
allowed computers to communicate with each other, became established as a US standard
in the late eighties. In fact when European telecommunication carriers decided, around
the same time, on a different international communications protocol, the Internet was
almost split into two mutually non-communicable networks. The story of the Internet
then, is also the story of how TCP/IP were adapted to win acceptance as a “common’
standard for computer-enabled communications.

Other such stories of standardization, globalization, and universalization, around
the emergence of the Internet, abound as well. The invention of email communications by
Ray Tomlinson at Bolt, Beranek and Newman (bearing the acronym BBN, this was one
of a handful of specialized, technological ‘Cold-War’ think-tanks funded primarily by the
Department of Defense. Others included Massachusetts [nstitute of Technology’s Lincoin
Laboratory, Stanford Research Institute (SRI), and RAND Corporation, while the
privately funded think-tanks included Paul Alto Research Corporation, funded by
XEROX and AT&T’s Bell Laboratories,) which is now widely regarded within the

[nternet industry as the “killer’ application of the Internet is one such story. The invention
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of the ‘modem’ for PCs by two Chicago students, Ward Christensen and Randy Suess, in
1978, who proceeded to diffuse this technology online at no cost, is another. Others
include the creation of USENET, an online forum of discussion, by three students (at
Duke University and the University of North Carolina, both of which were not part of the
initial ARPANET), who made their software freely available to anyone who wanted it; as
well as the creation of a system to post bulletin boards on PCs by Tom Jennings in 1983,
which was again freely distributed, and became the origins of one of the earliest
grassroots networks called FIDONET. By 1990, FIDONET was a network comprising
two thousand five hundred computers in the US. The model on which it was based made
it inexpensive and easily established, and it became especially successful in poorer
economies at the time, until the commercial development of the Internet led to its
eventual demise.

The most significant of these inventions, in retrospect, was that of the World
Wide Web by Tim Berners-Lee at the European Center for Nuclear Research (CERN).
Deviating from the ARPANET tradition, Berners-Lee turned to the work of Ted Neison.
In 1974, Nelson had published a pamphlet called ‘Computer Lib’ that exhorted people to
seize and use computers for their own benefit, proposing a new system of organizing
information on the Internet, calling it ‘hypertext.” Based on the system of hyperlinks,
Bemers-Lee’s World Wide Web was a convergence of audio-visual technologies that
created an easy interface to access the Internet with. In keeping with the prevailing
“hacker ethic’, the WWW was distributed free. It, along with the later MOSAIC and

Netscape browsers created by Marc Andersen in 1992 (also distributed free), went on to
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become the technologies primarily responsible for the Internet’s evolution into a global,
interactive, mass medium of communications.

While these were the technological innovations that enabled the growth of the
Internet in its present form, it is also important to examine the emergence of the Intemnet
as a discursively constructed cultural entity. To reinforce a point made earlier, [ argue
that the collection of technological histories like these, by themselves, lead merely to the
perpetuation of a myth wherein the [nternet evolves as a technology simply because it
was “natural” for it to develop, and too good not to! Such a founding myth of the
Internet’s origins, [ propose, may be seen as straddling two seemingly contradictory
positions—one of ARPANETs vision of a “‘command-and-control communications
system,’ and the other of the post-sixties counter cuitural hacker impulse exemplified in
Giese’s widely quoted proclamation - “information wants to be free™!® In this story of
the historical development of the Internet may be identified “some key themes: the
appropriation of a militaristic technology for humanitarian and libertarian purposes; the
assertion of the natural human desire to communicate; the reclaiming of a weapon of
destruction for the good of the people.”

Much earlier efforts at constructing histories of the Internet have been concerned
with the apparent contradiction between its military origins and its current avataras a
globally popular sought after medium of mass communication. In an incisive effort to
examine the early historiography of the Internet, Luba Krekhovetsky draws upon a social

constructivist perspective as elaborated by David Crawley: “For students of media,

® L uba Krekhovetsky. “From Military Strategy to Mass Medium: A Historiographical Analysis of [nternet
History, unpub. paper, 5. [ am grateful to Luba for gencrously sharing this paper with me.

2 Hine 31.
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perhaps the most interesting theme to emerge from this mix is the emphasis on the
development of domestic spaces and the constituencies built up around successive and
overlapping forms of electronic communication that connect these sites to wider social
worlds—telegraphy, telephony, broadcasting, and now computing. These studies pay
particular attention to the inner workings of technologies—case specific histories, the role
of technical knowledge and new professions, and above all the social actors who
organized themselves and otherwise gathered around technical knowledge and its
artifacts.”” Using Crawley’s concept of ‘constituency groups,” Krekhovetsky examines
the work of four net historians: Rheingold, Sterling, Giese, and Stevenson, and discovers
that each of these four historical accounts of early Internet development are different
accounts focusing on different historical aspects, attributing agency and intentionality to
different constituency groups. Rheingold structures his history around visionary computer
scientists and engineers, effectively diminishing the military’s role; Sterling’s history
revolves around technological infrastructure, locating the power of the Internet within the
decentralized, egalitarian nature of the medium itself; Giese focuses on competing
constituencies—the Internet becomes a product of oppositional negotiations between
hackers and ARPA researchers wherein the hacker community succeeds in becoming the
dominant influencer in its shaping; while Stevenson’s social history of the Internet views
it as a product created by the processes of mediation and negotiation between the hacker
culture and various institutions of the government and the military. Krekhovetsky
concludes that these historians fail to interrogate their own values while constructing their

histories of the Internet.
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Much recent work has sought to question such one-dimensional histories of the
Internet. Work by Hafner and Lyon, for example, describe the Internet as a product of a
complex web of interactions between computer scientists, politicians and funding
agencies, which may very well have developed differently than it did, if it developed at
all. Abbate, similarly has argued that the ARPANET"s development was shaped in the
context of multi-dimensional objectives and policies, of which the Cold War was only
one.> Likewise, Christine Hine speculates that themes that revolve around the anarchic
nature of the Internet, the anti-establishment culture of the hackers and cyberpunks who
were part of its growth, and the emphasis on the sense of a shared responsibility of
netiquette, are what led to the early focus on new ways of communicating and sharing, of
identity formations online, and about the development of Internet communities among
Internet theorists. However, she argues, its commercialization and commoditization have
marked a major shift in the Internet’s identity that needs to be closely examined. Hine
concludes that the Internet is currently understood and used as a result of “historical (as
an embodiment of Cold War military ideals or as a triumph of humanitarian values over
said military ideals), cultural (through mass media in differing national contexts),
situational (in institutional and domestic contexts within which the technology acquires
symbolic meaning), and metaphorical (through the concepts available for thinking about
the technology) shaping.”z“ It is this social shaping that is responsible for the creation of
an Intemnet that connotes different things for different people.

My own concerns take as their point of departure, Hine’s suggestion that the

commercialization of the Internet implies we revisit its history. It is my argument that any

2 David Crowley, “Doing Things Electronically,” Canadian Journal of Communication, 19 (1994): 11.
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analysis of the social shaping of the Internet cannot afford to ignore the impact of the
simultaneously occurring histories of the globalization of commerce and culture, and
discourses of development and modemity on the development of the Internet itself. [
further argue that these histories themselves must be understood as being fundamentally
inflected by the globalization of advertising. A good example of how these various
discourses had begun to be understood as relational to one another at around the exact
same historical moment of the privatization of the Internet is evident in the following
excerpt from a widely quoted speech of Al Gore, wherein Gore, then Vice-President of
the United States, is reported to have claimed he coined the term “information
superhighways,” as a metaphor for understanding the Internet:

The President of the United States and I, believe that an essential prerequisite to

sustainable development, for all members of the human family, is the creation of a

Global Information Infrastructure. This GII will circle the globe with information

superhighways on which all people can travel. The GII will not only be a

metaphor for a functioning democracy, it will in fact promote the functioning of

democracy by greatly enhancing the participation of citizens in decision-making. [
see a new Athenian Age of democracy forged in the fora the GII will create.

- Al Gore, US Vice President, 21* March 1991, ina spegch to the International

Telecommunication Union conference in Buenos Aires.”

The emphases added to this quote are mine. However, it is Gore’s emphases on
the linkages between discourses of ‘development’ and ‘democracy’ with that of the
[nternet that interest me. One of the most comprehensive efforts to comprehend the
discourse of ‘development’ that [ have come across is Arturo Escobar’s fascinating study,

Encountering Development. Escobar, examining what he deems to be the fundamental

force shaping the field of development - the discourse of development economics,

3 Cited in Hine 31.
* Hine 32.
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attempts to articulate a ‘cultural critique’ of economics. He points out that to understand
the discourse of development, it is necessary “to analyze the conditions of its coming into
being; how it emerged, building upon the already existing Western economy and the
economic doctrine generated by it (classical, neoclassical, Keynesian, and growth
economic theories); how development economists constructed “the underdeveloped
economy,” embodying in their theories features of the advanced capitalist societies and
culture; the political economy of the capitalist world economy linked to this construction;
and finally, the planning practices that inevitably come with development economics and
that became a powerful force in the production and management of development,” in
order to comprehend the currently dominant economic discourse.”® Escobar argues that
the discourse of development was a fundamental anchor for the restructuring of global
culture and political economy in the early post World War II period.

It is important for my project to note that this vision of development originated in
the United States. President Harry Truman’s inaugural address on January 20, 1949, was
also a proclamation to the world that the United States needed to work towards resolving
the problems of the “underdeveloped areas™ of the globe.”” Escobar takes note of the

Truman vision, which was to extend the noble American dream of peace and material

B Cited in Cees J. Hamelink, * The Democratic Ideal and its Enemies,” The Democratization of
Communication, ed. Philip Lee (Cardiff: U of Wales P, 1995), 15.

% srturo Escobar, Encountering Development: The making and Unmaking of the Third World (Princeton:
Princeton UP, 1995), 18.

77 «More than half the people of the world are living in coaditions approaching misery. Their food is
inadequate, they are victims of disease. Their economic life is primitive and stagnant. Their poverty isa
handicap and a threat both to them and to more prosperous areas. For the first time in history humanity
possesses the knowledge and the skill to relieve the suffering of these people . . . [ believe that we should
make available to peace-loving peoples the benefits of ours store of technical knowledge in order to help
them realize their aspirations for a better life . . . What we envisage is a program of development based on
the concepts of democratic fair dealing . . Greater production is the key to prosperity and peace. And the
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abundance to all corners of the world. The way this was to be achieved, however, was by
creating the conditions that would allow the worldwide replication of features
characterizing the ‘developed’ societies of the time. Capital, science, and technology
were the chief ingredients in this vision, to enable a revolution leading to substantially
high levels of industrialization, urbanization, technicalization of agriculture, material
production and living standards, and the adoption of ‘modem’ education and cultural
values. Escobar also outlines how by the end of the fifties, a will towards such a
revolution became fundamentally inscribed within the circles of power in states
everywhere. To illustrate this, he cites one of the most influential reports written in 1951,
by the Department of Social and Economic Affairs of the United Nations in 1951:
«...rapid economic progress is impossible without painful adjustments. Ancient
philosophies have to be scrapped; old social institutions have to disintegrate; bonds of
caste, creed and race have to be burst; and large numbers of persons who cannot keep up
with progress have to have their expectations of a comfortable life frustrated.”® By the
end of the seventies, Escobar points out, “reality ... had been colonized by the
development discourse, and those who were dissatisfied with this state of affairs had to
struggle for bits and pieces of freedom within it, in the hope that in the process a different
reality could be constructed.” Thus several new concepts came into currency within the
discourse of development post World War [I that gradually permeated and became
established within the sociopolitical, economic and cultural spheres as well, popularized
by their frequent usage within global institutions of influence, such as the United Nations.

Notions such as those of the “First World,” a category comprising the most highly

key to greater production is a wider and more vigorous application of moderm scientific and technical
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industrialized ‘free’ nations of the world, the ‘Second World,” compiled of the
industrialized, communist nations of the world, and the ‘Third World,” referring to the
poor, unindustrialized nations of the world, became established as a vocabulary of
geopolitical representation for/by the whole world.

The primary forces shaping the discourse of development during this period were
the need for the United States to locate new markets, the significantly increased faith in
science and technology, and the Cold War—which, as we’ve already discussed, was a
significant shaping influence on the Internet as well. Escobar describes the period from
1945-55 as one that saw a rapid consolidation of US hegemony in the world capitalist
system. As more and more formerly colonized territories—earlier, hubs in an imperial
system of commerce—fought for independence, the US’s primary foreign policy
objective became to help rebuild the economy of its allies in Western Europe.
Simultaneous with the need to locate new sites to invest its surplus capital, however, the
imperative to expand the market for its products abroad also became increasingly urgent.
Further, expanding the US economy also required access to raw material for this was the
only way that the growing capacity of US industries, particularly its emerging
muitinational corporations, could be met.

Consequently, the US made a massive investment ($19 Billion between 1945-50)
in economic aid to Western Europe. This, interestingly, was capital that was simply
‘given’ away (similar to the way in much software was disseminated during the early
development of the Internet!). Escobar notes how it has been argued that the Marshall

Plan of 1948 was the first time in capitalist history when it was deemed necessary to

knowledge.” Harry Truman, cited in Escobar, 3.
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‘give away’ money and goods. This massive investment, prompted by Truman’s well-
known Point Four Program, occurred in historical conjunction with the establishment of
new ‘global’ financial institutions such as the World Bank and the [nternational Monetary
Fund (IMF). Escobar observes that while the Point Four Program proposed that the
poorer parts of the world be fortified by a diet of two crucial ‘developing’ forces, that of
capital, and of technology, the “Third World” did not get as much ‘free’ money as it did
technological assistance. Thus, in the same period that Western Europe received $19
billion in economic aid as part of the Four Point Program, Latin America received less
than 2% of US aid, and only about $150 million was spent on all of the “Third World.”
Global financial institutions such as the World Bank and the [MF, backed by the United
States and the other relatively strong economic powers of Western Europe, insisted that
the “Third World’ create ‘the right climate’ before economic aid could commence. The
right climate meant, among other things: a visible commitment to capitalism as the path
to future development, the curbing of various nascent nationalisms, and the “controlling’
of the Left, the working class and the peasantry. The Cold War, Escobar says, was one of
the single most crucial factor that confirmed the strategy of development: “In the late
1940s, the real struggle between East and West had already moved to the Third World,
and development became the grand strategy for advancing such rivalry, and at the same
time, the designs of industrial civilization. The confrontation between the US and the

Soviet Union thus lent legitimacy to the enterprise of modemization and development; to

3 Escobar, Encountering Development, 4.



extend the sphere of political and cultural influence became an end in itself,”(the
emphases is mine.)”

Escobar also underlines the centrality conferred upon technology within this
discourse of development, observing that within the vast literature on the sociology of
modemization, technology came to be theorized as a force that would inexorably enable
the progress of the “Third’ and ‘Second’ worlds towards the liberating model of the
“First.” Escobar concludes that while the discourse of development economics continually
offers “successive promises of affluence for the Third World through active intervention
in the economy in the 1950s and 1960s, planning throughout the development era,
stabilization and adjustment policies in the 1980s, and anti-interventionist, “market-
friendly development” for the 1990s,” all it really does is to “discover’ poverty on a
global scale and all it really seeks, disguised as the harbinger of freedom and democracy,
is to exploit such poverty.30 For the emerging order of capitalism and modernity in this
period, he argues, relies not only on industrial and technological superiority, but also on,
what he terms, “a politics of poverty,” to not only effect a social transformation whereby
the poor become objects of knowledge and management, but also, crucial in the context
of my project, to create consumers.

The period from the late seventies to the end of the millennium, and further, has
been the subject of much discussion among critics for the emergence of a multitude of
discourses therein, that have influenced how contemporary globality came to be. Escobar
establishes how the discourse of development became the ubiquitous but central operator

of the politics of global representation and identity. Extending this insight, I argue that

3 Escobar 34.
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the development of the Internet must be seen in the light of the deeply intertwined
regimes of representation provided by development, modemity and globalization.
Underlying all these regimes is the discourse of democracy and overlying them, the
commodifying, consumerizing force of advertising.

In order to examine the linkages between the processes of capitalism and the
notion of ‘free trade’ with concepts such as ‘freedom’ and ‘democracy’, it is educative, at
this juncture to turn our attention to studies that have sought to trace the evolution of the
process of democratization. One comprehensive overview is provided by Majid and
Katherine Kia Tehranian who offer a conceptual historical framework that emphasizes
the interactions of democratization with modernization and communication. While I do
not critically endorse their formulation in its entirety, it is useful to examine it in the light
of my project for the connections it draws between the histories of the discourses we
consider fundamental to an understanding of the Internet.”! The Tehranians argue that the
processes of democratization and communicaticn through new technological, economic,
political, and cultural formations can be traced through seven successive waves of
modernization in the last five hundred years, as integrating heterogeneous societies
around the goals of security, liberty, equality, and community. 3 According to them, the
end of World War II in 1945 ushered in a new era of globalism marking ‘the fifth wave
of democratization.” While the creation of centralized institutions of global financial

management such as the World Bank to channel investments into the less developed

% Escobar 58

* Majid Tehranian and Katharine Kia Tehranian, “That Recurrent Suspicion: Democratization in a Global
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national economies, the IMF to manage the convertibility of international currency
exchange, and the General Agreement on Tariffs and Trade (GATT) to facilitate world
trade by reducing tariff and non-tariff barriers, provided the economic basis for a new
global capitalist system, the United Nations provided the political basis for a global
security system.

Despite the fact that the Cold War undermined the influence of the United
Nations as a system of security, globalization continued its growth through the
emergence of the transnational corporations (TNCs) and the multinational corporations
(MNCs). These TNCs formulated global strategies aimed at retaining centralized control
while facilitating spatial and managerial dispersion, while the expanding reach of global
advertising fostered the global culture of mass consumption that they required to exist. n
this process, the Tehranians observe, “the seductions of the ‘soft power’ (Nye 1990) of
cultural appeal may have proved nearly as powerful as the “hard power’ of military might
and economic gravity.”:’3 The Cold War was crucial for now globalism appeared as two
unique versions—that of liberal capitalism as opposed to that of Soviet communism. In
effect, the Enlightenment idea of progress was packaged in two forms—development by
the rule of a free-market economy, or by central planning. Describing the emergence of
global competing media (BBC, VOA, CNN, MTV, TIME, LIFE, Wall Street Journal,
[nternational Herald Tribune, Newsweek, The Economist, Hollywood films, global
advertising, and Direct Broadcast Satellites versus their ideological counterparts in the
‘Second World’, such as Radio Moscow, Radio Beijing, New Times, Beijing Review

etc.), the Tehranians argue that the increasingly global commercial media—oprint, film,

3 ibid 55.
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television, satellites and computers—played a central role in this war. However, one
noteworthy consequence of the increasing global presence of such media, was the
emergence of a new breed of communication elites, in both ideological camps, who were
the managers of the enormous new technostructures of global communication. These
‘technologues’ came into being along with the simultaneously occurring convergence of
voice, data and mages into a single stream of electronic, digital signals called the
Integrated System Digital Network (ISDN) that began to rapidly dissolve boundaries
between media technologies, institutions and professions.

The new technologues combined an intricate knowledge of such emerging
technologies with the managerial skills required for such massively complex
technocracies. In the “Third World,” however, where technological development was
comparatively slower and more localized, the types of communication elites formed were
qualitatively different from the “technologues.” These groups, who the Tehranians call
“communologues”, conversant in the languages of indigenous, religious, ethnic, and
nationalistic discourses, largely rejected secular views of progress. Arguing that exposure
to the diversity of global cultures in this period challenged the foundations of globalism
as an ideology of modemity by decentering its universalist claims and creating a new
sense of cultural relativism, the Tehranians conclude that “the tension between the global
and the local has been an incipient political and cultural feature of the Fifth
moderization.”*

For the Tehranians, the Sixth wave of modemization and democratization began

with the end of the Cold War. With the subsequent collapse of the Soviet Union and
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China’s steadily progressing entry into the structure of global capitalism, the capitalist
vision of globalism, they suggest, became, and continues to be, increasingly irresistible.
While the US Congress rejected the WTO as, ironically, a threat to US national
sovereignty, GATT, passed in 1994, became the dominant channel for the management
of world trade; lowering tariffs by approximately 38% for a total gain of $744 billion for
the one hundred and twenty three participating nations. On the other hand economic
regionalism, in the form of politico-economic organizations like the European Union
(EU), Association of South East Asian Nations (ASEAN), the North American Free
Trade Agreement (NAFTA), and the Asia-Pacific Economic Cooperation (APEC) are
also becoming increasingly consolidated. Thus the Tehranians observe that glocalization
emerges as the dominant feature of our world wherein the global market adapts to local
conditions while simultaneously using them towards global competitive advantage. They
further argue that democratization in its Sixth wave has come to be defined by two
simultaneously occurring ‘ideologies and pathologies’: globalism versus localism, and
commodity fetishism versus identity fetishism. The global market, obviously, emphasizes
secular ideologies of progress, which encourage commedity fetishism. [n effect,
modermization and democratization become dialectical processes where the requirements
of economic accumulation and political participation compete for the material and
symbolic resources of power. Globalization creates a global elite who are linked directly
or indirectly to technocratic, capitalistic organizations that are fuelled by
deterritorialization and informationalization. However, “the globalist ideology of

capitalism is.... torn between the contesting principles of one dollar-one vote versus one
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person-one vote.” To sum up, what the Tehranians describe is a convergence of
processes in the last quarter of the last century, wherein we can observe the increasing
interchangeability of the notions of ‘democracy’ and ‘capitalist democracy.’

It has been widely postulated, especially among theories of post-industrialism,
that the end of the last century has seen the emergence of a new economy. Castells, for
example, refers to a new economy that is informational, global, and networked. He
suggests that this new economy is “informational because the productivity and
competitiveness of units or agents in this economy (be it firms, regions, or nations)
fundamentally depend upon their capacity to generate, process and apply efficiently,
knowledge-based information. It is global because the core activities of production,
consumption, and circulation, as well as their components (capital, labor, raw materials,
management, information, technology, markets) are organized on a global scale, either
directly or through a network of linkages between economic agents. [t is networked
because, under the new historical conditions, productivity is generated through and
competition is played out in a global network of interaction between business
networks.”® Castells goes on to describe how the need to open up new markets led to the
rise of muitinationals. The growth of these MNCs required an environment that was
defined by two major components—the deregulation of markets worldwide and new
information technologies that would enable dramatically enhanced global
communications. For Castells, the globalization of financial markets, beginning from the
eighties, and facilitated primarily by new communication technologies, formed the

backbone of the new global economy. Castells further observes that this global economy
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was not a pure creation of market forces, but a product of complex negotiations and
interactions between markets, governments, and international financial institutions that
were representing various national and international market interests. The networking of
most nations to the newly formed global economic system occurred by a two-fold
process: either political pressure was applied through the actions of the economically and
militarily dominant states on the other states, or economic pressure was imposed through
the global institutions of this new economy like the IMF, World Bank, or WTO.

The mantra (that we’ve already seen to have evolved from the Truman vision,)
was that global capitalism, fuelled by the information technology revolution, would usher
in prosperity, democracy, and reduce levels of inequality to everyone’s benefit. Pointing
to the fundamental complicity of the Clinton administration in this process, Castells
refers to a 1999 New York Times report that elaborately detailed the Clinton team’s
concerted effort in this direction, which involved both applying direct pressure on
governments worldwide, as well as issuing strict instructions to the IMF to follow the
similar strategies. The Clinton administration, according to Castells, clearly grasped the
fact that given the established presence of American MNCs worldwide, as well as the
hegemonic American influence within global trade and financial institutions, economic
globalization was advantageous to American firms and to the US economy. Castells
further notes that once the global economy—a network of interknit segments of various
national economies (a ‘network of networks’ in other words!)—was established, it
became a decentralized network, wherein any of the non-fundamental economic nodes

that disconnected itself from it could simply be bypassed while resources continued to
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flow through the rest of the network (the comparison to the working of the Internet is
obvious). At the same time, any such national economy that attempted to disconnect was
also faced with the prospect of paying an unbearable price — economic devastation in the
short term, and the closing of avenues of economic growth, in short, global economic
irrelevancy, in the long term. Thus Castells suggests that the framework of values as
conceived of within the productivism/consumerism dynamic of the global economy
offers no alternative for people, firms or countries: “once the global economy has been
constituted, it is a fundamental feature of the new economy.” 3

Simuitaneously, however, fact of the territorial concentration of science and
technology within a handful of ‘First World’ nations significantly influenced the
constituting of the sites and networks of such a global economy. Castells notes that in
1993, ten nations in the world accounted for 84% of global Research and Development
(R&D) and 95% of US patents. Even as recently as up to the late nineties, a fifth of the
world’s population living in high-income countries, accounted for over 74% of the
world’s telephone lines, and 93% of its [ntemet users.*® Consequently, Castells argues
that while this suggests a model of labor comprised of new economy producers located in
a few “global cities and regions’ and of the rest of the technologicaily dependant
economies of the world, the realities of global immigration patterns (fuelled in no small
measure by the discourse of development as well as by the rise of elites such as
‘technologues’ and ‘communologues as we’ve discussed earlier), has created an
economic environment wherein capital, and the processes of production and consumption

are global, while the bulk of labor is local. In such a global economy, only an elite
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techno-labor force is truly globalized. What Castells is arguing here is that while the
informational economy impacts the whole world, and is giobal to the extent that all socio-
economic processes relate to the structurally dominant logic of this economy, most
people on the planet do not participate in it. This is an insight similar to Otto Imkens’s
comment on the Internet: “...even those who attempt to disconnect from, or are not yet
connected to, the global grid, still live in its glow.™

An inevitable corollary to the growth of MNCs in the same period has been the
emergence of the modemn, global, advertising industry. It is illuminating, for the purposes
of this project, to briefly examine the growth of this industry. Cultural critic Armand
Matellart in his Advertising International: the privatization of public space provides a
comprehensive history of the evolution of modern advertising. It is interesting, in the
context of my examination of the Internet, that the transnational dimension of advertising,
for Matellart, reveals itself as the very history of modern advertising as “a network, and a
network of networks.™® For Matellart, this is a social network that constitutes the crucial
link between the emerging global economy and a global culture, inflecting media,
economies, cultures, politics, as well as international relations, rendering the idea of a
globally communicating society synonymous with that of a globally consuming society.
This poses a fundamental socio-cultural change, Matellart argues, for it provokes an array
of mutations and redefinitions in the practice of democracy, and needs to be closely

studied.
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Tracing the history of the advertising industry, Matellart observes that the rise of
the globalism post World War II, coincides with the moment in its history when
advertising, formerly conceived of merely as a technique for the modernization of
selling,” began to define itself as a crucial apparatus of the democratic marketplace and a
process that helps in the construction of a new global model of social organization.
Matellart’s argument, rephrased in our context, is that advertising began, in effect, to
think of itself as part of the American (Truman) vision whereby, besides being a new
global channel for the promotion of commerce and industry, it also saw itself as a
network wielding considerable cultural and political influence. Matellart quotes from an
article in an issue of The Advertising Age of the time to make his point: “It can be said
that advertising and marketing can be a nation’s unofficial diplomat overseas,
representing a country’s way of life more dramatically and realistically than official State
Department or Foreign Office ambassadors. The tremendous international impact of
marketing and advertising in the United States, in fact, has led to the coining of the word
“adplomacy”™*!

The United States, with its new vision of the worid was where this new vision of
advertising was inscribed into the global economy, and the new vision, Matellart notes,
was that of an “educational mission.” This vision was subsequently, considerably
consolidated by the Cold War era, when concepts such as “freedom’ and ‘democracy’
were further inserted into the discourse of advertising. Thus in 1968, the President of an
US-based international advertising agency recalled: “Democracies with high living

standards are at the top of the list of countries spending a high per cent of national
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income on advertising, whereas communist dictatorships with relatively low living
standards are at the bottom ... Freedom must have its advertising, or else it will surely run
into danger, ... the American marketing system has at its basis that sudden upsurge of the
idea of human freedom.™? In the same historical moment, Matellart notes, the US
advertising industry also began to equate popular culture with ‘mass culture’, arguing
through various trade publication articles, that the United States was the first nation in
history to have a ‘centrally organized,” ‘mass produced’ folk culture, which came from
advertising agencies, networks of newspapers, radio, and television.*

Matellart describes this stage in the evolution of advertising as the ‘Imperial”
order and suggests that it ended in the beginning of the seventies when the exclusive
monopoly of the United States within the advertising industry began to wane. Matellart
speculates that this wane occurred due to the economics of the time wherein the United
States, from being the principal investor in investments abroad, primarily in Western
Europe, also became the primary destination of foreign investment, again, primarily from
Western Europe. Thus while the US initially received approximately 10% of the world’s
investment flow, this figure became 30% by the end of the seventies, and 50% by the end
of the eighties. Consequently, there was also a consolidation of national advertising
markets and agencies. Matellart describes a race launched, in the eighties, by the US
advertising industry to form global networks of advertising, a process that closely
paralleled the global expansion of American multinationals. He details how this growth

was envisioned according to the prevailing ‘globalization of commerce’ models of the
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time, such as those proposed by management theorists like Theodore Levitt and Peter
Drucker. Assumptions around the globalization of markets and advertising agencies
revealed and emphasized three major tendencies: “1) Four key influences on the media
landscape: consumer convergence, technology, the need to be a low cost producer, the
growth of advertising expenditure; 2) Four major trends: the globalization of the media
and the big communications groups, the increasing size of media-owning companies, the
segmentation of the media, new media and new kinds of opportunities; 3) Three types of
effects: the increasing pace of globalization, pressure on governments to liberalize
broadcast media, increase of attention to the function of media.™

For Matellart, the prime facilitator of the globalization of the advertising industry
was the process of economic deregulation, which, as we have already seen, was the stick
brandished by the United States via global intermediaries (such as the World Bank,
WTO, IMF, and GATT), prior to the offer of the ‘carrot’—the flow of ‘development’
capital. Given the already inscribed discourse of development, economic deregulation
was a concept adopted by most nations during this stage, particularly after the
disintegration of the Soviet Union. Arguing that economic deregulation was not defined
as much by the absence of economic trade regulations as much by the establishment ofa
different set of regulations, Matellart contends that this was, in fact, a project that sought
to “rearrange public space.”“s Deregulation redefined the notion of free speech, wherein a
citizen’s free speech directly competed with ‘commercial free speech’. Such a hypothesis

resonates well with some of the others we have examined thus far, such as the “one
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dollar-one vote’ formulation of the Thehranians, and Sobchack’s insights about the twin
oppositional semantic domains of the term ‘franchise’.

Matellart argues that “deregulation has thrown finance into the arms of
communication (mediated by advertising}—and communication into those of finance: the
convergence of two highly internationalized sectors, at the apex of network techniques,
the vanguard in the process of globalising the market.”*® Convincingly demonstrating that
it was the advertising industry that took the lead in lobbying for the emerging discourse
of deregulation, and making insightful arguments about the multiple ways in which the
advertising industry inflects every sphere of our modern “globalised’ life, Matellart
declares that “the democratic marketplace so beloved by the heralds of this new ‘human
right of commercial free expression’ is in no way the same as the democracy of the
defenders of human rights, the rights of the citizen and of nations. Between them there
lies the immense abyss with which the new and inegalitarian rationality has bisected a
planet that is pierced by social exclusions.™’

By examining the history of the Internet in conjunction with the evolution of these
various processes - the advent of the global economy, the histories of advertising and
transnational capitalism, the evolution of the discourses of development, modernity and
democracy - it becomes easier to understand it as a site of contesting utopic and dystopic
representations. It is obvious that much of the democratic, liberatory, emancipatory
rhetoric around the Internet are as much grounded in visions of free access to information

and free interactive communication and social participation, as in the realities of a freely

interactive, commercial global marketplace. Through this, as well as from our discussion
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of the common myths and metaphors that accompanied its evolution, we see that the
growth of the Internet was neither free, nor any accident; neither an inevitable evolution
of technology, nor a revolutionary appropriation of a military weapon towards the
common good of humanity. Deconstructing such originary myth allows us to firmly
locate the Internet’s genesis and growth within a specific socio-cultural context. I argue
that within such myths, which collate notions of progress, development and democracy,
may be observed, a process through which the profit motive fundamental to capitalist
growth enforces a continual investment in the generation of advanced technology that
simultaneously results in both, a constant growth in such technology, as well as in the
rapid obsoletion of such manufactured products. In conjunction with Marxist
perspectives, [ argue further, that advertising and mass media may be regarded as
working towards bringing consumption, in this case, with such frenzied production
(articulated differently, this is the process of the “search for new markets’). And since
mass media (the Internet) is itself, in turn, dependant on such emergent (electronic)
technology, technology becomes a transformational force both within the “core’ and the
‘superstructure.’ [ would thus align myself with Leonard Acosta, who argues that the
technological element itself may be read as having absorbed and fused within it, the old
capitalist myths, only in the process, give them a new presentation.*®

This chapter establishes that any study of the Internet in the context of its ongoing
commercialization, cannot afford simplistic, technologically determined utopian or

dystopian stances, but must be undertaken through the unraveling of the complex and

*7 Matellart 218.
8 Leonardo Acosta, “Mass Media and Imperialist Ideology (Cuba 1973),” Communication and Class Struggle,
eds. Armand Matellart and Seth Siegelaub (Volume I, New York: International General, 1979) 151.
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deeply interknit ideological strands that are woven into the very fabric of cyberspace.
Having located the Internet within a territorially privileged site, it is necessary now to
identify the reconfigurations it necessitates in global power geographies. The Internet,
both in its role as a mass medium of mass communication, as well as a conduit of global
commerce, is situated among the cultural and political machineries that work to discount
entire territories that become the deprived geographies of a newly global world. We have
already seen how the basis of such silencing of territories within the assumed social
globality of cyberspace, exist within the unique founding process of the Internet itself. In
the next chapter, [ examine what these territories are. In the process, [ will also
deconstruct another myth constructed around the Internet and the newly democratic
society many claim it is ushering in, that it allows for free, equal access to information
about everything, to everybody, everywhere. [n actuality, as Sardar has pointed out,
neither is all the information in the world on the Internet—which can never be unless all
cultures that exist will themselves into virtuality, nor is even information that does exist
online, free; much of it exists in encoded form, and within the boundaries of ‘firewalls’
erected by various organizational intranets that are also part of the Internet.*® And it is
evident that access to the Internet, despite endless “free market’ rhetoric about becoming
progressively and rapidly inexpensive, remains in fact, an expensive luxury, particularly
for the large section of humanity who exist outside of the capitalist institutions of

modernity.

* Sardar in Sardar and Ravetz 14-42.
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2. Evolving Geographies

Cyberspace ... is not the new free, global democracy we presume and defend, but
an aristocracy of location and disposition, characterized, ironically, by acute
sensitivity and territorialist proclivities. ... To remember that the vast majority of
humanity, both outside and within the highly industrialized worlds, have no
knowledge whatsoever of this new platform of liberties, to speak less of access to
it, is to underline not only the esotericism of our discourses, but also to call our
attention to the challenges of forsaken geographies and silent temtones of
populations and denominations on a new margin of our own creation.'
- Olu Oguibe
As [ contend earlier, this thesis is an attempt to theorize, think through, reflect,
and meditate, on an increasingly ambiguous medium of communications. [n contrast to
the proliferating rhetoric of utopias/dystopias that prevails around the [nternet, my
project, eschewing such simplistic binaries, tries to understand this newest medium of
communication by locating it in specific physical and ideological contexts. In the last
chapter [ have tried to unravel the various historical and ideological discursive strands
that have appeared to me to be integral elements of the modern [nternet. In this chapter,
my focus is on the evolving geographies of the physical [nternet; by this [ mean an
examination of its global physical architecture, a look at the economics that define this
architecture, and finally, an overview of its structures of global governance. Such an
effort is not only key to envisioning the future trajectories of the physical Internet’s
growth; it also dramatically enhances our comprehension of the way it currently exists.
Subsequently, it allows me to explore the various reconfigurations such an existence

effects on global social, economic, and cultural power geographies. Given its twin

roles—that of a medium of mass communications, as well as a uniquely powerful conduit

! Olu Oguibe, “Forsaken Geographies: Cyberspace and the New World “Other,™
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of global commerce—I concur with critics who argue that the Internet must be seen as a
significant node in the network of politico-cultural machineries that discount entire
physical territories and populations of the world in the ways that they function. These
regions thus become the deprived geographies of cyberspace. [ propose that it is by
physically locating the Internet that we may be able to locate some of these territories,
and constituencies of peoples, that are presently un/mis-represented in cyberspace.
Through this effort, [ hope to establish that the geographies of cyberspace both
overlap with, and diverge from physical geographies. [ argue that while they differ in the
ways they are defined by different terms of references—access and control to, and over,
Internet infrastructures governed largely by the economic relevance of specific
constituencies and territories within the global economic system define virtual
geographies, while physical distances, political borders, and cultural commonalities are
what characterize physical geographies—they simultaneously overlap in that the shapes
of the networks constituting the Internet are revealed to be a remarkably accurate virtual
reflection of those capitalistic networks offline, which constitute the new global
economic system. Consequently, the first section of this chapter overviews some of the
contemporary critical efforts that have tried to locate the Internet as an integral part of the
processes of economic and cultural globalization, representing it as a convergence of
technologies that serve to consolidate the social structures and institutions of power
within a global network of local elites who exist in the financial and commercial capitals
of the new economy. [ use these insights in conjunction with my own subsequent inquiry

into the infrastructural geographies of cyberspace, to expose the fallacy of widely

hitp: //arts.usf.edu/~ooguibe/madrid.htm, accessed 9/6/1998 5:29 p.m., p.12, originally delivered at the s
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disseminated myths constructed around the Internet that would have it herald the
emergence of a newly democratized world which facilitates free, fair and equal access to
its transformational powers. Through this chapter then I hope to demonstrate how, despite
popular claims to the contrary, access to the Internet for the numerically significant newly
marginalized populations outside the spheres of overwhelming influence of the capitalist
institutions of modemnity, is far from being an inevitable function of the Internet’s
growth. Concurring with theorists like Birdsall, [ argue that the global spread of the
[nternet produces and establishes an e-capitalism, a new mutant that emerges from within
evolving capitalist processes of the commodification of all spheres of human activity.
Enabling access to those marginalized by the functionings of such an e-capitalism, [
argue, will require an activist intervention on a newly global scale.

It is important to clarify here that these theorists are obviously speaking from
within the various ideological (largely Marxist, in this case) positions that they have
adopted. Their views are doubtiess open to criticism; for instance one could take issue
here with the ways in which they unquestioningly espouse that linear vision of
development, which [ have questioned earlier in this project. The purpose of my
reference to their work here is prompted not as much by the objective of critically
analyzing the ideological complexities of their adopted positions, as much as it is to
survey, and engage with, the kinds of questions being raised, within theoretical
discussions around the Intemet, about the inequities perpetuated by the information

technology revolution. This sets the ground for my examination of the structures of the

International Cyberspace Conference, Madrid, June 1996.
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physical Internet to see if the seeds of such inequities are embedded in the very physical,

economic and financial architectures of this new medium.

L2 2 2 2 2

It is instructive, for my purposes, to briefly discuss how the ongoing processes of
globalization have impacted the emerging differential geographies of the Internet. As
we’ve already discussed at length, the Internet emerged and grew in the context of the
contemporary growth of what critics have variously referred to as ‘the new economy’ or
‘the information economy.” We have seen how the roots of the “ideology of information
technology”—the ideology of the Internet—can be traced to much the same set of
circumstances and events that constitute the roots of both the processes of modem
globalization and the emergence of the physical Internet itself.” The sixties and seventies
saw massive investments by the United States, and subsequently by the economically
revitalized nations of Europe and later, of Asia, in economic and development policies
that trumpeted the virtues of the ‘free market.” These policies focused on technological
developments, emphasizing economic productivity over social welfare in the process, and
believed that science and technology were the most effective way to achieve maximum
efficiency in all areas of public and private enterprise.’

This ideology, a converging of free market economics and information

technology, was also accelerated by the success of a new political Right in the United

2 William F. Birdsall, “The Internet and the [deology of Information Technology,”
hitp://www.isoc.org/isoc/whatis/conferences/inet/96/proccedings/e3/c3_2.htm, accessed 9/6/98 2:42 PM.
pp-1& 2.

? For an incisive elaboration of these processes, see Birdsall 2.
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States which came into power with agendas that preached less government regulation and
more privatization of existing public services—Birdsall points to the highly publicized
relationship of Newt Gingrich and Alvin Toffler as symbolic of this fusion of information
technology, economics and politics. [t was further reinforced and constantly reiterated by
various techno-prophets who exhorted a move from a ‘Second Wave’ industrial society to
a “Third Wave’ post-industrial, hi-tech, information society.* This, as [’ve already
discussed, was a vision of development that most states worldwide either adopted
voluntarily, or were made to adopt for reasons of economic survival. [n the United States,
by most accounts, these policies led to an unprecedented degree of financial support for
technological research and development by the military, the private sector as well as
within the academy. This support among other things is what led to the emergence of the
[nternet.

It is easy to observe that the new global economy that has wrought enormous
amounts of reorganization and restructuring within the global private sector, from the
sixties until now, was principally a product of the symbiotic convergence of two primary
industries: the financial industry, and the information technology industry. Manuel
Castells provides an elaborate description of the accelerated growth within these
industries in the past few decades. In the United States, Castells notes, the IT industry,
itself constituting only about 8% of the US Gross Domestic Product (GDP), accounted
for a staggering 35% of GDP growth between 1995 and 1998. Projections emerging from
the US Department of Commerce suggest that over 50% of the US labor force, by 2006,

will be employed in industries that either are global producers or enormous consumers of
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information technology products.s The principal constituents within the IT industry,
given its enormous impact on the shaping of the ways in which business itself is
conducted, are of course, the Intemet-related firms. Projections from Forrester Research
calculate that by 2003, the value of e-commerce transactions will have increased from
only $43 billion in 1998 to an astonishing $1.3 trillion. Not surprisingly, when regarded
in the light of their typically small sizes, short histories, and non-existent profits, the
Internet industry can be seen to have had highly disproportionate growth in market
capitalization value, revenues, and employment, until the recent economic slump. The
Internet industry’s growth to a combined value of over $500 billion at an annual rate of
approximately 68% in 1998-99, compares extremely favorably to the growth of other
major industries such as telecommunications ($300 billion) and the airline industry ($355
billion). Extrapolating from this kind of growth, the Internet industry would conceivably
be generating revenues exceeding $1.2 trillion in 2003. Notwithstanding the recent
economic recession, what needs to be noted is that, clearly, the rate of growth of the
[nternet industry is far superior to that of the traditionally major industries of the pre-
[nternet economy.

In defining the [nternet industry, Castells proposes a useful four-layer
classification. The first layer comprises the companies that provide Internet
infrastructure, including telecommunication companies, Internet service providers,
backbone carriers, and end-user networking equipment manufacturers, who together
posted revenues of over $40 billion in the first quarter of 1999, with the top ten

companies accounting for 44% of this revenue. The second layer includes companies

* For one such gripping account, see Alvin Toffler, The Third Wave, (New York: Bantam Books, 1981).
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manufacturing Internet-infrastructure applications including software and services that
range from online business consulting to website development and maintenance. In the
first quarter of 1999, this layer, growing at a rate of 61%, generated revenues exceeding
$20 billion and again, the top ten companies in this layer accounted for the majority of its
entire revenue - approximately 43%. The third layer, consisting of what Castells
describes as “a new kind of company”—companies that generate revenue not directly
from business transactions, but from advertising, membership fees, and commissions in
exchange for free online services—include some of the best-branded media companies,
brokerage firms, resellers, portals, and other intermediaries in the Internet economy, such

as Yahoo! (www.yahoo.com), E-Bay (www.ebay.com), and E*Trade (Www .ctrade.com).

[n the same period of time, this layer generated $14 billion and was growing at a rapid
52%. This was a less concentrated layer, interestingly, with the top ten firms representing
only 25% of the total revenue. The fourth and last layer of the Internet industry, in
Castells’ formulation, are the e-commerce companies such as the online bookseller
Amazon.com (www.amazon.com), E-Toys (www.etoys.com), Dell-Direct World

(www.dell.com), and TheStreet.com (www.thestreet.com). Growing at a phenomenal

127%, this layer posted first quarter revenues of $37.5 billion in 1999, with the greatest
proportion of revenue being accounted for by computer companies. It is this fourth layer,
Castells suggests, which uses the Internet more directly than the companies of the other
three layers to promote and distribute physical goods through the Intemet, that is the
future of the Intemet industry. A crucial insight that emerges from the picture provided

by Castells, is that almost 80% of total Internet industry revenues come from companies
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that either provide the physical Internet infrastructural material, or from companies that
use the Internet to promote the consumption of physical goods. While the [ntemet-led [T
economy can be seen as the current core of the US economy, it is apparent that this
economy deals as much with material goods as it did before the advent of this new
medium of communication and commerce. [nformation in this economy clearly exists
primarily to facilitate the production, distribution, and consumption of such goods. Thus
while the Internet economy may be an information-based economy, it is obviously as
much predicated in the economics of the physical production, distribution, and
consumption of goods as any earlier economy.

This emerges clearly in the concurrent evolution of the contemporary, global
financial industry. Castells, like other theorists I have discussed above, describes how the
financial industry leveraged the freedoms provided by both the adoption—voluntary or
forced—of policies of economic deregularization by most national economies, as well as
technological advances such as the birth of the Internet, to fundamentally reinvent itself,
both technologically and organizationally. On the one hand, global mergers consolidated
the industry into a few global financial groups who could now provide a complete
spectrum of integrated financial services worldwide. On the other, technological
advances helped transform the very ways in which financial transactions were conducted.
E-networks like the Internet revolutionized financial transactions between firms,
investors, sellers, buyers, and the stock exchanges themselves, while new ever-more-
powerful computers enabled the sophisticated real-time designing, tracking, and

forecasting of increasingly complex financial products. Information technologies and the

3 Castells 148-49. [ draw upon Castells for the statistics [ cite in this section of my project.
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Internet in particular, constituting what Castells calls “the technologies of transmission,”
have proved to be extremely significant in the globalization of the financial industry in
the ways they have reduced the costs of financial transactions by almost 50%. Castells
describes how such a reduction has worked to both reduce the costs of attracting
significantly larger numbers of individual investors, as well as to allow the growth of new
investment opportunities for millions of individual investors. These processes lead to a
massive increase in the amounts of money being traded by not only attracting more
investors who invest their savings in search of higher returns on them, but also increasing
the rate of turnover of this capital. In such an environment, information online becomes a
key factor influencing financial volatility. This is the information that individual
investors, for example, depend on to make investment decisions. Again, what becomes
clear is that within the ‘new’ economy, of which the global financial markets are a
founding feature, information (or disinformation) is key; but only information, however,
that relates directly or indirectly to the profit motive.

Castells goes on to argue that the IT industry, evolving primarily around an
Internet which emerges as a core source of mobilizing both new technologies as well as
politico-economic strategies for the whole economy, facilitates a network-based process
of globalization, while the financial industry fuels an electronically connected, globaily
impacting, financial market, which becomes the ultimate arbiter of value in this new
economy. Thus “the new economy is certainly, for the time being, a capitalist economy.
Indeed, for the first time in its history, the whole planet is capitalist or dependant on its

connection to global capitalist networks” even if “this is a new brand of capitalism,



64

technologically, organizationally, and institutionally distinct from both classical (laissez-
faire) capitalism and Keynesian capitalism.™

Given these insights, [ would argue that the Internet must be seen as technology
enabling the propagation and consolidation of a newly mutant global evolution of the
capitalist logic of commodification, which can be referred to as e-capitalism. This is a
proposition similar to ones that have appeared in much recent critical literature. Birdsall,
whose work [ have referred to earlier, argues that “the ideology of information
technology is a set of values and propositions that represents an inherent extension of
capitalism’s drive to commodify all spheres of economic and cultural life. This ideology
links the adoption of information technology with free market values and the
commodification of information.” Birdsall argues that far from representing any radical
break from the traditional industrial economic and political culture, informational
technology in fact reinforces and consolidates its dominant feature—the commodification
of products and services. By facilitating the privatization of public services wherein the
ability to pay determines the availability of such services, information technology
transforms the balance between the economy and the State. Birdsall’s biggest concem is
with what he sees as such an ideology’s tendency to permeate all spheres of social and
cultural life with the values of the marketplace.

Similarly, Roberto Verzola, examining the political economy of information,
argues, “what we are witnessing is the emergence of a new type of colonial relation that

can exist between an agricultural economy and an information economy, where the

former becomes the source of cheap raw materials and a market for highly profitable

§ Castells 160-161.
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information goods. Indeed, this new type of colonial relationship can even exist between
an information economy and an industrial economy, where the industrial economy
becomes a market for expensive information products and a source of relatively cheaper
and lower margin industrial products. ...the special role that the Internet will play in this
scheme is as the global infrastructure for the distribution of the information goods, which
advanced information economies will be selling to the rest of the world.”® Verzola
illustrates his point with an interesting example:

Consider the following typical products: sugar, television set, software. Consider

the products to be worth $300 each; and are therefore tradable with each other. At

1S cents a pound, an agricultural country needs 2000 pounds of sugar to earn
$300. An industrial economy needs to produce one color TV to earn the same
$300. An information economy, on the other hand, has to sell one copy of a $300
program like WordPerfect® to earn the $300. [n short, an information economy
like the US can come to the Philippines and trade one copy of its WordPerfect for
our 2000 pounds of sugar, or for one of Taiwan’s color TV sets. Yet how long
does it take to produce 2000 pounds of sugar, compared to another copy of

WordPerfect? How many Filipinos have to work, how many days, to produce

value that is equated to a product which can be copied by one person in a few

minutes?’

What this example suggests is that new information technologies like the Internet
become critically important in spurring a process of modern economic globalization
wherein information economies can charge end users for their access to informational
goods. A fundamental dynamic of any new global information economy, it would appear,
are the insidious strategies of creating artificial scarcity of, and enhancing demand for

such information goods, whereby huge profits are accumulated by key players in the

information industry. These players, who constitute the capital-generating core of the

7 Birdsall 1.
¥ Roberto Verzola, “Towards a Political Economy of Information,”
httpz//www solinet.org/THIRDWORIL Dfobet1.htm, accessed on 9/6/98 2:41 PM, p.5.




dominant economies in this global network, not only impose, and charge for, the
distributional infrastructure for the transfer of such commodified information, but also
impose, via the institutions of global trade such as GATT, monopoly rights on such
information. In this, they are backed by a deeply complicit State, through the state-
supported endorsement of intellectual property rights and patent ownership, which
prevent the copying or sharing of this information.

Likewise, Arun Kundnani argues that developments in information technology
have ushered in a new era of capitalism, one aspect of which is the emergent processes of
globalization. Information technology, he suggests, allows the emergence of a new
globalised market, and also considerably enhances the importance of information goods
in this market. As the information goods industry become among the most profitable
segments of the global economy, firms in other sectors like manufacturing, begin to
become increasingly dependant on them for the production of information, knowledge
and symbols; moreover, they are also forced to be perpetually innovative technologically,
to stay competitive. Kundnani is highly critical of arguments (such as Daniel Bell’s
conception of a post-industrial society, Jean-Francois Lyotard’s proposal of a post
modem culture, or Peter Drucker’s suggestion of a post-capitalist world) that articulate
the information economy as representing a historical break with industrialism, capitalism
or moderity. On the contrary, he argues that these represent the failure to recognize that
the defining elements of a technologically reinvented world are still capitalism, class

society and imperialism.'® As Kundnani observes,

? Verzola 4.

10 Arun Kundnani, “Where Do You Want to go Today?: The Rise of Information Capital — Part L” Institute
of Race Relations, http://www.homebeats.co.uk/resources/arun.htm, accessed on 10/5/00 10:22 AM, p4
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Across most of the world, new economic activities have not replaced those of the
industrial, or even the pre-industrial age. Most areas of the world are still
struggling to industrialize, and around half the world’s population live in rural
areas, still tied to their land base, and often enough, to poverty. But the paradigm
of information capitalism as it emerges out of the most developed centers of the
world economy has a transformative effect on the entire world. The relationship
between the wealthy and the poor is changing from one of exploitation to
indifference. The role of the nation state is changing from that of mediator
between the nation’s labor and capital to establishing the right infrastructure for
foreign investment.'"

Kundnani’s insights are extremely useful in comprehending the relational power
locations between the various nodes—nation states and local economies—within the
Internet-driven global economic network. The principal desire shaping the flows of
capital between its nodes is clearly that of being relevant within such a network. While
the peripheral nodes are never the principal destinations of the product of global capital,
it is essential they remain connected for capital to flow in preordained ways—towards the
dominant modes. The network’s economic logic of irrelevancy ensures that they do
precisely this, to themselves survive, as functioning local economies.

Yet another view on the negative impact of the information technology revolution
is that of A. Sivanandan’s who argues that “the technological revolution has given virtual
primacy to information as the chief economic resource, freeing capital from the
exigencies of labor and allowing it to roam all over the giobe (in terms of production,
trade, investment, currency speculation) on the back of free-market economics and neo-

liberal ideology, with the State as its instrument and democracy its price.”‘2 Of particular

concern to Sivanandan is that the information technology revolution has meant that

't Kundnani 2.

12 A_ Sivanandan, “Globalism and the Left,” Institute of Race Relations,
http=//www.homebeats.co.uk/resources/siva/htm, accessed 10/5/00 10:31 AM, p. 3.
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capital is no longer dependant on labor “in the same way as before, to the same extent as
before, in the same quantities as before, and in the same place as before,” for now, “its
assembly lines are global, its plant is movable, its workforce is flexible. It can produce ad
hoc, just-in-time, and custom-build mass production, without stock piling or wastage,
laying off labor as and when it pleases. And instead of importing cheap labor, it can move
to the labor pools of the Third World where labor is captive and plentiful.”*? For
Sivanandan this loss of labor’s economic and political influence further facilitates
technological innovations as well other processes of globalization, and the three facts
continually feed off of each other in a closed circuit. He points out that these processes
especially impact those nation states that were “bom of disorganic colonial capitalism”
and “have never been able to call their nations their own, except for brief periods
following independence and/or bouts of revolutionary activity.”'* While these nations
had a choice for a while, between state and market capitalism, they are now coerced to
become active participants in globalization with most of their state or civic structures
altered to provide for the play of global capital.

[ propose that such debates as those outlined above, serve as an illuminating
background as I go on to trace the physical contours of cyberspace in the next section of
this chapter. They work to remind us that the Internet, even if it cannot be simplistically
characterized as just another technology that deepens existing inequality in the

experiential realities of, and power equations between, the West and the rest of the world,

B Sivanandan 2-3.

" Sivanandan 6.
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is at the very least, one that exists and evolves within radically new orbits of authority
and imagination.

L2 2 2 2 2

Architecture

Given the facts of its genesis in the United States, US monopoly over Internet
infrastructure and content, the voracious demand of its corporate clients (both MNCs and
TNCs as well as domestic companies), as well as the artificially high price of cross-
border capacity outside the US, it is not surprising that within any map of the Internet, the
US, until 1999, was the unilateral center of the world."> As the Internet gained popularity
within the US academy, non-US research institutions began to lease their own
international circuits to get ‘wired.” The first research institution to link to the Internet
across international borders was the University College London (www.ucl.ac.uk), in
1973. The networks that grew after this event continued to lease bandwidth to the US
[nternet in order to traffic information with both US and non-US networks wherever they
were created. A good analogy is that of the airlines industry within which it is both
economically practical and necessary to direct flights through ‘hub’ cities. The US
became the hub for networks everywhere and this in turn, stimulated further growth—as
bandwidth to the hub increases, the economies of scale ensures that this hub becomes a
key destination for the convergence of still more bandwidth, which leads to the flow of

mote traffic and so on. This inevitable process of growth, meanwhile, is also being

5 Most of the figures and statistics in this section come from TeleGeography Inc.’s Hubs and Spokes. [ owe
a huge debt of gratitude to Stephan Beckert for very generously sending me a free copy of the company’s
publication in response to my email request.
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constantly reinforced by other factors. For instance, the US currently accounts for almost
half of the world’s Internet users, while two-thirds of the Internet’s hosts and much of the
most frequently accessed content online remains within the Us.'e

The flow of traffic on the Internet follows an identical path. Over half of Europe’s
Internet traffic and almost seventy percent of that of Asia’s flowed through the US in
1998. Figure 4 allows for a useful view of traffic flow on the [nternet using a network
utility program called “tracer routes”.!” Used to trace the end-to-end path taken by a
given data-package online, this example traces packets transmitted from Hong Kong to
Japan via the Silicon Valley, and similarly from London to Rome via New York. In an
ideal virtual environment where bandwidth is equally available and cables are of equal
capacity, the distances involved in cyberspace are equal to physical distances in the sense
that it would take less time (and be more efficient) for a package to flow directly from
Hong Kong to Japan. It is important to realize that the current flows of traffic online are
US-centric precisely because the physical infrastructure of the [nternet is US-centric.'®
Thus virtual geography differs from physical geography in that it is frequently distance-
insensitive.'? Theoretically, the future of the Internet would see a truly distributed, global
[nternet wherein regional “hubbing’ would be a regular feature. If the historical evidence
presented by the levels of saturation achieved by earlier technologies such as the
television and the telephone are anything to judge by however, real world geography and

that of a commerce-driven [nternet will never be equivalent. It is instead probable that the

16 See inserts that follow this page. TeleGeography Inc. 15-16.
'7 See inserts that follow this page. TeleGeography Inc. 18-19.

18 See inserts that follow this page. TeleGeography Inc. 9-10.
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Figure 4. Internet Traceroute Maps, July 1998 (continued)
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Figure 1. National Internet Connectivity, 1998
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Figure 2. Regional Internet Connectivity, 1999
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architecture of the Internet will achieve a certain stability within which the digital “Third
World’ will remain frozen in a game of eternal catch-up with the digital ‘First World.’
There is a recognizably self-sustaining industry dynamic that has accounted for
the US-centric architecture of the Intemet, as we have already seen. The commercial
[nternet was primarily built atop the excess bandwidth available on existent international
cables. Owned by major telecommunication carriers, most of whom were US based
MNCs, the ability to lease capacity to Internet providers meant extra profits for these
MNCs, since these cables were intended to be filled only over a decade or more given
that the annual voice traffic growth rate fluctuated between a mere thirteen and fifteen
percent. The low costs of leasing this available bandwidth from these US carriers
generated increased clientele and profits for them. This increase, in combination with
their already huge sizes and revenues, made it easier for these companies to build new
cable capacity at a pace much faster than that of non-US carriers. This in turn, in the
insidious closed circuit of a self-sustaining network of events and consequences that we
have encountered earlier, meant more capacity for these companies to sell, at more
competitive rates—which then led to more business, especially from off-shore [nternet
Service Providers (ISPs) who typically operated on much slimmer profit margins, and so
on. Other factors too, continued to reinforce such a dynamic. One example of such a
factor is the practices surrounding the Domain Name System (DNS) fundamental to the
Internet. Every computer connected to the Internet is assigned a unique IP (Internet
Protocol) number. These numbers, which correspond to every domain name, form the

Internet’s addressing system (when [ need to access www.yahoo.com , for example, my

19 See inserts that follow this page. TeleGeography Inc. 20.
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Figure 5. On the Net, Bandwidth Determines Distance
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computer must first send a query to the DNS to match the domain name Yahoo to its
unique [P address). Presently, only three of the thirteen servers on which this DNS
database is stored exist outside the United States—in Tokyo, London, and Stockholm.*®
This means that the majority of DNS traffic, which forms a not-so-insignificant portion of
total traffic online flows to the United States.

Since 1999, however, it has been observed that this US centered shape of the
[nternet has been gradually diffusing. Western and central Europe (in part, one might
speculate, because of the freshly porous trading borders of the newly created European
Union) is beginning to share center stage with the United States. However, it is crucial to
note that this is also a change driven by European muitinational telecommunications
giants such as Nokia (www.nokia.com), who have been building up global cable capacity
at a frantic pace. There is little to suggest here, [ would argue, that the future of the
Internet’s architecture will be anything other than a virtual mirror of the networking
patterns of the global economy structured around global financial and commercial hubs,
wherein a cluster of interconnected cities within the “developed’ world will constitute the
Internet’s core. This argument is further reinforced in the next section of my chapter
where [ examine the economics in, around, and surrounding the emergence of the

physical Intemet.

Finance
To understand the economics of the physical Internet is to understand the

economics of the global market for [nternet access, for the physical networks that form

® See inserts that follow this page. TeleGeography Inc., fig 10.
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Figure 10. The U.S. Controls the Internet’s Directory System

The Intemet’s address books—the electronic directories and number-
ing systems—are still based in the U.S. Amid growing dissent, since
1996 the Internet community has looked at ways to change this,
chiefly by creating an international bottom-up, private sector body.

The body created to fill that role is the Internet Corporation for
Assigned Names and Numbers, or ICANN. and the process of its cre-
ation—and ongoing activities—have been hotly debated from the

start. Many nations have come (o recognize that names and nu:
bers can be exercised as a central control point in the digital ecor
my, and therefore seek positions of influence in the new ent
Likewise, large net-savvy companies understand that access to

numbering affects the magnitude and type of services they can ot
downstream, and jockey accordingly. See the Govemance section
this Primer for further details on the Intemet’s new govemance.

D | Grganization Status City Country
A | Network Salutions Inc. Private Herndon, VA us.

8 | Information Sciences institute (USC) Academic Marina del Rey,CA | US.

C | PSINet, Inc. Private Troy, NY us.

D | University of Maryland Computer Science Center Academic College Park, MD us.

E | NASA Ames Research Center Government Moffett Field, CA us.

£ | Internet Software Consortum Private Palo Altg, CA u.s.

G | Depanment of Defense Network Information Center Military Vienna, VA ¢ u.s.

H | Army Research Laboratory Military Aberdeen, MD ° us.

i Royal Institute of Technology (NORDUnet) Academic Stockholm Sweden
J | Information Sciences Institute (USC) Academic Marnna del Rey, CA | U.S.

K | European Network Coordination Center (RIPE NCC) Non-profit London UK.

L | Network Solutions Inc. Private Herndon, VA uK

M | University of Keio (WIDE project) Academic Keia Japan
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the Internet are but leased circuits from telephone carriers through which data traffic
flows. The global market for Internet access had grown to over $100 billion in 2000.2
While the generic term Internet Service Provider (ISP) is widely used to describe all the
different types of firms within such an industry, it is useful for my purposes, here, to

adopt a breakdown of this industry provided by TeleGeography Inc.

(www.telegeography.com), who categorize ISPs as four kinds—this will allow me to
distinguish for instance, between the large International [SPs (IISPs) with their well

established global infrastructures (such as MCI WorldCom, www.mci.com, or PSINet,

www.psinet.com), and local providers who typically lease lines from these [ISPs and
bundle content along with the access services they provide (such as Easy Net,
www.casynet.co.uk, and Demon, www.demon.net). Such a differentiation further allows
us to be aware that different types of end customers form the major markets of different
ISPs, which makes a difference in the economics of their existence. The end customer of
an ISP may either be an individual user who primarily requests content, or a content
provider who must then pay to export data, or alternatively may be some other kind of
data carrier entirely. The Internet cost-recovery mechanism, it is important to observe,
differs from the model on which the telecom industry is based. Compensation, in this
case, is required both for the transportation of content as well as for the kind of content
being transported.

Four types of ISPs, then, may be observed as comprising the Internet access
industry:

1. These are firms that focus on providing website hosting services. A rapidly growing

! TeleGeography [nc. 29.
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segment within the industry, these companies, such as Exodus (www.exodus.net), are

characterized by the fact that their traffic flow is largely in one direction given that the
flood of audio, video, image and text data flowing from these [SPs to the end user is
much greater than the miniscule amount of data flow towards them in the form of end-
user requests for web pages. These content hosting providers at present exist in a
conflictual economic relationship with the large, backbone ISPs whose national and
international infrastructures they need for their own traffic. These content hosts argue that
since their end customer is already paying for the use of this infrastructure in the form of
subscriptions to [nternet access in the first place, for them to make another payment for
the use of this very same infrastructure constitutes a “double payment.” The large [ISPs
and ISPs contend on the other hand, that being forced to transport the data heavy traffic
of these content providers on their own networks even if it is to their own end customers,
warrants additional compensation, for they wouldn’t need to build such investment-heavy
infrastructure in the first place, if such content providers would invest in their own
networks. Consequently, these large [SPs currently carry content provider traffic only for
a price, although this price is highly negotiable, depending on the perceived “value’ that
these content providers offer their end customers.

It is interesting to note that such content providers are also referred to sometimes
as ‘server farms’, for they typically tend to exist in the form of large numbers of air
conditioned warehouses housing nothing but rows upon rows of blinking servers on
which their content is stored. Anti-globalization critics have frequently commented on the
exploitative nature of such ‘farms’, which, requiring little infrastructure, tend to exist in

areas where land is cheap—Ilargely ‘under developed regions’ that are located in close
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proximity to the physical borders of the core regions within the Internet’s architecture,
such as Mexico.

2. These are firms that may be collectively referred to as ‘downstream’ [SPs. These
firms are Internet providers who buy most of their international connectivity from global
telecommunication companies. These ISPs then provide connectivity to other ISPs, which
are smaller than them, to large domestic corporate customers, as well as to individual end
users. Typically, while approximately ten to thirteen percent of company costs for such
firms come from customer service expenses, over thirty percent is from purchasing
connectivity from the bigger ISPs. Their access to such connectivity itself varies
according to their physical location as well as by the amount of data that flows through
them. The economic model of interaction between these ISPs and the larger ones can
once again be illuminated with a reference to the airlines industry and its frequently
employed practice of ‘overbooking.” These ISPs usually tend to lease a line from the
larger ISPs with a great deal of additional capacity than is actually used at any given
point of time, but pay a price which more accurately reflects actual usage. This ensures
that should their traffic increase at any time, the leased line can still manage the
additional load. The assumption, of course, is that all of their customers will not generate
significantly increased loads at the same time, in which event the entire network would
crawl to a halt. To understand the economics governing downstream I[SPs, it may be
helpful, at this juncture, to refer to an example. In late 1998, a downstream ISP in
Cambridge, Massachusetts, was able to lease a 45 Mbps (Mega bytes per second) line
from a bigger ISP for $2500 a month. This was, however, only the price paid for the

usage of infrastructure required to reach up to the node of an ‘upstream’ backbone ISP.
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To further connect to this backbone—which would allow the further global flow of their
traffic online—the Cambridge-based ISP needed to pay a further $30,000 per month. If
this appears expensive, the plight of downstream ISPs outside the United States is still
worse, for they are required additionally, to lease an international private line to connect
directly to the Internet’s core at an extremely prohibitive cost. For instance, in 1998,
trans-Pacific circuits cost as much as $60,000 to $80,000 per month for a 45 Mbps line.”
3. These are the firms known as online service providers, who generate revenues not by
reselling access or connectivity, but by providing individual end customers with a
combination of Internet access and easy-to-use specialized software content, interfaces,
and other services. Besides end-user subscriptions, these firms generate further revenues
from advertising and e-commerce activity. A famous example is America Online (AOL),
www.aol.com, which either collects a flat monthly rate from the end customer for
unlimited service, or charges additional fees after the end user exceeds a predetermined
level of usage. AOL’s maximum revenue comes, not from subscription charges but from
the trading of ‘eyeballs’ and ‘mouse-clicks,’ i.e., from delivering their customer base to
the advertising industry. These online service providers are typically customers of both
downstream [SPs as well as ‘upstream,” backbone ISPs (who will, depending on their
size, location, and reach, also manage the entire infrastructural requirements of these
online service providers). Most of AOL’s networks needs, for example, are met and

managed by an MCI WorldCom subsidiary, UUNet (www L.worldcom.com/uunet).

4. These are firms that may be described as ‘backbone’ [SPs. By providing connectivity

2 Cited in TeleGeography Inc. 29.
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to the Internet and/or by owning and managing the physical network infrastructure on
which the Internet exists, these companies are those on which every other ISP, of every
type, depend on. While many of the backbone ISPs themselves exist as specialists for
specific market segments (which means that these ISPs may find themselves frequently in
the role of ‘downstream’ ISPs as they work out arrangements with other backbone ISPs
to extend their global reach), at the very top of the hierarchy are a handful of backbone
ISPs, who are never ‘downstream’ from other ISPs. These ISPs are also referred to as
[ISPs, because of their global presence.”

Thus, in the context of a global economy of Internet access, downstream ISPs,
whether in Asia, Europe, or anywhere else, depend on an upstream, backbone ISP,
inevitably a global telecom corporation, for Internet access. Additionally, a backbone ISP
in any such region becomes a downstream ISP when they arrive in the US, needing to
negotiate arrangements for connectivity with the huge US backbone ISPs. A backbone
[SP outside the US can theoreticaily acquire its own US network, but existing monopolies
as well as the inequality in the sizes and revenues of these [SPs in comparison to the US
ISPs make such a possibility an impractical business proposition.

Such an economic structure of the Internet, it must be observed, is one that
emerged after its privatization, which, as ['ve already discussed, occurred in 1992. Priot
to this, when being funded by the US Department of Defense, [SPs were, for the most
part, equal in size, revenues, and reach, and largely swapped traffic freely across each
other’s networks. This process, in industry parlance, is known as ‘peering’. The

commercial globalization of the Internet that saw the massive investments in building

= See appendix 1 for an overview and list of global ISPs. TeleGeography Inc. 62, 66-72.



78

global internet infrastructure—all of which costs needed to be subsequently recovered—
is what has led to the Internet’s contemporary financial architecture. At present, there are
only isolated contexts where peering is a regular feature—between the smallest local ISPs
who will freely swap traffic with each other at local exchange points, and between the
few biggest backbone ISPs, who will frequently peer among themselves.”*

What emerges from this overview of the economics of Internet access is the
understanding that the cost of access is fundamentally inflected upon by the processes of
contemporary globalization. Access requires global networks, and these networks are
presently owned by the backbone ISPs—the global telecommunications giants. The
privatization of the [nternet has meant that control over access to it depends on a small
handful of such global companies, or on global networks of such companies. As [’ve
already lain out, this has primarily been a result of the global emphasis on the
deregulation, in this case, of the Intemet. Clearly, if Internet infrastructure were to be
reclassified as a public telecommunications system by nation states, and the US in
particular, it would at least ensure that the operators of Internet backbones be required to
provide fair, non-discriminatory terms to smaller ISPs needing to buy connectivity. At
present, it is inevitable that the high costs of Internet access percolate downwards through
the existing financial structure, until it reaches the individual end user. The
prohibitiveness of access cost is further rendered uneven based on geographical location.
For instance, unlike Americans, Australians, Canadians, Mexicans and New Zealanders,
most of the world’s dial-up users not only pay for an ISP connection but also

additionally, for every minute of telephone time they use while accessing the Intemnet.

% See inserts that follow this page. TeleGeography Inc. 27-28



Figure 1. A Primer on Peering

Peering is to the Intemet what interconnection is to the telecoms
world—the way in which different networks exchange their cus-
tomers’ traffic. That's important: if ISPs don't exchange traffic.
then the customer of one ISP can’t reach the customer of anoth-
er.

Over the past few years. a handful of the biggest Internet serv-
ice providers have refused to interconnect for free with other
ISPs. Instead, they demand that smaller ISPs pay a fee to com-
pensate for the bandwidth resources larger ISPs must expend to
carry the smaller providers’ traffic. Smaller ISPs claim this is dis-
ciminatory. And some reguiators have shown willingness to
- intervene to assure a more competitive market. Australia is a
case in point: in May 1998, the Australia Competition and
Consumer Commission (ACCC) issued—though later revoked—a
competition notice compelling Telstra to peer with neighboring
ISPs. And in the fail of 1998, the U.S. federal Communications
Commission (FCC) solicited public comment on the issue (see
www.fcc.gov/ccb/706), though ultimately took no acton.

When the Intemet first developed, networks were generally the
same size and the waffic flow roughly equal—hence all were
“peers.” It thus made economic sense to swap traffic freely. Even
if there was a slight imbalance, it was less expensive to set up a
free deal than to meter and to charge, because both parties ben-
efitted by being able to reach more users.

But as the Net became commercial, the size of networks began
to differ enormoausly. As a result, large networks such as UUNet
and Sprint began to change the rules.

Both small and large ISPs have a point. Large ISPs are not fair-
ly compensated, even if the amount of traffic exchanged is equal,
because the larger ISP is inherenty forced to carry traffic a longer
way over its network than the smaller ISP. This is because most
[SPs use “shortest exit routing,” whereby traffic is handed off at
the earliest possible network juncture. A larger network has more
netwark interconnection points, and so is constandy in the unen-
viable position of having to accept others’ traffic and to camry it
farther.

On the other hand, 1arge ISPs do not publicly state their peering
criteria, and insist that all arrangements be shrouded under non-
disclosure agreements. The lack of transparency and abjective
yardsticks may put smaller ISPs at a disadvantage. Small ISPs or
start-up companies today have little controt of their costs. nor
can they gauge the direction of market costs unless fair and non-~
discriminatory peering criteria exist.

Intemationally, interconnection takes on a different hue. ISPs
outsiae the U.S. are not considered peers by major U.S. ISPs. In
addition. foreign ISPs must pay the full cost for transoceanic Gir-
cuits required to connect to U.S. backbones. Off-shore ISPs thus
claim they effectively subsicize U.S. intemet users. Due to
-shortest exit routing,” the foreign ISP carries the traffic to the
U.S. and carries it back to the in-house region. In the U.S., the
long-haul cost is shared by different ISPs, since one is able to
carry traffic from one exchange point to another before handing
it off to the second ISP.

Discrimination Against Foreign ISPs?

The discrimination alleged by off-shore ISPs has sparked inter-
govemmental controversy. The Asia Pacific Economic
Cooperation forum 1n May 1998 agreed to study the matter, over
the objections of AT&T. The Internationa! Telecommunication
Union (ITU-T) Study Group 3 also examined the issue. And an
Organization for Economic Cooperation and Development
(OECD) report in May 1998 stated “the question of cost alloca-
tion is a valid one if the current arrangements are not equitabie
in terms of use made of infrastructure relative to finandal contri-
bution.”

At an OECD Internet warkshop in Osaka, Japan in June 1998,
John Hibbard, managing director of Australian carrier Telsua’s
global wholesale business, presented the views of non-US.-
pased ISPs: “U.S. demand has inceased such that in the case of
Telstra, approximately 70 percent of the usage of the link is driv-
en by Australian users and 30 percent by U.S. users. Yet Teistra,
at the Australian end of the [ink, pays 100 percent of the cost.... :
Our action plan is to promate global awareness, &y to negotiate |
better solutions with U.S. operators and if that fails, resort to
other tactics.... One avenue is © involve the World Trade
Organization (WTO] because what is happening will stunt the
intemet. and hence restrict the potential for electronic com-
merce.”

The U.S. private sector, meanwhile, cleverly seeks to capitalize on
these disputes. Some comparnies, like InterNAP and Savvis, are
trying to develop a model for metering and billing for intercon-
nection waffic. to move the matter from barter to contract. That
would bring a degree of certainty the marketpiace.

And new Net developments. like quality of service assurances.
may make much of the controversy moot. To honor service level
guarantees between networks. ISPs will need common metrics to
meter premium-priced traffic and to charge a setdement fee for
handling it. Until then, however, tegulatmsarelikelymkeep an
eye on the Intemet’s commerdal structure. Maral for the indus~
try: be fair, or be regulated.
© TeleGeography, tnc_ 2000




Figure 2. Exchanging Traffic

How does peering happen in practice? With a lot of uncertain-
ty—what Teistra engineer Geoff Huston has famously described
as two networks blinking at each other in the dark: “every cus-
tomer wants to be your peer, and every peer wants to be your
provider.” To other {SPs in its range or smaller, an ISP wants to
appear big enough to command payment for exchanging wraffic;
to the larger of its counterparts, that same ISP want to appear so
big that the counterpart is willing to exchange traffic without
demanding payment.

As Huston argues, this means that acquiring other providers has
two advantages, one technical—retention of more traffic within
one’s own network—and the other cosmetic. appearing to com-
petitors to be large and therefore commanding their respect, and
favorable traffic exchange arrangements.

So consolidation continues apace. Indeed, that’s one of the ways
ISPs are dealing with peering amangements: buy up potential
traffic partners. There are four other arrangements. Two are
straightforward: under the classic Sender Keeps All (SKA], some
form of perceived parity leads everyone to agree it's easier to
neither count nor charge for traffic exchange. And under unilat-
eral settiement (supplier-dient]—sometimes referred to as “tran-
sit” for short—the downstream customer simply pays the
upstream provider to carry its traffic.

The other two models are somewhat less simple. Under bilater-
al settlement, two providers agree on a price, measure the
imbalance in traffic exchanged, and make sure the difference is
accounted and paid for. Under multlateral settlement, several
providers construct shared facilities, like an Internet exchange
point. and share the costs invoilved. That makes multilateral set-
tlement hard to follow: inevitably, it needs to be combined with
other traffic exchange arrangements, ranging from a simple SKA
among all providers present at the exchange, or—what is more
common—a mare complicated set of bilateral relationships.

Which of these four models is chosen in which circumstances has
much ta do with the blinking in the dark indicated above. But it
also depends on the criteria which ISPs use to size each other up,
including domestic and intemnational capacity, network quality,
content and customer base, and routing and interconnect topol-
ogy.

An Australian Competition & Consumer Commission summary
(www_accc_gov.auftelcofinfo_pap/zipint.htmi] points out that
many of these criteria are measurable: ISPs can count each
ather’s traffic fiow at the point where they interface; they can
lock at the other ISPs share of the routing table, number of net-
works [Autonomous Systems} hosted: and so forth.

But that can be difficult. An altemative is demonstrated by
Australian provider Connect.com.au (AAPT/Telecom New
Zealand]). Connect.com’s Peering Settlement Policy is novel
because it proposes a clear mechanism directly on its Web site
{irfo.connect.com.au/docs/settiement/peenng.htmi): “Intemet
raffic has different values depending on where it originates from
and where it is being sent to. This peering settlement mode! con-
siders this by allocating points to an organization according to
the number of locations in which the organization has Points of
Presence and whether those locations are capital cities.® The
model has five steps:

“{1) The points for the peer's POPs are added up.

{2) The points for Connect and the peer are factored down so
that the largest becomes 1 and the smailest some fraction of
one;

(3] The party with the smallest number of points then muiti-
plies the traffic they sent to the other by this fraction, to give
an adjusted traffic volume;

[&) If there is less than 20% (of the larger number) difference
in the adjusted volumes then settlement for the traffic will be
waived. Otherwise the smailest volume is then subtracted
from the largest volume; this is the traffic that requires settie-
ment:

(5) The required settiement becomes the difference muitiplied
by an agreed rate (normaily Connect’s standard domestic rate
of 12 cents per Megabyte will apply, where a MB is defined as
1.000,000 bytes.}”

The key word is transparency. or fack thereof. The types of traf-
fic exchange arrangements described here are intensely private,
their conditions and rules subject to proprierary negotiation. For
service providers who want to get a handle on their end-to-end
traffic, that translates into uncertainty and a lack of performance
guarantees. Case in point: a much-read Data Communications
report attempted to coflect data on the situation. The piece was
roundiy—and rightly—praised as one of the first independent
attempts to show the interconnection topology of major US.
backbone providers {(www.data.com/issue/99 1007/
peering.htmi]. Yet the same report was 3lso acknowledged to
have missed the bulk of significant ISP interconnections: “We
implement private peering/interconnection from [our main net-
woark] with more than a dozen backbone providers. This study
identified two,” noted the Chief Technology Officer of a large
backbone operatar. The mechanics of peering and transit settie-
ments are understood, in aother words, but what happens when
and between whom remains a highly secretive propaosition.

© TeleGeungraphy. inc. 2000




79

Such inequalities too can be directly ascribed to the economics of the existing global
telecommunications landscape.

In the context of my project, it is useful to note that given the prevailing dynamics
of the cost of Internet access, the only market alternative to offer zero-cost access is that
of the ‘free ISP model.’” These have accounted for the emergence of a new breed of ISPs
who offer ‘free’ access where the only cost for the end user is possibly the per-minute
phone time, wherever it is required. These companies, such as U.K’s Free Serve,

www.freeserve.com, generate revenue primarily via e-commerce transactions, including

the pre-arranged directing of users to specific portals for a fee from these portals, selling
products and services directly to users, and by selling their user bases to the advertising
industry. Such ISPs depend on economies of scale—their survival is depends on
collecting ever-increasing numbers of ‘eye-balls’ for e-commerce activity for they need
to generate enough revenue with such activity to cover both the cost of buying
connectivity as well as the costs of providing minimum start-up and maintenance costs to
their customers. These companies then tend to locate themselves in highly populated
regions.

Such an understanding of the economics that the Internet is predicated upon
makes it clear that access to the network and to its emancipatory qualities remains highly
uneven, while the economic logic of its future growth is by no means oriented towards
the ironing out of such unevenness. My analysis of the administrative institutions
governing the Internet in the next section of this chapter, make it clear that this basic
inequality in its make-up is further exacerbated by the highly uneven governing policies

and practices that define the Internet’s present existence and that will determine its future.
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Governance

As a network of internetworking there are two critical elements that have to be
managed and coordinated for the Internet to exist in its present form. The first is the
management of the adoption of standards for the technologies that constitute the physical
infrastructure of the Internet—this is what ensures that global networks can continue to
interact with each other. The second area that needs to be managed is the allocation of the
addresses online, typically in the form of IP numbers, for one only exists online when one
has been assigned an [P number.

Dispelling the romantic notion that the Internet evolved as an ungoverned
medium of communication in this section, [ go on to establish exactly that both these
elements of Internet governance have always had organized supervision. The moment of
the Internet’s privatization was also one that marked a change of management. The new
management, unlike the old, was not only a body that was more visible, but also one that
was more centralized. This explains the widespread belief that it was only with its
increasing commercialization that the [nternet began to be increasingly governed. From
the seventies until 1983, a loosely constituted body of engineers and scientists called the
Internet Configuration Control Board (ICCB), which was funded and controlled by the
US Department of Defense, managed the coordination of the adoption of standards for

the Internet. From 1983, the I[CCB was replaced by the Internet Activities Board (IAB),

www.iab.org, which later came to be known as the Internet Architecture Board. The [AB
continued to be populated primarily with computer engineers who were significantly

involved in the development of the modern Internet’s infrastructure.
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By 1989, perhaps given the sudden upsurge of public and commercial interest in
the Internet, the IAB was subdivided into two committees: The Internet Engineering Task
Force (IETF), www.ietf.org, and the Internet Engineering Steering Group (IESG),
www.iesg.org. The [AB still remained an exclusive, private club, and interactions
between the two new committees and the [AB remained highly incestuous. Twelve of the
IAB’s thirteen members were nominated by the [ETF, which also nominated most of its

own members for the [ESG. [n 1992, the newly created Internet Society (ISOC),

www.isoc.org, gave official recognition to the [AB as the manager of all Internet
engineering and standards activity, renaming it the Intemnet Architecture Board. The
creation of the ISOC was what one may call a “‘commercial break’ for the [nternet. A US-
based ‘professional membership’ (read corporate) society, ISOC was the Internet’s first
non-governmental body and described itself as an “international organization for global
cooperation and coordination on the Internet.”” To this, they might as well have added,
‘global commerce,’ for most of the funds they raise comes in the form of gifts from the
corporate sector. A lot of this funding derives from Internet companies, who, having
invested billions of dollars in the construction and production of every conceivable part
of the global Internet infrastructure, depend, for their very survival, on having a
significant influence over the standards that the Intemet does and does not adopt. ISOC,
as the fund-raising umbrella group for the Internet depends, for its own survival, on these

funds. This has meant that private [nternet-related corporations are beginning to

5 TeleGeography Inc. 35.
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dramatically increase their participation in the process of the adoption of new standards
on and for the Internet.?® In effect, they have become the builders of the modern Internet.
The process of the adoption of such new standards is not complicated. New
standards are adopted as documents called RFCs (Requests for Comments).27 The initial
draft, called the Internet-Draft, laid out in a prescribed format, is submitted to [ISOC

months at an open site (ftp.ietf.org/intemnet-drafts). During this period anyone may

comment on the draft. At the end of the six-month period, the author may revise it,
resubmit a new draft, or proceed to submit the original draft as is. Prior to submission, the
author categorizes this potential RFC as either a Standards-track RFC or as a Non-
standards track RFC. Specially designated groups within the [ESG or the IETF then
review this RFC. Standards-track RFCs are judged for their utility and technical
functionality, and then, based on the level of implementation they propose, as well as the
professional experience of the author, the RFC is then labeled as either a Proposed
Standard Draft Standard, or a full-fledged Internet Standard. This clearly implies that the
more ambitious the RFC, the more global its proposed implementation and the more
qualified its author(s), the more influence this RFC has in impacting the Internet’s future
infrastructure. Obviously, these are conditions ideally designed to favor global
corporations. The approved Non-standards RFCs, are, on the other hand, rather quaintly
labeled Experimental, Informational, or Historic. Once approved, the Standards-track
RFC is published online as part of the Standard Track Document (STD) series. Further,

there is also a third type of RFC called a Best Current Practice (BCP) RFC. This type of

% TeleGeography Inc. 35.
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RFC skips the first stage and may be directly reviewed and approved. These are usually
RFCs created by the members of the [ESG or other [AB members themselves and are
approved, not as part of the STD series, but as BCP documents.

Given that these are the processes, then, that build the physical Internet, [ argue
that, since 1992 in any case, the building of the [nternet has been deeply imbued with the
logics of the marketplace. It is hardly surprising that an interesting statistic, measuring
the ratio of the users of the Internet with its builders, presents a contemporary picture of
the Internet’s growth that is very different from its earlier stages. While the number of
RFCs were significantly larger than the number of users at one point in the early nineties,
the commercialization of the Internet, and the impact of Internet-companies on these
building processes has meant that the Intemnet’s priority has shifted from a focus on
innovation, growth, and experimentation, to an environment of stability, stagnation and
predictability, so that the forces of commerce may fully adopt and shape it. Today, the
number of Internet users far outweigh the number of RFCs adopted, and any argument
that this merely indicates a natural maturing of Internet technology is instantly rendered
ineffective when one observes the myriad conflicting technologies that the Internet is still
struggling to absorb, ranging from voice telephony to Internet-savvy offline devices.”®
The commercial break that we have discussed has also become a ‘commercial brake’ as
far as the physical development of the Internet is concerned!

Examining the governing processes of the second element—the allocation of

Internet addresses—reveals a similar picture. Be it a computer, a netwotk, or an offline

¥ For more information on this process, visit www.rfc-editor.org
B See insert that follows this page. TeleGeography Inc. 33



Figure 1. Growth of Internet Users and RFCs
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‘wired’ device, to exist on the Internet, an address—a domain name that corresponds to a
unique 32-bit [P number—is essential. Early Intemet architecture allowed for four
billion addresses, which seemed more than adequate at the time. As it grew however,
particularly in its commercial phase of the nineties, millions of such addresses were
handed out in huge blocks, to the few companies and universities who requested them, by
the Internet Assigned Numbers Authority (IANA), and its central govemor, Jon Postel,
who constituted the sole governing body responsible for Internet address space until as
recently as 1998. While many if these addresses went unused, having been already
assigned, they could not be reused. This has meant that now, Internet address space had
become an extremely valuable, because limited, commodity; and as the Internet becomes
a globally commercialized billion-dollar industry, this has become a major issue. [n 1998,
a new organization was created called the Internet Corporation for Assigned Names and
Numbers (ICANN), www.icann.org, which replaced the [ANA (mw,iaila,o;g).y
ICANN, a supposedly global, non-governmental partner to ISOC, and heavily funded by
generous loans from Internet companies like [BM, www.ibm.com, and MCI WorldCom,
is currently responsible for governing, shaping. and implementing all Internet address
policy, as well as for maintaining the thirteen root servers within which all IP addresses
are stored. The allocation of Internet addresses, supervised by ICANN, now occurs
through three regional sites: for Asia at www.apnic.net, for the Americas (and including
addresses for all of Sub-Saharan Africa?!) at www.arin.net, and for Europe (including
addresses for all of North Africa and the Middle East?!) at www.ripe.net. [ICANN was

immediately embroiled in political controversy. China, for example, protested against the

P See inserted ICANN chart that follows this page. TeleGeography Inc. 36
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Figure 3. ICANN: The Bottom Up
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large prevailing addressing inequity between the US and the rest of the world, as well as
between the early largely US-based mega Internet corporations and the newly emerging
ones, pointing out that despite their political, economic or population needs, newcomers
to the Internet had fewer addressing resources. Similarly, the European

Telecommunications Standards Institute (ETSI), www.etsi.org, lobbied strongly for a

lead role in shaping ICANN policy. These, and other issues, remain to be resolved.

[CANN, like [SOC, is a more visible, more centralized, bureaucratic, and
infinitely siower-moving governing body than the [ANA was. This has effectively meant
a near paralysis of growth strategy for this part of the [nternet, while, inevitably, the
corporate industry segments located on the advantageous end of the naming predicament
(the majority of who are US based and the minority, Europe-based), grow bigger, more
entrenched within the global economy, more powerful online, and therefore, more
difficult to compete against. Meanwhile, the addressing issue is also changing the very
shape of the Internet. A good example is the rise of various strategies and technologies
such as Classless Inter-Domain Routing (CIDR), or Network Address Translators
(NATS), all of which have a common goal—that of concealing entire private networks
behind a single [P address. What this means is that large sections of the Internet, as a
result of both addressing issues and corporate strategies, are becoming inaccessible to the
Internet public.

[ argue that what becomes evident from this survey of the economics,
architecture, and governance of the Internet, is that the growth, commercialization, and
evolutionary shaping of the Internet all flow along the lines of the traditional political and

economic power geographies which were established by the emergence of the processes
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of globalization. A combination of intentional and inadvertent factors have undeniably,
led to a virtual colonization of the "new frontier’ of cyberspace. Even a cursory glance at
the much-heralded growth of Internet users reveals the reflection of this phenomenon.
Most estimates in 2000 calculate the Internet user population to be between two hundred
and three hundred million people worldwide. Since this growth must be, and is, clearly
uneven across political boundaries, the flows of online traffic consequently are also
increasingly unidirectional, ironic in the light of the loudly trumpeted interactivity of the
new medium.’® It is significant that it is the most commercially fertile component of the
Internet, the World Wide Web, which has helped double Internet growth every year since
1992. In early 1999, it is observed that the Web generated over 75% of Internet traffic.!
Over half of this came from corporate users. Further, the Internet/Web user of today also
consumes an exponentially increasing amount of bandwidth, since the commercialization
of the Internet has led to an explosion of bandwidth-intensive usage from complex
software applications to Napster-type music transactions online. Bandwidth, a product of
Internet infrastructure, is an obvious deterrent to equal global access to the [nternet.”
This suggests that the type, quality, and quantity of access are all similarly unequal.
While traffic is only one indicator, no matter which index one chooses to measure
the Internet by, the same monopolies may be observed. Consider the growth of Internet
hosts (each computer connected to the [nternet with a unique [P number constitutes a

host), which occurred at a rate of over 60% between 1997 and 1999. A survey of the

¥ See inserts that follow this page. TeleGeography Inc. 40-41.
* TeleGeography Iac. 40.

32 Gee inserted bandwidth maps following this page. TeleGeography Inc. 21-23, 84.



Figure 1. Regional internet Growth
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Figure 2. Internet Growth in Western Europe
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Figure 7. Europeas Intermet Backbone Connectivity, 1998
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distribution of this growth speaks for itself.>® Further, given the founding inequity in the
distribution of Internet addresses, this appears to be a relatively established future
monopoly. Similarly, although the number of websites grew at a rate of over 44%
annually between 1993 and 1999, the bulk of the most visited websites remain US-based
to an astonishing degree.™ One could go on and on. Over 90% of the Internet’s content
continues to be in English, an automatic linguistic barrier for much of the global
population.:’5 The efforts to introduce language software, or build content in alternative
languages, while ongoing, are hampered as much by issues of bandwidth, traffic flows,
and addressing constraints, as they are by the commercial impulse, which primarily trades
in English, and a small handful of other economically relevant languages that are, except
for Japanese and Chinese, largely European.

Indeed, Internet content is undergoing an inevitable transformation as well. The
interactivity of the Internet itself is increasingly becoming an illusion; physical
constraints have led to the rise of bandwidth-saving content distribution techniques such
as ‘caching’, and ‘multi-casting’, both of which are strategies that seek to store or “cache’
content at local points close to the user, so that this content is what is most speedily
available, and therefore, what is most accessed by the individual user. Commercial forces
also invest heavily to ensure that commercial content is assigned priority within online
content through various corporate strategies such as massive investments in popular
search engines etc. The flows of revenue from commercial content sites, from online

newspapers to [nternet portals, are a major source for online content distribution

3 See inserts following this page. TeleGeography Inc. 97.

¥ See inserts following this page. TeleGeography Inc. 15.



Figure 1. Host Growth and Distribution by Region, 1997-1999
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platforms. Simultaneously, bandwidth-intensive, web-based applications, driven by
electronic commerce that typically requires ‘rich’ content, are increasing rapidly. It
becomes clear that within the contemporary, commercial [nternet, the individual user and
her web page cannot compete with the major corporations—as with traditional media,
distribution and placement of content are fundamental to the accessibility of online
content.

For cyber utopians, including critics like Sherry Turkle, Howard Rheingold, and
Nicholas Negroponte, among others, the Internet is technology that is a great equalizer,
resisting gender, ethnic, and class inequities, enhancing human communication and
promoting democracy and community-building.:‘6 Opponents of such a view have argued
that the very architecture of this technology perpetuates race, class, gender, and other
inequities. R. Squires describes, for example, how [SPs typically locate their services in
affluent communities, by bypassing inner cities and less affluent rural areas.” Other
critics observe how a “practice of information apartheid or electronic red-lining
dislocates the integration of peripheral groups into mainstream cultural interactions and
creates a cyberghetto.™® [n a neo-Marxist interpretation, M. Dawson and J.B Foster,
likewise, argue that the Internet is and will continue to be a monopoly of that economic
elite who exists in the status quo. They conclude with a call to all the marginalized

9

populations online to resist such domination.”® Another such view is Alecia Wolf’s who,

% Kundnani, Part IIL p. 6.

% Cited in Bosah Fbo, “Internet or Outernet?,” Cyberghetto or Cybertopia?: Race, Class, and Gender on
the Internet, ed. Bosah Ebo (Westport” Praeger, 1998), 2-3.

* Cited in Ebo 6.

% Cited in Ebo 6.

® James L. McQuivey, “How the Web was Won: The Commercialization of Cyberspace” in Ebo 84.



89

examining a host of statistics, argues that while its potential remains exciting, the [nternet
is anything but the Great Equalizer, for the use of such a metaphor is “based on a
functionalist perspective that places all responsibility for joining the new technologically
elite class squarely on the shoulders of the individual, while serving to legitimate the
status-quo. This perspective assumes that rational people will invest in their human
capital, but fails to consider the external social forces at work that prevent some rational
people from making such investments.”*’

Such critics, observing that commercial imperatives are what define the Internet
in every sense, point to how marketing and advertising incorporate “the hierarchical
consumption patterns of a mass culture into the Internet.”*! Such an imbuing of
cyberspace with commercial and economic imperatives would render it a mere extension
of the mass consumer culture, which continues to be inflected by race, class, gender and
other inequity. My effort in this chapter, through a detailed architectural analysis of the
contemporary [nternet serves to point to an endorsement of such points of view. To
further qualify my arguments however, it is important to examine how commercial
forces, particularly those of advertising, work within this insidious dynamic of the

Internet; consequently, this constitutes the focus of my next chapter.

% Alecia Wolf. “Exposing The Great Equalizer: Demythologizing [ntemet Equity,” Ebo 29.

*! Ebo in Ebo 8-9.



3. The Medium is the Market

People are going to have to realize that the Net is another medium, and it has to be
sponsored commercially and it has to play by the rules of the marketplace. You’re
still going to have sponsorship, advertising, the rules of the game, because it’s just
necessary to make commerce work. I think that a lot of what some of the original Net
god-utopians were thinking, is that there was just going to be this sort of huge
anarchist, utopian bliss medium, where there are no rules and everything is just sort of
open. That’s a great thought but it’s not going to work. And when the Time Warners
get on the Net in a hard fashion it’s going to be the people who first create the
commerce and the environment, like Wired, that will be the market leaders.

John Battelle, Managing Editor, Wired magazine'

My central concems in this project emerge from, what [ argue, is a fundamental
contradiction between the emancipatory qualities attributed to the Intemet—of creating a
democratic space defined by equal access to information and freedom of expression—and
the reality of its contemporary commercialized form. In the previous chapters, [ have
explored the various utopic discourses that circulate in, around and conceming, this new
medium of mass communications. [n "The Medium is the Market,” my objective is to
demonstrate how the Internet, as an advertising-supported vehicle of global commerce,
has evolved into, and presently exists in the form of a new dynamic, aiternate, albeit
virtual, global marketplace. Such a transformation not only has fundamental economic
consequences, working as it does towards the consolidation of a new global economic
system, but also crucial socio-cultural implications. Contending that the advertising-
governed mass media in general, and the Internet in particular in this context, emerges as

a significant site where the social power structures in the societies of the new, Internet-

! Arthur Kroker, “Virtual Capitalism,” Technoscience and Cyberculture, cds. Stanley Aronowitz et al.,
(New York & London: Routledge, 1996), 167.
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led age are defined, my aim in this chapter is to build on some of the arguments made
earlier, by studying the advertising of cyberspace.

In the first section of this chapter, [ undertake a survey of some of the ways
through which advertising inflects every point of the Internet. in the newly global,
Internet-based economy, [ argue, the medium is clearly the market, a perspective that
leads to the title of this chapter. [ explore the ways in which [nternet users are
transformed into ‘eyeballs’ and ‘mouseclicks,” which become indices to measure
advertising’s effectiveness. Through advertising, in other words, the citizens of
cyberspace are transformed into global consumers. [ also examine some of the ways in
which advertisements, and the advertising industry, have themselves evolved in order to
appropriate the new medium. Exploring the deep-rooted linkages between advertising
and the existential realities of the [nternet—the global marketplace, [ argue that the fact
that the Internet’s ongoing evolution is both qualitatively and quantitatively governed by
the ‘free market’, makes it imperative that we re-evaluate, and qualify, the significance of
its interactivity as a medium of mass communication.

The second section of this chapter subsequently, theorizes on the role and impact
of the processes of advertising—through mass media in general, and the Internet in
particular—on cultural envisionings of progress, development acd modernity. For a
variety of reasons, [ situate my arguments here in the context of India. India offers an
instructive site of analysis for my purposes, given that its particular history, after
independence, is one wherein development and modemity—originally imagined along
the lines of Nehruvian socialism—were dramatically re-visioned following the economic

liberalization that took place around the same time as the collapse of the Soviet Union.
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Such an economic environment saw the inevitable entry of multinational corporations, as
well as multinational advertising agencies with their global accounts. This provides an
illuminating context for my study of the socio-cultural impact of advertising, through
mass media, on the consolidation of those specific ideological discourses that [ have
discussed in my previous chapters. Extending the insights I elaborate here, [ go on to
concern myself with why/how advertising works in the context of the [nternet and is able
to facilitate a new order of social and cuitural imperialism.

Centrally, in this chapter, [ argue that the [nternet enables a global economic
system which can be seen as a new mutant global derivative of capitalism, whereby
social power and structures of control are consolidated within a global network of newly
created, local, capitalist techno-elites. The logic of such a network ensures the
appropriation of a multiplicity of local-global economic, cultural and social articulations
within a globally constructed free market economy/consumer democracy framework; for
the world that the [nternet signifies is not merely one where information is exchanged at
phenomenal speeds, it is also a global marketplace in itself. While on the one hand,
advertising—both on and about the Internet, both offline and online—universalizes the
ideology of information technology integral to establishing a specific paradigm of
development, on the other, global economics concurrently ensures that local economies
must adopt precisely this development paradigm in order to ensure their own survival. [
argue that far from radically transforming the global public sphere in more egalitarian or
democratic ways, what the [nternet threatens to do is to effect a complete privatization of
such a public sphere, whereby our understanding and experience of modernity are

moored within the terms of reference of a techno-capitalist framework. Extending this
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argument further, [ suggest that these processes ensure that such essentialized,
universalized visions of modemity and development become an unquestioned corollary to
the march of economic globalization.

Thus, through my efforts in this chapter, [ hope to demonstrate the centrality of
the ways in which modern global advertising permeates the very fabric of cyberspace.
This, I argue, helps us in comprehending the fundamental culpability of the emerging
technologies of globalization like the Internet—through the new cultural, social and
political equations they necessitate—in both establishing newly marginalized territories
and populations, as well as inhibiting the authentic development of traditionally
marginalized regions.

P
L.

In theorizing around the emergence of a new Indian middle class, Arvind
Rajagopal argues that as a2 medium of communication, television, through the genre of
advertising, “promotes a libidinal economy that helps secure and reproduce the physical
economy and is interwoven with it.”? Suggesting that television does this by coalescing
and mobilizing ambiguously perceived attachments and feelings in new directions,
Rajagopal notes that this insight about media has been articulated by various theorists
much earlier.

This argument, for our purposes may be instructively used to think about the

Internet. As a mass medium of communications, while it has achieved nowhere near the

* Arvind Rajagopal, “Thinking about the New Indian Middle Class: Gender, Advertising and Politics in an
Age of Globalisation,” Signposts: Gender Issues in Post-Independence India, ed. Rajeswari Sunder Rajan
(New Declhi: Kali, 1999), 58.
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saturation levels achieved by television, the Internet, with its ongoing commercialization,
has experienced dramatically accelerated, even if uneven, growth in the nineties. While
the radio took twenty-eight years and the television, thirteen, to achieve an audience of
fifty million people, it took the Internet only five years to become a mass medium with
about fifty million interactive users. Such rapid growth has meant that the commercial
institutions of marketing, advertising, public relations etc., eager to realize the
commercial potential of the Internet, have engaged in endless discussions that examine
how commercial enterprise on the Web necessitates new economic models and new ways
of working within this new ‘marketplace’ of information and ideas. Various management
gurus, such as Evan Schwartz for example, have argued that these needs have in fact, led
to the emergence of a new discipline within business management—webonomics—which
he defines as “the study of the production, distribution and consumption of goods,
services and ideas over the World Wide Web.™

Observing that the economics of the marketplace, prior to the advent of the Web,
was based on a central premise—that demand will always exceed supply—Schwartz
suggests that the economy of the Web, on the contrary, exhibits, in place of a scarcity of
supply, a scarcity of demand. By being a source of intellectual property that generates to
infinity further knowledge, the defining characteristic of this medium of commerce is that
it is perennially overloaded with information. The main commodity in the new economy
this medium creates, this line of reasoning concludes, is the attention of its users, and
therefore competition in the marketplace it creates, is defined by the ability to command

and sustain that attention. Successful business on the Web requires not only attracting the
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consumer’s attention but also the retention of her attention, in order to ensure that users
continue to return to the commercial site. Further, the Web is completely interactive,
which makes it fundamentally different from traditional mass media, in the context of
business. Web based commerce, Schwartz notes, has had to reconcile itself to the fact
that the conduit through which business is to be generated are the creation of on-line
communities which will provide semi-public, semi-private spaces where consumers
interact.

Marketers are, in effect, increasingly paying for such spaces. For instance, among
the most successful sites within the packaged-goods consumer industry is the website for
Ragu brand Italian food (www.eat.com) which has successfully created an Italian aura
around itself. Surfers arrive at a web page called “Mama’s Cucina,” where they meet
“Mama” who is the designated expert on gourmet Italian cooking and culture. While
surfers are heavily exposed to advertisements for different varieties of Ragu pasta sauces,
they may also engage in a host of activities such as learning to speak Italian. What is
significant here, for our purposes, is that the Ragu brand name, from representing a
collection of products on a shelf, is now elevated to signifying an ltalian community
based on culturalized commodities of common interest. This example illustrates how the
marketer on the Web can continue to use the medium to promote commerce, in excess of
the impact of advertising in traditional media. Traditional advertising informs consumers
of the existence of a product and preaches its virtues. The website further extends the
impact of such efforts in mulitiple ways, linking it to in-depth product information and

prompting the actual purchase of the product. Corporate websites, then, may also

} Evan L Schwartz, Webonomics: Nine Essential Principles for Growing Your Business On the World Wide
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perform the role of the physical salesperson, obtaining customer preferences, providing
services, retaining loyalty, and generating new sales. Another significant variation that
marks off the Web from traditional mass media for business purposes lies in the fact that
while traditional media are largely broadcast media, pushing commerce-related
information toward us, within the Web, the consumer is also pulling information out. It
can be argued that this suggests an empowerment of the online consumer, who now has
the advantage in her relationship with the marketer.

A natural corollary both to the interactivity of the Web as well as the
informational economy it represents is that consumer data collection becomes crucially
important. While the onus for giving marketers valuable data of a personal nature remains
with the consumer, there is a heavy commercial emphasis online on a myriad of strategies
(many websites, for example, offer incentives on a regular basis in exchange for personal
information) for the collection of such information—for it is this information that helps
sell products on the Web. A further significant change that commerce faces online is the
complete obliteration of geographical (as well as temporal) locations. While this allows
for a borderless, seamless marketplace where any business can theoretically establish a
global presence with consummate ease, it also implies that every web-based business not
only faces ‘worldwide’ competition, but also needs to cater to a worldwide clientele.
Given that part of my effort will be to examine how the forces of commerce are gradually
incorporating the Internet, it is interesting to note the nine principles that Schwartz lists as
essential for commercial success on the World Wide Web:

a) The quantity of people visiting your site is less important than the quality
of their experience.

Web (New York: Broadway Books, 1997) vi.
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b) Marketers shouldn’t be on the Web for exposure, but for results.

c) Consumers must be compensated for disclosing data about themselves

d) Consumers will shop online only for information-rich products.

e) Self-service provides for the highest level of customer support.

f) “Value-based currencies” enable you to create your own monetary system.

g) Trusted brand names matter even more on the web.

h) Even the smallest business can compete in the Web’s global
“marketspace”.

i) Agility rules—web sites must continually adapt to the market.*

It is evident from our discussion that the commercialization of the Web leads to the
establishing of new economic rules, new equations and relationships between the
producer and the consumer (as also a blurring of the two categories), and perhaps even

new forms of currency.

On February 18, 1997, Intelliquest Information Group Incorporated

(www.intelliquest.com), released the results of its latest survey, which estimated that
some 47 million adults in the United States in the Fourth Quarter of 1996 had been on the
World Wide Web, as opposed to an estimated 35 million in the First Quarter of 1996,
which represented a 34% growth in the on-line population. Intelliquest CEO Peter
Zandan was quoted the next day in USA Today as declaring; “It {the Web] is now at the
point where so many people have access to it that it is a mass media.” [n many ways this
moment represented the its emergence as a mass medium within the corporate world,
stirring up great interest in accessing the potential of the Internet for commerce,
specifically, in its use as a medium of advertising. The objectives of corporate advertising
had now to be redefined and a great deal of corporate energies began to be deployed

towards the Web. It was evident that websites were not merely advertisements; they were

* Schwartz viii.
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also market spaces wherein product information could be delivered, consumer
relationships established, and commercial transactions could actually occur. In the
following section, we take a look at some of the ways in which such advertising is now
manifesting itself on the Web.

Paid advertising was first introduced to the Web by HotWired
(www.hotwired.com) on October 27, 19945 Prior to HotWired’s acceptance of cash
payments for placing advertising banners on their website, links were established on the
basis of common interests or in a barter deal. At the time, there were only fourteen
advertisers prepared to invest in on-line advertising on an experimental basis. Today, a
large majority of the Fortune 500 companies purchase ad-space on the Web. In 1997,
HotWired was charging $15,000 per 100,000 advertising impressions per month while
Yahoo!, www.yahoo.com, demanded over $15,000 per 500,000 impressions per month
for a banner on its home page.7 A survey of current advertising on the Web reveals a
rapidly growing industry, where the biggest recipients of advertising revenue have also
been the biggest advertisers. Jupiter Communications, www.jmm.com, has estimated that
$13 million in Web-based advertising revenue was generated in the Fourth Quarter of
1995, $24 million in the First Quarter of 1996, $43 million in the Second Quarter and $66
million in the Third—which amounts to an average sequential growth of 72%. They have
also determined that the most conservative estimate would place Web-related advertising

spending/revenue at approximately $1.4 billion in 2000.

5 Cited in Jim Stcre, What Makes People Click: Advertising on the Web (Indianapolis: Que Corporation,
1997) 37.
© Sterne 14.

7 Mary Mecker, The Internet Advertising Report (New York: Harper Collins, 1997) 14-3



el e 3N
B ] ‘ Leone o2 |, > le Sean - MU Ll 0

H O T O ! Q 3 O Search: lVVired News :! for[ _92,

Get email updates Continuous Updates from the Digital Current Hoo-Ha:
from HotWired Front

U.S. v. Microsoft
1 Cult of Mac
Archives % 02.00 am The Push to Expose U.S. vs. Them
Seven vears of z Quacks Online MP3 Rocks the Web
rotwires You can get more informacion about a IS/1T_Infostructure
___________________ g car mechanic online than a doctor with Unwired News
[ malpractice history, says a patient who

<advertisement> Gadgets and Gizmos

backs a bill to force physicians to make Games

The Minanty full disclosures. By Julia Scheeres.
Report Philg K.
Dick =as horr

l i Chicago v
TC28 anag Lived
oSt Cf ivs ife
in Canfornng
The. .

02:00 am There's Big Money. in Fear

o - Ammancns And ol
dby’hlt{ er Browse All Ammations
wants®?

Plug-in Tester
ot Animation Expgress

Submussion Guidelines
Amimation Newsletter
Viva la Revglution

DI

g Sign up tor &
> tree Harvars

hd Robokopf
Business Schocl P
Lex

Pubhisning

newsletter Ugly Mean Chickae: 7
e . The Web Developer’s Resource Crash Courses in:
<L Alverisenient -
............ Animation

Open Source Reality Check

Think burying your head in the sand
helps open-source software compete tn Web Design

the commercial world? Jay has Beginming Javascript
something he'd hike to tell you. Advanced JavaScript
Site Optimization

Info. Architecture

Learn about:

ISP nimation Jli Wi

A - Dynamic HTML

fAuthonng | n Dreamweaver
Wired Magazine - - R
Brow e My 35U T T Qoanans Ser

. TEXT.URE
Site of Hours

HotBot Locatign, Locatign...
The \Wwzi'e =1 S2a-=

Relisten: Please’
Impulse Freak
Prototype 19
{dendnte]
49,682,923 stones ...

Enzane

Cocktaii

The TwsT 1 roal.

Need help?

Send us feedback

Wired Digital staff
» Lycos Worldwide R -

cerint Terrt 2 L VIS8 pEIT s eI e s

s et qesper VP g et gre 0 gfiremies [Ten 1)

oLse ST wrenaedE L0 s ules ezttt e T e L Tl e e



=

Finance Messenger ek Emod

-

&

_Ad
Petsnnabze

WRld Cratienge your fnends with > Yahoo! Travel
€. YAHOO!Messenger "y ajr Hotel, Vacations, Cruiscs

Yahoo! Real Estate
Homes. Apartments, Agents

[ Search

advanced search
® Yahoo! Health - Asthma & Allergy. Parenting. Lose Weight. Stop Smoking, Ask th

Shop Auctions - Autos - Classitieds - Real Estate - Shopping - Travel - Yellow Pgs - Maps  Media Finance - News - Sp
Connect Careers - Chat - GeoCities - Greetings - Groups/Clubs - Mail - Members - Messenger - Mobile - Personals - People
Personal Addr Book - Brietcase - Calendar - My Yahoo! - PayDirect Fun Games - Haroscopes - Kids - Movies - Music

\Yahoo!{Shopping:
Shop by
Dept: [Computers -

Store: [Sony
Search: [

L 4

Computers - Electronics - Appare! - More

Go

Gof

Sony VAIO Digital Studio
E?.[ PC. Only $22/month

Barnes & Naoble - Free Shipping on 2 Items or More

Arts & Humanities

Literature, Photography...

Business & Economy
828, Finance. Shopping, Jobs...

Computers & Internet
Internet. WWW, Sottware, Games...

Education
College and University . K-12..

Entertainment
Picks, Movies, Humor, Music...

Government
Elections, Military. Law. Taxes...

Health

Medicine. Diseascs. Drugs. Fitness...

News & Media

Full Coverage, Newspapers, TV

Recreation & Sports

Sports, Travel. Autos. Qutdoors...

Reference
Libranies. Dictionaries. Quotations...

Regional
Countries. Regions, US States...

Science
Animals. Astronomy. Engincering...

Social Science

Archacology . Economics, Languages...

Society & Culture

Pcople. Environment. Religon. .

-3 (5]

In the News
FBI: Suicide bombers likely
in U.S.
Bush retuses to litt Cuba
embargo
israel hit by two suicide
bombers
East Timor declares
independence
‘Clones’ grosses STI6M at
box ottice
Markets: S&P ¢ 0.9% -
Nasday + 2.0%

more...

Marketplace
Playstation 2 and Xboy - new
price $199.94

Digital camera and

binoculars in one - $99.99

plus free shipping
Broadcast Events

Britney Spears - watch music
videos

m Not Yet A
Waoman,

¥ Overprotected.
PR Last To Know.
I'm A Slave 4 U.
and mare

Artist of the Month -
Fminem
Watch FIFA World Cup
video archives

inside Yahoo!
Star Wars - Showtimes &
Tickets. Critics Reviews,
Premiere Photos. more
FIFA World Cup - official
match schedule
Cagles Summer 2002 Tour -
exclusive ticket pre-sale.
order now
Hot Jobs - find your dream




99

Banners still dominate the advertising landscape of the Web. These are the
rectangular shaped graphics that appear at the top of web pages. Easy to create and
transmit, they appear to have taken over the role of the standard ad format for the web.
Until recently, these banners would appear in a wide variety of shapes and sizes, but in
the last few years, there has been a great standardization in the banner format. Such
standardization serves the interests of both advertisers as well as those selling space on-
line. It is particularly useful when thousands of ads (banners) have to be served up by

network advertising companies, such as Doubleclick (www.doubleclick.com). Animated

banners, increasingly in vogue, are designed to be more eye-catching than the rest of the
page. They are also usually the first image to load so that they can be the first to be
viewed. The positioning of these banners, within the web page, has been the subject of
much Internet advertising discussions. The optimum position, at this time, has been found
to be either the top center, or the bottom right, but banners may even show up in the
middle of a web page. The limitations of the banner as an effective format for advertising
can be attributed to a variety of factors including the scarcity of visible space within it,
the technological restrictions in terms of file size etc, for reasons of bandwidth, and the
fact that the consumer retains the ability to by-pass them entirely. A new trend is the
emergence of interactive banners where the banner itself becomes a brief detour in the
consumer’s cyber-travels. Finally, I have also come across banners that actually allow the
consumer to conclude entire sales transactions without leaving the website where the
banner was clicked. The banner promises to evolve further in radically new ways with the
advent of technologies such as Real Audio, Streaming Audio and Video, and so on. A

comprehensive overview of emerging banner-related marketing and advertising strategies
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can be found at TurboAds, www.turboads.com, which also offers a collection of brand-

specific case studies of banner usage.

Sponsorships, a legacy of advertising strategies in more traditional media, have
translated very well online, becoming a successful Web advertising method as well. The
relatively cheaper costs of advertising on the Web, in contrast to media such as television,
allow corporations to easily establish permanent associations with relevant content sites.

One example is the Microsoft Network's (MSN) sponsorship of The Tonight Show at

www.nbc.com/tonightshow.

Offline, sweepstakes and contests have remained popular strategies both for
gathering commercially relevant personal consumer data as well as for attracting
consumer attention. This is true online as well, with the added advantage that such
contests can be instantaneously conducted online without the time delays or
inconveniences of using physical mailing systems. Thus there are several sites online that
act as portals, listing dozens on sweepstakes, contests and so on, in many different
product categories. Good examples of sites like these are www.sweepstakesonline.com,
and www.onlinesweeps.com.

Another interesting form of online advertising may be seen in the advertisements
that appear as interstitial pages between one web page and another. The interstitial
advertising method has reportedly been very effective when used in innovative ways.

Sterne relates the example of Mind’s Eye Fiction at www.tale.com that uses such ads in

the middle of fictional narratives.® Another specialized form of interstitial advertisements

are called superstitials, which present rich content to users in a new pop-up window after

8 Sterne 123.
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serving, a treacherous space for even
the established players. So what
makes him think he can succeed?
Bluestreak's infrastructure is founded
on rich media, he says, and rich media
is the standard of the future. more:

The State of Rich Media

Ever since the Interactive
Advertising Bureau began to
measure rich media as a separate
category in the industry, these ads
have only garnered two percent of
online ad spending in the U.S. But
recent anecdotal evidence suggests
that 2001's third quarter may change
all that. more.
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all data has loaded into that window. These resemble short television commercials within

the space of the banner. A whole gallery of entertaining superstitials can be viewed at

There are also some successful instances of ads that have been designed and
created as games. Games have emerged as an extremely popular genre on the Web. Some
excellent examples of such games, and how they are integrated into a company's

marketing mix can be found at www.wildtangent.com/solutions/ddc/casestudies.html.

Another site that provides a good example of game-based advertising and marketing is
www2.station.sony.com/en/.

Still another widely used approach for attracting attention to the corporate brand
name online, is the strategy of product placement. Currently, one can observe the
emergence of several advertising-supported content sites. These are not the same as
sponsorships in the ways that they provide greater flexibility to the advertiser. Moreover,
a whole set of advertising strategies widely used before the advent of the banner, still
exist on the Web in different, adapted, forms. Some such examples are “solicited’ mass
email advertising, newsgroup advertising, advertising through newsletters, list servers,
through classified advertisements etc.

The Web has traditionally been based on a ‘pull” model wherein the user actively
seeks online content. Push technologies are, however, becoming increasingly popular on
the Web. Within the online advertising industry, contemporary ‘push’ technologies are
termed “solicited pushes’ wherein the consumer’s permission is obtained prior to the
pushing of the relevant online content. This is corporate vocabulary that seeks to

differentiate these technologies and methodologies from earlier, unfavorably received,
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efforts to apply the ‘push’ model on the Web in the forms of newsgroup ‘spamming,’
unsolicited email. and so on. “Push’ technology is used for example, by the on-line
bookstore, www.amazon.com, which, uses specialized profiling software to build an
individual profile of the kinds of books or authors you have expressed an interest in, and
sends you an email every time a new book or author that “fits” your profile becomes
available. Among the first [nternet companies to generate a lot of interest in ‘push’
technologies and strategies, was PointCast Inc. A wholly advertising-supported service,
which broadcasts a user-customized selection of news and information to the user’s
desktop at regular intervals at no cost to the user; PointCast became one of the Web’s
early commercial success stories.” Ever since, 'push’ technologies have become widely
used on the Web.

Advertising on the Web is still in its infancy, and proof of this is the fact that
among the most intense discussions in [nternet advertising forums center on the
technologies, ways, and means of measuring the effectiveness of Web advertising. Being
computer based, the Internet represents the most measurable mass medium of advertising
till date. Various models, strategies, and software technologies are being used in
measuring and tracking ad responses. The system of ‘Cost-per-Thousand
Impressions’(CPMs) is one such method that has been adapted from traditional media for
usage on the Web. “Clickthroughs,” which involve payment based on the number of times
the user clicks through to the buyer’s site in response to the ad, is another such method
introduced by Yahoo! upon the insistence of Procter & Gamble Ltd. who were looking

for a results-oriented model of payment prior to their initial entry into Web advertising.
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Further the use of independent sources and firms to verify and validate measurement data
through such practices such as audits, are becoming mandatory practices for Web
advertising sellers, Web-solution providers, and content providers. This development is
similar to long established practices in traditional media. The difference, of course, is that
any measurement that is web-based can be generated almost instantaneously. This is an
extremely important fact that distinguishes the Web from old order media, for it allows
for the immediate processing of all data collected; market testing of ads, sampling,
consumer reaction testing etc can now be performed in real time. The corporate
perspective on the use of the Internet for the purposes of marketing and advertising is
perhaps best summed up in the words of Denis Carter, Vice President & Director of the
Corporate Marketing Group, Intel, who, in 1996, said: “Marketers should keep three
things in mind when considering using the Internet in any form as part of their marketing
mix. First, using it requires the same goal setting clarity as using any other marketing
technique. Second the dynamics of the Internet are changing daily, and therefore today’s
perfect solution will be out dated tomorrow. Third, because of the rate of change, merely
reading about this stuff is useless, you have to be a pioneer.”"®

One of the most significant consequences of the ways in which advertising occurs
online is that along with other e-commerce activity, it fosters the partnering of businesses
with sites that build online communities. By mid-1999, the combined membership of
such online communities, if one were to include the approximately sixteen million

America Online subscribers, exceeded twenty-five million.'" Business Week has

® A comprehensive account of the rise and fall of PointCast Inc. is available at
www.businessweek.com/1999/99 17/b3626167.htm.
O Denis Carter in Harvard Business Review, Nov/Dec, 1996, as cited in Sterne 404.
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catalogued how companies competed with each other in a race to partner with such online
communities during this period, even though few of these community sites were actually
proﬁtable-‘z’['hc corporate logic was simple: on the one hand such online communities
provided global pools of supposedly like-minded consumers, while on the other, they
created an environment that functioned as an incubator to both test and gauge consumer
reaction to newly evolving trends in e-business, as well as to better understand, and
garmer more information about the real-world consumer. Thus while virtual communities

like Geocities, http://geocities.yahoo.com, and Tripod, www.tripod.lycos.com, were

already permeated with advertising in the various forms [ have examined earlier, their
very existence online now became predicated on their partnerships with companies
offline. Business Week details the endless array of such corporate-community
partnerships in the mid-nineties such as that of Warner with a London-based online
register in only two months; the merger of Tripod’s owner Lycos, with USA Network to
create an online community called Angelfire, http://angelfire.lycos.com/; and so on.
Significantly, Business Week also describes the many new ways in which such
efforts convert these communities into consumers. In return for freebies such as film
previews or online chats with actors and actresses from TV shows such as NBC’s
Friends, Warner gets access to substantial amounts of personal consumer information.
This process worked as follows: sites that offer free online ‘community building’ services

such as free email facility, free content hosting for creating individual web sites etc.,

U Neil Gros, “Building Global Communities: How Business is Partnering with Sites that Draw Together
Like-Minded Consumers,” Business Week March 22 (1999): EB 42-43.

2 Gros pps. EB 4243
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typically require user registration by means of which some basic user information is
gathered. This makes for the first layer’ of information. Such information is then used to
target users with advertising, contests etc., all of which act together to provide deeper and
deeper layers of member information. This is the data that erstwhile corporate partners
and advertisers are allowed access to, and subsequently use to create increasingly large
bodies of potential, highly targetable, consumers. The ‘advertising’ of such communities
transpires in several other ways as well. For example, fee-based providers of online
services may waive subscriber fees for subscribers who spend a predetermined amount of
money on e-commerce transactions. Similarly other community sites such as the now
defunct CyberSites Inc., invented new models of commerce online. CyberSites negotiated
group discounts on products sold online, and even allowed its individual members to edit
their online profiles thus accommodating their evolving consumer desires.

Community marketers online also procure access to the community’s chat rooms,
bulletin boards, private photo galleries, music rooms, and other such facilities. Using
special software tools, they can rummage through these for tips on consumer trends. In
some cases, the site owners themselves provide such categorized data. For example
Tripod, in mid-1999, had managed to classify over eighty-five percent of its web pages
into various consumer categories. Further, online advertisements themselves evolved to
fit into such communities. Consider, for example, the advertisements that appeared on a
3D-site called Worlds Away, established in 1995 and owned by Japan’s Fujitsu Ltd.,
www.fujitsu.com. Business Week details how these advertisements were disguised as
virtual 3D objects wherein clicking on a flowerpot on the site, for instance, would

transport the surfer to www.pcflower.com. Indeed, if one were to regard the content on




106

the Web as a primary defining component of what we understand by the term “Web
culture’, it is obvious that online, the balance of power between the distributors and the
creators of culture is radically changing—the creators of such a culture are rapidly
becoming its very distributors. Given that such communities, to a great extent, constitute
the supposedly democratic, egalitarian spaces for public discourse—in other words create
a global public sphere—I would argue that such a space is created and completely
mediated by the forces of commerce. While public discourse may occur in directly
unmediated forms, the fact that the forum for such discourse is completely colonized by
the profit motive is a deeply disturbing one, for the simple fact is that these spaces can
then be created, shaped, or closed off for public consumption, depending on the needs of
the market forces who have constructed them, and who are already unregulated by the
State, for the most part. The authenticity of communities built within such spaces become
automatically suspect—are these populated by freely interacting global citizens? Or are
these community members, rather, a group of global shoppers discussing their purchases
at the food court of a global mall—a community formed of loosely attached consumers
who can detach and re-attach themselves to the group whenever they like; who have
access to this space to discuss whatever they want, whenever they want, except when the
mall is closed?

Advertising, shaped by the technological possibilities of traditional media, has
been traditionally defined by several characteristics. It has usuaily been a one-way
communication process, a monologue, catering to a largely ‘captive” audience in the
sense that the audience needed to actively work to avoid engaging with the advertisement

(by changing TV channels, for exampie). Advertisements themselves have tended to be
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standardized, simple, messages catering to the largest possible spectrum of preconceived
consumer types. Additionally, such advertisements have needed to be brief, given the
high costs of advertising placement within traditional media. '3 The Internet, however, is
significantly altering such notions of advertising and advertisements. The Web, as we
have already seen offers advertisers the opportunity to integrate a host of commercial
activities with(in) their advertising strategies that was inconceivable earlier—information
and transaction processing, for instance, would earlier have been required to be
performed by a company’s sales force. An overview of the characteristics of the Web
versus traditional media in this context makes clear that in many ways, the Web becomes
the perfect medium of advertising."*

Given the US-centric structure of the Web that I have laid out in the previous
chapter, it is no surprise that the world’s most developed online advertising industry
exists in the United States. Additionally, the US advertising industry is also the largest in
the world, with a forty-nine percent share of global advertising revenues."> Mary
Meeker’s Internet Advertising Report of 1997, a comprehensive corporate survey of the
online advertising industry, provides some useful insights.'® Trying to estimate the value
of ‘eyeballs’ and ‘mouse-clicks’ online, Meeker, then an analyst at Morgan Stanley who
was known as the “queen of the Net” due to her specialized knowledge of the Internet

industry, argues that in the context of advertising, the Internet “potentially represents the

B For a more complete account of the differences between advertising via traditional media, and
advertising on the Web, see Christian Barker and Peter Gronne, Advertising on the World Wide Web.
unpub. thesis (Copenhagen Business School: 1996).

4 See inserted table following this page. Barker and Gronne 71.

" Ibid 6.

' Mary Mecker, The Internet Advertising Report (New York: Harper Collins, 1997).
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creation of the greatest, most efficient distribution vehicle in the history of the planet,”
allowing the activity of advertising to transform itself into one characterized by a
multitude of transactions—which for her marks the creation of a tremendous business
opportunity enabled by the Web.!” “Advertising”, Meeker continues, “will buy
eyeballs ... through any conduit or distribution vehicle that delivers a desirable audience,
...and the direct interactive marketing capability of the Web is very intriguing to
advertisers, compared to the hit-or-miss nature of broadcast marketing.”'® Noting that
advertising online is much more than about advertising and distributing messages—it is
about “building customer relationships, building “cyber”-brands, providing customer
services, generating electronic sales of goods and services, efficiently delivering
marketing messages to appropriate audiences, and creating mass customization, and
interactive/direct marketing”—Meeker concludes that the onus for delivering such
audiences (eyeballs) “with compelling demographics to advertisers,” rests firmly on the
creators of web sites. The data Meeker provides (obtained largely from the offices of the
global advertising firm McCann Erickson,) makes it clear that the rapid (projected)
growth of Web advertising revenue compares very favorably to that of traditional media.
Further, it also establishes that the Web represents an extremely potent advertising
medium given the advertising objectives of various media."?

[ would also like to point to another important facet of the advertising of the

Internet, even though [ cannot discuss it in much detail here, given the scope of my

'7 Meeker iv.
18 Meeker iv.

' See appendix 2. Meeker 1.6-1.8, 1.10, 2.4, 3.16, 12.1-12.3, 13.3-13.4, 14.1-14.3.
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thesis. The commercialization and advertising of cyberspace is also fundamentally
impacted by the advertising-governed traditional media, which not only promotes the
commercial content within the Internet, but also the Internet itself in terms that [ have
outlined in my first chapter. Thus while the ubiquitous "www"s, which appear on
television, radio and the press, drive much initial traffic to commercial sites within the
Internet, continually reinforcing this flow of offline traffic online, advertisements within
the traditional media continue to transmit and consolidate the ideology of information
technology. For example, AT&T’s advertisement for the 1996 Olympics tells us that
“when people communicate, there is no limit to what they can do,” in contrast to the
company’s 1997 message “it’s all within your reach.”?® Similarly, the 1998 television
commercial for the newly merged global telecommunications giant, MCI WorldCom,
from where I derive the title of my project, grandly proclaimed: “the globe is now
officially open for business!”*'

From our discussions above, it becomes evident that the processes of advertising
impose themselves on all points of the compass as far as the commercial Internet is
concerned. In the Internet economy, the medium is clearly, the market. To comprehend
the processes of cultural formation in such a context (which itself, as [ argue in Chapter 1,
is in turn, the attempt to understand the cultures of globalization and modernity), it is
necessary to examine the fundamental role of advertising, for “it is through advertising

that economy and culture come together, in narratives that help accumulate surplus by

2 “The Cyber Have-Nots,” The Hindu May 31 (1998),
http://www.hinduonline.com/hindu/today/08/08310001.htm, accessed 05-31-98 1:40 PM.

2L This was a commercial that [ viewed at Montreal in 1998.
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representations of desired values.” This is a view reinforced by the fact that the
globalization of the advertising industry and advertisements themselves, occurred
concurrent to the development of the Internet. The next section of this chapter explores
the insidious ideological role of advertising in the shaping of the Internet, as well as in
those of economic, cultural and social formations in the newly inter connected world it
ushers in.

-

IL.

It is useful for my purposes to begin with the socio-cultural insights provided by
Benedict Anderson in his influential treatise Imagined Communities. Anderson has
observed that nations are not merely the determinate products of given sociological
conditions such as race, language or religion, but are also imagined into existence.” He
describes some of the major institutional flows through which such imagined
communities come to acquire concreteness and specificity, particularly the institutions of
what he calls “print capitalism.” His analysis considers the basic structure of primarily
two forms of imaginings that first rose to prominence in the Europe of the eighteenth
century, the novel and the newspaper, which provided the technology for representing the
kind of imagined community that is the nation.

The information technology boom in our contemporary world has succeeded in
effecting a revolution that far exceeds the implications of Anderson’s print capitalism.

Today’s unprecedented flows of capital, commodities, information, knowledge, and

2 Rajagopal 57.
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peoples have become, as [ state in the introduction to this project, the basis for theoretical
articulations of a new global imperative by various theorists including Stuart Hall, len
Ang, Arjun Appadurai, Manuel Castells, and Arvind Rajagopal, among others. The
spatial proximity of heterogeneous cultures in such a world, achieved primarily by
technological breakthroughs such as the [nternet, is fundamentally networked with the
establishment of a global cultural economy; the media, in such a network, regulated by
the processes of advertising, becomes among the most valuable currencies in the
exchange of flows between nation states. The most visible manifestation of such a
change, as I’ve established earlier, is the Internet. In this chapter, my central argument is
that the Internet, and the information-based cyber-age it is seen as ushering in, needs to
be rearticulated as a mutation within the evolution of a global e-capitalism, or newer
forms of global capitalism. Such capitalism, working through masking ideologies such as
the democracy of cyberspace and the myth of the “free citizen-consumer,” works either to
consolidate power and control over the social structures of this new age to a central,
traditional capitalist elite, or to redistribute it amongst a newly created capitalist techno-
elite. The universalizing tendencies to view the Internet and other emergent
communications technologies as signposts of modemity and development must be read as
a reorganization of capitalism in a postmodern world whereby the capitalist framework
expands to cannibalize imaginings of democracy, freedom, and thereby, narratives of
progress and modernity, while simultaneously undermining any struggle related to

political, cuitural, and social autonomy.

B Bendict Anderson, Imagined Communities: Reflections on the Origin and Spread of Nationalism
(London: Verso, 1991), 12.
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By effecting, in essence, a complete privatization of the global public sphere, the
world that the Internet creates allows for a multiplicity of local-global articulations to be
contained within the free market economy/consumer democracy framework; for this
world, is not merely a virtual space where information flows at blinding speeds, it is also
a global marketplace in itself. The ‘free world’ from signifying a network of ‘democratic,
capitalist societies’ is now rendered a system of ‘capitalist democracies/alternatively
constituted societies’, from which emerges both a new global network of nationalistic
elites, as well as a new digital, global ‘Third World’. Thus the various transformations
wrought in the socio-cultural and economic spheres by the Intemet, “while radical in their
ability to establish new power dichotomies and configurations which are simultaneously
liberatory and enslaving, unifying and divisive, are but changes ushered in along new
lines that emerge from older structures; these changes never really succeed in
transgressing the older, established boundaries of power.”

To begin with, in our discussion, an important distinction must be made between
the terms ‘advertising’ and ‘advertisements’. Advertising is simply one of the many
existing channels of communication, which is freely available to anyone who can afford
it. Through advertising, people may establish contact with other people toward an infinite
variety of ends. Advertisements are the specific messages created and promoted by
advertising, to achieve these ends. Jeremy Bulimore of the J. Walter Thompson
advertising firm defines advertising as “any paid for communication intended to inform

and/or influence one or more people.”™ To justify itself then, advertising has to be

2 Ziauddin Sardar and Jerome R. Ravetz, “Introduction: Reaping the Technological Whirlwind,”
Cyberfutures ed by Sardar and Jerome R. Ravetz (New York: New York UP, 1996) 8

5 Jeremy Bullmore, Behind the Scenes in Advertising (Oxford: NTC, 1991) 1L3.
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functional and generate more returns than its cost to the advertiser who invests in it. At
work in advertising, as in the functioning of most democratic institutions ([ establish this
earlier in my first chapter, through a discussion of Willett’s work, which links the
processes of mythmaking about the act of communicating itself, to the evolution of such
concepts as “persuasion’ within the discourses of rhetoric,) is the principle of competitive
persuasion. The operating axiom is that the principle of competitive persuasion leads to a
discriminating, alert and intelligent society, wherein each member arrives at his/her own
decisions. An illuminating example is that of the Indian advertisement for advertising
which claims: “advertising gives you the right to choose.” In such a perspective,
consumers are posited, not as cultural dupes—the subject of much academic inquiry into
the influence of advertising on modern mass media—but as discriminating and
sophisticated in their ability to comprehend that the essence of competitive persuasion
comprises of promise, hyperbole, emotion, and all the other time-tested techniques of
rhetoric. In this conception, advertisers and the advertising industry market the principles
of competition and competitive persuasion, as being intrinsic to the public interest and
essential to development.

James Webb Young, another well-known J. Walter Thompson executive,
observes that advertisements work in five fundamental ways: a) by the process of
familiarizing, through which something is made known or brought into the public
informational sphere b) by continual reiteration c) via the processes of the dissemination
of news: new car, new product launch etc. d) by overcoming economic and non-

economic inertias; the process of overcoming cultural boundaries while introducing a
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new category of products for example and e) by adding invisible value to the product
through the assertion of the validity of subjective values over tangible ones.”®

Thus the advertiser’s effort is to exert control over consumers by converting them
to accomplices. Regardless of intentionality, the ideological baggage that advertisements
carry, clearly work in similar ways to persuade consumers to a particular worldview. [n a
world shrinking with the impact of new technologies of communications and the global
multinational economic imperative that drive them, advertising, [ argue, emergesasa
central channel for the communication and dissemination of information. From my
discussions in the first section of this chapter it emerges that, in the context of the Web,
advertising has become a locus of power that decides what information is transmitted and
what is withheld from public consumption—by shaping both the representation of
information as well as the access to it. Advertisements, the actual paid-for messages that
are conceived and designed to persuade consumers to consume, work by appropriating
liberal democratic abstractions such as ‘freedom’ and reducing them to a simplistic,
materialistic notion of the individual’s right to consume; this, among other things, also
results in the reinforcement of the simplistic equation of ‘development’ with the
establishment of a capitalist free-market economy.

The role of mass media in the formulation of the discourse of development has
been studied in great detail. In Culture and Imperialism, Tomlinson, for example,
outlines various development theories analyzing the relationship of mass media to issues
of development. Paradigmatic of the broadly neo-Marxist approach—one that offers

some useful insights towards formulating my own arguments—in development studies

% James Webb Young, How to Become an Advertising Man (Delhi: Advertising Publications Inc.. 1963).
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are the notions of a world system and a core-periphery model of global economic power.
The central thesis underlying these theories, in which [ would include the works of
theorists such as Schiller and Matellart, is a conviction in the pervasive, integrated, and
systematic nature of modem global capitalism, with multinational corporations occupying
the primarily significant apex in such a model.”" In this formulation, media, regulated by
advertising, fits into the world system of capitalism by providing the supportive
ideological and informational infrastructure to the core, or economic base—the
multinationals. Advertising agencies, both domestic and multinational—and in most
newly liberalized national economies, reputed domestic agencies will typically have
multinational partners—act as agents who protect, promote and extend this global
capitalist framework. The media’s role is that of a manipulating force which creates
‘good consumers’ of capitalist production. Accordingly, H.I.Schiller writes: “the apparent
saturation through every medium of the advertising message has been to create audiences
whose loyalties are tied to brand named products and whose understanding of social
reality is mediated through a scale of commodity satisfaction.””® The conclusion that
these perspectives almost uniformly come to, are that in the capitalist road to
development, the media, far more powerful than ever before, are the means that instruct
and entice their audiences along this path of consumerism and commodity fetishism.
Even critics suspicious of claims of the overwhelming, ideological prowess
attributed to advertisements within such perspectives, have noted the influencing
capabilities of the institution of advertising itself. For example, Michael Schudson, in

Advertising, the Uneasy Persuasion, though beginning his thesis with the observation that

7 John Tomlinson, Cultural Imperialism: A Critical Introduction (Baltimore: Johns Hopkins UP, 1991).
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advertisements are ineffective because they regularly miscommunicate, and therefore
become irrelevant to their audience (who, in any case, is most likely not the same
audience they are designed to communicate to), argues that advertising itself merits
serious consideration at various levels; “advertising as an institution that plays a role in
the marketing of consumer goods, advertising as an industry that manufactures the
cultural products called advertisements and commercials, and advertising as an
omnipresent system of symbols, a pervasive and bald propaganda for consumer
culture”(my emphasis.)29 From my examination of the Internet, [ would argue that to
such a view one could easily add: ‘advertising as a source of revenue for facilitating the
new “will to virtuality’ of nation states and nationalist elites’, and ‘advertising as a
vehicle for creating ‘the right conditions’ for the expansion of global trade!

Schudson’s dismissal of the ideological work that advertisements themselves do is
open to question, especially in the context of the socio-cultural impact of such
advertisements on less advertisement-savvy audiences within newly liberalized, or less
developed national economies. Sevanti Ninan, for example, in a rare study of the impact
of such advertisements within rural Indian societies, has comprehensively pointed to their
disruptive ideological functioning. 30 while this is again a discussion I cannot engage in
detail here, [ would venture to speculate that the uneven influences of the commercial
practices of persuasive competition within such various audiences may perhaps bea

consequence of the fact that the post-Enlightenment evolution of the principles of

3 Cited in Tomlinson 38.

® Michael Schudson. Advertising, The Uneasy Persuasion: [ts Dubious Impact on American Soctety (New
York: Basic Books. 1984), 5.
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persuasion and rhetoric within the mythology of communicating itself, emerged within,
and primarily impacted the Western world.

Nevertheless, Schudson is right to recognize that the institution of advertising
itself plays a significant role within social shapings and cultural imaginings. Using the
cigarette industry as an example, Schudson describes the evolution of the processes of the
democratization of goods, and within the social order, the democratization of both a
consumer vision, and of envy. These are processes that are visible in the Internet
economy as well, wherein information becomes the new commodity. Unlike much
Marxist-based criticism which has argued that advertising establishes a whole alternate
reality, Schudson argues that the world of advertising is deliberately flat and abstract—
such an “abstraction is essential to the aesthetic and intention of contemporary national
consumer-goods advertising. It does not represent reality, nor does it build a fully fictive
world. It exists, instead, on its own plane of reality, a plane [ will call capitalist realism.
By this term, I mean to label a set of aesthetic conventions, but [ mean also to link them
to the political economy whose values they celebrate and promotc:e.”"’l Thus Schudson
suggests that similar to earlier socialist, realist art, American advertising (and by global
extension, much of the world’s advertising) through the dual processes of simplification
and typification, constructs a reality “as it should be—life and lives worth emulating. ...it
shows people only as incamations of larger social categories. [t always assumes that there
is progress. It is thoroughly optimistic, providing for any troubles that it identifies a

solution in a particular product or style of life. It focuses, of course, on the new, and if it

¥ See Sevanti Ninan, Through the Magic Window: Television and Change in India, (New Delhi: Penguin,
1995) especially Chapters 4, 5, 7 &8.

3 Schudson 214.
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shows some signs of respect for tradition, this is only to help in the assimilation of some

new commercial creation.”?

[ would argue, in conjunction with Schudson, that advertising thus works through
the glorification of the notions of freedoms of consumer choice, which in turn, become
the most ardent defense of the virtues of material ambitions. In this process, as Schudson
notes, advertising is both explicitly and implicitly supported by the State. The registering
of patents and trademarks, for example, promotes advertising by fuelling product
innovation that needs to be advertised; the State not only generates large revenues for the
advertising industry by itself being a large advertiser, but also provides subsidies for the
advertising industry. Schudson concludes that governments, like the rest of society,
approves of, and supports advertising, unofficially.

Arvind Rajagopal offers similar arguments. Deriving the notion of “electronic
capitalism’, from Anderson’s ‘print capitalism’ (proposed in a different context),
Rajagopal argues that the electronic media, fundamentally inflected upon by the
processes of advertising, accounts for the institutionalized production and circulation of
images and symbols. These act to displace and redefine the boundaries of the political
sphere, and reshape the flows of information that society depends on. While recognizing
that this derives partly from the unique technological characteristic of such electronic
media, Rajagopal also sees it as a feature that confirms certain principles of modern
democratic society. Using the work of theorists such as Pierre Bourdieu and Stuart Hall,
Rajagopal contends that electronic media “stitches together a plurality of fields through a

currency of images, instituting a system of representation that cuts across society. Within
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it, the distinct symbols of each social field can be “realistically™ portrayed in all their
uniqueness, while ignoring their constitution in a newly hegemonized system of
representation. It thus permits the unobtrusive accumulation of economic as well as
symbolic capital on an unprecedented scale.” For him, e-capitalism emphasizes the
multiplicity of worldviews that coexist in the new global economy, even while speedily
establishing circuits of communication between them. In such a context, he observes,
advertisements relate to the economy as the sphere of ideology and the two exist in a
symbiotic relationship—the economy is a product of ideology’s effects, while in turn,
“the kinds of subject positions, the narratives of economic and political actions, the
relationship of classes one to the other and to authority, that are portrayed in ideology,
turn out to influence and impel events in the economy.”™* The state slogan *Be Indian.
Buy Indian’ from the days of Nehruvian socialism in [ndia, for instance, can, in a newly
liberalized Indian economy, be rearticulated in terms of fulfiliment through
consumption—*To Buy is [ndian’. Further, Rajagopal points out that while advertisers
see themselves as fulfilling a modernizing function, it is in fact, an unquestioned
normative commitment to an idealized upper class aesthetic that is reproduced as a
‘virtual’ fantasy of modern middle class India.*

The ideological ability of advertising is, of course, not a new subject of

discussion. In her influential study Decoding Advertisements, Judith Williamson, for

32 -

Ibid, 215.
3Arvind Rajagopal, Politics after Television: Hindu Nationalism and the Reshaping of the Public in India
(Cambridge: Cambridge UP, 2001) 7. While Rajagopal makes his arguments in the context of television, [
believe that this argument can be effectively appropriated for my discussions on the [nternet.

3 Rajagopal, Signposts, 73.

35 Rajagopal, Signposts, 90.
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example, has posited that advertising is ideological in that it facilitates an imaginary
relationship to our real conditions of existence.*® Using Althusser’s work, she has argued
that by emphasizing the class distinctions that arise from an individual’s role in the
production process, advertising continually reinforces the idea that the distinctions that
really matter are ones based on the cultural consumption of specific goods. What is new
in later theoretical works, such as Matellart’s, is the notion that globalized advertising
networks also help resolve the fundamental contradiction between the local and the
global, in the newly interconnected world; that “a permanent, daily and generalized
connection is developed between particular societies and cultures, local, regional and
national”.*” Proponents of the view that the emergent electronic media facilitates an
emerging e-capitalism, including Arvind Rajagopal, Arthur Kroker, Arun Kundnani, and
Ziauddin Sardar, among others, usually point to this feature of modemn globalization as a
significant one, that is, “the ability of such a newly mutated capitalism to absorb local-
global cultural ruptures within an overarching framework of global consumption.”:’8

It is my argument that a fundamental weakness of such perspectives as those
discussed above, lie in their denial of agency to the consumer/audience. Such an insight is
well articulated in Ien Ang’s study Watching Dallas, through the juxtaposition of the
evident popularity of Dallas, a widely transmitted television serial, together with its

hostile critical reception among “professional intellectuals” and the related accusations of

% John Storey, Cultural Consumption and Everyday Life (London &Sydney: Arnold, 1999) 130.
77 Refer to quote at the beginning of my first chapter, "Networked Histories."

3 Arthur Kroker, “Virtual Capitalism,” Technoscience and Cyberculture, p.167.
See also Rajagopal in Signposts, Sardar in Cyberfutures, and Kundnani, “Where do you want to go today?”
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media imperialism.” The crucial question here (one that must be asked about the
Internet) Ang points out, is one which cultural critics often overlook—why do so many
people enjoy watching Dallas? For what must be accepted is that Dallas is popular
precisely because a lot of people enjoy watching it. Ang uses Foucault’s insights on the
nature of ‘discourse’ to analyze the audience. For Foucault, discourses are specific ways
of organizing knowledge in order to serve specific types of power relationships. Ang’s
analysis focuses upon institutional discourses about television audiences. She argues that
these audiences neither exist naturally, nor can they be taken for granted. They are, on the
other hand, constructed by particular discourses, which seek to know them in order to
exert power over them. Thus for instance, advertisers define audiences as consumers
(‘eyeballs’ and ‘mouse-clicks’ in the case of the Internet), and research their purchasing
patterns driven by a desire to sell to them. However, such an achieved construction of
knowledge and power within these discourses in no way guarantees that actual audience
behavior will take place as predicted. Even as Ang concedes elsewhere that “audiences
may be active in myriad ways, in using and interpreting media, but it would be totally out
of perspective to cheerfully equate ‘active’ with ‘powerful’ in the sense of “taking
control” at an enduring structural or institutional level,” she argues that audiences may
also, must also, be characterized by the ways in which they defy being constructed in
specific, predictable ways.‘o Ang’s understanding of the functioning of commercial

media organizations is in explicit contrast to Marxist perspectives that construct them as

¥ fen Ang, Watching Dallas: Soap Opera and the Melodramatic [magination (London: Mecthuen, 1985).
40
Storey 159.
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either “channels for a dominant ideology or expressions of the demand for
profitability.™"

If we are to accept in this debate the notion that the audience cannot be
constructed as cultural dupes, if we are to accord agency to the individual, we are
immediately confronted with other important questions: why does advertising work?
Why, for example, has the Internet as a potent symbol of the global search for new
‘consumers audiences’ become such a sought-after medium? And why and how does
cultural imperialism manifest itself?

James L. McQuivey, who undertakes a theoretical explanation for the
commercialization of the media in the context of the Web, advances an intriguing theory
in this context. Suggesting that users develop normative images, or “sets of expectations,’
which are mentally deployed in their use of the Web, McQuivey argues that the
commercialization of the Web occurs simply because users are “too conditioned to expect
less from the Web than it is technically able to provide.”* Concluding that such a
commercialization is driven primarily by the “habits of the mass audience,” McQuivey
worries that these normative symbols restrict users from fully haressing the Web’s
“technological capacity for great diversity and engaging interactivity.” While this is an
interesting theory, the unasked, unanswered question in such a perspective that urgently
reveals itself through its absence is: why/how are the processes of commercialization,

fuelled by advertising, able to establish normative audience habits in the first place?

1 Dominic Strinati, An Introduction to Theortes of Popular Culture (London: Routledge, 1995), 251.

2 sames L. McQuivey, “How the Web was Woa: The Commercialization of Cyberspace,” Cyberghetto or
Cybertopia: Race, Class, and Gender on the Internet, ed. Bosah Ebo (Westport: Pracger, 1998), 83.

® Ibid 83.



123

It is from Stuart Hall’s analysis of the media-culture nexus that [ derive my own
answers to this puzzle. Hall suggests that the sheer magnitude and scale of modern mass
media has rendered marginal, other older means of social communication in modem
societies where members live lives that are becoming increasingly fragmented and
sectionally fragmented. In such massified socially fragmented societies, the media
becomes the primary channel through which people leading atomized lives obtain a sense
of social totality and of their relationship to it. Accordingly, he writes, “this is the first of
the great cultural functions of the modem media: the provision and the selective
construction of social knowledge, of social imagery, through which we perceive the
“worlds”, “the lived realities”, of others and imaginarily reconstruct their lives and ours
into some intelligible world of the whole.™ What Hall’s model proposes is the existence
of a nexus between Culture, in the Bourdieunian sense of habitus, that is, as a tacit realm
of reproducible practices and dispositions, and Culture that is codified and created by its
representation in the media.** Both these Cultures exist in a deeply dialectical, symbiotic
relationship where each is constantly informed by mediations and interventions by the
other. Hall thus argues that mass media is a central site in modern capitalist culture for it
is here that human experiences are shaped into meaningful patterns. Hall’s model leads to
a question which is crucial in the context of this project—In the Living Culture —
Represented Culture nexus, whose is the culture being considered as lived experience,

whose habitus is being considered and subsequently being ‘re-presented’?

* Cited in Tomiinson 60.

5 See Pierre Bourdieu, Distinction: A Social Critique of the Judgement of Taste (Cambridge, MA: Harvard
UP, 1984). Stuart Hall’s formulation that I refer to here may be found in “Culture, the Media and the
“Ideological Effect’ (1977), cited in Tomlinson 60-63.
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At this juncture, it is instructive to consider the case of India as an example, and
the impact of traditional media in the Indian context. India offers a fascinating site for
analysis, given its recent implementation of liberal economic policies and the instituting
of a free-market economy that profess to put India on the road to development. Within
the Indian context, it is exactly the culture of a homogenized middle class (itself
imagined into existence, in great part, by national and multinational advertisers) that finds
representation in mass media. Various estimates using divergent parameters have achieve
a consensus that calculates the approximate number of people constituting middle class
India, at two hundred to three hundred million. Hall’s model, that [ agree with in part,
may be applied, but only to a group of slightly over three hundred million Indians—this,
from a total population of over one billion people. A further, important argument to be
made here is that this marginalized population, which [ refer to as invisible India, has
access to the habitus of middle class India only through the representation of the latter in
the media. Its desire for access to images of a rapidly developing progressive India,
which finds representation in media projections of a pan-Indian middle class fantasy is
what sustains this model in the face of vast numerical inequity. It is also important to
note, in this formulation, the disjuncture in the locations of the State, [ndia, and the
product of the imagined community, the Nation, India. While the [ndian State, constituted
by middle and upper class Indians, is clearly located within the middle class habitus;
[ndia, the nation, is created at the site of media representations of the middle class
habitus, for this is the imagined (progressive, developing) pan-Indian community that
both invisible India and middle class India subscribe to. Thus the collective desire of

invisible India aspires to the culture of middle class India largely because it is a
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homogenized version of this culture that finds representation in the media as the culture
of a progressive [ndian nation state. Such a collective desire may be read firstly as the
desire for access to the State, its institutions and to the legitimized power they offer.
Secondly, it is also a consequence of invisible India’s internalization and acceptance of
the linear model of development that has come to be institutionalized—one which
equates and collapses the notions of commodification, material surplus, advanced
technology, modem capitalism, a free market economy and globalization represented by
the entry of multinationals into the local economy with both the vision of development,
as well as with the imagining of a modermn dynamic democracy.

The great [ndian market that came into being with the recently implemented
liberal economy model of development is in essence comprised by the Indian middle
class; a consequence of the fact that firstly these are the peoples who can financially
afford, to whatever degree, to be consumers, and secondly because they possess, in
whatsoever degree, access to the State and to its institutions. Indeed, the very distinction
of the rest of the Indian population from invisible India is not merely in terms of spatial
distance from the poverty line but also in terms of spatial proximity to the State and its
structures of power. This is the class that Colleen Roach refers to as “nationalist elites.™®
Thus invisible India is a group that comprises not only people marginalized in terms of
class, which aspect has been emphasized here, but also in terms of caste, gender, and that
of every other parameter of discrimination embedded in the practices of the State.

In the rapidly growing advertising industry in India, the print media holds top

position with billings ranging from around Rs.2000 crores of a total Rs.3500 crores. In
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the electronic media excluding the Internet, it is the state-funded television organization,
Doordarshan that still tops with Rs.400 to Rs.500 crores of annual advertising revenue.*’
(It is also interesting to note, in this context, that Indian access to the Internet, until
recently, was similarly State-controlled via the state-funded Videsh Sanchar Nigam Ltd
(VSNL)).

These facts are significant because both the print media and the Doordarshan in
India are largely indigenously controlled and operated. This implies that the construction
of the imagined nation, India, through the media, can be attributed to not just global
nodes of control, such as the multinationals, but also to local nationalist elites. The
advertisements themselves that emerge from within such a context, however, are
consumed by practically all of the Indian populace, whenever, however, they obtain
access to this media. While the entry of multinational corporations in India signals the
reinforcement of the uni-dimensional view of ‘development’ discussed earlier, the entry
of multinational advertising agencies is even more significant because they usually bring
with them, global accounts. This ensures that their primary effort is to effect the
homogenization of diverse local worldviews into one grand narrative of commodity
fetishization, modemity, development and progress, on the one hand, and the
indigenization of the product’s image on the other.

It is the success of such processes of indigenization (this is a term [ borrow from
Appadurai) that explains why invisible India subscribes to an imagined India that is so far

removed from their own reality. The easy acceptance of such an imagining of India is a

¥ gee Colleen Roach, “The Movement for a New World Information and Communication Order: A second
wave?” Media, Culture and Society (London: Sage, Vol. 12, 1990) 283-307.
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direct consequence of the internalization of the belief that it (imagined India) represents a
developed India of material abundance and socio-economic equity. Television, for
example, becomes a crucial medium for access to this imagined community.
Commercials starring film actors, cricketers, etc. become a premier source of
entertainment; more importantly however, they become a trusted source of information
about this progressive, progressing, India, irrespective of the multiple ways their
meanings may be negotiated by the Indians who view them. This explains why an urban
poor with no permanent home or access to electricity, still purchase small television sets
and run them on batteries, which [ propose may be read as an expression of the desire to
access the Indian dream of a rapidly developing India. Further, the reach of advertising is
all pervasive, and not limited to urban locations. Accordingly, one finds marketing
innovations such as vans fitted with videos that roam across the rural India, packaging
innovations such as small hundred gram sachets of products designed for rural markets,
etc. Research conducted by the Indian Market Bureau in 1990 found that more than sixty
percent of India’s villages had shops that stocked national brands of toilet soaps,
detergents, washing powder, tea, batteries and other such products.48

The formation of a pan-Indian identity may consequently be observed as greatly
influenced by the nation-wide reach of commercial advertising. Although Indian
manufacturers and advertising agencies periodically acknowledge the need to have more
region-specific advertising, the tendency among the established players within the
advertising industry, apart from some perfunctory attempts at “dubbing’ or translating

advertisements and commercials, continues to be to develop and project a homogenized

7 See Alok Mukherjee, “Selling Space and Time”, The Hindu, February 18, 1996. Also see Arvind Singhal
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message across the country. Within the cultures of the urban professional middle class
throughout India, a certain westernized uniformity, a legacy of a colonial history, already
prevails, which easily lends itself to further homogenization. The constitutional status of
English and Hindi as the official languages of the Indian State, have further given the
cultures coalesced around them, the force of a pan-Indianness, which irons out all kinds
of regional, linguistic, religious, class and gender-based differences. The regional can
now be reformulated as the more fashionably middle class ‘ethnic.” The consolidation of
a national identity free of regional markers is, of course, an almost global aspiration of
states everywhere, and the Indian state too, is imbricated within this desire to monopolize
a homogenized conception of nationhood.

The attribution of such a transforming cultural effect to advertising has been
implied in much recent critical work. Rajagopal, for instance argues that the television, as
a mass medium of, and through, advertising is key in understanding the political rise to
contemporary power, of the fundamentalist Hindu Right. Examining the state-run
television’s decision to broadcast the television adaptation of the Ramayana (an ancient
Hindu epic) as a nationwide weekly television serial—a deliberate violation of what he
describes to be an unwritten post-independence media ethic against religious
partisanship—Rajagopal suggests that it was directly responsible for the successful
political campaign woven around the symbol of the Hindu deity, Lord Ram, which was
led by the Hindu Right. The weekly invocation of a national nostalgia for a golden Hindu
past was able to successfully coexist with the Hindu Right’s simultaneous adoption of the

development rhetoric of neo-liberalism and economic globalization. For Rajagopal, it was

and Everett M. Rogers, India’s Information Revolution (New Delhi: Sage, 1989).
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advertising via television, which worked to repeatedly emphasize the new possibilities of
politics, at once more inclusive and authoritarian, resulting in the Hindu rightwing
political party, the Bharatiya Janata Party (BJP) becoming the ruling national Indian
political party, for the first time ever.*? Rajeswari Sunder Rajan offers a similar argument
from a feminist perspective. She argues that Indian advertisements in general, in
negotiating the seeming impasse between tradition and modemity, have successfully
constructed an image of the new Indian middle class woman who, while being an
important earning member of the family, also remains the site for the preservation of
perceived ‘Indian’ values.™

Poverty is relative; development is relative. Hence the measurement of the degree
of both categories occurs by their being defined through points of socio-cultural
reference. Advertisements, at least within traditional media, constitute a central part of
the Indian mediascape in being image centered, narrative based, strips of fantasized
realities. However, while such realities extrapolate from within a particular segment of
[ndian society (even as it claims to be representative of the Indian nation in its entirety),
from these strips simultaneously, coalesces a fantasy of an [ndianness, which is in
synchrony with the forces of global capital. The internalization of this largely bourgeois
Indian dream by the vast majority of its population, while admittedly uneven,
nevertheless ensures that the point of reference (culture as the lived reality of the middle

class) remains unchanged and constantly reinforced.

*® Ninan 139-150.
* See Arvind Rajagopal, Politics after Television.

0 Rajeswari Sunder Rajan, Real and Imagined Women: Gender, Culture and Postcolonialism (London:
Routledge, 1993) 139-140.
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This internalization of what Ashish Nandy refers to, as “the philosophy of Coca
Cola” constitutes the central problem for envisioning alternative models of development.
John Vilanilam, for instance, has offered a dependency perspective while examining the
discourse of development, within which advertising facilitates the development and
spread of a global corporate culture—this undermines the cultural roots of politically
independent nation states. He argues that the Indian middle class is complicit in the
adoption of such a model of development that is shaped by transnational corporations and
promotes a transnational corporate culture.’* Even the dissociation model proposed by
Colleen Roach that proposes delinkage from both the institutions of global capitalism as
well as from that of domestic national elites, through community activism and the
establishment of grassroots initiatives, must contend with the fact that “those rejecting
Coca Cola on ideological grounds have to fight against a part of their own self ... [for| the
philosophy of Coca Cola is an epistemological, not ontological statement. It is a way of

thinking rather than thought, perhaps even a way of dreaming that subverts other kinds of

dreams.™?

[ argue that the new medium of mass communications, the Internet, is a
technology of the transmission of precisely such an exploitative way of dreaming, and
envisioning utopian futures. While the Internet itself, in terms of access to it, becomes a
signpost of an inequity-ridden modernity, the processes of its commercialization ensure
that once accessed, it impacts social and cultural formations in the same exploitative

ways that we have discussed above. While the existing unevenness of its development

3! Cited in Geoffrey Reeves, Communications and the ‘Third World’. (London and New York: Routledge,
1993), 166.

52 Ashish Nandy, “The Philosophy of Coca Cola,” The Statesman Festival Number (New Delhi, 1995): 154.
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means that in much of the ‘developing” world, the Web as a communications medium, is
not yet as influential as traditional media such as television, there is nothing in its
ongoing evolution to suggest that it will, in the course of its emergence within such
regions, impact them differently. Consider the similarities in the very origins of the
Internet’s popularity and usage within such ‘developing’ nations to illustrate this point. In
Brazil, for example, high-cost access to the Internet was measurably boosted by an
episode in a popular soap opera wherein a young boy heeds the pleas of a girl online,
rescues her and subsequently falls in love with her. Subsequently, the Brazilian network
affiliated to the Association for Progressive Communication (APC), www.apc.org, saw a
dramatic increase in subscription, from eight hundred members to six thousand members
in six months in 1994.> Similarly, in India, the earliest cyber promoters, and a majority
of the initial subscribers to the Internet, came not from within the institutions of the state
or the academy as in the case of the United States, but were film stars, socialites, models,
and wealthy businessmen. One of the earliest was film actor Shammi Kapoor, who, in
1995 when the Internet became officially available in India, stated: “ [ felt as thrilled as a
wide-eyed kid with a new toy. And [ still feel that way. The first time [ got on the
Intemnet, [ visited the White House and heard Clinton say “I am glad to have you here.”
Further illuminating the user-priorities of these newly-wired Indians, he said: “If
somebody needs immediate information about, say, the satin underwear available at
Bloomingdale’s, or about current real estate prices in New York, all he has to do is to go

across to the nearest Interet access booths and log in.™**

53 “The Cyber Have-Nots™ p. 5.

* bid 6.
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Similarly, it is not a mere coincidence that one of the earliest Web portals of
information and commerce to establish a brand name in India was rediff.com
(www.rediff.com), a Web reinvention of what was formerly Rediff Communication Pvt.
Ltd., one of India’s well-known advertising agencies. Espousing primarily right wing
political views in the time that [ have been visiting the site, rediff.com now also owns a
well-known Indian newspaper in the United States, called India Abroad, that caters to the
large North American Indian diasporic population.

[ have no doubt that such examples can be found in the context of other
economically impoverished nations who were late entrants into the cyber age. Several
critics, including Olu Oguibe and Ravi Sundaram, have commented upon the social
power structures that accompany and shape the Internet’s permeation into such societies,
which differs significantly from the emergence of the Internet in those societies located in
nodes of dominance within the global economy. Oguibe details how the [nternet
continues to be a medium limited to an exclusive elite within nations such as Argentina,
Brazil, and Mexico, who, ironically, together possess close to ninety percent of the
world’s computer technology and fiber optics.>® Sundaram similarly describes how an
exclusive Indian elite is reinventing the notion of a journey through the Web to be one of
instantaneous access to popular images of the West and to other icons of Western power:

for the Web traveler, a typical member of the displaced elite public in
India, the West is recreated/simulated as a simultaneous presence.
...Cyberculture also came to India within the framework of a new package

of globalization, which contained within, a potent mixture of pleasures and
dangers. If on the one hand globalization has unleashed a new discourse of

%% Olu Oguibe, “Forsaken Geographies: Cyberspace and the New World ‘Other.™
http: //arts.usf.edu/~ocoguibc/madrid.htm, accessed 9/6/1998 5:29 p.m., p-12, originally delivered at the s®
International Cyberspace Conference, Madrid, June 1996.
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consumption which unsettled the old Marxist/Nationalist denial of the
consuming public, the global also came on the backs of transnational
corporations with this tremendous power and contempt for popular
participation.’®

On the other hand, there are many who argue that the Internet allows India the
opportunity to transform itself into an ‘information society.” In a country where
approximately sixty-five percent of the population is illiterate, where approximately sixty
percent of the workforce is comprised of farmers, and a mere ten percent of the
population function as ‘white-collar’ workers, critics such as Arvind Singhal and Everett
M. Rogers argue that the new techno-elite class, while quantitatively miniscule at the
present moment, are growing in number and importance, and the changes they usher in
may revolutionize Indian society.”’

While it is true that various new industries in India continue to arise in and around
the [nternet (the manufacture of software, the newly formed medical transcription
industry as well as the other industries that are emerging as a result of the offloading of
customer service and other activity by corporations in the United States and other
advanced economies to those geographical territories where labor is cheaper and more
plentiful, the industry of “bodyshopping’ whereby information workers are exported to
the economically and technologically advanced nations from India, and so on), it is
highly doubtful as to what degree these industries constitute anything other than the rise
of a new techno sub-elite in India. Given the inbuilt barriers to access and participation in
the Internet economy, such as those of language and resources, this new elite must

naturally derive from the ranks of the [ndian middle class. Invisible India consequently, is

% “The Cyber Have-Nots™ 5-6.
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rendered a population further marginalized by this new technology, while its coexistent
desire for access to this new medium continues to be fuelled by the desire to the culture
of middle class India (or more accurately, to the culture that finds representation within
the Internet and other mass media), as the culture of a progressive Indian nation.
However, [ would argue that the cultural impact of the [nternet goes further than
that of traditional media, in this context. The I[nternet also becomes a crucial shaper of
middle class India’s own fantasy of progress and development, for it becomes a window
to the ‘advanced’, ‘developed’ consumer societies of the West, a window which is greatly
wider, more powerful, and much more instantaneous than that provided by earlier media.
Thus the economic globalization that the Internet facilitates also becomes a cultural one
wherein the most dominant influence on national and local cultures, while translated and
absorbed in different ways, is still of those cultures (of those economies that comprise the
network of dominant nodes on the Internet’s architecture) that have already “willed’
themselves to virtuality. Advertising, both on and about the Internet, both offline and
online, performs the crucial role of establishing the universality of the ideology of
information technology, as an integral part of any vision of development, while global
economics concurrently ensures that national economies adopt precisely such a
development paradigm. [ would then concur with critics such as Carstarphen and
Lambiase who conclude: “Headlines in the majority press herald the emerging
Information Society as a bonanza of publicly accessible information, as well as a new

barrier-free terrain. However, the rhetoric of cyberspace instead, may be emulating the

57 See Singhal and Rogers, India’s [nformation Revolution.
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power structures and hierarchies of the dominant discourse in the “outemnet”, making the
Internet a domain far from free of built-in bias.™®

Yet an important question that remains un-addressed is: what of the Internet’s
powers of interactivity? Does not its potential ability to allow a multiplicity of discourses
allow for greater equality? The emancipatory potential of the Internet undeniably derives
precisely from its interactive nature as a medium of communications, as [ will argue in
detail in the next chapter. Meanwhile, given the current circumstances of differential and
hierarchical access to the Internet, the power of global corporations to dominate the
creation of content within it as well as to ensure that such commercial content is assigned
priority over any/all other content online, it is clear that for now, “in many ways the hype
surrounding Gates, computer technology and the Internet determines the kinds of
discourse found in cyberspace, for much computer-mediated discourse relies on a rhetoric
of domination and power ... with much of its communication overseen by webmasters,
dungeon masters, list owners of electronic discussions and hackers.™’

The Internet’s interactivity, wherein discourse online is supposedly “accessible to
anyone with a computer, a modem, and an “account” on a computer system that is
networked”, has led to much critical discussion about questions of agency and
intentionality.*® Ananda Mitra, for example, suggests that while much recent scholarship

have ensured a “rethinking of the site of the audience” within media studies, the Internet

58 Meta G. Carstarphen and Jacqueline Johnson Lambiase, “Domination and Democracy in Cyberspace:
Reports from the Majority Media and Ethnic/Gender Margins” in Bosah Ebo, 121.

%% Carstarphen and Lambiase, Ebo, 123.

% Apanda Mitra, “Virtual Commonality: Looking for [ndia on the Internet,” Virtual Culture: Identity and
Communication in Cybersociety, ed. Steven G. Jones (London and New Delhi, 1997) 61.
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“poses a different situation because there is no [nternet audience who is also not
empowered to become an agent to mould the space as he or she wishes.”®! Undertaking
an examination of all the postings on soc.culture.Indian (sci), a subdivision of the
“soc.culture” Usenet group up until March 25, 1995, Mitra attempts to “locate India on
the Internet.”®> He discovers that the predominant view of India that emerges is an
overwhelmingly negative one that paints a picture scarred by divisions and differences.
Mitra observes that this is an issue of concern since it is through such discourses that the
Indian diasporic community both reimagines itself as well as represents India in
cyberspace. Arguing that there are two building blocks to a national Indian image, one
“produced by organized sources such as national media, international news flow and
other mediated forums where a monolithic image is constructed for specific political and
ideological purposes,” and the other, “non-naturalized images ...shared by the people
most involved with the consequences of the image”, for example, “the immigrants who
have to constantly negotiate their existence based on the public memory of the country
they came from.”® For Mitra, the Internet becomes a safe environment for debate
between members who, while they share no geographical connection with the diasporic
space, bring online all the cultural, religious and political baggage that citizens would
possess in the real world. Arguing that what is made possible online is a real dialogue,
Mitra suggests that Gramsci’s notion of hegemony, seminal to arguments about media

dominance, becomes inapplicable in cyberspace where “every textual utterance is open to

! Mitra 60.
52 Mitra 61.

8 Mitra 71.
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challenge and questioning and ultimately no dominant, unquestioned national image
emerges because the very nature of the Internet space does not allow for the permanence
of images.”

[mplicit in most critical claims about the emancipatory and liberatory potential of
the Internet, including that of Mitra’s, is the presumed creation, within cyberspace, of an
alternate public sphere, similar to the Habermasian conception of a ‘bourgeois public
sphere’ and of existing ‘lifeworlds’ that influence the constitution of such a public sphere.
Peter Hohendahl has suggested that the model proposed by Habermas is one of norms
and modes of behavior through which the very functioning of public opinion may be
facilitated. These modes and norms of behavior create a discursive space that is
characterized by general accessibility, the elimination of all privileges, and the discovery
of general norms and rational legitimizations.*

Without attempting to engage with the enormously complex theoretical debates
set into motion by Habermas’ insights, given my examination of the processes of
economic globalization and its socio-cultural inflections via advertising, [ would argue
that the very creation, evolution, and access to, any such Habermassian space is deeply
imbued by a replication of the inequities that exist offline. The construction of spaces of
public discourse in cyberspace, as we have already noted, is enabled by online
monopolistic corporations such as Yahoo, Geocity, or rediff.com and their partners, who
create such spaces by offering a variety of free online consumer services such as email,

chat-rooms, email discussion lists, online communities etc., with the explicit objective of

* Mitra 76.
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converting their subscribers into consumers. The virtual public sphere, characterized as
Mitra himself points out, by the impermanence of the debates/images/textual utterances
occurring therein, and therefore, I would argue, by their utter irrelevancy, is a space
completely colonized by the imperatives of a founding institution of contemporary
capitalist modernity—the global economy/marketplace.

It also follows that the participants of debates occurring in such a virtual public
sphere, given the fact of their very ability to participate are largely those who are already
predisposed to the processes of globalization and to the specific envisioning of
development, modemity and democracy that these processes allow. [ argue thus that
cyberspace does not as much promise to dramatically transform the public sphere or
render it more equally and democratically accessible, as much as it threatens to effect a
complete privatization of the public sphere. One example that illustrates my point is the
way in which both the utopian and dystopian discussions around the [nternet, while
oppositional, implicitly endorse the conflating of the experience of the Internet and other
emergent technologies that help breed an increasingly global e-capitalist system, with the
experience of modernity itself. This ensures that the ways in which we understand,
experience and engage with modernity become firmly entrenched within the techno-
capitalist framework. Through such processes, these visions of modernity and
development are universalized, becoming unquestioningly synonymous to the processes
of globalization. The debate, within global institutions of power and influence is thus
cleverly rearticulated from a questioning of the abilities of the processes of globalization

to effect real development, to one which questions the conditions that need to be achieved

% See Jurgen Habermas, “The Public Sphere: An Encyclopedia Article,” Critical Theory And Society: A
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in order to secure the success of globalization as a doctrine. Such a re-articulation is

perfectly illustrated in the ways that the head of the United Nations, Kofi Annan, for

example, talks about globalization:

If globalization is to succeed, it must succeed for poor and rich alike. [t must
deliver rights no less than riches. It must provide social justice and equity no less
than economic prosperity and enhanced communication. [t must be haressed to
the cause, not of capital alone, but of development and prosperity for the poorest
of the world. It must address the reactions of nationalism, illeberalism and
populism with political answers expressed in political terms. Political liberty must
be seen, once and for all, as a necessary condition for lasting economic growth,
even if not a sufficient one. Democracy must be accepted as the midwife of
development, and political and human rights must be recognized as key pillars of
any architecture of economic progress. This is undoubtedly a tall order. But it is
one that must be met, if globalization is not to be recalled in years hence as
simply an illusion of the power of trade over politics, and human riches over
human rights. As the sole international organization with universal legitimacy and
scope, the United Nations has an interest—indeed an obligation—to help secure
the equitable and lasting success of globalization.®®

It is evident that these insights as [ have outlined in this chapter, become critical if
the Intemnet is to be used to mobilize efforts to imagine more inclusive altemnatives to the
existing hegemonic visions of development and modernity. [n the concluding chapter of

my thesis, [ go on to discuss some examples of how the Internet is being used to enable

precisely such resistance.

Reader, eds. Stephen Eric Bronner and Douglas MacKay Kellner (New York and London: Routledge,
1989) 136-142. [ refer to the useful notes provided by Peter Hohendah! at the end of this article.

% Kofi Annan, “The Politics of Globalization,” Address to Harvard University, Cambridge, 17 Septcmber
1998, http//hdc-www harvard.cdu/cfia/annan.htm, 10-04-98, 19:47, p.6.
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Conclusion: Networking Resistance

This project has emanated from a concern with the ways in which the Internet—
the first technological medium of interactive mass communication—is becoming a
technology that facilitates the consolidation of a new global economic system. My
endeavor, consequently, has been to explore the urgent, contemporary, multi-dimensional
cultural and social implications of such a reality, and to argue that an alternative
envisioning of development and modernity must be forged not only in terms of state
policy or political ideology, but also in terms of a broader recognition that such
imaginings must enable the sharing of social and cultural space with the widest possible
variety of "others". It is in aid of this pressing task that [ have attempted to respond to
two related but different sets of intellectual debates on the contemporary commercial
Internet: the first, which has been concerned with addressing the range of prevailing
theoretical considerations about the Internet, and the second which engages with the
context of the ideological functioning of the processes of advertising that [ have found to
be pervasive within this medium. The Internet, in this project, has constituted a site of
theoretical analysis that has allowed me to network these various debates together. In this
concluding chapter, [ attempt not only to bring together the multiple and diverse strands
of The Advertising of Cyberspace: Globalization and the Politics of Cyberculture, but
also, by examining some exemplary sites, to gesture to some of the ways that the [nternet
can enable precisely such alternative envisioning.

As Castells has pointed out, it becomes evident that any attempt at

comprehending the complex relationship between the ongoing processes of globalization
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and the Internet must take into account two fundamental manifestations of change: the
sweeping technological revolution currently under way; and the establishment of a
global, information-informed, economy. The contemporary technological revolution—as
I have established in my project—is characterized by two integral features. First, it
implies a change in process; it is defined by a horizontality of character wherein the
changes it effects are all pervasive and run across almost all major spheres of human
activity. Secondly, it operates on as well as produces information.

While all new technology involves the use of new information, this is a rare
instance where new information is applied as much towards the production of newer
knowledge, and crucially, to newer ways of processing such new knowledge, as it is to
new ways of interpreting, emphasizing, and organizing existing knowledge. If we are to
accept, as we do—not that social change is always determined by the onslaught of new
technology—but that technology, new and old, is always socially determined, that it
arises from a unique conjunction of social circumstances and that it is another set of
social circumstances that determine its application and impact on the world, then we must
examine the unique effects of this revolution if we are to understand the social changes it
creates. Its first effect is that since information and knowledge have been traditionally
constitutive of the cultural sphere, their becoming an integral force of production marks a
shift in the generation and transmission of cuiture and cultural symbols from being
consequences of the ways of production and consumption to also becoming a means of
production and consumption. This suggests an inextricable intertwining of the economic,
political, and socio-cultural spheres in the new information-age that disallows any easy

theoretical speculations of one wholly influencing the other. Secondly, the inherently
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horizontal character of new Internet-based technologies allows a flexibility that facilitates
a whole new diversity in organizational structures. Thus, the industrial hierarchies of
primary, secondary and tertiary industry—as well as the consequent division of the
world, particularly within development discourses, into the First, Second, and Third
Worlds—become much less rigid and far more fluid. For the interactivity that the Intemnet
provides as a medium of mass communication and action is not confined to one or the
other tier of human industry, it permeates agriculture, manufacturing as well as services
industries. The third effect of this revolution is that it significantly empowers mass media
and the processes of advertising that empower such media, reinforcing the impact of
media constituted images, opinions and representations. Given the symbiotic relationship
between such media and culture, this in turn, dramatically enhances the role of such
images and representation in the constituting of a global, contemporary culture. Finally,
in being tools of production, these new informational technologies substantially influence
social power equations. The rise of new social sub-elite, like the technologues for
example, coincides with a weakening in the authority of the State, leading to disturbances
in older, established equations of power between the State on one hand and the political,
the economiic, the social and the cultural spheres on the other.

The other fundamental change to be noted is the emergence and establishment of
a new, Internet-enabled global economy. I have already observed how the contemporary
economy is information-based. With the Intemet, this economy and all of its diverse
elements is able to operate simultaneously and instantaneously across the globe. Many
critics pointing to examples such as the existence of the system of world markets during

the colonial period, and so on, to argue that there is nothing new about a global economy.
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However, [ have argued that the contemporary global economy is new, both in the
simultaneity of the exchanges of capital within it as well as in the consequent immediacy
of the impact of any node within the system of capital, on the other nodes. Obviously
some nodes are much more affected than others. However, for a national economy to be
invulnerable in such a system—far from being an independence that allows it to decide
its own future—is to be irrelevant to the flow of global capital, and a threat to its very
survival. In fact, it is ironical that while the creation of a decentralized, invulnerable
system of communications is central to the founding myths that surround the Internet, the
global economy it enables is vulnerable precisely because of its decentralized, networked
structure wherein it becomes difficult to control the impact of fluctuations in it within the
boundaries of nation-states and national economies.

Within such a world, power for each nation becomes defined to a large extent by
its ability to use and manipulate these information technologies, as well as in the ways it
positions itself in terms of access and adaptation to these technologies. The “network of
networks’ that emerges is a highly uneven one affecting the societies of economically
developed nations and the developing ones in radically different ways. Thus Castells,
among others, observes that “the process of historical transition to the informational
economy, is likely to be dominated by the fundamental disjunction between, on the one
hand, a global economy and on the other, nationalistic civil societies, communal cultures
and increasingly powerless states.”!

Given the backdrop of these changes, my effort in this project has been to argue

that critical theorizing around the Internet and the processes of commercialization that

! Manuel Castells, The Rise of the Network Society (Oxford: Blackwell, 1996) 28.
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inflect its growth must move beyond the easy Utopian versus Dystopian, techno-
celebratory versus techno-phobic debates that prevail. One of my central concemns has
been to respond to the question of whether the Internet is really ushering in a radically
new age or whether it represents a late twentieth century extension of capitalism. The
answer, perhaps, is that it does neither of these, but is “rather a mutation, ...not so mucha
break, as an intensification, and therefore a mutation of a widespread economic and
cultural logic.”

Writing at a time prior to the [nternet’s ‘arrival” as a commercial, interactive mass
medium, Geoffrey Reeves, in an effort to summarize the prevailing theoretical discourses
around communications and culture in “Third World’ contexts (and their relationships
with those of “First World’ societies), notes how such discourse closely paralleled
theoretical analyses of economic development. He suggests that these theories and
analyses were part of certain basic changes in the dominant methods/assumptions of
media and cultural theories within advanced capitalistic societies. Reeves observes that
while still providing a basic framework for the analysis of transnational flows
communications and cultural commodities, particularly in a “Third World” context, such
views—what he labels ‘dependency perspectives’—were being increasingly challenged
and modified by theorists such as Oliver Boyd-Barrett. Boyd-Barrett proposed what
Reeves describes as a “‘media imperialism’ thesis where the focus, unlike in earlier
dependency perspectives was not so much on the unquestioned importance of inequalities
in the capacity of nation-states to produce and distribute these media commodities and

technologies, as on the questions of how they are transformed within the boundaries of
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specific nation-states. Boyd-Barrett’s examination thus focused on tracing in great detail,
the specific processes through which the nature and character of communications in
“Third World’ countries were influenced by “First World’ media. Reeves argues that later
however, media imperialist analyses lost this attention to detail, becoming nothing more
than a concern with the unevenness in international flows of communication. Reeves
concludes that “with the impact of such uneven flow assumed, rather than subjected to
rigorous, theoretically informed analysis, littie attention was given to the importance of
internal factors in both the reception and use of imported media products and in local
media and cultural production.”™

In my own attempt to theorize relationships between the media and culture in the
context of the Internet and accompanying issues of economic globalization, the
perspective [ try to offer is similar and yet different from, the media imperialism thesis.

[ have argued that the [nternet needs to be viewed as a technology that has
evolved as a mutation of a certain globally inflected logic that is equally and
simultaneously economic and cultural. It is economic in that it has allowed the
establishment of a new global economy that affects, advantageously or otherwise, every
individual of every nation irrespective of the degree of access (or non-access) they have
to such an economy. It is cuitural in that it evolves from, and transmits, a “future —-
envisioning’ cocktail of discourses of democracy, freedom, modemity, material, social
and cultural development, and of human progress, among others. The processes and
institutions of modern advertising, as I have discussed eatlier, are crucial to both of these

formations, which grow in strength by virtue of the fact that each continually nourishes

2 Tiziana Terranova offers this description in a similar yet different context. See “Free Labor: Producing
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the other. The Internet therefore, [ have argued, is a medium that becomes, as a whole,
much more than a sum of its abilities to remarkably transform human communications. [
have also established the globally occurring inequities that mark such a medium, be in
terms of physical access to the medium, the information it circulates (skewed by the
differing abilities of different populations to will themselves to virtuality), the global
economy it enables, or the socio-cultural influences it effects on a global scale.
Contemporary cyberspace, [ have proposed, may be more accurately viewed as the
creation of an imperial, colonizing Web, whose key networked nodes economically,
socially, and culturally dominate the marginal nodes while still requiring that these
peripheral nodes—equally integral to the construction and architectural construction of
such a Web—be connected. These marginal nodes, local economies, cultures, and
populations, are seen as becoming increasingly dependant, both for survival and for
global relevancy, to the dominant modes.

Thus my thesis, in parts, is both *dependency’ and a ‘imperialist’. At the same
time it differs in that [ also argue that it is in such a Web'’s very architecture—of a global
network of “locals’—lies its potential for forging, globally, resistance to existing
inequities. For the Internet’s unique interactivity as a medium also enables a global
networking of local resistance(s).

In this concluding section of my project then, [ examine some illuminating
examples of emerging resistance, arguing that the sites of such resistance lie as much
within the logic of the commercial globalization of the Internet, as much as outside of it.

For ease of analysis, I categorize such alternative uses of the [ntemet into struggles being

Culture for the Digital Economy,” Social Text 18.2 (2000): 13.
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waged in two ‘networked’ spheres: the first are those that occur in the material and
economic spheres, and the second, those that occur within the political and ideological
spheres. My examination is not intended to be, by any means, comprehensive. All [ aim
to do is study a few isolated sites where various constituencies—both formerly and newly
marginalized—are resisting becoming the casualties of the ongoing processes of
globalization, and using the Internet to do so. This brief study then completes my
examination of the Internet—the history of its evolution and the ongoing processes of its
commercialization, specifically via advertising—whereby I have explored some of the
ways in which different societies are adapting to this uniquely transforming mediascape.

My examination of the architecture and growth of the commercial Internet has
already testified to the truth of Oguibe’s observation that “cyberspace, much as it may
provide multiple routes of interzonality to many, nevertheless remains the preserve ofa
statistically negligible fraction of the world, unable yet, and indeed unwilling, to
undermine the fundamental boundaries, within and without, that separate the powerful
and privileged, from the less powerfully disposed.™ Oguibe sees the greatest
shortcoming of cyberculture as being its inability to provide such facilities of
participation and fulfillment to the majority, which he describes as its “foreclosure to
certain geographies.”s

The Internet’s interactivity has been widely acknowledged as offering great

potential for the transformation of such ‘deprived geographies.” Indian computer wizard

3 Geoffrey Reeves, Communications and the ‘Third World’, (London and New York: Routledge, 1993) 69.
* Olu Oguibe, “Forsaken Geographies: Cyberspace and the New World ‘Other,’ p.12.

http: //arts.usf.edu/~ooguibe/madrid.htm, accessed 9/6/1998 5:29 p.m., p-12, originally delivered at the 5®
International Cyberspace Conference, Madrid, June 1996.

5 bid 12.
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Sam Pitroda, for example, speaks of how the Web can be used for the professional
training of specific local working populations such as the ‘dais” (midwives), who are an
important part of rural economies; similarly, Indian agricultural scientist Dr. M.S.
Swaminathan has created a working model of a ‘networked society,” whereby the Web
will be able to transform the lives of the rural populations of entire villages in
Pondicherry, India. Indeed, the advantages of real-time networking through the Web have
been widely endorsed by academic, medical, scientific and other communities
worldwide.b It is obvious that for such visions to bear fruit, access to the Internet,
presently hindered by factors such as location and language for example, needs to be
created. To truly effect such a revolution however, the role of the state cannot be
sufficiently overstated. This would entail the state’s resistance to the overt and covert
pressures of the global economic system—such as the economic strategies of
privatization and deregularization—which invariably requires a greater amount of
political will, than is usually available.

However, while state-supported efforts to enable ease of technological access are
typically aimed at creating newer, and more, consumers, such efforts may also be
appropriated towards alternative purposes, depending on who gains access as a result of
these efforts and who they are aimed at. In India, for example, while the private-school
educated, English-speaking middie class constitutes the largest consumer bloc, there are
many ongoing efforts, particularly within the academy, to make the Internet accessible to

those totally outside the circuits of international capitalism. The Department of Computer

® See “The Cyber Have-Nots,” The Hindu May 31 (1998),
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Science and Engineering at the Indian Institute of Technology, Mumbai (a highly rated
school funded heavily by both the federal government as well as by the corporate sector)
is busy developing a software that can translate from any Indian language (included in the
Indian Constitution’s list of official languages) to English and vice versa. This is quite
evidently an effort towards the furthering of the global economys; it is an effort partially
funded by the United Nations as part of a project called the Universal Networking
Language Program (UNLP) being developed by the United Nations University, Tokyo,
along with other premier research organizations worldwide. The UNLP’s initial goal is to
develop digital inter-convertibility between 17 languages—Arabic, Chinese, English,
French, German, Russian, Spanish, Hindi, Greek, Italian, [ndonesian, Japanese, Latvian,
Korean, Mongolian, Portugese, and Thai—and the eventual goal is to incorporate the
languages of all 189 member states. However, it is equally evident that such an effort, by
enhancing access to the [nternet, also creates immense possibilities for the mobilizing of
peoples and resources towards political resistances.’ [ndeed, [ believe that even though
the motives of participating states are suspect, it is critically important that they be used
in efforts to imagine resistance.

Less suspect initiatives also come from the global networks that non-
governmental, non-profit organizations (NGOs) have been able to establish, due in great
measure to technologies like the Internet. A good example is the case of a remote tribal
region of India called Chattisgarh. [n August 2001, a group called the Rainbow
Partnership, part of a New Dethi based NGO, the South Asia Foundation (SAF),

www.rainbowsaarc.org/rpo.asp, signed an agreement with two other non profit
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organizations—the Worldspace Foundation, www.worldspace.org, and the Simputer

Trust, www.simputer.org. The objective is to promote education in areas such as

Chattisgarh by enabling Intemet access through a newly developed stripped-down-to-the-
essentials computer appropriately named the Simputer. The three NGOs bring their
respective resources to this project. Worldspace, which owns three satellite networks—
Afristar, Asiastar, and Ameristar—is to provide use of Asiastar enabling access to the
Internet, even while bypassing telephone and ISP services. Rainbow Partnership is to
provide the Internet content that Chattisgarh could then access, while Simputer Trust
provides the all important end component—the Simputer. Vijay Chandru, Founder and
Director of the Pico Peta Simputers Pvt. Ltd. describes the Simputer thus:
To begin with, it provides natural user-friendly interfaces based on sight, touch
and sound [the Simputer incorporates four different languages—three Indian and
English, offers email capabilities, and plays MP3 files]. The next point on which
it scores over the conventional PC is its low cost. But at Rs. 9000 (aprox $180US)
it still remains out of reach for most. Precisely, for this reason, the makers of this
PC have given the option of a smart card, ...a plastic card with some storage
facility and some processing power. This implies that at least one organization
(such as the village Panchayat, village school, village post-office etc.) actually
buys the instrument and lends it to individuals. So realistically, people have to
invest only in smart cards. The browser [specially created for the Simputer,] is
useful in that it does away with complicated browser applications such as
Windows etc., ... and being text-to-speech enabled, it reads the text aloud.®
Rainbow Partnership plans to launch its own portal by November 2002 with interactive
content that includes educational material on sustainable development, health and family

planring, human rights and civic duties, environment, arts and culture, online education

rural market information, scholarships on South Asian Studies, and career advise for

7 See “New Internet Software for Non-English Speakers,” The Hindustan Times,
http://167.216.192.98/goodcarth/offeat5.shtml, accessed on 04-09-02.

& For this example, [ draw on Nivedita Mishra’s “Education, the Great Leveler” in The Hindustan Times,
http://167.216.192.98/goodearth/education.shtml, accessed on 04-09-02.
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South Asians. There are probably several similar stories worldwide, of efforts by people
denied access due to commercial imperatives governing the growth of the [nternet, to
forge a resistance at the material site of access to the new technology. One such example

is the efforts of the Association of Progressive Communication (APC), www.apc.org, a

global network of NGOs who work towards peace, human rights, development, and
protection of the environment. The APC works towards such goals by both facilitating a
more egalitarian access to technologies such as the Internet, particularly within the
nations of the "Third World" where they are often the pioneering Internet providers; as
well as strategicaily using these technologies to network their own global efforts. This
allows them to make an impact on a global stage. The APC's mission statement, as
articulated on their website reads: "The Association for Progressive Communications is a
global network of non-governmental organisations whose mission is to empower and
support organisations, social movements and individuals in and through the use of
information and communication technologies to build strategic communities and
initiatives for the purpose of making meaningful contributions to equitable human
development, social justice, participatory political processes and environmental
sustainability."® From such examples, what becomes clear is that for such efforts to
succeed, there needs to be a mobilization of both political and social will, and resources,
on a global level.

The economics that govern the flows of capital within the newly emerging global
system itself may also offer ways to resist being marginalized by it. Consider for

example, the internationalization of labor facilitated by the Internet within such a global
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economy, and specifically by the Information Technology (IT) industry. It is instructive
at this point to refer to the work of Gayatri Chakravorty Spivak in her widely cited essay,
Can the Subaltern Speak? Spivak proposes that we view the contemporary international
division of labor as a replacement of the labor processes of nineteenth-century territorial
imperialism, which, for her, worked in the following way:" ... put simply, a group of
countries, generally first-world, are in the position of investing capital; another group,
generally third-world, provide the field for investment, both through the comprador,
indigenous capitalists and through their ill-protected and shifting labor force. In the
interest of maintaining the circulation and growth of industrial capital and of the
concomitant task of administration within nineteenth-century territorial imperialism,
transportation, law and standardized education systems were developed —even as local
industries were destroyed, land distribution was rearranged, and raw material was
transferred to the colonizing country.”“’ Spivak argues that following the historical
process of “so-called decolonization, the growth of multinational capital, and the relief of
the administrative charge, 'development’ does not now involve wholesale legislation and
establishing educational systems in a comparable way. This impedes the growth of
consumerism in the comprador countries. With modern telecommunications and the
emergence of advanced capitalist economies at the two edges of Asia, maintaining the
international division of [abor serves to keep the supply of cheap labor in the comprador

countries.” (my emphasis)'

® Association for Progressive Communication, hitp:/fwww .apc.org/caglish/about/ index.shtml, accessed on
15 May 2002, at 03:47 A M.

© Gayatri Chakravorty Spivak, “Can the Subaltern Speak?” Colonial Discourse and Postcolonial Theory:
A Reader eds. Patrick Williams and Laura Chrisman (New York: Cofumbia UP, 1994), 66-111, p. 83.

! Spivak 83.
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Spivak—who claims to derive her insights from Foucault’s work on coalition
politics—offers a sophisticated formulation where she argues that the internationalization
of labor leads to a marginalization, wherein local societies are denied participation in an
“ideology of consumerism,” precisely because such an ideology fosters resistance.
Spivak’s analysis, like mine, is driven to comprehending the consequences of an
emergent global economic system—where the strategies of multinational corporations
play a significant role—with the objective of identifying the ways in which resistance

may be enabled. Thus she states:

Human labor is not, of course, intrinsically ‘cheap’ or 'expensive'. An absence of
labor laws (or a discriminatory enforcement of them), a totalitarian state (often
entailed by development and modernization in the periphery), and minimal
subsistence requirements on the part of the worker will ensure it. To keep this
crucial item intact, the urban proletariat in comprador countries must not be
systematically trained in the ideology of consumerism (parading as the philosophy
of a classless society) that, against all odds, prepares the ground for resistance
through the coalition politics Foucault mentions ... This separation from the
ideology of consumerism is increasingly exacerbated by the proliferating
phenomena of international subcontracting. ‘Under this strategy, manufacturers
based in developed countries subcontract the most labor intensive stages of
production, for example, sewing or assembly, to the Third World nations where
labor is cheap. Once assembled, the multinational re-imports — under generous
tariff exemptions — to the developed country instead of selling them to the local
market.' Here the link to consumerism is almost snapped.” ‘While global recession
has markedly slowed trade and investment worldwide since 1979, international
subcontracting has boomed. ...In these cases, multinationals are freer to resist
militant workers, revolutionary upheavals, and even economic downturns."?

I do not subscribe to the arguments that Spivak makes through her discussions about an
“ideology of consumerism.” Spivak’s proposal, for instance, does not account for the fact
that while commodities are re-imported by multinationals to developed markets, they are
also subsequently distributed back to the local economies within which they are

produced, once the developed markets are themselves saturated, or when the prevailing
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consumer tastes in these developed markets have changed. In addition, the consumer, in
such markets, is often made to pay the same cost as the consumer in the developed
market (which emerges as a disproportionately greater price after currency exchange
values are factored in). [n effect, this is a double price for the consumer in the
‘developing market,” for the costs of all the distribution that the product has been subject
to ultimately boils down to the consumer, while the globally homogenized messages
delivered by the advertising of these products continually reinforce the desire of these
customers towards these products.

This is clearly illustrated in the aggressive marketing of contemporary consumer
products such as tobacco, or even carbonated drinks like Coca-Cola, within the very local
economies that Spivak describes. It is no accident that the greater part of Coca Cola’s
revenues are generated from precisely such economies, while their original market in the
United States is marked by consumer preference for non-carbonated drinks such as
‘Gatorade’ and ‘PowerAde’. Neither can one assume that the strict anti-tobacco
regulations enacted within the developed economies—in contrast to the lax regulations
existing in ‘developing’ markets—has nothing to do with the fact that the tobacco
industry has turned to such markets to sustain their profit margins. My own personal
encounters with the various categories of branded goods available in the Indian market—
ranging from branded shoes (Nike, Reebok and so on), to branded garments (Tommy
Hillfiger, Benetton and other such brands)—reinforces my view.

Admittedly, the people who do have access to these products and who constitute

the ‘new’ market, deriving as they do from within the ranks of the local elite, are not, in

12 Spivak 83.
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all likelihood, those who have helped produce it, within these ‘developing’ economies. In
other words, the local economies do not share in the consumption of these commodities
in the same way as the ‘developed’ economies do. Thus, while I do not—given the scope
of my project—fully engage with her arguments, I would suggest Spivak fails to
recognize the relevance of the fact that the new global economic system is as much
govemned by the logic of the multinational search for new markets—provided by the
nationalist elites within local economies, as by its desire to preserve its pools of cheap
labor and raw material through the strategies of the internationalization of labor.
However, Spivak’s arguments are interesting for my purposes, precisely for the terms of
references within which they are made; she rightly recognizes the fundamental
importance of the processes of internationalization of labor—enabled by the emergence
of globally networking technologies like the Internet—that need to be comprehended in
order to envision any resistance.

Ali Mir and Maya Yajnik, focusing on the software industry, describe three
typical ways in which such an internationalization occurs. The first is a process of
importing labor from suitable—English-speaking, for example—‘developing’ countries
to the ‘developed’ ones. Within the [T industry this process is called ‘bodyshopping’; it is
the process by which Indian software programmers, for example, are exported en-masse
to “advanced,’ ‘liberal-democratic,’ capitalist countries such as the United States, Canada,
the United Kingdom and Germany, among others—all countries constituting key nodes
within the architectures of both the Internet itself, as well as the global system of finance
and capital. Here those ‘bodyshopped,’ are able to earn wages, which, although

substandard in comparison to those paid to their American, English, Canadian, or
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German counterparts, are much more than what they would earn at home, thanks to
existing currency exchange values. The second process that contributes to the current
internationalization of labor within the software industry is one that involves the
transportation of the software work itself to cheaper sites of labor. Thus software giants
in countries like the US set up subsidiaries and partnerships in India, who are responsible
for much of the software production. Another illustration of such a process can be seen in
the establishments of the magquilladoras in Mexico. This is a much cheaper prospect in
comparison to getting that work done by much higher paid employees working in the US.
The third is an ingenuous process that utilizes the time difference between the physical,
geographical locations of countries—for example between India and the United States.
This difference is used to create a twenty-four hour “virtual’ assembly line of software
production. Mir and Yajnik describe this as a process wherein ““work’ remains in the
bowels of the computer architectures of the US while labor is circumscribed by the
boundaries of its nation-state. The two meet in a virtual space created by satellite links
and fiber-optic lines.”* A perfect illustration of such a process was reported in a
computer trade publication called PC Week in April 1995:
It is 9:45 a.m. in Secunderabad, India, as Systems Analyst Satya Subbalakshmi
settles in front of a PC in her gray cubicle to start editing a screen on a main-
frame based insurance application. Every keystroke flies through a LAN [Local
Area Network], a gateway and a multiplexer to a satellite station three miles
away. From there, the code is beamed to an IntelStat communications satellite
over the Indian Ocean, down to an earth station in Amsterdam, across the Atlantic
on fiber-optic lines and finally to an IBM 300J Mainframe at Selective Insurance
Company in Branchville, New Jersey, USA. In Branchville, it is 11:15 the

previous night, and the dayshift is long gone. Subbalakshmi, who actually works
for Satyam Computer Services Ltd., a contract programming firm, has become a

" This example is taken from Ali Mir and Maya Yajnik, “The Uneven Development of Places: From
Bodyshopping to Global Assembly Lines,” http://www .solinet.org/ THIRDWORLD/mayal.htm, accessed
on 09-06-98, 2:48 PM, p.5.
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virtual member of Selective’s staff. She barely sees a drop in response time as her
work circles the planet, and she even sees the Selective logo, as she logs on to her

PC.”

Such a restructuring of spatial work relationships caused by the Internet leads to a
clearly uneven process of development, globally, which has resuited in “new market
forms, new infrastructures, new forms of resource extraction, new patterns of production
(and consumption), and new divisions of labor in the Third World.”"* Mir and Yajnik,
drawing on the work of Henri Lefebvre, argue that since “class struggle is everywhere
inscribed in space through the uneven development of the qualities of places,” such an
unevenness provides a space for “successful resistances and struggles of indigenous
movements across the world.”'® Given the relative power accorded to labor within such
equations, it emerges that such unevenness between the flow of capital and the reverse
flow of labor may provide for potential sites of resistance; it is, however, obvious that
any such resistance would require the active support of the State. The Indian government,
for example, would need to create new regulations and policies for ensuring less
exploitative arrangements for Indian workers within the international systems of software
production. As we have already seen, this would also involve the unrealistic possibility of
the Indian State resisting the global imposition of processes such as economic
deregulation. Such a resistance then, where the less powerful nodes of the [nternet
economy can write a script of resistance within the global play of capital, remains but a

distant possibility.

14 Mir and Yajnik 5-6.
'5 Mir and Yajnik 5-6.

16 Mir and Yajnik 6.
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A space for resistance may also be located within the Internet-driven globalization
of consumption. As we have already seen in Chapter Three, every surfer in a
commercialized cyberspace is also a potential consumer. John Storey, adopting a
Gramscian cultural studies perspective on popular cuiture, endorses the work of several
cultural critics including John Fiske and Paul Willis, who have sought to emphasize the
power of the consumer. Fiske suggests that consumers derive power from the fact that
meanings in a cultural economy circulate differently from the way that wealth does in the
financial economy. Meanings “are harder to possess (and thus to exclude others from
possessing), they are harder to control because the production of meaning and pleasure is
not the same as production of the cultural commodity, or of other goods, for in the
cultural economy, the role of the consumer does not exist as the end point of a linear
economic transaction. Meanings and pleasures circulate within it without any real
distinction between producers and consumers.”"’ Willis similarly argues:
people find on the market incentives and possibilities not simply for their own
confinement but also for their own development and growth. Though turned
inside out, alienated and working through exploitation at every turn, these
incentives and possibilities promise more than any visible alternative. ... nor will
it suffice any longer to say that modern ‘consumer identities’ simply repeat
‘inscribed positions’ within market provided texts and artifacts. Of course the
market does not provide cultural empowerment in anything like a full sense.
There are choices, but not choices over choices—the power to set the cultural
agenda. Nevertheless, the market offers a contradictory empowerment which has
not been offered elsewhere. It may not be the best way to cuitural emancipation
for the majority, but it may open up the way to a better way.'s
Drawing on these propositions, Storey emphasizes that while examining how cultural

commodities are provided by commercial culture-industries, what must be kept in mind

are the ways through which these cultural commodities are appropriated in acts of

'7 John Storey, Cultural Consumption and Everyday Life (London &Sydney: Amold, 1999) 153.
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cultural consumption. For popular culture is “neither an ‘authentic’ working-class culture
nor a culture imposed by the culture industries, but what Gramsci would call a
‘compromise equilibrium between the two; a contradictory mix of forces from both
‘below’ and ‘above’; both ‘commercial’ and ‘authentic’; marked by both ‘resistance’ and
‘incorporation’, ‘structure’ and ‘agency’.”"

In the contemporary economy, the use of consumer power to force change has
been widely attempted, from the boycotting of multinational commodities produced in
the ‘sweatshops’ of the economically irrelevant regions of the world, to the offering of
‘alternative’ portfolios of investments by banks and financial institutions where one can
ensure that one’s money is invested only in the stocks of ‘politically-correct,’
‘environment-friendly,” companies, and so on. A good example of consumer-driven
change, for our purposes, is the successes of the anti-tobacco struggle through the
nineties that many studies have testified to. One such study conducted in California that
analyzes the effectiveness of anti-tobacco advertising in the nineties, for example,
conclusively establishes that the use of aggressive billboard, television, and radio
advertisements led to rapid drops in cigarette smoking in the state, while stopping or
toning down these media campaigns led to a consequent increase in the prevalence of

. 2
smoking.?’

8 Storey 154.
¥ Storey 150.

2 UCSF’s Electronic Daily: Daybreak News 16 February 1999. http:
/iwww .ucsf.edu/daybreak/1999/02/16_glantz.html, accessed on 04-30-02, 1-2.
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Similarly, new advertising strategies adopted by groups such as Campus [nvasion

(www.campusinvasion.com) have achieved dramatically new levels of success by linking

the anti-smoking agenda to anti-globalization efforts; indeed, as [ will go on to elaborate,
the anti-globalization movement has brought together several groups with differing
agendas—environmentalists, feminists, anti-war protesters, Marxists, and libertarians, for
example.”* Thus Campus Invasion’s latest advertising campaign across radio, television
and on their websites suggests that university students should adopt a tobacco-free
lifestyle by foregrounding the plight of children laboring in foreign tobacco farms, as
well as by pointing to the environmental damage that results from tobacco cultivation.
Other anti-tobacco groups such as the [owa-based Just Eliminate Lies (JEL),
www.JELiowa.org, have adopted the Web as a large part of their efforts. A web page on
JEL’s site, for example, exhorts the various “delightfully devious counter tobacco recipes
you can create from the convenience of your own community,” which includes such
suggestions as mobilizing an audience against film celebrities who smoke on-screen.
JEL, whose site even offers anti-tobacco computer games to attract the huge population
of gamers online, is only one of a number of organizations that have discovered the Web
to be an easy, affordable way to globally disseminate their message. Another example of
such a site is called www .thetruth.com whose Web offerings include free online services
such as email to attract a sizable audience. Significantly, the success of the anti-tobacco
movement can be attributed to both the legitimization of the cause within the ‘rational’

discourse of science (wherein smoking has been medically proven to be harmful to

2! Bryan Auchterlonie, “Campus Invasion: Where the Anti-Smoking Campaign Tumed Left,” FrontPage
Magazine.com, April 12 2002, http:/iwww.frontpagemag.com/guestcolumnisits2002/auchterlonic04-12-
02.htm, accessed on 04-30-02, pps. 2-3.
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health) and the successful use of advertising and the commercial media towards the
transmission of this message as well as the establishment of normative anti-tobacco
socio-cultural images.22 Further, in the context of the Internet such causes are helped by
the contemporary remnants of what originally was the anti-market hacker ethic.
Resistance deriving from consumer power, however, can only achieve so much
for it is only effective in a context where consumption is plentiful. Such a caveat, of
course, excludes most of humanity who exist in societies and economies, which although
exploited as sources of raw material and cheap labor, and as sites of production of
commodities, do not share in the consumption of these commodities in the same way.
Some of the unequal patterns of consumption that emerge in a recent Human
Development Report of the United Nations Development Program (UNDP) are shocking
in their starkness. Globally, “20% of people in the highest income countries account for
86% of the total private consumption expenditure, while the poorest 20% of the world
population account for only 1.3%.”> Further, in the context of the Internet, consumer
resistance is circumscribed by the framework of what I have earlier referred to as the
ideology of information technology. Such an effort can therefore be likened to the hacker
ethic wherein the dream of democratic enfranchisement—desires for free interactive
communication, free access to information and social participation etc.—becomes
inevitably grounded within the desire for freely interactive and capitalistic commerce as
we’ve seen; “what is particularly dangerous about the contemporary electronic ‘guerilla’

is this conflated notion of democracy in which a deep phenomenological ambivalence

2 See inserts of JEL and truth.com web pages following this page.

B Jayati Ghosh, “Greed and Human Destiny,” Frontline 15.20 (September 26-October 09, 1998),
http//www.the-hindu.com/fline/f11520/15201030.htm, accessed on 09-26-98, 11:30 PM, p.1.
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towards technology and towards capitalism goes unrecognized, if not completely
‘disavowed’.”**

On a similar note, anthropologist Murli Natrajan, noting that advertisements
constitute the ultimate fantasies expressing the desires of advertisers who constitute
crucial players in shaping the content of globalization, uses Indian television
advertisements to argue that, contemporarily, “globalization if spoken of as non-coercive
performs the same function as ideology—it reproduces power by naturalizing it. ... The
naturalization is done in two simultaneous moments: one disguises power as a ‘freely’
available value (independence, mobility, commodity choice), and the other makes
adoption of that value (i.e., power in disguise) appear inevitable or natural (non-coercive,
non-imposed, and deriving from laws of social change)."ls Natrajan further notes that the
history of globalization—whether the short one dating from the emergence of
muitinational capital or the longer one that can be traced back to the emergence of a one-
world system and subsequently, monopoly capital—can also be seen as a history of
protests—f{rom the earlier forms of Dickens’ novels to the latest demonstrations in
Prague, Genoa, Seattle, La Paz, and other places. Drawing upon these insights, [ argue
that resistance against globalization of capital and culture, using technologies like the

Web, must clearly occur in the ideological and political spheres as well, where it must

# Vivian Sobchack, “Democratic Franchise and the Electronic Frontier,” Cyberfutures: Culture and

Politics on the Information Superhighway cd. Ziauddin Sardar and Jerome R. Ravetz (New York: New
York UP, 1996) 87.

® Murli Natrajan, “Legitimating Globalization: An Ad. a Concept, its Argument and its Protestors.”
http://wwwjwidernet.org/globalstudies/globalizationseminar?Murhlipaper.htm, 01-24-02, p.3. Many thanks
to Murli for sharing his paper with me.
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work towards ‘unnaturalizing’ such globalization by providing a forum for alternative
visions of democracy, development, and progress.

We have already seen how the real-time interactivity of the Internet makes it a
technology that encourages an ‘e-capitalism’ wherein its dominant modes mirror the
controlling nodes offline—of a global economic and cultural hegemonic order. As Dan
Heath, President of the Internet Society (ISOC) observes, in another context: “If the
United States government had tried to come up with a scheme to spread its brand of
capitalism and its emphasis on political liberalism across the world, it couldn’t have
invented a better model than the Internet.”?® At the same time, [ would argue that it is
precisely the interactivity of the Internet that can be harnessed towards the mobilization
of resistance; it can quickly become a disruptive technology threatening the institutions of
both repressive nationalist regimes and of global commerce. Within the boundaries of the
nation-state in particular, the Intemet, a medium of mass interactivity difficult to bring
under State control, can act as a potent mobilizer of political dissent. The Indonesian
example is a case in point. Thus in 1998, Indonesia’s student-based pro-democracy
movement (in a process reminiscent of the famous radio- and-telephone-spearheaded
[ranian revolution), used the [nternet to ‘network’ their impatience with the Suharto
regime into a powerful political force. The subsequent [nternet-organized political street
demonstrations led to Suharto’s departure after thirty-two unchallenged years of political
rule. The covertness of a political force that coalesced principally via the Internet meant

that there was no specific target for Suharto to silence or attack.

% Steve Lohr, “Welcome to the [nternet, the First Global Colony,” The New York Times January 9 2000,
httpz//www_nytimes.com/library/review/010900internet-review.html, accessed on 03-10-02, p.2.
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Interestingly, it was the global commercialization of the Interet itself that created
an environment, which allowed such a cyber-mobilization of people and opinion.
Suharto’s government, recognizing the immense financial potential of television and
satellite communications, and determined to tap into global business markets, had built a
comprehensive satellite network across Indonesia wherein even the smallest and remote
of Indonesian islands were wired. Moreover, the national language of Indonesia, Bhasha
Indonesia—since it uses the same Roman script as English does—needed no special
translation software to communicate globally, online. Clearly in the Indonesian contest,
“the most powerful role of this technology [the [nternet] has not been to introduce outside
ideas, but to provide a tool to an Indonesian middle-class increasingly fed up with
corruption and other abuses of power.”r' The student movement that the [nternet helped
create in this instance was possible precisely because it successfully replicated the
decentralized architecture of the Internet within the architecture of its own political
mobilization. As Seth Mydans observed in The New York Times, “the student movement
is a curious political force, headless and leaderless, without a central organizing force.”
The Indonesian student movement is only one powerful example of the ways in which the
Internet is being actively used towards political struggles and movements of all kinds. In
as much as [ recognize that the Internet, perhaps like all existing mass media, remains
elitist as a site of “speaking for” the subaltern—in that those who may utilize it are

already a more privileged populace than those who don’t—I would argue that it offers

Z Margaret Cohen, cited in Bertil Lintner and Ashley Craddock, “Indonesia’s Net War,” Wired News 29
May 1958, httpz//www.wired.com/news/news.politics/story/ 12609 .html, accessed on 06/02/98, 1:24 PM,
p-2.

3 Ibid 1.
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much greater potential than other media towards the mobilizing of dissent to existing
hegemonic ideologies and repressive regimes.

We have already seen how the Internet, as a rapidly evolving convergence of
technologies of global commercialization, is proving to be one of the most fundamental
tools that enable global financial institutions like the World Economic Forum (WEF), to
force the collusion of the various nation-states of the world in shaping the emerging
global economy in the corporate interest. Economically, governments are forced, first to
deregulate and privatize—a policy that has been aggressively pursued in over ninety
countries through structural adjustment policies of organizations such as the World Bank
and the International Monetary Fund (IMF)—and second, to allow their businesses to
regulate themselves. In this sense, free trade both dissolves geographical boundaries that
may inhibit it, as well as substantially undermines the power of nation-states to introduce
domestic regulation.

[n the context of examining the possibilities for political and socio-cultural
resistance in such a giobal economy, Arun Kundnani writes:

without [eadership from either a political party or a class of intellectuals nurtured

in an active civil society, opposition to information capital takes a variety of

forms. These range from reactionary flights into ethnic and religious
nationalisms, ... to local campaigns using the [nternet to coordinate globally on
parallel issues. Contests over the ownership of culture are emerging as a major
arena of struggle. This is because a central aspect of information capitalism is the
accumulaticn of hitherto socially-owned knowiedge, culture and information in
the hands of private corporations, whence they are repackaged as informational
goods and sent around the world through the networks of information flow. These
struggles do not simply involve an opposition between “Third World” tradition on
the one hand and western modernity on the other. The key issue is between social

ownership of cultures and their development versus private ownership (my
emphasis).29

® Arun Kundnani, Arun Kundnani, “Where Do You Want to go Today?: The Rise of [nformation Capital —
Part L” [nstitute of Race Relations, http://www_homebeats.co.uk/resources/arun.htm, accessed on 10/5/00
10:22 AM, pps..6-7.
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The most visible ideological opposition that has emerged in recent times to such
processes is the aati-globalization movement, which provides a forum from wherein such
a unilateral model of ‘development’ is being challenged. It is important to note that this
movement has also become an umbrella within which various other resistance
movements with differing agendas, coalesce. For such a ‘networked’ movement, the
Internet provides a uniquely cost-effective and efficient way to globally disseminate its

message. Consider, for example, the ‘Media Summaries’, that the World Development

Movement (WDM), www.wdm.org.uk, provides through its website. These are

essentially advertisement-type data bytes designed for the use of the global press seeking
information about the movement.>® Such sites also become important portals, or online
gateways, providing collections of links to other websites that share similar concerns. At
the same time, several older offline “protest’ organizations, have quickly adopted the

Web as a unique tool for the global transmission of their messages. Websites such as

such organizations are using the Internet to further their cause.”*

Besides silencing the violent minorities that inevitably exist within movements
such as the WDM, the biggest struggle for anti-globalization movements is to fashion a
central, defining agenda that is able to accommodate all of its various constituencies with
their various individual agendas. Many anti-globalists, for example, argue that rather than

‘anti-globalization” or “anti-capitalist,” such movements be defined as being “pro-

% See inserts from WDM web site following this page.

31 See inserts from these websites following this page.
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States of Unrest i
Resistance to IMF and World Bank policies in poor
countries in 2001

States of Unrest Il documents protests in 23 countries, charting
77 separate incidents of civil unrest involving millions of people.
Estimates indicate that 18 of these incidents ended with the
deployment of riot police or the army, with 76 documented
fatalities, and arrests and injuries running into thousands. Over
a third of these countries experienced protests directed
specifically at the IMF and World Bank as institutions.

The protesters include: peasant farmers, indigenous peoples,
the unemployed, teachers, civil servants, priests, daoctors,
public-sector workers, trade-union activists and owners of small
businesses. Typically the protests are against cuts in
government expenditure, privatisation of state-run industnes,
and the removal of price controls and subsidies.

Of the 23 countries documented, nearly three-quarters have
IMF-sponsored privatisation programmes, and over half of
these have experienced anti-privatisation demonstrations Haif
of the countries have had protests by civil service and public
sector workers, including teachers, doctors and the police,
aimed at policies that either cut or freeze wages or lead to
redundancies. Over a third of countnes have had
demonstrations against the rising prices of basic goods and
services because public subsidies have been removed

Selected examples from States of Unrest I country reports:

ANGOLA

The IMF “stressed the importance of adhering to a prudent
wage palicy, keeping overall public spending n check " In
January public sector workers across Angola take part in a four-

day general strike over government proposals to reduce the
minimum wage.

ARGENTINA

As a condition for a $21bn loan in September the IMF demands
"primary spending will be cut... {including] an across-the board
cut of 13 per cent in unprotected pnmary spending, ncluding
wages and pensions”. Earlier in the year the General Workers
Confederation, calls a two-day stnke at proposals to cut public
salaries by 13 per cent and cut pension benefits. Police were
deployed as tens of thousands of workers take to the streets.
blocking roads, shutting banks and Government offices and
marching on Congress. A spokesperson, representing the
Argentinean Confederation of Education Workers said: "We are
all in the same situation. The peopie are all affected by these
cutbacks and by exclusion, misery and poverty. Nobody
escapes.” President Fernando De La Rue admits the country's
sovereignty is "limited” due its US3$128 billion debt.



ECUADOR

Through out 2001 massive protests continue in response to
extreme structural adjustment and IMF-agreed austerity
measures including a 60 per cent increase in cooking gas,
plans for eighteen privatisations in the electricity sector, an end
to state monopoly for telecommunications, and the granting of a
30-year concession to a foreign company for the supply of
water and sewage services to the city of Guayaquil. A peaceful
march of ten thousand people in Quito is dispersed by police
and army using teargas and rubber bullets, hunger strikes
occur on University campuses, a state of emergency is
declared, and a fourteen year old boy is one of four shot and
killed as troops break up a demonstration of five thousand
indigenous people. In an occupation of IMF offices in Quito one
protester says: "We want to expose the real culprits. The IMF-
imposed policies, carried out by the Ecuadorian Government in
exchange for more loans.”

INDIA

Ten million state employees go on general strike against
privatisation plans and call for a halt to IMF, World Bank and
WTO policies, as the IMF urges that, "power sector reform was
a particular pnority [along with] the privatisation of Gavernment
enterprises, and liberalisation of labour laws.”

NEPAL

In July more than 500 protesters denounce a 40 per cent price
hike in electricity prices by the Nepalese Gavernment.
According to a news report, the Nepal Electncity Authonty was
put under pressure from the Asian Development Bank and the
Worid Bank to raise prices as a precondition for fresh loans on
water resource development. The IMF announces it i1s

"encouraged by the recent policy initiatives to adjust public
sector prices and tariffs”

PAKISTAN

In May, Pakistani Non-Gavernmental Organisations protest
outside the World Bank building in Islamabad with banners
saying: "IMF- International Monetary Fraud™. and, "World Bank
policies: poverty elevation or alleviation?” The IMF continues to
demand "the restructuring of public enterprises {and]
accelerated privatisation”

SOUTH AFRICA

Thousands of protesters descend on Johannesburg to
demonstrate against the privatisation of the city’s water supply
to French water multinational, Suez Lyonnaise des Eaux as
advocated by the IMF. The Sauth African Municipal Workers
Umion (SAMWU) complains the deal, "has not come up with any
plan to extend running water to Johannesburg's poor.”

TURKEY

Economic crisis in Turkey continues as government agrees a
massive adjustment package with the IMF including
"restructuring the banking sector. improving budget
transparency, and preparing the pnvatisation of state-owned
enterprises [including steel. electncity. airline and telecom
companies].” In March, unions and civil society groups organise
a protest. with thousands of protesters taking to the streets



shouting, "IMF go home!”. Bayram Meral, President of Turkeys
largest union confederation said: “The policies of the IMF and
the World Bank do not aim to help Turkey but toc assure that
Turkey can pay its debts on time and in full.” In November
thousands attend demonstration calling for an end to "the
Governments subservience to IMF policies”

ZAMBIA

Thousands of Lusaka City Council workers strike over non-
payment of salaries as IMF makes "firm control on public
wages” a condition of $64m loan.
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democracy.’*? Implicit in such statements, is the suggestion that theirs is also a struggle to
recover notions such as ‘democracy’ from the ideological grasp of the ideologies of
globalization. It is, at the very least, conceivable, that the mobilizing and communicative
global prowess of the Internet can be significantly employed in such attempts to revision
‘democracy’ and ‘development’ and retrieve these discourses from the epistemological
straitjacket of economic globalization. In fact, such attempts are already achieving some
degree of success. It is no accident or coincidence, for example, that issues such as global
warming and climate change have become foregrounded in the debates occurring within
the global institutions of high finance such as in G8-nation summits and at the IMF.
Further, the globalization of such resistances have also made a visible impact within the
commercial media—the press, television, and the Intemet—in noisily questioning and
exposing the supposedly universal legitimacy of such institutions as the World Bank, the
WTO, and the IMF.

Answers to the predicament of how the anti-globalization movement can
concertedly globalize their various agendas together and still remain viable as a united
forum of resistance, I suggest, may perhaps be found within the global-local logic of the
processes of economic and cultural globalization itself. While these movements need to
continue to vertically enhance their own struggles, they also need to simultaneously
expand horizontally by networking with each other within the broader anti-globalization
agenda. This process, towards which technologies like the [nternet can prove

fundamentally useful, may ensure the establishment of a multi-issue, multi-strategied

72 Andrew Hay, “What if there were a Mass Anti-Globalization Movement.” Worldlink: The Magazine of
the World Economic Forum, hitpz//www.worldlink.co.uk/stories/story Reader$855, accessed on 04-29-02,
p-2-
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movement wherein different agendas and constituencies preserve their own individual
identities, and yet are able to establish solidarities across their differences. The Internet,
then, is a technology that the anti-globalization movement can use to “create a
project/process that is the greatest common sum of its components, rather than being the
imposition of a few peoples’ priorities or the least common denominator of everyone’s,”
which allows “different strokes for different folks in such a way that permits each
constituency to act on the ideals and logic, but without diminishing or confusing the
actions of others, much less usurping the zones others occupy.”33

In proclaiming a vision for the [nternet-enabled future of the world, the Progress
and Freedom Foundation, www pff.org, described both an utopian possibility wherein
cyberspace becomes “one of the main forms of glue holding together an increasingly free
and diverse society””, and a dystopian one wherein the promise of “cyberspace democracy
will be confined to the computer industry, where it will arise from the [nternet over the
years, led by corporate and suburban/exurban interests.” The Advertising of
Cyberspace: Globalization and the Politics of Cyberculture has sought to establish that
while the former vision remains a utopian ideal, the latter imagines a real, not-so-distant,
nightmarish possibility. If we are to avoid forging a cyber-democracy “with the same

qualifications as its Athenian example: a highly exclusive arena in which actors as

3 Michael Albert, “Who owns the Movement,” http://www.zmag.orgiwho_owns.htm, accessed on 04-29-
02, p.5.

* Progress and Freedom Foundation, “Cyberspace and the American Dream: A Magna Carta for the
Knowledge Age,” Release 1.2, August 22, 1994, http//www.pff.org:80/position.html, accessed on 09-06-
98, 3:27 PM, pps.12 &15.
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women or slaves had no place,” we need to create an alternative global Web woven from

many, many more such networked nodes of resistance. >

35 Cees J. Hamelink, “The Democratic Ideal and lts Enemies,” The Democratization of Communication, ed-
Philip Lee (Cardiff: U of Wales P, 1995) i6.
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Figure 1. Grasping at Market Shares

ISP market share estimates often focus on the Intemet access seg-
ment, comparing service providers according to number of subscrip-
tions. While there is some logic to the metric—ISPs tend to have a
good sense of haw many customers they've signed up—the introduc-
tion of free ISPs and of virtual (co-branded) ISPs have muddied the
waters considerably. Free ISPs have helped fragment the market to
a point where per-subscriber acquisition costs in America. $70 sev-
eral years ago. have shot up to more than $400, reported the
Industry Standard (www.thestandard.com/article/display/0,1151,
12550.00.htmi). But free ISPs have made the market share counts
difficult. Because they don't have to pay, subscribers to free ISPs
stand a good chance of having subscribed elsewhere, so they may be
double counted. That makes it even harder for market watchers to
accurately gauge market size—a challenging task to begin with.

Estimates looking at backbone market share according to revenue are
similarly problematic. And, like the subscriber market shares where

Selected Countries: Top Damestic ISPs, Late 1999
Country ISP Subscriptions Market Share
Australia  QzEmai 400,000 24% (6/99)
Braazil Universa Online 600,000 35% (9/39)
France Wanadoo® 1,000,000 36% (10/93)
Germany  T-Online® 4,200,000 60% (10/99)
Japan @Nifty 3.500,000 21% (12/93)
Spain Terra Netwarks® 500.000 34% (9/99)
Sweden Passagen, Telia® 650,000 33% (9/99)
UK Freeserve (Dixons)  1.700.00G 25% (7/99)
u.s. AOL 20,000,000 57% (3/39)
* ISP by b aperartar ar PTT
Source: IDATE (wwweidate fr), Nikkes, Newsbytes, company reparts

everything from 14.4 Kbps to DSL subscribers may well be counted
together. the risk of having to cambine apples and aoranges in a sin-
gle count—backbone transit mixed in with dial-up access, for exam-
pile—emains. A U.S. Department of Justice official charged with
evaluating 1998°s MCl-WoridCom merger, for example, lamented the
useof'marketsharebasedonapercengeofrevenue'msizeup
U.S. Intemet backbone players (www.usdoj.gov/attr/public/ speech-
es/3889.htm): “They included all revenues related to the Intemet,
which means that they included revenue from sources other than
their backbone sources, and double counted other revenue, such as
revenues for ISPs who buy connectivity from others.”

That doesn’t stop analysts from trying. The following chart was sub-
mitted by MCl WorldCom and Sprint to the FCC during hearings on
the camers’ proposed merger. It lumps together wholesale with busi-
ness dial-up and dedicated access:

U.S. Backbone: Market Shares by Revenue

isp 1997 199
Revenue Share Revenue Share

MCI WortdCom ~ $1.151,000 43% $3,090,000 38%
GTEI (BBN) S$346,000 13% $1,207,000 15%
AT&T $322000 12% §324000 1%
Spnnt $325000 12% §728000 9%
Cable & Wireless S233000 9% $459000 6%
Others $287.000 1% $1.677.000 21%

Source: Heanng an the MCI WarldCam-Spnint Merger Sefare the Senate
Cammuttee on the Judiciary, Exhubit 3, November 4, 1933, Tesomony of
Tog A Jacons, Semor Teler auons Analyst, Santard C. Bemnstemn
& Ca.. tnc. (www bernstem.com).
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The bi-annual Boardwatch survey has become one of the Intemet’s
pest known indices for gauging relative backbone sizes, for a very
good reason: they have aggressively published their U.S.-Canada
packbone ratings in a widely-available format and on a consistent
pasis, even providing market share figures that can easily be ordered
and ranked. The numbers are obtained by surveying most U.S. and
Canadian Intemet providers and asking them from whom they pur-
chase Internet transit. By aggregating those responses, Boardwatch
is able to obtain a rough count of total upstream interconnections
and individual providers’ share of that total—esufting in backbone
market shares by percentage of downstream ISPs.

For those attempting to get a sense of the Internet’s bandwidth
geopalitics, there is often fittie eise to go on. But the numbers are
prone to reporting erors, and don't take into account the size of each
ISP interconnected, the capacity of the interconnection, or the
amount of traffic carried over that capadity.

An interesting altemative was proposed by Data Communications in
June 1999. They started with a fist of what Media Metrix thought
were the S00 most trafficked Web sites on the Intemet, based on the
responses retumed by the metering software installed on “tens of
thousands” of computers at home and at work. Using that list as a
mare manageable stand-in for the Intemnet at large, the magazine
then looked at routing tables to determine which ISPs probably rout-
ed the traffic bound for the SO0 sites, and tallied up the resuits as
percentages—providing a look at ISP-host provider interconnects,
rather than interprovider topologies. ‘

These types of measurement are rough ones at best. And, as usual.
they favor certain variables at the expense of athers. The indices are
skewed toward providers with many small downstream customers
rather than a few large ones, and again towarup'mvidefswho route
content hosts rather than other transit providers.

U.S. Backbone: Market Sharss by interconnect Topology
Boardwatch Datas Communicstions

ISP Rank Market Share |  Connections Rank Market Share
MC! WoartdCom 1 21.15% 1784 1 3%
Sprint 2 13.15% 1109 6 12%
Cable & Wireless 3 8.08% ; 681 2 13%
AT&T 4 6.08% 513 S 12%
Verio 5 5.29% 45 9 3%
GTE Internetwarking 6 497% 419 3 12%
PSINet 7 425% 358 1 2%
SAVVIS 8 383% kx| 1" 2%
Intermedia 9 351% 29 13 %
Qwest 10 336% po<l 8 4%
Sources: Boarawatch, December 1999 (www.taardwatch.com)

Data Commumcatons, June 1393 (www.data. convissues390607/topisps. homi)

Media Matrx { di =.com/M lagy/Convergence noni}
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International ISPs by Country

ISP

City Type URL
Argenting
IMPSAT Buenas Aswres R www.netsys.hn/Ded/
www.mpsat.com
Keytech LD Buenaos Aires N www ktid_net ar/kud/ENGLISH/soluc.huml
Telecom Argeruna (TA-FT-TH Buencs Asres N www.telecom.com.ar
Armmenia
Armente! Yerevyan N www.armentelL.com
www. 0.com/ et
ARMINCO Globat Telecommunication Yerewyan N menua.ac.net
Australia
AAPT (SatTel InteretDuect. Connect.comaw TNZ) Melbourne N mto.c tcom.aw/d & homd
www. 1.com.au/internethtm
CaW Optus Sydney R gnnaker.optus.neLaw/ o el
Paradox Digrat Beimant www.garsdox.netay
Teistra Sydney R www.dicectigpond.c v ctm
Bahrein
Bateico Internet Services (Inet) Manama N www.bateico.neyprotie tm
Belarus
Belpak Minsk N www.belpak. by
Unibel Minsk N www.unibel.by/eng/home.hitm
Belgium
Beigacom Skynet (Belcast. BeiBone) Brusseis www.skynet.helenpr '] (X))
Intonet {AUCS, eqip.net! Brussels R www ntonet-eurape.com/sennces _menethml
Belize
Belge Telecom {BehzeWed) Beimopan N www bitt.nevhisiory htmi
Bermuda
Logic C Hamitto N www 13gic. brm/products/prod &-1 shtmi
Bolivia ] ’ T
Enteinet La Paz N www.enteinet o - -
Bosnia — o
Unilink Project Sarajevo N ahnd.cca vu. AV-vusus/umibak htmi
Brazil o
ANSP-FAPESP (Acageruc Netwoark at Sia Paulo} Sio Paula A www.ansp.br/maga humi
Embratel Rio ge Janewra www.emoratel.netbrfingl gal
Rede Nacional de Pesquisa Ria de Janewa www.rng.br/backbone/bkb-maga i
Brunei Darussalam
Brunet 8runes Darussalam N www brunet briteiecom/b/serv ftm
Note on lISP Types
The “Type" column refers to the framewark outlined in the preceding pages (62-65). Briefty, t works like s
G Global ISPs have significant international connectivity and connect @ muttiple downstream customers ia at least twa global regions.
R Regional [ISPs have a significant internanonal presence and connect o muitiple downstream customers within theyr primary reqiomn. They may

Internet bandwidth between twa points gutside their country of serce.

N Naticnal IISPs specialize in providing backbane Internet access within their country of serice. They may n

A Academic and Research (ISPs were commissigned for research and educationat purposes.
third party. The Acceptable Use Policies {AUPs) which govern what kinds of traffic shauld be carried over ther networks vary, hawever.

nanetheless operate international Intemmet bandwidth between twa paints outside thewr prmary regian.

onetheless aperate internabonal

though operations may have bheen outsourced o 2

© TeleGeography, Inc. 2000
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use City Type URL

Bulgaria
Digrtal SystemsS {EUnet Buigana) Varna N www.digsys Dg/navoar/bottom22 himi
GOCIS (Glaoal One. BTS) Saha N www.gocis bg/en/docstemp. htmi
Cambodia
CamNet ___Phngm Penn L www.camnet com kh/1aooutus.htm
Canada ) ]
Belt Nexxia (Bel! Canada,_ﬁ!:i) e ioronto N W, comy UF- o T
CA*net (CANARIE} Onawa N www.canane.caseng/network slnemorks-emrm—. T T T
Telegiobe Montreal G wwwi.teleg kmap htm
TELUS {BCT.TELUS, BCTel Burnaby N wwwe telus cafcgi-Duyman.cgr?product=207&province= o
Chile
Americatel {Entel Chile} - Miam, FL R T wwt;mencartelnet.'servnc-fd-;:um; I
Sanuage R __weww emel:nu:.neuemel:urqﬁmncmmmmnm nm
Chiaa o T T T T
CERnet T 8ewng T A o me—eemeu r;e-xl’::;u;ucmmmnex_hun_mnao T T
ChinaNet (Cluna Teiecom) . e Bewng N www.chinanet.cn net i:— T T T
CSTnet (China Science & Tecnnalogy) Bepng A wwwecstnernetsn o T -
&:ldsﬂndqe IJiTonqL I Beyng N‘_‘ . www.gd.com.ca/English/iease/leasenne tm T _
alwhia e T T T
Amencatel Colombia Bogota N wew.amencatel netco/Mumiqunes.hm T
. E_m_ptesas de T:Isggnwacmef de Santa Fe ge Boqmzu EB) Boqcu_____ N  www etb.com co
Imeme TTek on (C Tele ) Y Bogota . ‘_1 - -_.;i:x_;.t'xe;om:om_cnlsemcmsvlpoluue‘asp T 0
Casta Rica T T e
) —CRne: {Rea N i de t— wan de Costa E‘I.__, San Jose & wwwornetcr 7‘ :k o
ICETEL {instruto Castarncense de Electncidad) ___ San Jose N v:;v; icetel.co cr o T -
Crostia T o - T
CARNet {Croauan Acagemic & Research Netwark) Zagreo A wew carmerhnetwarkbackbone eng hemt
HiNet (Croatan Tele:mb . -; Zagres T TN wwwnn;e;n:;e.np;‘vuﬁln;en-tés‘lu;lI;:»r—u-n;:_n_tmt T
Cyprus T 7—- S o - 0 T/ T/ T
 Cffanet(Cyprus Tetecommuncanons Autrory)  Ncosa N wwwoanetcomeymetmew T
SovderNet T e o _N'_‘"__‘Z N Www.sgIdernet nevcampany/atout/pratie. ntm: T
Czech Republic —T—‘— o L ST T T T - - -
" CrechTelecom Prague TN wwwsotcusmusoy duswess_enndextmt
Globe Internet S _ Prague 8 wwwgoveer .
_Videa On Line (VOL) 7 o T Prague N mvouc:k - T T T
Denmak N T o T e
~ GTSEBone) Copenhagen_ A wwweboneneustucruretbackoonenmm
Tele Da;m_ai (_—O:asaa_ahl _ o Ccuer;a;en—; t__ Ei: j immmem_le:a:: o -
G e , T
___ Egypt Informanan Highway Project o Caws N wwwascgavey I
internet Egypt (Bahgat Grougl o o Cara TN _ granyd w-eg comynmirgrahie ntm D _-—
Estona o T T T ) T T
EEnet o __: Tate N T wwweenet eeenahshEENeUweostr pmi T
" Urner T T T awe TN Cwesumnetee T T T
Finland h T o - T
Saunatant: Qyy — Helsinh - N —_;vw szunala;x:;e? B T T T/ —
Sanera Net T Heisinki N R mv;w,snnera h/ergnsty nnnei:nvuy_mu
France )
C&W 1STnet - - = Pans A MEE{MURMIID&Q::M_:EM T T
Cegerte! (Esptanace3000. net) Pans N wwew cegefel fr/corporate/grouse/t_reseau htm
Eutetsar Panis R weews euteisat com T
France Télecom {Transpac. Qpentransit. FCR, Gleane. Pans T G o ——u. vengtsn/Ql hteni
__(._:‘iobal One} - e _moenrg_ar_xsmneuoﬁre_frm
Rénater2 Pans A www renater tr/Prajets/Renates2(RIl_presemiaton-ucaid/sid004 htm
Germany
CAW ECRC GmbH Frankfurt N www ecrc.de/netzwerk/netrwerk _backbone wtmi
Deursche Telekom {T-Qnkne) Munstes [} www telekom.ge/dtag/ipll/cdaNevelds _a/0.3682,1437 00.htmy
Oeutsenes Farschungsnetz {DFN) Berhn a e gtn_ desweicome/waridwide. htmt
Giganet (IPf) Frankfur: ] wgaoell net'net's_netz_backbene fumi



ase City Type URL
Glonal Access Telecommumcanaons Frankfurz N www.ga-telecom neygrafivbackdane jpg
ISAR Negwerie Munich N www.schiiersee isar. b hem
ISION (IS Interner, IS-Bane, IS-Eurcpe) Hamurg N www.sign.net/kunde/backbone/
mediaWays (Ber Sy ) Gutersiat N www mediaways.neyprofiligrafil_netz himi -
Nacamar Daa Commumcation Oresech 3] www nacamar.net/vl/connectviy/index en thrmi
Profines Augsburg N www grofinerd gl kitec-2htm -
TalkLine Frankfurt N www.th. de/netzwerk/pop htm
Via Net.Warks (ExpressoWeb, U-Net) Duisberg A WWW.VId -net-works. co.uk/globainetwark ntm
Greece
FORTHnet Athens N www forthnet gr/en/ /index.mmi
Greenisnd
Tele Greenland Goatnab N www.tele.gl/uistele _greenlanastrameset. mmi
Guysna h
Guyana Onlune (Guyana T&T) Geargetawn N www.goLnet.gy _- -
Maiti -
Hinteitocus (Hamtocus) Petianwile N www hamstocus.com e
Kanet {Computec SA) Port-au-Prince N www kanet net/kanet hum
Honduras
HonduTel Tegucigaipa N www h {.hn/i /i netl t/servicios_telematicos tm
Nong Kang N
AUNET Hong Kong R www aunetnet
CAW HKT (NetPlus, HKT IMS, Netwigator} * Hang Kong R www cwhkt netnw | rtm _ -
HARNET {Hong Kang Academic Researcn Network) Hong Kong A www hku hk/fjuccharnet htmi
www cwhit com/ABOUT/press/pressrel38/980303 et
Hungary .
C3 {Centre tor Cutture & Commurucaton; Saras) Budapest a tech c3.hu/index(2 remt
MATAVnet T Budapest www. matav.net o
iceland T
1Snet [internet lcetane, INTIS) Reykjavik N—_ “«&«T.;menm.mm‘* T - R :
india S
Software !ecnnoloqv Parks Incha (STP1) Bangalore N i _vwwuatv.net T T T/ T
Videsh Sana Nigam L@ (VSNL) Mumba: N www vsni netinsenghsh/financervsni199/ngex htm
1Sp.vsninetin
indonesis T T - I
A3 (Asia interconnection Inn;x;e; ) Eangung 2 netmon nb.ac.ig o -
INDOSATnet T Jakarna N ;n.mansalnenc )
Sateindo T Jakarta N www.satehindo Co.d/palpa/glotrame.htm T
lran B
Data C avans C Y Tenran N WWw gC1.CO If
insttte tar Studies « Theorencal Phvsics & Mathematcs (IPM)  Tenran a T WWW G i T T
Irefand -
Eircam Net {Tetecam Eireanni Dudlin n wWww.eircom.¢ 1 ) vt
Israet - o _.._
ACTCOM T T - T Haita o N www. actcam cout T
www guide. co.Wmaps/d hitm ~ o
AquaNet o -—Yehuc T N - www aquanet co.d/enghsh htm! -
o e o i :quvnevcn.:limansflm_m__
Barak - - Aosh ha Ayin N www barak-onine neyHTMU/abouteng asp
www.iguide co.Wmaps/A.ntm
Intesnet Zahav (EuraCom) Aagsh ha Ayin N www zahiav.net
www.iguide.ca.i/mags/6 hem o
Israeh Acagermc Nenwark {ILAN) T Tet Aviv 2 www.tau.ac. lfissael-fag
wwwoquide co.Wmags/T.nm o
Netwision Hata N news netvision.net.d/netwark asp
www.guide. co./maps/2 lum
Trendiine (Kav-M. . Bezeg | ) Petah Tiqva N www.trendfine ca.l
www.guide co.i/maps/8 htm
aaly
Telecom ttaka (Seabone Milan G www.sea-bone net/sea2/connect itmt
lapan
A-Baone {A1a interner Holdings. AlH} Takya i www ain.com/neiwarkcav/netcoy num



ns? Cay Type URL
Al3 (Asia Interconnecuon iniuabves) o Toxyo a www 313 nerzrath; _ L
APAK (Asia-Pacific Advanceg Nenwvariung) T Takyo a WWw.apan. Rt eum logy ntmi _— T
Nmrl?ﬁﬂﬂ' Cnmmumcanag— - Takya R wwwmzneusnii-: ;/.sxra::ure.'mce- rrmi ) L
Caw 10C T Takyo R wewde o plengisnibusinessimerneuty_mat
CSK Network Services _ o7 Tokyc N wWwwe.csknetco ;wnemauv - T - j _
internet Intianve Japan (I} . o Tokyo - . N ~ Wy amwnemoru;a;ckygp_re hmt - - —__ o
Japan Tetecom - o Ek!q‘ _ N www.|aoan-telecnmcpAmIPRaecu:co—_;r;ml;l'uuauglun;m N
K00 Corp. Tokyo G wwiv.newed.ne. |p/quidesneTwer o
MIND (Mitsutistu Electnic Intormatian Network) Tokyo N WWW.MING. 30.p/k 1SV 3 __e!network nr:u - - - —:__
Soence informaton Network {SinetNACSIS/KEK / IMnet Tokyo LA www.sinet ad ip/images/sinet-)-ns.git T o
Jordan T T T o - —_ _
ﬁrsmer_ . ~ _Amman L N wWww trsinet €c jo T T T
_—INEE-);(.(_lniz_maﬂn_alaé Excgsi;;-eg' T o ;'\quman ) N —vtww.;u‘:‘x:um ocun'm;x nem o B _
—NE'I’S {Natonal Equgment & l’echmc_a_l Semceg) A;nﬁ:n— N www nzt; :nn: .;Pmme/mr;:prv ntroy ) R B _—_ _
Kazlkhsuu_ e _ _ . - ’ ST T e
_fmons 77T T T T TSt N edemwoseemnm T T
Keya = . — - . e . . o
Atnica Online _Nawabs L __wwwaincaonlne coke e o o
Nan'oth_eE__ o T ) Narob: ) N_ wWww.nOnet.co ie/—c—omovate hum o I
Telcom Kenya . T —Na-mb- N www.eafix.net/zz0048 htm T 7 S
fon Soun T T S T T T T
APAN-(Ai;a-Pacnﬁ: Agvancea NeMrh-ngi Seou! a noc.kr agan net T o 7:_ _;~ ; o
APl T Sesui - A wWwWw.dpu of -r/:unu:n:nm?;n;b:c 3:!;1 T . _— o
BoraNet (DACOM) i - Seaul R wvwtora nevengnetwornnemwark crem
HanaNet (Hanaro Tetecomi ;,_ _ Seoul ~ ~ wv;_w:n;;a_n;:’ T 77 T o
HanQ (Hansol) B T - o i géo:; 7 N B www;mx n!UanQ/evsl;t;m P o
KORNET (Korea Tele‘::n, PE:TK;I;J;(I ST T V‘SeoAuT T N .:wwnotnet;ezs:r;nq_n;uewumm j k A _—‘ i
NCA-KQSinet B - o Seaul ’ ;'i- B ’ www.kae;nre,;lmc,;m
_ N _ . el Wwespubnetnex I - -
NETSGO (SK Telecom) T Seou'l N www.netsgo.com — ___
PSlnet Korea (inet, NunNetl T Tseul TN T ewewnunceunewaringenome T T
Shintirg (Onse Telecom) _ B Seoui N msmncua:nmr@enqnsmn; o o L
ThruNet T C T Seow N wewwirunetco wengrecmoanwave iem B
AUnTTe;(S;:xs:A_ng) i '.;o:; o N wwwcnrt';u;x::e! co hr/anom&;unums_l n;x: T i_‘_ B
Kuwait T ST T T T S T T T T T
Gmtéﬁtlﬁuitiém;éx' a - S}?a? - N N" www;msa:cnrmsem:es r:.:m: B o - )
WWw.Ruwait neusenice himi
_— - — e vewwmoCkw oo - -
Tuz‘hm—— T Ketan N WWW quatynet ne: .
Laas T o T T o i _ o
LaaNet (GigbeNer. GloneC;u T Vle;l—b;l! N mwu;:ﬂ:n_ 7 ; 7 T 7_ _‘:_*_
Gve T T ) - ) ) T L
ﬂmﬂoluuelekotfll—; o T Riga - N—' A ‘—w;v;v.anullal\; T i B o 7;_ __‘_—:jﬁ___
CGme T T TAE N e tatmetWILATNE T EnghenWiyammvs o B
Lebancn a T T T T I
Sodete! {Sociéte ge qeveionnem;t des lerecoms) T Selr; T _ E{__ wi;tw:)der: r;[ lt;:an-vr;x-efain:cne; r;:m‘ - o . e
Madagascar T T T T T B ) - o
felecom Malagasy T Amananvo_M - DT— T n;v_vaelr_n;m;mr ) o
Malaysia o T T T o
Jarmg (MIMQS, SuserJARING) ’ T Kuala Lumgur - N mw.;atxn;éﬁ;r;m_-;/anm:_ ht"x - A_ e
T™net (J Terekom Malaysial T Kuala Lumgur N www tm ne:-rmlaacu:n—tm T
Fraves . —_— | TEmTTneimvia i _ -
Giobal Net Santa \Iener_a; T _ - n;wv:;cna—l;e:n—u" T o B
mataNET {Terranetcom) - T T -Ba_,z—an_‘ - ; m"_a;er:com ;rws—emcysef;:e rtrnl
Waidoner L Balzan N wwwe.wal com mm i
Mexico T
Avantet Mexicg City N _www gvantet net rmi/emaresa/quien htmt
Tetmex (Prodigy Mexica) Mexuca City N wwwe teimex net B _
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City Type URL
Mongolia
Tetecom Mongoli Ulaanbaatar 3 www micone.ney e e
Marocco
Alakhawayn Unwersity T \frane A www.alakh majis; ‘ _‘
Telecom Maroc (1AM, DNPI')— ’ T T Raoat N www.onut.nelmalmteme:nr;n-
Nepal o . _
Comp: d C auons Se:;es h—— Kathmandy [ - __ Wwwccstcomng —
Mercantie Commumcapans Kammand: - N wwwmu&cum;p - a —
WorldLink ) Kathmanau N www.whnk com.ng o
Netherlands ] -
——Eur—ofg lntune( T Tt e Amstercam A wwweumne&gllenglcnnnegt_w:ﬂ ~ i
vaulsys (Manne:manm B rng Hague R _ WWW.gUlsys cam N _ T T
KPNszsr(EUnetl ) - n'-'t;\s(emarr: 75 w—ww_h o _A_c;;nr:d;:g cau nAw‘ua-nm_as;.c:-:e:wtran;
o . - _ e wwwk c '.._-1__‘:_; __ixo.’cfy_cezuuus:ranons
New Skies Samis(ir o B - - - —-The Hague G L www, k c Y /s _htm )
SURFnet B B ;— T T Tne:m . _A____: m:udnun"emch;sxnln*ew—z_ ‘:: .
Thus (Oeman lm:mevn_ 7_ S T T ~Aa«:s-t;r;m N www deman.net o _ﬁf
Vers;e—l I - .\ms:eru_a; o —? www.versatel nllnetwnrknnn_ - h o
Wu’ehub_'_ t“Aj . - Amsterdam N —7_ “ rawrehub A ‘_:_ T T T Tt =
NMZQI'IM! T T T T T T e e T T -
CL-EATBQKE.“;) ------ T Auckiang T N - www clearnet.nz R - _
Netgate (TNZ. MPY Sa:l’el lmemelOuren Ea;ecr:nm aul Au&hn? - § o '_ﬁ nea;n*u-n.; ) - ) —_
The lmzme: Gmuo(lHUG) a 'Ec-am N Tw:nmuq,neﬁh‘a;;;nc;n—mT T B B
Narway T T T T e T T B
_ _Nextbone (Newwra, Tetenors ase W _wwwneatonenet - T T
T‘mnzcn : :_ T Qslo i‘l - ~wWw gowertech.ng B ; B ) A ;
Tage Nework U Nmegsl R vewwtade neubachbone humi - -
Oman T e - T -
_—GTO— T T T T T _iMascate T —N T nml qto-n;;‘m‘v;;w';:nm ntmi ST - T
Paks@e T~ T - T
-EMSATS lmeme: Serv-:c—e: - o Istamatad B N v;wvAu:;m:B.;eka o B T i R
~_CyteriNet . T T Karachs N W cvl;ernetnh - . ’ *
L PaNentPTCy T T T T T o e - wewe DtE DRtacTS htms ) - T
Satnet o Karacm N wwwe 53t net ok -
Philppmes T T T e T - - T
A BiVin‘T; T ) - o Fas:q Dw N mnav;ntél £om ph/gages; mamsngc htm B T
_ Gnet (Glone Telecmm ) o ) 7 Mannaluvung Cnv ) N B __www glae com. ohlgneuaerauxu:m _7 i T
INFOCOM Technalog .UIDT)-~ T T T Makati Crry -l; wwwie mnto. .com. nhlhome/s-teman hami R —v
MosCom(Mosasc_C-a_mmumcanou. Mo.ComTv_vm T Mamia i N - WWW MOZCOM COominewes/oress/sathnk fomi -
PhiComSat - P-nuga—v @-z-a[) TN w;wnmlcumsat—cum.;n/nﬁxeme:.'rtm: T
Paland T B ST T T T T T T
NASK—IN 3 Computenzat  Ac: .-, T ;V;r;aw T a w_vm;anmmn‘ntf_faﬁlziﬂllhzmm: T
—— - - _Ywwnask plenghstifirma enghtmt C—_
TP Internet (TPSA Telemmumkaca Pnlskal - -Vv;;a; . h 3 www.tonetol 7 i
Porwgal T T ) B T T s T
Marcom Internet Ouect (CPAM, Portugal Telecom) _ Lsbar G ewems mavcom suom o s o T T
(l‘lat S ST ST T T o N ) T
lqtz_rn;r Oagar {Q-Ten Tt T T ) li:n; T i uﬁ v;wwqaur;etéalat;:m—xsan_tw _7_ _-' - _ _j:__‘*
Ressa T T o — e - = T T T T
- cmﬂf T T e MOSCG\N— - N— ’ ‘_'WWA- s ;!_J ____ _ o - T
Demos B Moscow B n wwwdemossu o o B
Eivis Telekom ST T T Mascow D A‘T _ www(eleto;u/ewns telecnm/eng/e! comuanwet_c_un? ourmrm
_Ma:omNe: T T —M;—cn;_h *_N‘ - 7- mm:nmetcunﬂenlse[m_celg_aqg] -8 hmi : o
Peterlink T T peweseem waewe 19010 5b. 51800 news/10MS hamt
Radio MSU N Mascowr A www radio-msu.net/at_mag hum R
Relcam BN Mascow N mrelcomeunw&gﬁsn@hant‘elﬂ .
Rostelecom Mascow N

www.rtru/eng/finetfinet-Ihtmi



use

Cay Type URL
RUNnet St Petersburg A www runnetru/mag _hom
Teleport PT {Portall Mascow N www.goratru
Singagoare
Pacdic Intemet Swngapare R corparate.pacrfic.net sg/mmagp!.hemi
SingAREN Singapore A www.singaren.netsg/htmi/body_about_singaren.ntmi
(Sing Adh d R cn and Egucaton Network}
SingNet (SingTel. STIX, ConnectPlus} Singapore R www._stix net/netwark htm!
www stix.netservicesé haml
Slavenia
Sk ia Online (Terekom Sk ) Lubliana N www.siolsi
South Africs
intemet Solutions Johannesburg N www.is.co.za/sol Jace logy.hunl
SAIX (Telkam Soutn Ainca) Pretona N www.saix net/business/network homl
Satellite Data Networks (Logistic} Jonannesburg N www.sdn.co.za/networkfrmhtmi
Spein
RedIRIS Madnd A www.redins.es/red/index.es.huni
Telefonica Madna G WWW a-data. spMtmifserncios/t fanulias.tm
Sri Lanks
Lanka imernet Cotomba N www.lanka.net/internetmamn.hemi
Sni Lanka Telecom (SLT) Colombo N www.si. lk/network tmi
Sweden
NORDUnet Stockhoim | www.nardu.net/connectivity/
TefiaNet Stockholm R www telia.net/service=te =sys) rk_map_flash
Switeriend
CERN Geneva A cs.cem.ch/public/suatus status. imi
cs.cern.ch/public/sennces/cap/cxp_presentation/index. ttm
Energrs Carner Services {Energis-ECS, Planet Online) Zunch R www.ecs-ig.net/
Energrs Carner Services {Energis-ECS. Planet Oniine) Zunch R Www.energis.convgroupirame. itm
1P-Plus {Swisscom) _ Berne R www.ip-plus.netbackb pe.htm
SWITCH {Swiss Academic & Research Network) Zunch A eww. h.cnl 1. i
Taiwan _ _
ERANet ) Taper N www.granet.nethm/explam.nun
GCNet i Taipey N www.gcnnettw
HiNet (Chunghwal i Taiger R worveineLnevenghsh/network/main-Zhtm
www.iwmc net/english/repons/twan/sid0da htm
ISNet {infaServe! Tawpes N weww.int com.tw/manl.htmi
SEEDNet (Digstal Unrted) Tawes N WW.TWC. ghstirep: /31004 .htm
colacaton.seed.netiw
TANet (Tawan Academic Netwark) Tape: A www.tanerZnet.iw/doc_sub.tm
Theilend
Commumcations Authorrty of Thasanc (CAT) (THIX] Bangxok N www catnettfiynew/Services/services.tmi
Loxiey informauvan Services (CAT) B8angkok N gt.lomnto co.theg- shink/linkcheck/
Siam Global Access Bangkok N www.sgs.net.th
Woaorid Net & Services Bangkok N www.wnetco.th
Tunisia
Agence tumsienne d'lmernet (ATI) Tums N www.at i ftm
Turkey
ERE Group Ankara N WWW.Ere.com. hemd
Satko Unicast istanbul N wwwe.satko.com.trfimernet.iun
TTnet (Turnet, Turxsat, Turk Telecoml tstandul N www.telekam.gav. gfi genelhtmi
Tuvaka (Turkish Universives & R ch N ek} Ankara A www telstra net/gihié/turkey/sid014.hun
Turkmenistan
Turkmentelecom Ashkhatad N www telecam.tm
United Kingdem
BT pic (BTner, BT Whoiesale) St Albans 1 wwwe btnet/network htm
www_btwholesale.com/m_solutons_6.htm
CAW INS (Internet Netwark Services) Coventry R www insnetnet/netwark/inmiworld asp
Cabie internet Surrey N www.cableinet.co.uk
Carnert London R wwwe.camerl net/casner]-networkiopalogy.sitmi
COLT internet tangon R www.colt netfukiservicesAintemet/man2 hem



nse Cay Type URL
_ Concentnic Network {GX Menvorx, Xarzi tonggr ] www. gxn.neymain_pogworid.html
Concent Communicanons (AT&T-BT_JVI B Lendan G www.cancert comyconcennet/ibs.asp
DANTE (TEN-155) o Camanage A www dante_netten- 155 hml
__Easlliel (Tﬂ:hnggoml___ o _ Londan N o anaut.easynet.neycorp t rk_dsagram.himt
_ Glo_bal_C:m:;q ._““ I o __ tondon G www.global g. f k.25p
_leus hAxisCarel) e Longon R www ians.conypages/3-core.him
Netkonect Commumicanons o __Lonacon N hapsy, L t Tk e tirames mm
Nilaram _ Buckmghamsmre N www.niidram.co.uk/netwark/
NTL (CableOnline) e Gwent N wwwe.ntl.com/tel / ‘ fLasp
l’hus_ (Ee_gm_gl_mimetl o . B Lonagon N __ wwwdemonnet : i
VAS-NET {i-Nap} e Lendon N www.vas-nennedconfenéﬂlnless_r;le;;e.mm!
Unued Smes ) o _ o o
AmveNet (MFN PAIX) o San Jase, CA C mabme.neﬂnen;o;unemn;;mt ’
_ o o L . sta_xsacabove.nemrafﬁcl I,
AGIS T ~ Dearvorn. M1 N www.agis net/AGISneymaps.htm
TTATET (WorldNer, Busmess, CERFner Orsc. BMGNI St Lows. MO 6 wewatnepineUindexehumt
O e o _ e www.ipserices.att. com/backbones o
_l;IC Telepons . o r__"F:mtu VA i _G www. s.c Ui htm
Ca_i:l_ei& Wireiess (_@_c_n_ _: - “ o N -Ea_rvi o G_ viwwmnc.cw.neum_comcxs.hnnl ___
Cignal Global L Cambrage. MA G | B www.cignal.com/cignat/ ‘.: i g.mm
o _D_nrectNet ) i 7_7 _ . Newpon Beach.CA R " www.directnetc & htmi _
ESn;t_ lE-ne‘rqy Sciences Netwmt) ) _ L Berheley, CA a B www.es.net/hyp pef tagy.hemt ’ ) )
__Exodu: COMumcanons(Glonal Gnune) __ Santa Clara, CR G _ wwwe Ji or ork_map.html L
GE ;t;l;n:nm (IPConnect) \l.emon Valley. NJ G B www.g car ¢ m.u';: _sepe humd
www.g om.c lire/gsa.htmt
" Genuny (GTE:. BBNglanet) S " Camongge.MA G wwwgenuay com praesmemhg
; Gl-t;h ~ B 7 f New Yorx, L .(17_“ - wwwglobmne—u_r:wkmml - :
IEG _SaxelluigA ) T ) _ M-alnTFvL i ~ B www.icgeomm. cumlproducmeie:on'uprodservluoded-ca!!ulcehul‘-lsa
Intetsat (@ntetsat, 1as) B Wasmngton, oc G e Yy ftags.him
!miru_;_cket E{lm_Mnmca CA G o A_vmwmm'nsacum_et}k comna_nvlnemrxhum
levet3 . o Bcoomfield. co ‘3 } i . nmwleveﬁcnmhutomgnul 1233.en_ HKlnemvilnemnmanm hemi
oral Cyserstar B B Rocwwle.MD G 209,739 66 TWproducts/ourNetwark 50 -
MCI WoridCom (UUner. Anernet ANS) kamax vA E wggnzt]nemrumw - o
Onvx Nelvguv_g(_?ac'miaxewav Excnange? Buringame. . Lw_w_nnﬁnéunemmm_au}m_m o o
PanAmSat iSnamvtes Sac:bone. SoatCast Ne:li!ﬁ'r G‘rzemﬁn. T G Www.Danamsat. :un-t:ervlbacknmr-n
B e o WWw pganamsat. .anvsetvlmlernetmm 3 B ) o
:iS_IN:x. 7 - _ o Hernden, VA G. www. psi.net/network/connectivitymaps. nnnl L
R Qwest ___ o T -—- Denver, CO N Www.Qwest. oy d! Wingex.htmi o
Spnntlink {1CP nest o T B Kansas City, MO G www.spnntnet
www ncne.ntane neunmsmrkﬂqwﬂkslﬂomoerg;mnm-al'
Uhﬂm:_ - - T T T o - T
UARnet o h T B "X 77 wwwuarneyconnectons —_ T
United Arab Emicates - T o - T/ T
memes lmer;e—rTE—“T-Exmlat) 7 o - _f:;_u;d;lgb: - 7_!1—’_ —‘—vfwwemu_ne'taei':eﬂm‘h ;:; _.,__ —j -‘: - ~ _—__“_.___
Uruquay — . . _ I _ I I
ADINET {Antel Uruguay) B Mantewideg N wwwagmetcomuy I
Venerueia o - - 7 o T - ’ o
. —R_E“_CCIUN ) o T T T T _ua;a:'a:— o a - _—m reaccwun UE/N;KI;;EH{T“‘ T - -
Yugosiana T o _7; o - B T o
) Teieﬂqua o A—--_—A T o §e'qraae _-_E:—__T. ,u_vm_!z-lekumm - - _7 _‘“ o
yubc.net - T 0 - 7 Setgrage T N i Tww.vunc net ) - o
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U.S. Newspapers

U.S. Magazines

Figure -1
U.S. Newspaper Advertising Revenue, 1935-95*
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Source: McCann-Erickson.
* Data not adjusted for snflation.

Figure -2
U.S. Sunday Newspaper Circulation
Vs. Advertising Revenue, 1946-95*
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Source: McCann-Erickson, Newspaper Associaton of America
* Data not adjusted for inflation.

Figure 1-3
U.S. Newspaper Advertising Revenue
Per Sunday Newspaper Circulated, 1946-95*
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Source: McCann-Erickson, Newspaper Association of America.
* Data not adjusted for inflation.

Figure 14
U.S. Magazine Advertising Revenue, 1935-95*
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Source: McCann-Erickson.
* Dazta not adjusted for inflation.



U.S. Radio

U.S. Broadcast Television

Figure 1-§
U.S. Radio Advertising Revenue, 1935-95*
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Source: McCann-Erickson.
* Data not adjusted for inflation.

Figure 1-8
U.S. Broadcast Television Advertising Revenue,
1949-95*

Source: McCann-Erickson.
* Data not adjusted for inflation.

Figure 16
U.S. Radio Households (1921-95)
Vs. Advertising Revenue (1935-95)*

Source: McCann-Erickson.
* Data not adjusted for inflation.

Figure 1-9
U.S. Broadcast Television Households
Vs. Advertising Revenue, 1950-95*
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Source: McCann-Erickson, TV Dimensions *96.
* Data not adjusted for inflation.

Figure 1-7
U.S. Radio Advertising Revenue
Per Household, 1935-95*
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Source: McCann-Erickson, TV Dimensions '96.
* Data not adjusted for inflation.

Figure 1-10
U.S. Broadcast Television Advertising Revenue
Per Household, 1950-95*
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Source: McCann-Erickson. TV Dimensians "96.
* Data not adjusted for inflation.



U.S. Cable Television .

Figure 1-11
U.S. Cable Television Advertising Revenue,
1980-95*
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Source: Paul Kagan Associates.
¢ Data not adjusted for inflation.
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Figure 1-12
U.S. Cable Television Households
Vs. Advertising Revenue, 1985-95*
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Source: Paul Kagan Associates.
* Data not adjusted for inflation.

Figure t-13
U.S. Cable Advertising Revenue
Per Subscribing Household, 1980-95*
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Source: Paul Kagan Associates.
* Data not adjusted for nflanon.

Each Medium has Pros and Cons for Advertisers

Advertisers define objectives for their campaigns and the
overlay the particular strengths and weaknesses of each
medium in deciding which, and how much of each, me-
dium to buy (Figure 1-14). Television. for example, offe
strong image advertising (through its ability to deliver lit
like audio and video) and brand awareness (through its
extensive reach). However, other media are more effectis
in educating and disseminating information about a new
product (such as print) or generating direct user response
tdirect maii). Thus, when introducing a major product, 2
advertiser might choose TV to build awareness and a sen
of newspaper ads to provide additional product informati
details on where and how to purchase the product, any
promotions or discounts, and the like. Other media can t
used to supplement and reinforce these messages, such as
outdoor billboard ads or radio.

To accomplish the particular objectives of each campaigr
advertisers must consider the appropriate level of reach (:
percentage of an audience exposed to at least one ad im-
pression over a give period of time) and frequency (how
often each person or home is exposed to a message). Figr
1-15 charts the effectiveness of traditional media in deliv:
ing each. Due to limited Internet penetration (relative to
TV, radio, and so forth} and the large and growing numb
of online “channels,” Intermet advertising cannot yet pro-
vide the reach of these other media. [t can. however. de-
liver a high degree of frequency, especially on sites with
repeat/habitual users.

Figure {-14
Advertising Objectives of Various Media

1} AWARENESS
tcreate awareness)

2) EDUCATION
i trough mf

Outdoor

\/\Tdcvision

3) IMAGE
(mamnn brand)

Source: Steve Goldberg. Microsoft Advertising Business Unit.



Table 1-1

Selected Advertiser Pros and Cons for the Major Media and the Internet

RIWer e raba g

230425: Cons f fog.C G herd

hours a day, 365 days a year, and costs are the same
regardless of audience location.

e Accessed primarily because of interest in the content,
so market segmentation opportunity is large.

« Opportunity to create one-to-one direct marketing
relationship with consumer.

e Multimedia will increasingly make creative more
attractive and compelling.
o Distribution costs are low (just technology costs). so

the millions of consumers reached cost the same as
one.

e Advertising and content can be updated. supple-
mented, or changed at any time, and are therefore al-
ways up-to-date. Response (click-through rate) and
results (page views) of advertising are immediately
measurable.

e Ease of logical navigation — you click when and

where you want. and spend as much time as desired
there.

: - oy oy ST !
TV ] Intmswc unpact high awareness getter. e Ratings fmgmcnnng. rising costs, “clutter.”

e Ability to demonstrate product and feature “slice of e Heavy “downscale”™ audience skew.
life™ situations. ¢ Time is sold in multi-program packages. Networks

e Very “merchandisable” with media buyers. often require major up-front commitments. Both limit

the advertiser's flexibility.
Radio e Highly selective by station format. o Audience surveys are limited in scope, do not provide

o Allows advertisers to employ time-of-day or time-of- socio-economic demographics.
week to exploit timing factors. e Difficult to buy with so many stations to consider.

e Copy can rely on the listener’s mood or imagtnation. e Copy testing is difficult, few statistical guidelines.

Magazines | e Offer unique opportunitics to segment markets, de- o Reader controls ad exposure, can ignore campaign.

mographically and psychographically. especially for new products.

e Ads can be studied. reviewed at leisure. High impact | e Difficult to exploit “liming”™ aspects.
can be attained with good graphics and literate, in-
formative copy.

Newspapers | » High single-day reach opportunity to exploit immedi- | ¢ Lack of demographic selectivity. despite increased

acy, especially on key shopping days. zoning — many markets have only one paper.

e Reader often shops for specific information when o High cost for large-size units.
ready to buy. e Presumes lack of creative opportunities for “emotional™

e Portable format. selling campaigns.

¢ Low-quality reproduction, lack of color.
Internet o Internet advertisements are accessed on demand 24 .

No clear standard or language of measurement.
Immature measurement tools and metrics.

Although the variety of ad content format and style that
the [nternet allows can be considered a positive in some

respects. it also makes apples-to-apples comparisons
difficult for media buyers.

Difficult to measure size of market, therefore difficult to
esumate rating, share, or reach and frequency.

Audience is still small.

Source: TV Dimensions ‘96, Morgan Stanley Technology Research.




Figure 2-2

Estimated Web Users vs. Advertising Revenue Using Various Steady-State Assumptions, 1995-2000E

$9.000
$8.000 $7.850
S Ad Revenue @ $9/User
2
$7.000 S Ad Revenue @ $25/User
S Ad Revenue @ $SS0/User

$6.000 —e— Web/Internet Users

$5.000

$4.000

$3.000

$2,000

Internes Advertising Revenue ($ Millions)

$1.000

50

1995 1996E 1997€

Source: Morgan Stanley Technology Research.
* 1995 contains actual revenue. as reported by Jupiter Communications.
E = Morgan Stanley Research Estimate

Tabie 2-3

$1.413

180

I 160

o -
o (=]
Internet/Weh Users (Millions)

2
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o

Estimated Web Users vs. Advertising Revenue, Using Various Steady-State Assumptions, 1995-2000E

(3 Million) 199§ 1996E 1997E 1998E 1999E X
Estimated Woridwide Web Users (MM) 9 28 36 82 133
Annual Advertising Spending per
User Assumption (S)
$50 - $1.300 $2.300 $4.100 $6.700 bY,
25 - 700 1.150 2.050 3.350 :
9 55 252 113 738 1.206 |

Source: Morgan Stanley Technology Research. Note: Steady-state assumptions are used for directional purposes oniy

well accepted. spending will likely rise steadily over nme.
* 1995 contains actual revenue. as reported by Jupiter Commuricanons.
E = Morgan Stanley Research Estimate.

— it s likelv that of Web adverist



Figure 33
Forrester’s View of Percentage of the Traditional Advertising Revenue to be Lost to Internet Advertising
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Table 3-17
Forrester’s View of Percentage of the Traditional Advertising Revenue to be Lost to Internet Advertising

1996 1997E 1998E 1999E 2000E 2001E
Newspapers - - 1.5% 3.7% 70% 10.5%
TV - - - - 0.1 0.3
Radio - - - - 0.4 038
Yellow Pages - - 04 1.3 34 5.1
Total Media® - ~ 0.9 2.2 15 6.8

Source: Forrester Research  ~ Includes other media not exphcitiy listed. E = Esnmate



Fhapter 12: A Time Line of Internet Advertising 1993-96*

)
pummary

P On the second aaniversary of the first Web advertisement on HotWired (Halloween 1994), Advertising Age printed a ime

ine of the history of Intemet Advertising. It is reproduced he

'bnglmarketing events.

re, with permission, along with some early Internet advertis-

' All data from Octaber 1993 forward is reprinted with permission from the October 21. 1996, issue of Advernsing Age. Copyright, Crain Communicanions

rc. 1996.

.\Iovember 1993
GNN introduces advertising to the Internet at its launch.
Some carly advertisers included: Lonely Planet, Moun-
tain Travel Sobek, The Company Corporation, Lens

D Crafters, and Nordic Track.

keptember 1994

'. GNN introduced GNN Direct, offering the sale of mer-
D chandise via the Intemet. Initial merchants included
) Nolo Press, Thanksgiving Coffec, American Youth

' Hostels, and O'Reilly Books.

'October 1994

'0 HotWired site launches with ads from AT&T. Sprint.
) MCI. Volvo and others.

) Mecklermedia launches, then pulls, MecklerWeb

service.

'o Time Warner opens Pathfinder service with test ads
from AT&T; Ziff Davis launches ZD Net on the Web.

b Hotel chains Hampton Inn, Embassy Suites and Hyatut
' Hotels Corp. open on the Web.

) November 1994

D+ Only 3 million U.S. households have access to the In-
) ternet, Find/SVP reports.

P The NCSA Mosaic What's New Page on the Net says
' it’s seeking sponsors.

D+ CMP Publications launches TechWeb with ads from
AT&T, MCI and Tandem Computers.

e Mosaic Communications Corp. changes its name to
Netscape Communications Corp.

January 1995

¢ Prodigy becomes the first online service to offer Intermet
access to its subscribers.

e Five advertisers — MCI, Sawum, Timex. Jim Beam and
AirWalk — join Vibe Online in deals ranging in price
from $40,000 for 6 months.

February 1995

e Procter & Gamble names Grey Interactive its interac-
tive agency of record.

e CBS launches its Web site.

e ESPN Starts pitching advertisers on $1 million charter
sponsorship of its upcoming Web site and other online
properties.

March 1995
e Yahoo!, a Web directory created by two Stanford grad

students, goes commercial.

e Ragu becomes one of the first package-good marketers
to open a Web site

e AT&T picks Modem Media to be its interactive agency
of record.

April 1995

e Time Warner’s Pathfinder signs first advertisers,
AT&T and Saturn. Ads cost $30,000 per quarter. zD
Net also starts taking ads.




« Internet Profiles Corp. and NetCount launch compet-
ing Web tracking services.

e ESPN launches ESPNET SportsZone via Starwave
Corp.

e Interactive Traffic opens to help marketers with online
media planning.

[nteractive Imaginations launches Riddler, a gaming
site that incorporates marketer sites as clues.

May 1995

e Conde Nast forms CondeNet new-media unit.

e Sun introduces Java programming language.

July 1995

e Forrester Research reports that online ad spending
will total $37 million for the year.

e [nfoSeck and Netscape shift to a CPM model to sell

Web Ads. HotWired. Pathfinder. and ZD Net resist the
change.

o Agency Poppe Tyson starts selling ad space for
Netscape. Playboy. and others.

August 1995

e Microsoft launches MSN online service.

e Kraft and P&G register a combined 184 domain names

on the Net. ranging from hotdogconstructionco.com to
luvs.com.

September 1995

e CNN launches a Web site: Hachette opens Web ver-
sions of Elle and Car and Drtver.

e ESPNET SportsZone, one of the Web's most expensive
sites at $100.000 per quarter, signs eight advertisers (o
contracts totaling more than $1 million.

October 1995

e Audit Bureau of Circulations starts testing audits of
Web sites.

« Conde Net nabs eight charter advertisers for Epicuriou:
and Conde Nast Traveler Web sites, including AT&T.
American Airlines, and Westin.

e Intel unveils Intercast technology to deliver Web con-
tent and TV programming simultaneously.

e Poppe Tyson spins off its Web ad sales unit as Dou-
bleClick.

e Some 24 million adults in the U.S. and Canada have
access to the Intermet. according to a report from Com-
merceNet and Nielsen Media Research.

January 1996
o Microsoft pays $200,000 to sponsor the Super Bowl
Web site.

e The New York Times launches on the Web with ads
from $120,0000-per-year “partners” Toyota and Chet
cal Bank.

e NetGravity introduces the AdServer ad management
system for web sites.

February 1996

e Focalink Communications introduces SmartBanner
media planning services.

e PointCast launches an offline news and informatior
network featunng animated ads.

March 1996

e Sony Corp. of America says it’s seeking parnners fo
upcoming Sony Station Web site. Price: $500.000
million.

April 1996

e Juno Online Services [aunches a free. ad-supportec
mail service. Freemark Communications follows
a similar product.

May 1996

e Content developer iVillage nets $800.000 in ad cc
mitments on an ad model that intermingles editor
with marketing.



!
)
e FocalLink Communications introduces Market Match
Web media planning tool.
Hune 1996
)’ Microsoft zine Slate debuts on the Web.
)e HotWired taps Levi's Dockers for one-year sponsorship
) of the Dream Jobs channel.
’.luly 1996
). AT&T breaks its “intermercial™ ad campaign featunng

) animated banners.

. Intelliquest reports that 35 million U.S. residents 16 and
) over accessed the Internet or online services in the past
) three months.

DAugust 1996
'o Poppe Tyson. boosted by [nternet work, files tor an IPO.

e Major sites agree 1o provide free content to users of Mi-
crosoft’s Web browser.

o @Home Corp. starts (o pitch marketers on the @Home
high-speed online network.

September 1996

e GM doubles its Web site content to more than 38.000
pages. making it one of the largest marketer sites.

o BackWeb Technologies introduces a private online
broadcast system, with GM as one of the first users.

October 1996
e CASIE issues proposed Web ad banner guidelines.



“able 13-3
'0 Largest Advertising Organizations in the World

'995 Revenue

tank Company Headquarters (SMM)

! WPP Group London $3.130
! Omnicom Group New York 2577
b Interpublic Group of Companies New York 2337
U Dentsu Tokyo 1,999
1 Cordiant London 1378
6 Young & Rubicam New York 1.198
] Hakuhodo Tokyo 959
3 Havas Advertising Levallois-Perret. France 909
b Grey Advertising New York 897
10 Leo Burnett Co. Chicago 804
hi True North Communications Chicago 759
12 D'Arcy Masius Benton & Bowles New York 646
h3  Publicis Communication Paris 606

14 Bozell, Jacobs, Kenyon & Eckhardt New York 405

hs  BDDPGroup Paris 719

16 Asatsu [nc. Tokyo 254
'I 7 Tokyu Agency Tokyo 239
18 Daiko Advertising Tokyo 211

’l 9 Dai-Ichi Kikaku Co. Tokyo 168

20 Dentsu. Young & Rubicam Parmerships Tokyo/Singapore 161

Source: Advertising Age: January 22, 1996.
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Table 154

Top 50 Megabrands in U.S. by 1995 Ad Spending

:

Brand. Product, or Service

Company Total (5000-
t AT&T telephone services AT&T Corp. $673.38
2 Ford cars & trucks Ford Motor Co. 564.86
3 Sears stores Sears. Roebuck & Co 530.02
4 McDonald’s restaurants McDonalds Corp. 490.55
S Kellogg breakfast foods Kellogg Co. 488.2¢
6 Chevrolet cars & trucks General Motors Corp. 177.60
7 Dodge cars & trucks Chrysler Corp. 31353
3 Toyota cars & trucks Toyota Motor Co. 333,07
9 MCI telephone services MC1 Commusucations Corp. 3209
10 Wamer Bros. movies Time Wamer 193 0
I Circuit City electronic stores Circut City Stores 291 .53
2 Columbia enterainment Sony Corp. 289,06
13 Nissan cars & trucks Nissan Motor Co. J81.9¢
14 Honda cars & trucks Honda Motor Co. 278.8:
1S Disney entertainment Walt Disney Co 269 .3¢
16 1.C. Penney stores 1.C. Penney Co. 268.7-
17 {BM computers IBM Corp. 25791
I8 General Mills cereals General Mills 2530
19 Burger King restaurants Grand Metropolitan 2519
20 Mazda cars & trucks Mazda Motor Corp. 2312
2t Chrysler cars & trucks Chrysler Corp. 230.1
22 Paramount entertainment Viacom 2213
23 Tylenol remedies Johnson & Johnson 2135
23 Sprint telephone services. Spant Corp. 2129
25 American Express financial services. Amencan Express Co 207.3
26 Universal Studios movies Seagram Co. 206.8
27 Budweiser beers Anheuser-Busch Cos. 2010
28 Buick cars General Motors Corp 1935
29 Kraft foods Phiilip Morris Cos. 192.1
30 Post cereals Phillip Moms Cos. 173.¢
3 Buena Vista movies Walt Disney Co. 1724
32 Taco Bell restaurants PepsiCo 1724
33 Satum cars General Motors Corp 169.}
32 Kmart stores Kmart Corp 167
35 Pizza Hut restaurants PepsiCo 16
36 Miller beers Phiihp Moms Cos 161..
37 Wendy's restaurants Wendys [nternational 161.
38 Visa credit cards Visa Intemational I54.
39 KFC restaurants PepsiCo 149,
40 Mercury cars & trucks Ford Motor Co. 129
41 Microsoft software Microsaft Corp. 147.
42 Macy's stores Federated Depanment Stores 132
43 Nike footwear & apparel Nike inc. 142,
42 Wal-Mart stores Wal-Mart Stores 111,
a5 Jeep vehicles Chrysler Corp. 13,
46 L'Oreal cosmetics L'Orenl 137,
a7 20th Century Fox movies News Corp. 137
48 Cadillac cars General Motors Corp 135
49 Pontiac cars & trucks General Motors Corp. 133
50 Mitsubishi cars & trucks Mutsubishi Motor Corp. 130

Note: Sources for ad spend:ng wnclude consumer magaz:nes. (ocai an’ national papers. outdvor. network_ spot. svadicated. and cable TV . and nanonal
spot and nerwork radio.

Source- Adverusing Age. Max ¢. 1996



Chapter 14: Rate Card Data

& We have collected rate-card data from several sites to show how different publishers g0 about packaging and pricing
their product.

CNET (www.cnet.com)

The computer network on-air and online interactive showcase for computers. multimedia. and di gital technologies
CNET online serves 12MM pages of original content cach month

830,000+ members

Avmgegupu\scmaaosaﬂadvctﬁshgbanmmgew&n 3% and 4%.

Well-developed and executed bannet campaigns have gencrated response rates of over 25%
Allmsarcgmsmdmbsedma duae-mnﬂtmisﬁmumconu—ad

Premium ad rates include, but are not limited to the following technologies: Java. Shockwave. server-push, Real Audio
Premium ad rates for SHAREWARE.COM. DOWNLOAD.COM. and NEWS.COM are calculated using a 15% markup

CNET oali Premium Program for CNET ouline
$15,000/month 200K impressions $17.250/mouth per 200K impressions
$28.500/month per 400K impressions $32.775/month per 400K impressions
$38.475/month per 600Kimpressions $44 246/month 600K impressions
$57.873fmonth per {MM impressions $56.045/month per 800K impressions
$66.554month per MM impressioas
SHAREWARE.COMIDOWNLOAD.COM NEWS.COM
$15.000/month per SO0K impressions $15.000/month pet 150K impressions
$28.500fmonth per IMM impressions $28.500/month pet 300K impressions
$38.475/month per 1.5 MM impressions $38.47S/moath per 450K impressions

ESPNET SportsZone (espnet.sportszone.com)

-

A full sponsorship package on ESPNET has three components:

1) A sponsorship rotation across 3 minimum of 1.000 non-franchisc pages

2) A targeted sport rotation Spousorship (Rates) of Oune Sport Rotation:
S)AlisdngmmeSponsorh\dcx OeronduSlSerrlMMgumnwedimpmions
Three Months: $72K per IMM guaranteed impressions caxch month
T
1 10MM qualified pages views/week
19MM HTML pages/week Fuil Spoasorship General Rotation:
An average of 2.5 MM visits/week One Month: $15K per 500K impressions
An average of 11.75 MM visits/month Three Months: $43K per 500K impressions cach month

GeoCities (www.geocities.com)

A builder and operator for themed. virtual commumnifies on the Web where :ndividuals. businesses. and advertisers interact

Average CPM §30 Rates: Cost per moath:
Platinum $15.000/moanth per 500K impressions
Traffic: Gold $10.500/month per 350K impressions
15 MM+ visits perimonth Silver $8.750/month per 250K impressioas
70 MM page viewsfmonth Targeted $3 500/month per 100K impressions
Custom activines and events STMM plus

Happy Puppy (happypupp

Traffic: Open CPM naic s $30 Customized advertsing pmgﬂmsa:eoﬁued
1.7 MM visits/month Inventory sold from 100K to 1.SMM per month.
An average of 70K visits/day in increments of 100K impressions



fotWired (www.hotwirad.com)

inline cyberstation whose editorial content is developed entirely for this medium

00K + registered subscribers

8% of readers request informatdion from advertisers

4% bookmark advertiser’s home page

HotWired guarantees 100K page views

with a combination of banners in top

level and content level areas.

nternational Data Group (IDG) (www.idg.com)

Rates:
$15.000/month per 100K impressions

nformation specified is for PC World Online

sites include:
“omputerworld. Infoworld,
Wacworld. PC World. NetworkWorld

Fraffic:
MM page views/mnonth

Lycos (www.lycos.com)

CPM Range $40-70

Volume Sponsor Blocks:
$18.240/Quaner for MM impressions
$14.535/Quarter for 1.SMM impressions
$10.260/Quarter for IMM impressions
$5.700/Quarter for < SOOK impressions

Gross Rates:

$58.800/Quarter for IMM impressions
$43.890/Quarter for 750K impressions
$30.590/Quarter for SOOK impressions
$15,960/Quarter for 250K impressions
$6,650/Quarter for < 100K impressions

Navigational tool and searck engine

Teaffic: Home Page Spoasored Button: CPM Range $20-30

SMM page views/day $128K/month per 14MM impressions
Targeted Domain: $32-40 CPM

Rates:

$6K/month for 200K impressions Target Country or Company:

$12K/month for 500K impressions $8K/month for 200K impressions

$20K/month for | MM impressions $18K/month for SO0K impressions

$1.750 for Quick-stant 60K impressions $32K/month for | MM impression

Nando Times (www.4dnando.net)

News & Observer of Raleigh. N.C.

Traffic: Rates:

Approximately TMM hits/week General (Run of Server) $26-29 CPM
Nando Times (ROS) $30-33 CPM
Sports Server (ROS) $27-34 CPM
Enterainment (Special Secuon) $3442CPM
Travel (Special Section) $36-15 CPM
Business (Section) $34-42CPM

Netscape (www.netscape.com)

Millions of Internet users begin each session on Netscape's home page

CPM Range $17-25

“Total Coverage:
$46.000/month per 2.2SMM impressions for
all pages in Platinum. Gold, or Silver

Fixed Pages $12.750/month

Platinum: $20.400/month for [MM impressions

Gold: $17.000/month for 750K impressions

Silver: $12.750/moath for 500K impressious

Banner Ads on Destinations: $8.500/month for SO0K imgressions

Pages included with each program

Platinum
Net Search

Windows Helper. Applications

Gald

Net Search
What's New?
About the Intermnet
Table of Contents

Yellow Pages

Silver

Net Search, What's Cool?
Helper. Applicadons
Destinations

Home Page, People

Banner Ads on Destinations
Hardware/Software

General & Technology News
Finance. Marketplace
Sports, Travel

Enteraainment




Pathfinder (www._pathfinder.com)

Time Warner home page includes -

People Online, Traffic: CPM Range $19-25

Spons llustrated Sl online. 40MM hitsfweek

Money & Personal Finance, 9MM page views/weeh Catalog Select — Promote a rerail catalog
CNNfn, Fortune Business & [nvesung $0.50 per qualified lead

Entertainment Weekly Online. Rates:

Techwatch with The Netly News. $19CPM — | month $1.000/months buys an ad directory link
Fithess & thrive@ $22 CPM — 2 months

$§25 CPM — 3 months

United Media (The Dilbert Zone) (www.unitedmedia.com/comics/dilbert/)

An electronic comic strip featuring the trials and tribulanons of a beleaguered carporate employvee and his camne companon

Average CPM $70

Traffic: Rates:

778K+ unique visitors in October Masthead — $15.500/weck for 310K impressions
3IMM-+ ad exposures delivered in October Archive — $6.000/week for 120K impressions

Sunday Stnps — $1.750/week for 35K impressions

USA Today Online (www.usatoday.com)

Graphically oriented online paper

Eight-week minimum ad run

Headlines — ad located in front lead story on main section and next to lead story an special section front (section and special section fronts)
Ribbons — ad located in title of contents page (content pages)

Floating strips — ad located on bottom of middle of pages (ail)

Sponsor units — button logo on chast of map (section fronts)

Traffic: Sampling of Ad buys

53 MM page views/month Fixed Geaphics Space 8/96 Esumated Exposures

SMM+ visitors/month General Life Headline 534K exposures/month — S 16K

Average pages accessed per visit 6.5 Money Headline 900K exposures/month — $27

Rates: Floaung Graphic Space 196 Esumated Exposures

$30 CPM for any type and placement ad General USA TODAY (ndex Page 734K exposures — S22K

Free overdeliveries ($0.03 per exposure) Life Front Page 549K exposures — $16
Crossword Puzzle Page 86K exposures — $2.5K

Yahoo! (www.yahoo.com)

Contains organized information on tens of th wds of computers linked to the Web
CPM Range $20-50
Search Kevwords Rates:
Rates: Top 100 keywords are $60 CPM
$10-15K/month per SO0K impressions 10.000+ impressions/month $50 CPM
$SK/month per 100K impressions Up to 10.000/month $500 flat fee
$20 CPM — Run of Yahoo!
$20 CPM — Run of category ~Weblaunch” rate for new Web sites:
$30+ CPM Fixed category $1.000/week to share rotation on 60-80K impressions
tAll keywords are single words)
Traffic:

IMM indavidual visitors/day mniteractive promotions with giveaways — $50-75K





