THE POOR, YE HAVE
ALWAVYS WITH YO0U.*

Much of the work taking place
in the area of change manage-
ment concentrates solely on
the issues faced by wealthy,
developed nations. However
the vast majority of the world'’s
population do not live there,
but in the developing countries
of Asia, Africa and Latin
America. In the next two arti-
cles, we see two points of view,
from Brazil and India respec-
tively, which show the positive
developments which technolo-
gy is bringing to a wider com-
munication audience.

* Book of Matthew, chapter 26, verse 11
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HOW MANY TIMES HAVE YOU
HEARD SOMEONE SAY THAT THE
INTERNET IS A REVOLUTIONARY
MEANS OF COMMUNICATION?
THOUSANDS OF TIMES, FOR
SURE. AND THE REASONS ARE
COUNTLESS: THERE WILL BE
NO MORE INTERMEDIARIES,
COMMUNICATION BARRIERS,
POSTAGE EXPENSES, HOME-
SICKNESS, STOCKBROKERS,
BANK QUEUES, TRAVEL AGENTS,

AND SO ON.

However, there is a benefit artic-
ulated by advocates of the new
economy that leaves some room
for doubt: will the Internet democ-
ratize information and contribute
to social inclusion? It is obvious
that they are not referring to mid-
dle class adolescents who become
billionaires overnight, but to the
crucial role played by the Internet
in the development process of a
community, region or even country.

One dramatic thought: around
50 % of the world’s population do
not have access to a telephone. The
next thought is even more dramat-
ic: if all these people could sudden-
ly access the Internet, they proba-
bly wouldn’t have the slightest idea
what to do with a computer, if for

no other reason than that, accord-
ing to the World Bank, 14.5 % of the
worldwide population are illiterate.

A PAUSE FOR FACTS

In less than a year, a series of
occurrences exploded on-line num-
bers in Latin America. In chrono-
logical order: the opening of the
market for telecom companies, the
quick fall of mobile phone prices,
the advent of free Internet access,
the investments of the world’s
main online media players and
finally, the stable economy in the
region that allowed a slight
decrease of interest fees to the
consumer. The result: according to
IDC and Dataquest, computer sales
grew 48% in the first quarter in



Latin America and 80% in Brazil
alone. Why? Simply because people
want to be on the Internet.

Putting aside the obvious collat-
eral advantages (i.e. new jobs and
the consequent strengthening of
economy) the people who benefit
most from the Internet are the con-
sumers themselves.

‘Getting into the Internet’ is
almost a civic initiation ritual. A
symbol of intellectual status. A
necessary step towards freedom
of speech and choice which can
start through a chat room, an e-
mail newsgroup, or by a mere tool
that allows prices to be compared
online. The fact is: being online
became a need deeply related to
people’s self-esteem. It is a radical
change in terms of values that hap-
pens not only in the minds but also
in the hearts of consumers.

In Brazil, where Web penetra-
tion is still small compared to North

American and European numbers,
a recent survey revealed that 42 %
of the population believes that the
Internet will have a great impact on
their lives. Notice that the vast
majority of these people has never
even sat in front of a computer, but
nevertheless acknowledges the Web
as a social phenomenon capable of
changing their everyday lives.

>> NOT CLASS WARFARE

No wonder research revealed
that the Internet in Brazil is not only
an upper class privilege. According
to lbope, the so-called C, D and E
classes, those at the lower end of
the ABC economic scale, already
represent around 27 % of net
surfers. Recently, new credit lines
for computer financing were creat-
ed exceeding 2.3 billion dollars.
These investments help to make
dissemination a reality.

Another curious phenomenon
in Brazil is the ‘hitch-hiker user’ —

someone who does not have a
computer either at home or at
work, but who sporadically access-
es the Internet via shared comput-
ers, cyber-cafés, at school or at the
neighbour’s. These casual surfers
make the penetration numbers
more than double.

The most relevant fact in this
debate is related to education.

Sex versus education

| took a small break from
writing this article and did a
quick search over the Internet. |
chose a search engine and
typed in the word ‘education’.

| received astonishing data:
around 26 million pages were
found. Impressed? Right after
that | typed in ‘Pamela
Anderson nude’: only 10,000
pages were listed.

Education’s raw material is
knowledge, whose starting point is

information. Conscious of the
potential that the Internet offers to
educational projects, multination-
als have been developing thou-
sands of ideas to empower educa-
tors and students with the most
advanced tools available.

IBM Reinventing Education is
one of the great initiatives in this
sector. With US$40 million in
investments, it is a worldwide pro-
ject focused on improving the
quality of the educational system
through the use of technology.
Ideas like this create social inclusion
and improve the quality of the
teaching and learning process.

In a joint effort with Terra, the
leading Latin American portal,
Telefonica, the leading telecommu-
nication company in Latin America,
is developing a project called ‘the
Internet in Schools’ which offers
broadband access for teachers and
students in 2000 public schools in
the state of Sdo Paulo.

At the same time that educa-
tional projects mushroom, new
means of access to the Internet
secure the entry of more and more
people.

>> THE WORLD FOR $70

In April 2000, MyWeb launched
in Brazil a set top box for accessing

Investing in education as a bedrock for
security and stability. 27 % of Brazilian
consumers embracing the Web already
come from the ‘poorer’ economic bands.
(See p. 34)

the Web through television. The
results: 36.9% of the consumers
who bought the device belonged
to C, D and E social classes, and
32.2 % of them had never accessed
the Internet before.

"This target doesn’t have the
money to pay US$ 1,000 for a com-
puter, but they can make 3 pay-

Brazilians otlitudes match
those in Western Europe
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