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Introduction

Introduction

Through history, one of the threads that has bound and continues to bind the Black American community together is
a rich tradition of shared and trustworthy stories re3ecting a unique character and point of view. What began as an
oral tradition based on stories and song evolved with the advent of technology into a unique tapestry of community-
oriented newspapers.!

With the continued evolution of collaborative and interconnecting technologies, Black American men and boys are
today at the forefront of a signibcant shift in accessing local information through mobile and other web-enabled de -
vices. In fact, according to Global Hue a leading multiracial advertising agency, when it comes to access to the Inter
net and social networks through smart phones, Black American men and boys lead the way, averaging higher usage
rates than any other ethnic group. This sudden and remarkable change in Black American male media consumption
has only been noted in research papers in the last 12-18 months. This emerging trend is so new that very little useful
information can be drawn from the existing raw data about which sites are considered by this group as being repre -
sentative of Otrustedd news sources.

During the research phase of this report, several additional questions were raised, such as:How are Black American
boys and men meaningfully btting into an increasingly digital world? Where do they turn for online news that is
both trusted and pertinent to them? How do Black American males differ when it comes to Otrusted® online news and
information consumption?

This report outlines pre-existing research on Black American online behavior, highlights new bPndings and points out
gaps in the data available. The conclusion is meant as a road map of what needs further investigation while the re-
commendation outlines the elements of a new strategy for engaging with targeted segments of the Black American
community, both online and off3ine.

As incredible as it may seem, by age two, 92% of US
kids already have an online presence ranging from

photos uploaded and shared by their parents, to a full-

Redged proble on a social networking site, reports

Internet security brm AVG.

To contextualize the implications of the AVG study, the

chart on the next page outlines the evolution of the
dominant trends in the online space from 1999 to 2010

By age 2, 02% of US kids have an online

peofile.” - CNET and beyond.

7

1 As early as 1821, Black Americans could subscribe to unique publications such as Freedom'’s Journal, the North Star, the Chicago Defender, and others.
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Evolution of Online Drivers over Time
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Commercialization of
. Social Media, Social
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. Gaming, & Social
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. Growth of Social
over time
vs. Monetization /’
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Race for Scale *
Ethnic* parity f
Convergence nic® parity for
online news &
Online information
Smartphones &
Computers
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1990-2001 2002-2009 2010 & Beyond
Time
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Black Americans

* “Ethnic” here refers to Black Americans and Caucasians
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A Brief History Of Online Drivers 1990-2010
1990-2001: The Race for Scale

The Million Man March on Washington, DC takes place in 1995. Google is created in 1996; From AOL to Yahoo! the
general online focus is on scaling for ever larger numbers of users.

2002-2009: The Growth of Social vs The Monetization Challenge

Black American online trafbc increases, though well under par as compared with other ethnicities. The social web
and online gaming make their debut along with innovative free social platforms for friends. Meanwhile the online
world moves its focus to monetization; Google becomes a verb; from BET to Lincoln Navigators, trusted Black
American brands expand into online channels that are complimentary to their off3ine businesses. Obama empowers
youth to coordinate local rallies through social networks and wins the Presidential Election. Black Ameri can men and
boys outpace other ethnicities on web access by way of smartphone.

Over the last decade the Internet population has come to much more closely resemble the racial composition of the
U.S. population as a whole.

. Between 2000 and 2010 the proportion of Internet users who are black has nearly doubledNfrom 11% to 21%.
. By 2009, 51% of Black American adults own a desktop computer.
- 48% of Black American adults use smart phones to engage online.

- By 2010, Black Americans outpaceil! other ethnic groups in their use of data applications on handheld devices.

(Source: PEW Internet Report - Mobile Access 2010http://www.pewlInternet.org,

Looking Ahead: 2010 And Beyond

We are at the next frontier of the online evolution. In the
past few years, social media behemoths have emerged to

Today, Black Americans represent _ _ _
surpass earlier news and information sources. Facebook

25% Of all Twitter users, m”ghly was opened to the public in 2006. By 2010, over half a bi
twice their share Of the population, lion users worldwide navigate the site; Twitter, also
. ) emerged online in 2006 and quickly went from a niche

pS0UICe: Edison Research, 2010 Twiter RebO)  ommunity for tech geeks to a more mainstream user base
of millions. CNN attributes the shift to the day in 2009

when Oprah opened her brst Twitter account thereby

opening the Roodgates for her fans, and mainstream me

dia, to follow suit. A few months later, the Twitter commu -

nity reported on Michael Jackson's death in real time, well

before any other mainstream or community news source.

Today, new data from Edison Research conbrms that Twit-

terOs population is disproportionately Black American.
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People of Color are bypassing computers to more readily access the digital landscape via mobile smart phone.

¥ 45% of Black men and teen boys are more likely to use the web on smart phones (even if
the phone isnOt theirs).

¥ Text message (70% ofill Black Americans use text messaging, vs. just over half of whites)
¥ Use social networking sites more than other ethnicities.
Black Internet users don’t just use the social web at higher rates, their attitudes towards these tools differ.

¥ In 2010, 69% of Black Americans use the Internet as a valued resource.
¥ Beyond socio-economic factors, English Language probciency has become the #1 key driver t

o

determine whether Black Americans will use the Internet.
¥ Black Americans are Omore likelyO than other ethnicities to donate money to charity via mobil

[

sms and Twitter.

(Source: PEW Research Center: PEW Internet and American Life Project)

So far, social networks have changed the way hundreds of millions of people communicate, share news and add
value to their communities. In his September 2010 paper OTechnology Trends Among People of Color® PEW-re
searcher. Aaron Smith reports that Black American boys and men are active participants in the social revolution. On
one hand, Black Americans are demonstrating Oa stronger afbnity than other groupsO to connect with each other
through mobile text messaging. On the other, theyOve surpassed all other ethnicities in accessing the web via smart
phone, in part thanks to the proliferation of pre-installed mobile applications like MySpace, Facebook, ESPN and
Twitter on new Internet-enabled mobile devices.

Surprised? Even though they are among the most active users of texting applications, Twitter and the mobile web,
Black Americans are even more segmented in the online world than in the bricks and mortar world. It follows that
notions of community and Otrusted sourcesO change for each group.

The next section of this report examines issues of trusted online sources of news and information for Black Ameri-
cans.

Knight Foundation! The Future of Trusted Sources for Black American Men and Boys




Nearly 50% of Black American
Internet users share on social net-

working sites every day.

To better uncover the trusted online sources where Black
American men and boys go to share news, Duncan J. Watts,
Head of Yahoo! Research attempted to dive deeper into pro-
prietary Comscore data sets revealing the sites most trafbcked
by Black men between the ages of 18-64 for September of 2010
(See Appendix A and B). After review, his conclusion reveals
that the Black sites which are highly trafbcked by Black
American males attract only a tiny number of users as com-
pared to all Internet users. As a result, highly trafbcked main -
stream sites that are also visited by Black American males
would always skew higher when looking at the raw trafbc
data. WattsO research shows that it would take the aggregate
trafbc of hundreds or even thousands of Black sites to reach a
large portion of the Black American male audience in the same
way that one mainstream site would. By contrast, sites that
attract the most Black American male page views are essen

tially the same mainstream sites that everyone else goes to.

Q\ highly trafficked site does not a highly trusted site make.’

Enter Nielson, Google Research, BET,
OneEconomy, BlackPlanet.com, as well
as top social networking researcher
Dinah Boyd (Microsoft Research) to try
to Pll-in the gaps. One would think that
surely one of these sources would have
stumbled across the data to better de
termine these elusive Otrusted® news
sources. Alas, the resulting data (See
Appendix A and B) is inconclusive as it
relates to Otrust® and further explained
in this reportOs Otrust versus trafbcO sec
tion.

Despite a dearth in information specibc
to our target groupOs trust quotient,

research did reveal how often Black
American boys get their news through

high-trafbc mainstream sites. (See the
PEW chart on the right).

Knight Foundation!

% of online teens in each group
who get news about current
events and politics online

All online
teens 12-17

Younger
teens 12-13

Older teens
14-17

White

Black

Hispanic
(English-
speaking)

Percentages are for

e
Pew internet users
‘ o !pternet September 2009 data
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Traffic Versus Trust

To interpret the data sets found in the Appendix A and B, a tale of caution: Black American trafpc to a mainstream site
doesnOt necessarily correlate with the notion of Omost trusted news site® for this group. Much more in-depth research
is needed to truly discover any groupOs most trusted news sites and this is especially true for our targeted group.
Case in point, when consulted on determining Otrusted news sites for Black American men and boys®, most research
respondents interviewed drew a blank. Aaron Smith, Senior Researcher for Pew Research Center's Internet & Amert
can Life Project, summed up the overall sentiment:

“I can’t think of any study or source with that data. Answering that question for that specific subgroup might require doing your
own in-depth market research study. I suspect your options for “off the shelf” research are going to be quite limited.”

Smith did nonetheless point us towards the only recent report that segments even partially for Black American male
online news consumption: the Black America report, conducted by Yankelovich, a leading consumer market research
and analytics company for Radio One and released in September of 2010. The study attempts where possible to break
down Black American online news consumption in at least a general sense (of most used, if not most trusted) by
demographic (gender, age and socio-economic status) and by psychographic (general attitudes and afPnity to online/
mobile technology). The reportOs bndings are revealing. Here is a summary for three of the ten segment categories.
Connected Black Teens, Digital Networkers and Black Onliners are highlighted here because they are the most detailed
and are the only surveyed segments in the study that refer to Black American male respondents. A copy of the full
report can be downloaded at this address: http://www.blackamericastudy.com

Black America Segmentation 1 Segment Highlights

Connected Black Teens (CBTs) generally still live at home and
enjoy large families populated by several children. They are

Connected Black Teens

¥ 50% male

¥ aged 13-19

¥ 66% aged under 18

¥ 71% are online and tech savvy

highly social and much more likely to share news and infor -
mation both online and of3ine.

Like most teens, CBTs are extremely brand conscious; They
¥ 26 hours/week on the Internet thrive on pop culture and celebrity news and views.
¥ 50% visit *Black websites once a week

¥ Most likely to use social networks like MySpace
& Facebook

¥ 23% play computer games online and stream

They tend to have a positive attitude towards life; Have

thought about a life plan. Connected Black Teens feel like

music

« 69% believe that they will own their own busi -
ness someday

« 52% are being raised by a single parent; many
CBTs are students

Knight Foundation!

things are getting better.

Approach to target CBTs online: A mixed campaign of *Black sites as

well as highly targeted ads on MySpace and Facebook.

The Future of Trusted Sources for Black American Men and Boys
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Black America Segmentation 2

Digital Networkers (young men)

¥ 69% male

¥ 38% aged 18-34

¥ 92% aged under 35

¥ 57% are students; 44% are suburban

¥ 53 hours/week on the Internet

¥ Heaviest users of social networking sites
¥ 76% have HH incomes over $25k

Trusted
Websites

Digital Networkers (DNs) are generally very brand conscious
and sensitive to peer-pressure yet are less attuned to Black-
oriented culture. They report having a non-exclusive attitude
towards the ethnic background of their friends and colleagues,
both online and offine.

DNs prefer online news. They watch far less TV and read few
magazines and newspapers.

Approach to target DNs online: Highly targeted ads on Facebook,
Twitter and ESPN.

Social
Networking
Applications

Hyperlocal

community

info on the
web

Black America Segmentation 3

Black Onliners

¥ 70% Male

¥ 45% aged 18-34

¥ 33% aged 25-44

¥ 50 hours/week on the Internet

¥ 80% shop online & average $115 monthly online spend
¥ 64% live in owned homes

Web Access
via
Smartphones

/

Ease of Use

Black Onliners (BNs) tend to use the Internet more than any other
study segment to find news and information.

BNs are the most frequent users of a range of Internet services
and sites from blogs to dating and from chat rooms to social
networks. BNs are also more engaged in *Black media than
other study segments.

Approach to target BNs online: A mixed campaign of *Black sites as
well as highly targeted ads on Twitter and ESPN.
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Attitudes about smart phone web usage are evolving and Black Americans arenOt just online, they are leading the
way in a range of mobile data applications developed to enhance their social experiences both online and offine.

2010 PEW data suggests that 87% of Black Americans own a cell phone, 48% record video with their smart phones
and 79% send and receive text messages. (See the PEW table below).

African-Americans and Latinos lead
whites in their use of mobile data

applications
All adults White, non- Black, non- Hispanic
Hispanic Hispanic (English-

Own a cell phone 82% 80% 87%" 87%"
Take a picture 76 - 75 . 76 - 83"
Send/receive text messages 72 68 79° 83*
Access the internet 38 33 456” 51*
Send/receive email 34 30 41" 47"
Play a game 34 29 51* 46~
Record a video 34 29 48~ 457
Play music 33 26 52* 49~
Send/receive instant 30 23 44~ 49~
messages

Use a social networking site 23 19 33° 36"
Watch a video 20 15 27" 33*
Post a photo or video online 15 13 20" 25*
Purchase a product 1 10 13 18
Use a status update service 10 8 13 15
Mean number of cell 4.3 3.8 5.4 5.8
activities

Source: Pew Research Center's Intermet & American Life Project, April 28-May 30, 2010 Tracking Survey.
N=2,252 adults 18 and older, including 1,817 cell phone users. * = statistically significant difference
compared with whites

Pew Internet
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Trusted Online News Sources In The Black Community

*Since the Black America study doesnOt specify which Black sites respondents are referring to (despite repeated writ
ten requests to this effect for the purposes of this report), further interviews were conducted with researchers from
Comscore, PEW, Google and Yahoo! to compile a list of sites that qualify as Otrusted news sourcesO in the Black com
munity. The next step was to cross-reference their answers with those of Omar Wasow, co-founder of BlackPlanet.com
and a Ph.D. candidate in Black American studies at Harvard. (Wasow also tutored Oprah Winfrey in her brst explora -
tion of the Net in the 12-part series OOprah Goes Online®).

The most listed responses are as follows (in no particular order):

BlackAmericaWeb
BlackVoices

The Root

The Grio
NewsOne

Black Enterprise ESPN was the most commonly cited
Most trusted Hip-hop oriented sites: mainstream ‘trusted news source’ by
World Star Hip Hop researchers when referencing Black

Global Grind .
Hip Hop Blog American men and boys.

All Hip Hop
Sohh
EUR Web

Social Networks And Black Americans

All in all, the Black America report reinforces PEWOs recent bndings in which Black American adults are found to
outpace all other ethnic groups in their use of social technologies. The data is in: among Black Internet users, 70%ise
social networking sites Ncompared with 60% of Caucasian web dwellers. Nearly 50% of Black Americans online go to

a social networking site each day while only 33% of white Internet users do so on a daily basis.

The same is true for status update services like Twitter N 25% of online Black Americans use the types of service, a
signibcantly higher rate than the 15% of white Internet users who engage with the micro-blogging tool.

¥Nearly two-thirds of Black Americans (64%) are wire -
less Internet users.

¥Black cell phone owners take advantage of a much
wider array of their phones® data functions compared to
white cell phone owners, especially when it comes to

Since 2008, Black American
men and male teens have out-

paced other users Ofdam ﬂppll- In the last twenty-four months, Black American attitudes
cations on smart PhOTl@S- towards smart phone usage and social media have di

social networks.

verged considerably from previous online research indi -
cators. Looking back a few years, one possible explana

-Jason Dreyfuss, Senior Researcher, Global Hue

tion could be a connection between Barack ObamaOs
election and the sharp rise in Black American usage of

Knight Foundation! The Future of Trusted Sources for Black American Men and Boys
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Black Americans are leading the way
in social media usage, particularly
when it comes to social and commu-
nity advocacy.

Since Black Americans welcome the
use of social networks by government
to disseminate useful information and
are beginning to use hyper-local on-
line services to connect with their
communities, it follows they are also
likely to respond to hyper-targeted
messages on social networks when re-
lated
grant opportunities from organiza-
tions like The Knight Foundation.

to community-building and

Knight Foundation!

social networking platforms since then. Blacks were very
actively using social technologies to share information dur -
ing the 2008 election campaign and with that impetus, a
new trend might have emerged but so far the data is incon-
clusive. Nonetheless, the researchers interviewed for this
report call this explanation the OObama Effect® and its reper
cussions on the way Black American men and boys con
sume online media is just beginning to become clearer.
Black American men and boys are outpacing other ethnic
groups in accessing the web on smart phones, and particu

larly in accessing social networking sites.

A bnding from the 2009 PEW report The Internet's Role in

Campaign 2008, on government outreach through *social
networking sites, could support a variation on the OObama
Effect.® PEW found that 60% of all Black Americans sur
veyed and 31% of low income Black Americans agree that
posting government information on social media sites is

Overy important® while just 41% of all Caucasians inter
viewed and 17% of low income Caucasians agree.

*The specibc social networking sites on which adult users
maintain their probles varies by educational attainment.
Among adult proble owners with a high school degree or
less, 64% have a proble on MySpace, 63% have a proble on
Facebook while 3% have a LinkedIn proble.

PEW also found that compared to other ethnicities, Black
Americans are increasingly Orelatively likelyO to use digital
technologies to keep up with whatOs happening in their
neighborhoods. This is especially true of folks who donOt
know many of their neighbors by nameNtools such as so -

cial networking sites and neighborhood listservs can serve

as valuable tools for keeping up with local issues and pro-
vide fodder for community newcomers to connect face-to-

face. As shown in Appendix C, those who do adopt this

technology benebt from high levels of neighborhood en-
gagement.

The Future of Trusted Sources for Black American Men and Boys
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Concluding Thoughts

Online, mobile and connective technologies will increasingly have an impact on Black American malesO connection to
each other, their communities and their own perceptions of the future. Mobile access to the Internet has already be-
gun to affect education and career opportunities, consumption patterns and community-resources. Still, the speed of
mobile web technological adoption and the ability to infuence other less tech savvy groups will in turn play a major
role in determining what sites are adopted as Otrustedd news sources and who those sources will benebt.

Case in point, each of the Black American male segments detailed in the Black America study on media consumption
patterns see themselves differently from the other Black American male segments and their online behavior is reRec
tive of those differences. Testing for what each segment would consider a Otrustedd source for news would call for a
hyper-targeted strategy for each group and would yield new perspectives and implications around the notion of both
Otrust® and Ocommunity®. This is especially true when noting answers from all the groups surveyed in the Black Amer
ica report. As a whole, the research segmentation results point to disparities between Oconnected® Black American
segments and those where online access and usage is extremely limited. With that in mind, there were real choices to
be made about what Black American groups and data sets to focus on in this report. Much of the decision-making
about what to include was guided by 1. Knight Foundation objectives. 2. An impetus to examine the overall available
data on Black men and boys. 3. An eye towards devising ways to better collect pertinent data and at last be able to bll
in the blanks around the fast changing interconnected landscape Black American boys and men increasingly navigate
in.

The Recommendation section of this report details the main points of an in-depth follow up study to 1.Track online
and web-enabled smart phone usage for each Black American male sub group of interest by monitoring online and
mobile application usage. 2.Compare and contrast the Pndings of point 1 with a simultaneous on the ground com -
munity data drive including face-to-face surveys and focus groups, as well as participant journaling initiatives.
3.Extract meaningful information about trusted news sources for each targeted group from the combined bndings of
points 1 and 2.

First, the three key insights that stood out from current research.

First, it is critical to consider the link between afpPnity with connective technology and community-building to get a
realistic perspective of Otrusted® news sources. Not all the Black American segment groups debned by the Black
America study use the Internet, and those who do, donOt use in the same way as their Black American male counter
parts. Additionally, for the most part, as web usage, lifestyle and beliefs about OBlacknessO differ, so do each groupOs
relationship with the idea of Ocommunity®, extended community and online community.

A second recurring theme is that an effective campaign will require different levels of online engagement coupled
with face-to-face word-of-mouth, possibly simultaneously. Some groups segmented in the full Black America report,
face a set of obstacles in mind-set, access ankhow-how that could preclude them from effectively using and trusting
any online source. They have yet to embrace the opportunities presented by online community-building. Navigating
between these levels of online and mobile comfort and probciency could prove necessary to drive the success of a
campaign to bnd Otrusted® news sources.

The third theme highlights the potential value of using social networking sites to target digitally savvy Black Ameri -
can male ‘Digital Networkers” and ‘Black Onliners’ (each aged 12-54) as well asConnected Black Teen Boys’ (aged 12-19).

Knight Foundation! The Future of Trusted Sources for Black American Men and Boys
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Although these groups navigate to different spaces online and communicate in different cultural overtones, the data
shows they already feel an enhanced afpnity with the web and would be open to an online campaign that fosters a
further sense of connectedness and trust with their chosen communities (both online and of8ine).

Effective online ad placement targeting specibc groups on their reported *preferred type of online platform (Black-
oriented, mainstream or social platform) could further build the viral opportunity offered by the web B these groups
are all highly social, digitally savvy and naturally share information through online and mobile applications as well
as face-to-face with friends, siblings and elders. The key to engaging with them is in targeting each one separately,
using the online platforms that best represent their views of who they are, and who they aspire to be. Considering
these themes and insights, here are some recommendations.

Recommendations

Times are changing so fast for Black American men and boys that we need new tools to measure the impact of our
increasingly interconnected world and its effects on community. Online tools are now available and as a rule, have
very low barriers to entry to truly measure interactions, trust and community-building practices. Nowadays, connec -
tive tools with embedded tracking metrics are offered on just about every social platform and they are incredibly ef -
fective. Online metrics are very different from those traditionally used in focus groups or when tabulating surveys.
These new tools do not rely on the way a question is asked or on the mood of the interviewer or that of the inter-
viewee. Rather, they offer insights into who users think they are, who they are in actuality (according to real-time
actions and interactions), as well as who they aspire to be.

As web and mobile web adoption rates continue to rise for Black American men and boys, group and site specibc
targeted campaigns on social networks also have the benebt of further reinforcing the positive future oriented mind -
set of users, as brst reported in the Black America Study related toConnected Black Teens, for example. After analysis
of these insights, three recommendations to the Knight Foundation emerge:

l. Use Facebook, MySpace and Twitter to target Black men and boys while tracking their sharing patterns using
widgets. (See Appendix D for an example of Facebook hyper-targeting).

1. Study online trust, virality and inBuence in each of the target groups by engaging them separately on each of
their preferred sites, both Black-oriented and mainstream, and delivered in the communication style of each
segmentOs peer group. E.gWVhat are each group’s patterns of interaction? Who influences whom and how? What tone
are they using? What relationship do they have with the idea of ‘community’?

Il Initiate longer-term two-pronged targeted approach to researching Otrusted® news sources using 1. Online cam
paign monitoring widgets combined with 2. On the ground community surveys and journaling 3. Smart Phone
journaling widgets that record mobile web activity.

Fully trackable web and on the ground campaigns have the power to provide a real-time guide for future Knight
Foundation research and response by delivering ongoing trend monitoring to observe online community-building
activities and their effects in the community at large.

To this effect, Facebook, MySpace and Twitter offer a useful toolkit and familiar user-centric framework that can help
in tracking and making sense of early indicators and milestones that might signal the way in which targeted online
campaigns affect online and of3ine behavior within communities.

Knight Foundation! The Future of Trusted Sources for Black American Men and Boys
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A simple simultaneous three-pronged
approach could provide important leads
in determining actual ‘trusted’” news
sources for each Black American male
segment:

1. Place targeted online widgets on so-
cial networking sites, Black media
sites and mainstream media sites to
see who interacts with what.

the

ground community surveys, focus

2. Simultaneously, conduct on
groups and journaling initiatives.

3. Correlate online and offline results
for each Black American male seg-

ment and geography.

The resulting data sets, when contextu-
alized, closer resemble ‘actual trusted
news sources’ versus ‘perceived trusted
news sources’ for each targeted Black
American male sub group.

Knight Foundation!

The spike in the usage rate of social networking and mobile
technologies in the last two years by Black American boys
and men (as compared to other surveyed groups) could
fundamentally shift perceptions about community, commu -
nity services and participation in community life.

Online campaigns are easily monitored by measuring both
click-thru rates and campaign-driven engagement. En-
gagement here refers to four areas:

a. Who - which participants share/comment on the cam -
paign.

b. Where - on which sites participants choose to interact
with the ads most and share with their friends.

c. What is affected B do online engagement results correlate
with of3ine community perception, participation and ad -
vancement over time?

d. How - what are the best ways to engage with each Black
American male sub group?

The recommendations of this report are meant to act as a
guideline through which to launch an extensive online and
of8ine study that would serve two purposes. The brst, to
test assumptions about Qonline trusted news sitesO for each
Black American male subgroup, in each geography, rather
than relying on generalized data on Black American visits to
most-trafbcked sites and research culled for consumption-
driven purposes. The second would track actual online en-
gagement for each target group, on each targeted site and
provide veribable data on how participant interaction with
trusted online sources affects viral spreading of the cam-
paign into real-world behavior.

Given the complex nature of perceptions around Black
American males, targeted online data isnOt enough. The
Pnal recommendation of this report is to correlate online
bndings with on the ground surveys, focus groups and
journaling. In doing so, The Knight Foundation has the po -
tential to gain a far richer understanding of the ways in
which mobile smart phone and connective technology affect
community development and trust while better preparing
everyone to shape the future of Black American men and
boys in new and positive directions.

The Future of Trusted Sources for Black American Men and Boys
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APPENDIX A

Comscore statistics of the 100 most trafbcked sites by Black American Men, Aged 18-64, September 2010. The third
column denotes trafbcked websites. According to this report, Yahoo! and Google place 1st and 2nd in the rankings for
the aforementioned group. Trafbc does not equal trust. *A legend of abbreviations is located at the end of the
Comscore report.

11/230/10 Geography : Unitec States

Top 100 Properties | gecation : ANl Locations (' Com SCO R E

Time Period September 2010

Target : Custom Targst @2010 comScore, Inc
Media : Top 100 Properties [Undup.]
Date : 10V20v2010
oL ;o S = Y = Y =
Uniqu Com < < a0 Tota! Tota! a9 a9
= % | pogui | POkl | posit | ey | Minut | Pages | '™ | Minut [Visis
m -1
Media Reac on on Y = WVisits =
Visito on Visito es Viewsa es per
n Incex Incex {O00)
rs Unigqu uv v rs (MM (M) per Visito
100NN = 100NN st -
al 8,081 100.0 3.8 100 100 7,024 wmmms 24,047 832,085 277 7a.z
p 100
1 1P noo! 7.387 91.2 4.1 109 109 3,171 1,676 1.782 208,477 8.1 28.0
2 [P ogle 7,075 87.5 3.9 104 114 3,411 2,138 2,221 281,858 82 37.0
3 [Pu) croso S.,802 842 4.1 109 a5 2,318 838 874 125,890 66 185
4 |7 CEB 8,080 75.0 4.1 108 85 2 428 1,892 2,223 202,153 84 334
5 oL, 3,985 49.4 3.8 101 s7 rzz 555 339 44,887 124 1.2
S [Pl{u) 3.849 a7.s 4.3 114 as 520 43 88 21,351 2.0 55
7 [PH{u) am 3,877 4as.s 4.0 108 s8 3z4 28 40 11,172 2.3 3.0
8 |P] x 3,484 431 4.3 13 78 532 187 351 26,687 7.0 7.7
S ) 8s 3,455 4azs 4.1 109 g4 391 &3 78 14,774 4.3 4.3
10 [Pl{u) acom 3,431 4z.5 4.1 108 77 3z 58 53 11,418 5.1 3.3
[M{u) MTV 2,908 380 4.8 126 o9 238 27 24 8,072 3.4 2.8
<] Wam 1,378 17.1 4.9 129 109 105 11 8 347 3.3 2.5
s] Wam 1,338 16.5 5.0 131 108 a8 11 7 3.263 3.4 z.4
[SH{u) Atlant 110 1.4 8.6 227 185 s O 1 149 1.4 1.4
[Gl{u) TRE 33 o.4 8.6 174 237 1 O o a4 1.5 1.3
[Gl{u) TRAFP 16 0.2 13.0 24z
IGlu)y ATLA 15 0.2 10.2 288
1G] LUPE 14 0.2 386 1017
[Gl{u) BOBA S 0.1 7.3 192
b KIDR o 0.0 0.3 S
1G] PLIE o 0.0 4.7 124
[SH{u) Wam 28 0.3 7.7 203
1G] WBR 16 0.2 30.1 rez
[Gl{u) WAR 4 0.1 &S 145
Is] Elektr 14 0.2 21.5 585
1G] s8RU o 0.0 1.1 z8
[SH{u) Roaa 4 0.0 1.0 27
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[Gl{u) ROA 3 00 12 24
[G] BLAB 1 00 37 o8
6] sTO 1 00 1.7 aa
) Repn 3 00 1.8 a7
Y MICH 3 00 27 71
[SH{u) Fueie 1 00 04 10
[Gl{u) PARA 1 00 04 10
[Glu) FUEL © ©0.0 0.5 12
S]  Wers 1 00 12 31
[S] Rhno © ©00 02 &
]  RHIN o 00 o032 7
) MTV_ 1,108 137 41 107 80 88 8 8 2315 35 2.1
YT urv. | 747 92 a4 s 78 43 7 8 1488 49 2.0
y OUR 288 32 &8 174 210 13 0 1 427 10 1.7
y YRl 182 20 28 74 43 & 0 o 195 07 1.2
)y EVE 126 16 36 94 88 5 0 o 188 1.8 1.2
[S}{u) TR32S 7 o1 27 7
Y MY s 01 14 37
[S] CHA 2 00 293 1038
[S{u) Rock 1 00 03 8
)y  ROC 1 00 03 o
(8] MTV 1 00 47 123
[S]  MTvA o oo 28 73
[S] JACK © 00 02 &
(S]] MTV o 00 04 1
y  wH1 452 58 50 133 191 31 4 4 105 40 23
y  WH1. 433 54 55 148 190 30 4 4 1015 38 23
y  BEST 41 05 7.4 195
y  THEF 20 02 33 88
[SHu) LIME 1 00 02 &
[C] RHA 243 4.3 100 284 185 19 2 2 837 28 1.9
y  MIV 188 20 238 o4 37 & o . 190 24 12
[S}u) Cotle 118 1.5 a2 111 851 & o o 184 13 18
[G] DAIL 30 0.4 538 1413
[G] DAL s 0.1 300 79
[G] DAL o 00 32 84
[G] ©uD o 00 18 a2
[G] RED o 00 o098 25
[G] DAL o 00 04 1
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|G] KYK 0 0.0 1.8 a7

[G] DAL o 00 05 14
y  RATE 37 085 22 57
[S]{u) MTV 3 00 49 128
y  LYRI 132 18 33 88 102 & 0 o 215 08 1.6
y  oMT 20 04 14 27
y  cMr 28 04 1.4 37
[C] JERS 24 03 88 234
€] XFre 24 03 27 71 3 4 0 ) 72 11 a3
[S] XFIR 18 02 35 g3
[S] e 14 02 24 &4
€] LRI & 01 18 a9
[Clu) ALLI & 01 42 10
Y 3 00 13 33
y  MTv 623 7.7 38 100 80 38 8 5 1288 45 2.1
) | Spike 338 42 40 105 73 18 2 2 650 28 1.9
) Spke 224 29 46 121 & & 1 1 280 22 1.1
)  SPIK 228 28 46 122 6 8 0 1 283 18 1.1
[Gle) ULTI 12 02 40 108
y  Gam 126 1.5 33 8 77 1 1 1 402 32 32
Y GAM 122 1.5 33 87 77 1 1 1 402 32 33
Uy Wikl 7 01 25 67

___D___com 312 39 36 e 8 21 __4 __ 3 _eu 56 20
3 B COM 142 1.8 4.0 107 118 £+ 1 1 235 4.4 1.7
[Gl{u) CC a8 04 1.2 208
y  ATOM 88 09 48 130
) | South 62 08 38 100 51 4 1 o 147 58 24
y sou 62 o8 38 100 51 4 1 o 147 58 24
6] sou 0 00 1000 2634
)y THE 51 08 22 58
) JOKE 30 04 37 97 188 2 0 ) 58 85 1.9
S}w) COL 11 01 08 24
[Sw) INDE 2 00 1.5 39
)y TVLA 15 02 43 113
M  Nicke 262 32 24 &4 40 17 8 3 625 00 24
[C] ADDI 175 22 21 sS4 28 12 4 1 a4 87 24
[C] SHO 132 18 38 o4 70 7 2 1 247 82 19
[Ml{u) Nicke 238 30 20 51 63 30 11 14 1,142 03 48
[C]  Nicx. 187 23 18 S5 82 21 7 s 817 89 44
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[C] Nick. 187 23 19 81 g2 21 7 9 817 89 4.4
[S] NICK 177 22 20 5S4 98 20 5 B 749 8.7 4.2
[G] NICK 8 10 20 53 &3 8 2 1 257 &2 3.1
[G] | Nick 50 08 1.5 38 45 5 1 1 142 52 29
[G] NICK 43 05 55 145 573 5 2 2 195 87 46
[G] | Nick 34 04 24 84 71 2 0 0 70 4.2 2.1
[G] NICK 28 0.3 7.6 200
[G] NICK 8 0.1 31 82
[S] ICAR 32 04 1.6 43 47 2 1 ) 88 8.0 2.7
[S] THES 15 02 23 &2
[S] NICK 4 00 57 180
y TEEN 68 o8 33 88 24 4 0 1 140 22 2.1
[SHu) Teenn 20 0.2 81 213
) Cuizl 8 01 07 18

[C] Neop 16 02 1.1 28
[S] NEO 16 0.2 1.1 28
[C] PETP 13 02 1.6 a1
[C] BIGG 0 0.0 47 125

[M] Nicke 195 24 28 73 &4 18 9 5 628 14.5 3.2
[C] Nickjr 135 1.7 28 73 68 13 9 4 541 163 4.0
[S] NICK 133 1.7 28 74 69 13 9 4 534 16.3 4.0
[G] Nickjr 107 1.3 30 78 72 11 B 3 423 184 4.0

1G] Nickjr 31 0.4 4.4 116
1G] Nickjr 1 0.1 1.4 37
1G] Nickjr 10 0.1 3.1 81
1G] Nickjr 7 0.1 1.1 28
|G] NICK 5 0.1 3.5 a3
1G] Nickjr 4 0.1 4.3 13
|G] NICK 2 0.0 27 70
|G] NICK o 0.0 0.9 25
[S] NICK 5 0.1 3.3 &8s
[S] NICK 5 0.1 1.0 25
) - PARE 50 08 22 57 29 2 4] 4] 70 2.1 1.4
[CH{u) NICK 12 0.2 7.8 205
o181 _|Meet | 4| 01165 438 __l__ |l __d____L____L__Jd___l
IC] NICK 2 0.0 22 59
M) BET 180 22 106 278 201 10 1 2 311 4.3 1.7
IC] BET. 171 2.1 105 275 198 10 1 2 300 43 1.8
IC] CEN 5 0.1 192 805
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IC] 1084 5 0.1 6.1 161

M) Fara 29 0.4 6.9 183

IC] PARA 16 0.2 7.5 187

IC] Para 12 0.2 &2 184

IS] BAR 8 0.1 847 2230

[S] JACK 5 0.1 48 128

[S] THEL 1 0.0 1.9 50

') - LOG 27 0.3 2.7 70 80 2 1 2 114 8.1 4.3

-) - DOwW 7 0.1 3.z 85

[CHu) LOG 7 01 28 72

; - 385G 5 0.1 6.3 1867

.) . AFTE 5 0.1 2.3 &0

') . AFTE 5 0.1 1.3 35

[C] NEW 0o 00 1.8 a8

[M]  FLUX 25 0.3 283 893

M) Drea 10 0.1 3.7 a8

IC] PARA 8 0.1 47 125

IC] TRA 1 0.0 3.6 a5

IC] FLUS 1 0.0 829 2183

|[C] BEE 0o 00 &8 175

M VIAC 1 00 24 &4
11 [PNu) mer 3,124 38.7 3.8 101 88 511 @0 108 22,032 4.1 7.1
12 [P kime 3,112 385 4.0 105 110 403 55 L4 17,8582 3.1 5.7

13 |P)] ple 2,980 389 4.3 112 108 882 1

&

10,438 1.8 3.5

14 [P] mazo 2,825 350 3.7 97 18 387 90 140 18,279 55 58
15 [P] ay 2515 31.1 37 98 54 289 93 141 11,624 80 48
18 [Pl{u) w 2,483 307 34 91 97 283 a7 45 11,105 4.3 4.5
17 [P] VO 2,399 297 49 129 105 249 42 25 8987 47 37
18 [P]  aigsh 2,004 248 39 102 84 382 184 494 18,197 10.1 9.1
19 [P}{u) manc 1,988 246 34 8 73 19 14 13 4079 35 2.1
20)  swers 1,831 238 4.0 107 103 119 8 9 3930 20 20
21 [P)u) PN 1,913 237 4.7 124 102 373 177 158 19,199 9.2 10.0
22 [P){u) mcas 1,763 21.8 4.0 1085 77 2085 58 55 10,897 5.2 6.1
23 [P){u) 1Shelt 1,688 208 4.2 111 74 118 10 12 3883 28 2.4
24 [P)u) lowB 1,805 199 52 138 141 128 3 & 4,184 08 28
25 [P] eathe 1,480 183 S50 131 100 388 &% 31 19,022 34 129
26 [Pl{u) chnor 1,475 183 38 100 80 112 10 15 4,249 23 29
27 [P]  WITT 1,432 17.7 6.0 158 188 153 &4 85 8133 79 57
28 [Plu) x 1,400 17.4 7.1 188 292 202 53 45 9904 53 7.0
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29 [P] obe 1,384 17.1 39 102 82 74 5 s 2308 22 1.7
30 [P){u) nnett 1,371 17.0 36 95 72 188 28 25 7,209 386 53
31 [P] a- 1,370 169 38 100 72 88 18 24 2,95 6.1 2.2
32 [P){u) derat 1,355 168 39 102 39 &4 5 9 305 15 23
33 [P)(u) &T 1,320 16.3 46 121 91 80 8 10 2,840 1.9 22
34 [P){u) nster 1,308 162 55 145 134 110 18 25 4,003 4.5 3.1
35 [P]  eathe 1,204 160 3.3 88 39 434 5 &8 1,728 31 1.3

38 [P] nzon 1,231 152 4.4 18 w122 21
39

Plw) e 1,173 145 498 128 97
40 [Pl{u) bune 1,168 14.5 4.1 108 98 116 13 4258 3.1 28
41)  perpa 1,141 141 42 112 88 85 2 2,850 0.7 2.5
42 [P] &T. 1120 141 50 131 88 74 12 2408 53 2.1
43 [P] | oraPr 1,080 135 39 103 92 &7 & 2232 22 20
44 [P] nkof 1,067 13.2 4.5 118 103 182 32 57 5888 54 55
45 )  reerB 1,052 13.0 4.8 127 140 92 17 24 3333 852 32
46 [Pl(u) lage. 1.023 127 3.1 81 &1 50 7 7 1685 43 1.8
47 [Plfu) BC 1,022 126 35 92 81 79 31 19 2714 1.8 2.7
48 [Pl{u) ritla | 973 12.0 6.1 160 259 97 14 23 3937 35 40
49 [Pl  x 984 1.8 44 1S 92 99 18 20 4686 35 4.9
50 [P] alco 930 11.5 6.3 166 169 82 11 12| 2783 40 30
1) NKE 903 11.2 38 101 45 €5 8 15 2382 34 26
52 [PF] e %01 111 44 us 1s e 8 5 3041 1.7 3.4
53 [Plu) AILY 888 111 &1 181 176 49 7 12 1788 42 20
54 [P] pesia 886 110 35 92 54 50 7 10 1758 a1 20
55 )  otobu 885 108 3.6 98 78 91 5 20 3372 1.5 38
58 [P] gt 875 108 34 90 72 52 8 9 1696 36 1.9
57 [P] oy 885 107 42 1o e 88 21 ag 2887 81 3.0
58 [P){u) vanc 884 107 50 132 106 73 10 15 3212 32 a7
59 [Pl{u) aveo 812 10.1 51 124 184 76 10 13 3,137 33 239
80 [Pl(u) ny 808 10.0 57 150 171 49 8 14 1,782 43 22
1) 804 10.0 4.0 108 121 107 38 28 8721 83 7.1
62 [Pl{u) eryda 782 97 29 78 33 35 4 4 1128 31 1.4
83 )  ffingt 780 97 35 o1 51 102 8 8 3508 24 45
64) ELP. 771 95 33 88 83 51 4 & 1752 23 23
65 [P] OND 763 94 53 139 95 81 9 15 3408 2.6 4.5
86 [Plu) scov = 762 9.4 34 90 109 34 29 15 1219 238 1.8
67 [P] Morg 750 9.4 3.6 98 73 101 17 48 3,807 45 5.1
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&8 |P)u) ekno 756 93 4.0 108 129 49 e 7 1843 385 22
69 [Pu) veChi 741 9.2 44 117 93 37 1 1,184 1.3 18
70 |P] pena 734 8.1 5.1 1234 100 39 2 4 1,245 1.8 1.7
71 [P st 718 89 43 114 134 45 10 16 1,582 84 22
72 |Pu) wker 683 85 38 100 a7 &4 8 1 2,611 30 38
73 [P ETFL 673 83 3.4 83 108 o9 35 40 5441 &.4 8.1
74 |P] sney 670 83 23 &2 37 a7 15 11 1,825 9.0 24
75 [PNu) w 688 82 38 101 37 44 5 3 153 29 23
786 |P{u) arson 885 8.2 3.7 o9 71 &8 33 47 3,545 8.2 53
77 |P{u) me 47 80 3.2 a3 &7 44 4 71578 25 24
78 |P){u) neFu é46 8.0 3.2 85 24 4z 3 5 1,38 23 21
79 [P}u) o 846 80 38 98 82 &7 14 17 2,891 54 a2
80 [P{u) uZZ 635 7.9 34 S0 57 53 5 & 185 25 29
81 [P eoMD 628 7.7 28 &8 50 29 7 S 1.017 6.6 1.6
82 [Pl{u) C a24 7.7 485 1ns 91 59 8 72,254 33 38
83 [Pu) avelA 823 7.7 3.5 a3 52 30 3 3 933 3.1 1.5
g4 ) - arst 817 7.6 3.7 a7 a7 51 3 a 1,707 1.7 2.8
__EBSIP)_ leTen 10 _ 75 40 108 32 8013 15 1382 98 22
85 |P] ars 803 7.5 3.4 839 (5] 31 7 S 1,024 8.9 1.7
87 |PJ{u) arst 588 7.3 38 a5 51 55 4 5 1810 22 32
&8s [P] opall 585 7.2 38 G4 75 28 1 2 826 1.4 1.4
89 ) - nae 585 vz 27 71 78 103 20 374z 1.9 8.4
S0 [P] wiett 579 7.2 38 101 &4 34 & 1,127 3.7 1.9
91 ) - NDO 552 6.8 3.7 a8 a3 176 17 16 7,219 23 131
g2 |P] slus 850 6.8 3.7 a7 74 23 s 784 3.6 1.4
a3 [P ei's 542 8.7 3.0 79 54 78 14 28 2,877 4.7 53
84 [P feMo 540 8.7 3.1 81 37 33 2 2 1,040 1.7 1.9
a5 ) - ANTA 533 886 33 87 &8s 29 1 2 873 0.8 1.6
o5 ) - niteP 529 8.5 3.0 79 123 30 8 1 1.130 8.9 2.1
a7 P Oniin 485 6.1 3.5 a3 a8 &3 oz 30 3324 275 8.7
a8 [P SN 483 5.7 3.2 85 57 38 1 12 1.389 8.1 3.0
a3 [P oridN 383 498 27 7z 27 31 4 1,200 3.0 3.1
100 ) - ader 341 4.2 1.9 49 39 zz 3 4 708 4.4 2.1
Meaia Metnx 2.0 Legena
P] Property
[M] Meaia Title
IC] Channel
IS] Subchannel
1G] Group
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*Legend (continued)

[SG] Subgroup
|E] Custom Entity
[N] Ag Network
A=) Alternate Rollup
[X1] Extendad Network
{u) Fully Unifieg - Used to identify entities that
{u) Partialy Unfieg - Used to identify entities
wiHistory Trend combines media previously
- Indicates that the entity has assigned traffic
b Ingicates that the entity is an advertising
{v}) Indicates that the advertising network has
Incicates cata usad fel pelow minmum

NIA Incicates gata s not avalable in the data
= Caution - small pase may result in unstable
bz Directional purposes only - base too unstable
Details on minimum reporting standards are located
Custom Target:

INCLUDE Males - Age{18-20 OR 21 -84 OR
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APPENDIX B

September 2010, Complex Media Network (CMN): This chart indexes higher for Men aged 18-24, who earn under

$15k/year. Men who engaged with ads within the CMN of paying advertisers visited the sites listed in the Ocross vis -

iting section®. While the individual members of the CMN arenOt public for the report below, BBH strategist, Keniji

Summers, who uses CMN at work, describes the network as having Omore scale than any other ad network catering
to the areas (fashion, music, culture) that young Black American men inRuence the mostO.

[EI@Complex Media Network September 2010 United States

Key Measures

6,745 B ] 525 29 ~7103
Tetal Unique Viskors (000) Average Mnutes per Visit Average Daily Visitors (000) Averae Visits per Visior Tomal Pages Viewed {MAY)
Demographics Full Universe Ad Metrix
Complex Moda Network [ 108.2 1034 4.7 Top Ad Categories for Complex Media Network
Total Total Home < \Work  Other
ctal ntornet Indox % Composition
Gender Carsmamae Gooc % 100
— . "
Maly f— Total Unique Visitors (000) Trend Fond adihad -
Fomyo — Cnine Moca 135 TG '
2% S T5% T00% = Telecommunicasons 143 649
" Travel 23 45
5% 100%
Persons - Age
1 4000 Complex Madla Network Is most advertised on:
1217 . Indox % Composition
18.24 M——— News/information 158 166 m
200 Entertainmant 125 153 m
26.34 M— )
Sports X0 149 m
3544 Communiy 128 774
45.60 W - e : i Auctions 56 36
SONDJFMNAMIJJAS % 100%
560 M
Tetal Uricuan Visstors (000) 10 Complox Madia Network
e ! ncreasad 184.5 % sinos Sep 2009
5% 50% TE%  100%
Search Cross Visiting
HH Income (US) Top search beeres tenging visitoes 1o Complax Media Tom filowing st Fave thes highst percestage of vsioes
Under $15K T Network: at aso vated Complex Media Network
$1sK$24509 | o 3 Vedia Index Tm:/m::
2 XOPERIYZ Taral Chcks (M)
$25K-830.900 [ HHPHOPOX o
o — ODAEMWG A UPROXXCOM 1922 1,152
SADK-$50.500 s:‘ e - —].351 USERSHIRENET 1269 1195
$50K-§74,900 . o i THSEECOM 1020 57
6INAR ~
: GLOBALGRIND COM 901 1,240
TSK-$00 900 S n
$7Se$ N "m‘:’g GUNSMCOM 585 &89
$100,000 cr move — °‘:‘;23 ’ HOLYTACO.COM s8¢ 589
% s TE%  100% ?:]I LEF"‘\"’: 3 HOLLYWOCOTUNA COM 964 885
RELEASE DATE DATRIFFCOM 505 204
Chlidren HOTNEWHSHOP OO 505 1467
e ] DRUAYS COM 8% 1407
Yos M—— World Metrix
0% 0% 5% | %
25%  B0%  TS%  100% Region %Comp Index
HH Size Asiy Pachc 86 pal
Eurpe 22 -]
1 - Latn Amenca a7 45
Middo Esdt - Alrics 38 45
2 North Amuecy 507 3
3 [— *. map corresponds 10 index
& —
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() comScore

Video Metrix

Dayparts in which Complex Media Network Video Streams Comparison
visitors are watching video Woekands

oy o s S 77
Daysme 10am-4pm S—— Notwork
Early Fringe 5-Tpm — Tots nieermt 41%
Prime & 10pm —"
Late Frings 11pm-
12m

Lot Night tam-Eam
0 %06 7% 1,000
Totsl Unggue Vistors in (000)

Key Measures

This module provides a guick view of key measures to help understand the selected entity. Win each data
paint, we als0 provide a quck view af the peevious thirleen months trend.

Demographics
This module shows the profile of visitoes to a media entity by various demographic breaks and compares it
0 1he the total inteme, In each chart, the fow wih the highest index is highlighted and undedined in gold

Total Unigue Visitors (000} Trend

This module shows the hatorical trend of Unigue Visitors vaiting the media antity by month for e seiecied
guography and yearaveryear change for the current month.

Cross Visiting

This module shows e top tan entites whase vistors af nighly livaly 1o also visit the selected entity. Ths
information can be utlized for planning marceting strategies, co-brands and partnerships, as well as
evalating the audance an competitor sites

Search

This module delivers insight on 1he 1) $earch keywards at drove 1a'fc 10 the salacied entity, the 1ot
number of search related cick-thrus, and the per cent of those dice-thrus that were on pakd ads for the gven
month.

Full Universe

The Ful Universe module shows measures for entities that are Parel Centric Unified. Tolal Universe Page
Views raports on the 103l page views nciuding those oulside of the traditional comScore universe - Home &
Work.

Ad Metrix
This module shows the top categories of display ads more ikely % be displayed on the selecled media
antity and ( applicable) what categories whers the selecied media entity is mast adwertised

World Metrix
This module shows a snapshat of a media entity®s traffic by contnent. Index measure shows how traffic for
that enty compares 10 the total imemet,

Video Metrix

This modue showsases e number of unique viewsrs walching videos during the standard teevision
dayparts. This information is useful for cross-media planning and is derived fom the Video Metrx Dayparts
raport
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APPENDIX C
Connecting with neighbors online is associated with high social cohesion and a network of support.

A small number of Black Americans - 4% (N=103) - reported that they belonged to a neighborhood email list or Inter -
net discussion forum for their neighborhood (e.g., i-neighbors.org). Although this suggests that only a small fraction
of neighborhoods are using the Internet for local communication and information sharing, those who do adopt this
technology benebt from high levels of neighborhood engagement.

100
90 - m Sample
80 ® Member of Local Online Group

70

60 -
5 !
40 -
30 -
20 -
1 :

o O O

Percent of Sample

o O o

Neighborlent money I

Know all or most neighbors

Email at least once /month

Listen to neighbors' problems

Care for neighbors' family
Lent neighbors' money ‘

Neighbor listened to problems
Neighbor helped with chores

Met in-person at least once /month
Talk on phone at least once /month

Helped with neighbors' chores
Neighbor cared for family members

Figure 3c: Those who use a neighborhood forum compared to population
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APPENDIX D

Creating Targeted Facebook Ads

facebook

= Advertise on Facebook

Design Your Ad FAQ

1. Design Your Ad

Location
Estimated Reach
Country. United States 183,700 people
= who live in the United
O Everywhere States
O By State/Province = who live within 50 miles of
© 8y City

= 18 years old and younger

s who are male

= who like video games,
howard university.
community service, black
people, black politics on
web or sports

Detroit, MI Philadelphia, PA Miami, FL

™ Include cities within 50 ~| miles.

Demographics = who are interested in
women
- Any </ - 18 ~ = who speak English (US),
. v | A English (UK), English
[ Require exact age match (Pirate) or English (Upside
Down)
Sex O an ® Men O Women

Likes & Interests

Video Games Howard University Community Service
Black People Black Politics On Web = Sports

Suggested Likes & Interests

) Official Top Chef Community Sky Sports News

100
i

O intramural Sports Sports Illustrated
T Fox Sports = X-play Y
Facebook’s Trackable Targeting Mechanism
@ Firefox File Edit View History Bookmarks Tools Window Help BB ®D ¢ srree” D B 2 Q
Facebook (1) | What do you want to advertise? (@}
http:/ /www.facebook.com/ads/create/index.php?act=45631902&0id=168093193221099&review_ad=1 {} \y black high school Q

© | | Mobile Access 2010 | Pew Inter... € | + -
2. Targeting Ad Targeting FAQ
Locati
ocation Estimated Reach
Country: [? ‘ United States 183,700 people
= who live in the United
O Everywhere States e
O By State/Province = who live within 50 miles of
(2] Detroit, M, Philadelphia,
© By City PA or Miami, FL
‘ Detroit, MI Philadelphia, PA Miami, FL = 18 years old and younger
= who are male
. - = . = who like video games,
™ Include cities within 50 ~| miles. owardliniTessiy
community service, black
people, black politics on
web or sports
Demographics = who are interested in
‘women
Age: [2 A 8 = = who speak English (US),
= ny |- 18 ~| English (UK), English
[ Require exact age match '~ (Pirate) or English (Upside
Down)
Sex: [ O Al © Men O Women
Likes & Interests
Video Games Howard University Community Service ?
Black People Black Politics On Web Sports if
Suggested Likes & Interests
J official Top Chef Community [ sky Sports News L
J Intramural Sports J sSports Illustrated 4
] Fox Sports O X-play b4
)
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Facebook Ads - Hyper Targeted Local Reach In A Highly Social Online Community Context

Knight Foundation!

Estimated Reach

183,700 people

who live in the United
States

who live within 50 miles of
Detroit, MI, Philadelphia,
PA or Miami, FL

s 18 years old and younger
s who are male
s who like video games,

howard university,
community service, black
people, black politics on
web or sports

who are interested in
women

who speak English (US),
English (UK), English
(Pirate) or English (Upside
Down)
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d Boys
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APPENDIX E

Usage of Smartphones to Access the Web

Percentage of
the online
population

[ African Americans teens

Bl Caucasianteens

44%

“44% of African American teens use smartphones to go online (including borrowed smartphones).”

Source: http://pewinternet.org/Reports/2010/Tee ns-and-Mobile-Phones/Summary-of-findings.aspx)
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Jason Dreyfuss, Global Hue Marketing
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Cobi Jackson, One Economy

Aaron Smith, PEW Internet Research

Kenji Summers, BBH

Tania Yuki, Comscore ®  The Gathering Think Tank Inc. is an innova-
tion forum at the intersection of digital tech-

nology, media, behavrial science and business;

Omar Wasow, BlackPlanet.com

Phillio S. Williams. One Lconomy
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