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1. ﬂN’Jﬂmié’e’m’ﬁ (Communication)

1) Blogs 18un Blogger, Livejournal, Typepad, Wordpress, Vox

2) Internet Forums laun Vbulletin, Phpbb

3) Micro-blogging laun Twitter, Plurk, Pownce, Jaiku

4) Social Networking ll?%} LA Avatars United, Bebo, Facebook, Linkedin, Myspace, Orkut,
Skyrock, Netlog, Hi5, Friendster, Multiply

5) Social Network Aggregation 1aun Friendfeed, Youmeo

6) Events 1aun Upcoming, Eventful, Meetup.com

2. HIAANNTINND Hazuaifu (Collaboration)
1) Wikis 1&un Wikipedia, Pbwiki, Wetpaint
2) Social Bookmarking 18un Delicious, Stumbleupon, Stumpedia, Google Reader, Citeulike
3) Social News 1aun Digg, Mixx, Reddit

4) Opinion Sites 1aun Epinions, Yelp

3. ¥i3A NaANAeg (Multimedia)
1) Photo Sharing 1&un Flickr, Zooomr, Photobucket, Smugmug
2) Video Sharing 1dun YouTube, Vimeo, Revver
3) Art Sharing |&11A Deviantart
4) Livecasting 1aun Ustream.tv, Justin.tv, Skype

5) Audio and Music Sharing 1aun Imeem, The Hype Machine, Last.fm, Ccmixter

4. ¥HINI I LAZHAAIANUAALTY (Reviews and Opinions)
1) Product Reviews Ul@%}u,ﬂ' Epinions.com, Mouthshut.com, Yelp.com

2) Q&A 1&14A Yahoo Answers

5. BUIALHING (Entertainment)

1) Virtual Worlds I@1iASecond Life, The Sims Online

2) Online Gamingll @ 11 A World of Warcraft, Everquest, Age of Conan, Spore (2008 Video
Game)

3) Game Sharinghlﬁ}ufiMiniclip
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