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1 A communicational foreword


The astounding growing of the Internet is perhaps the main event in the actual communication era. Its speediness doesn't allow any precise study on who's around surfing the net and/or what is available on it.

The fact that, technologically, everything is accessible from your computer, without having to travel, neither having to wait for material being send via snail-mail nor having to gather information you got in large rooms, very often masks the dimensions of this phenomenon: when asking ourselves what (and who) is around on the net, we are asking a question which — when given in an inter-cultural/semiotic translation — would be felt as being completely meaningless: «what (who) is around on the world?» (except for the case you are the almighty God, of course).

Every answer, in order not to be simply odd, should try to outline its scope, but always being aware that every suggested boundary is an artificial one, more artificial than the technological medium itself; what seemed in McLuhan’s work an interesting but excessive prophecy has become an evident truth: travelling around in the global village is something nobody can have a compass, or a detailed map for.

Because of that, every research must start having the following Shakespearean caveat in mind: there are much more things in the net than in your report…
With this caveat in mind, let's start the report.

2 Introduction

2.1 A brief sketch of the story

Until now, the Internet communication metaphor for information access has been mainly that of browsing information from the World Wide Web. Here, the user searches actively for information s/he needs by browsing among the Information Providers sites, generally with the help of an Internet Information Search Engine (as Hotbot, Altavista, an so on) or searching information leaf through the Internet Directory Services (like Yahoo).  The concept of browsing information, on which World Wide Web (WWW) is built, was functional to a usage of the Internet restricted to a relatively small community of people, essentially the academic one, for whose needs Internet was built, where it was well known to the Information Providers which contents and information format were sought. 

During the last few years, with the spread of WWW, Internet moved from a communication medium for a specific social community and very specialised uses to a generic public-domain medium, accessed by a great variety of users and used in order to supply generic information, ranging from scientific information to commercial, news and sports. 

Thus, the limits of the concept of browsing are becoming more and more apparent: firstly, the search for information becomes increasingly inefficient, a problem that frustrates users and leads to bottlenecks in the network; secondly, if the user needs time-critical information (like news, stock quotes, traffic info) s/he is forced to check periodically the same Information Provider, even when information is unchanged.

The paradigm of information casting (also known as WebCasting, PushCasting, Channel Broadcasting, etc.) could be an answer to these problems. Information casting, that subsequently we will indicate with push, is the term used for the automatic delivery of content to the computer desktop over the Internet. 

Push products' success comes from their capability of delivering information to users’ desktop (in a nearly real time), without any need for them to have to search for it. For example, instead of keeping the latest information on a static World Wide Web page that the user has to access and constantly reload, the information is automatically downloaded to the user. User chooses the kind of information s/he wants to receive: e.g.: sports, stock updates, news, etc. Push can be an efficient way to distribute information, data, entertainment and even software directly to the end users who need it, as soon as it's available, and in due time. Push relieves the end user from the retrieval and filtering burden. Because of the higher and higher quantity of information for Internet users to track, the advantage of push technology has become more evident.

A push service can be carried out by an Information Provider itself, or by a third party, with the role of information broker. The broker receives data from various publishing sources, then selects and prepares data exactly to suit the users' needs. To do this it has to select appropriate content from the repository, then download it to the user according to a personal profile, which each user has provided to the broker.

Data are broadcast down to the user, muck like television or radio programming. Information is pushed into user PC's Hard Disk, which means that users can watch it whenever they like, and not just at the moment that it's broadcast. 

In this way, the meeting of information offer and demand over the Internet is made much easier, leading to a communication scheme that is closer to the traditional mass media (TV, newspapers, magazines, etc.) but with the whole set of advantages given by the digital medium. Moreover, the recipient of information has a much greater opportunity of interacting with the other active bodies in the information chain.

Actually, unlike television broadcasting, where all users receive the same information according to the profile defined by the broadcaster on the basis of market analysis, information casting systems on Internet leave important room for customisation.

Thus, the problem of defining target groups, and of selecting relevant information for them, acquires a new dimension and can be solved only by an intelligent use of the tools offered by the information casting systems: leaving wide customisation possibilities to end users gives a fundamental contribution in this direction.

2.2 The project SwissCast 

The project SwissCast, being mainly focused on service validation, addresses all of the above recalled issues trying to discover what is really new and useful in today’s available technology from the point of view of the information delivery service. 

SwissCast is funded under the Priority Programme Information and Communication Structures of the Swiss National Science Foundation.

The SwissCast Project is devoted to research the above mentioned broad communication area, by analysing specific information market segments, with their own exchanges, and building up a prototype of a push service which is expected to improve those communication flows.

The objectives are manifolds. First of all an extensive search was thought necessary for all of the products/services that, based on Internet, are purposely dedicated to Unsolicited Information Delivery. A classification based on the actual perception of the service, as viewed by the final user, was then retained a key tool for designing the SwissCast prototype service. The building of a prototype finally and an extensive validation of the integrated communication concepts and services constitutes the main focus of the project efforts.

The partners involved in the project have been selected in order to cover all of the necessary expertise. The Faculty of Communication Sciences of the Università della Svizzera Italiana brings the culture of the mechanisms involved in the communication among humans, and between humans and organisations, having the role both of analysing the user needs and of modelling the communication processes involved in the foreseen prototype service. It is also in charge of devising and designing the appropriate validation procedures. The Swiss Federal Institute of Technology in Zurich (and in particular the Institut fur Informationssysteme) is responsible for the appropriate choice of technological solutions being a world-wide recognised leader on the field. The Scuola Universitaria Professionale finally provides the project team with experts on the design and validation of man-machine interfaces; this is in fact a  key issue to be properly addressed in order to have the service accepted by its foreseen users.

Last, but not the least in importance, the project directly involves both on the user needs elicitation phase and in the validation one, a significant sample of potential users. 

The choice of the communication areas, which will be under validation, has been done in order to meet two main requirements. On one side, having very different communication markets to be studied could yield to a (at a certain extent) content-independent push service structure. On the other side, the areas to be selected should be easily accessible, and well represented in the Tessin context, where the research kicked off and is mainly conducted. These are the main reasons for having chosen the areas of pharmacological industry, of tourism and of the university itself.

2.3 About this report

The present report is divided in two distinct but correlated topics: one dealing with market/communicational issues and another dealing with technological issues. 

For market/communicational issues: chapter 3 deals about some models helping to interpret communicational issues; chapter 6 presents an analysis of user’s requirements applied in three different user’s area. In chapter 7 a tool is presented, which was developed to identify the best technology to be applied for the information brokerage. 

For technological issues: chapter 4 defines general concepts of push technology, its history, the underlying technologies; chapter 5 illustrates a taxonomy of the available technologies. In the Annex a collection is reported of a subset of most used existing products, some general information and their features and others detailed technical info. In addition, some applications are illustrated where push technology is used as vehicle for information broadcasting. 

3 Communication paradigm

3.1 Adopting and adapting Roman Jakobson's communicational frame

Using the Jakobsonian frame (1976), six different levels/areas can be distinguished in every communication act: there are at least a sender and a receiver, a message to be shared, a context of the sharing (most often where the subject of the communication is chosen), a channel through which the message is shared, a code which makes that sharing possible.
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3.1.1 A functional as well as a pragmatic analysis…

Regardless of the real nature of the sender (whether it is a single person, a group of people, or something else) and of the receiver, the frame could be expanded adding that both sender and receiver must have a certain image of what the other might be, might know and wants to know (or to share). The message, if studied from this point of view, is situated between two partially different worlds, and serves to calibrate them in a certain way. Quoting Charles Sanders Pierce: to get a habit change. Each world is in a certain sense accessible moving from the other. This means that both share something, at least a code, and a number of assumptions, and that there is a cognitive gap to be bridged by means of the communication act itself.

Every actor involved in a communicative exchange has communicative goals or needs. In linguistic terms, this could be expressed by saying that what makes the communication exchange possible and meaningful are questions — explicit or implicit ones —: there are no texts without questions. Questions define a space for accepting and interpreting texts/answers, and outline it.

A taxonomy of questions can cast light onto this thesis. Questions can be divided according to their being:

1. "yes-not questions": who answers has to choose among a two-members paradigm; 

2. pre-defined paradigm questions (for instance: when was he born?, where do you live?, etc.), which establish a multi-members paradigm, where a correct answer should be chosen. At this point the difference between truth and relevance it is quite clear: saying that my car is a Ford is true, but not relevant if the question was: what colour is it?;

3. open questions. In this case the answer can't be a yes/not, nor even a specific element taken from a given paradigm. Here the freedom of choice is much bigger, although not without any constraint at all: the question outlines a kind of a broad landscape where a correct answer can move, but it is again possible to reject non relevant answers: if the question is what are the reasons of the I World War? the answer can't be a recipe…

The better defined the communication goals (needs/questions), the more effective and meaningful the messages (answers).

When the sender has only a very general and superficial knowledge of its receiver, communication cannot be really effective and efficient. In the case of communication issued to a general “public”, the message has to cope with too many different individual questions to give each of them a specific answer. This is the reason why advertising mostly bases itself upon the mere “basic instincts”, usually those of surviving and dominating, and the sexual one, i.e. those instincts the advertiser can suppose be shared by every addressee.

Moreover, as many have pointed out, where too much information is available — and this is certainly the case of our mass-media world — what is heard is only noise.

Being directed to a general public is perhaps the biggest shortcoming of mass-media: due to the very different communication needs of every "communication user", each will interpret and understand messages in a quite different way. Closely related to this, is the fact that mass-media communication is almost exclusively one-way, receivers are in fact given neither effective nor efficient ways to interact with the information provider, in order to specify their personal interests.

New media now seem to be better equipped to overcome it, thanks to their interactive (colloquial) features, information users can interact with the information source, helping it refine and focus the message. communication customising offers many opportunities as well as new challenges, which should be considered in the following paragraph.

3.1.2 … for computer mediated communication on Internet (I./c.m.c.)

Among I./c.m.c. specific features, could be reckoned:

· type of information: every kind of information which could be converted in digital format is suitable for I./c.m.c.. This means that sounds, as well as images, formatted texts, movies and so on can be transferred through I./c.m.c.; reading habits are changing in order to cope with this multimedial and hypertextual organisation of I./c.m.c. “texts”;

· information accessibility: information available through I./c.m.c. is growing at an unforeseen rate, information update is made easier (real-time updating), costs are dramatically reduced. The Internet has its own “space”, where distances are not in real space, but only of a technological kind; proximities in the virtual space are established by hypertextual links: jumping from a site to another in the net is possible by simply clicking a button on the mouse;

· there is no longer a textual path, established by a “writer”, and the “reader” can surf in any direction, starting and stopping everywhere s/he wants to start and/or stop; regarding this last characteristic it should be noted that two different possible theoretical interpretation can be given:

· an hypertext is a collection of "things and links in-between";

· an hypertext is a collection of "suggested paths which cross each other".

· the distinction between writer and reader is becoming lesser and lesser; in a certain sense, the reader re-writes the text(s) each time s/he reads it; the “text” is composed — and continually re-composed — by as many “writers” and “readers” are putting and getting material into and from the net; the proper Internet (hyper‑) text seems to be the Internet itself;

Because of this lacking of order and hierarchy, many users — who were at first enthusiastic — are losing hope, realising that every information retrieval is too time-consuming and without any certainty of having got what was really needed (of getting the relevant answer for their question). What at first seemed to be one of the best features of Internet is becoming — owing to the big quantity and the really different quality of available information — its biggest shortcoming.

Using the model just sketched, texts available in the I./c.m.c. are most often without a well-defined potential receiver, and are therefore very generic and unlikely to satisfy anybody. 

Because of this, many users are beginning to feel that they need some kind of information filtering, in order to be able to use I./c.m.c. information effectively and efficiently in their profession.
3.1.3 Coming back to Jakobson: relevant pros of Information Casting system

Information casting systems might be an effective answer to the underlined problems. In the information market they would work as an information broker, knowing the information state-of-the-art of the potential information providers, the information needs of the potential information users, and bridging this information gap using dedicated tools; from this point of view, there are two different challenges:

· being relevant/effective, answering information users’/providers’ questions/information needs, nothing less, nothing more;

· being efficient, answering information users’/providers’ questions when they arise, and using the most suitable technological tools among those available.

There are many relevant advantages related to this new kind of information processing that distinguish it from browsing on Internet and from the classical media. First, Information Providers can quite easily get in touch with really interested target-users (and only with them), cutting down advertising costs without a pre-selected target; second, a continuous feedback is made possible by the medium nature, which makes it possible an ongoing refining of the messages; third: the information pushing could really improve information updating of the concerned professional groups, improving their economical competitiveness.

At this point it is advisable to go back again to the jakobsonian frame reading it again to understand what is the role of the information broker from a communicational point of view:

· it works as a representative of the receiver for the sender, and a representative of the sender for the receiver, helping both understand each other, their real, often not yet well defined needs and communicative goals, and those of the other;

· it is also the communication channel between sender and receiver;

· it will find the most suitable code for communicating, and refine it; working out a kind of rhetorical set of rules (standards) to be followed when editing messages, which will speed up the communication (encoding and decoding);

· it will help sender and receiver in properly defining subjects/channels — context — to have a communicative exchange about, looking at which it will be possible to select only relevant communication. 
From this point of view, it helps them select appropriate topics and focuses (tema and rema) for messages to be shared.

It is quite clear that such a communication brokerage would be too much expensive in terms of time and work for every exchange, and this would turn it into being a very uneconomical device. Because of this, it is necessary to work out tools that can help make automatic or semi-automatic every suitable process or process-section. This seems to be the highest technological challenge.

3.2 Information brokerage as interface building

Borrowing a very broadly used metaphor, we could say that the information broker is a kind of interface between information providers and end-users; this metaphor can be explored at different levels:

· informational: assessing and interpreting their communicational needs, and matching them;

· graphical/ergonomical: on the end-user side, providing the better interaction strategies as well as a suitable GUI (this is the field where the metaphor has been spoilt the more); 

· technological: implementing technologies which do not hinder the communication exchange (the most flexible and multi-platform, the better).

All three levels are closely interlinked, and have many overlapping areas, nonetheless their distinction is very useful in order to guide every research design.
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3.3 Adopting and adapting Algirdas-Julien Greimas's narrative frame

At this point it is possible to look again at the same scene from a slightly different point of view, interpreting it as being a novel, to which the semiotic frame proposed by Greimas (1970, cf. also Caprettini 1997) could be applied.

As it is well known, Greimas proposed the following macro structural interpretation of the narrative plot: someone (the main character) wants to reach something (an object of value), on the way of his quest he is helped by someone/thing (helper), and hindered by someone/thing (opponent); two more elements are on the stage: the “destinateur”: who or what pushed the hero towards his goal, and the receiver: who or what receives the object of value once it has been conquered by the hero.

The plot of the information pushing could thus be rewritten — using these categories — as being the crossing of two mirroring, partially overlapping stories. The information broker works as being the helper of the end user in his/her quest towards getting the knowledge s/he wants to, and of the information provider in his/her attempt of delivering information s/he wants to.

What makes particularly challenging the whole story is the fact that — beside having some common opponents: mostly shortcomings in available time and resources — both end user and information provider work at a certain extent as being themselves opponent of the other (and usually feel as being opponent most of the time). This is because their object of value is slightly different: having and delivering (sharing) information for them are not their final goals, but only instruments, means by which to reach their own goals. The goals of the broker will be — in this case — help them realise they need (better) to share knowledge in order to reach their ends, and move a good step forward in this direction.
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4 The concept of "push" in Internet

This chapter illustrates the general concepts of push technology. The different approaches followed in the implementation of this concept are described, at a certain detail, by illustrating their generic structure, history, benefits and drawbacks. In addition, a taxonomy of these systems is proposed.

4.1 Definition of Push

In order to avoid confusion among the different terminology of push present in literature, here we report the definition of push technology’s systems most encountered among information technologies’ professionals (IT), according to the definition mentioned in the introduction:

Push is the automatic deliver of content to the users’ computer desktop; content is organised by topic defined by a publisher and user receive information according to his own pre-defined profile.

Some IT professionals, like Lee Fleming (Fleming, 1997), argue that push is only the automatic delivery of content to users, without any reference neither to the topics of the messages nor to the user’s profile. We don’t agree with this idea, because we think that both topics and user profile are key factors in order to push being accepted among Internet users.

Push is a technology that isn’t new, in fact the classic mailing list service based on E-mail is push. There are content providers who push content directly to their end users in the form of E-mail. This E-mail is often in the format of headlines with summary paragraphs linked to a Web page on a Web site, or an HTML page complete with advertising and links. The topics of the E-mail message are defined in a user pre-defined profile established when the user subscribes to the service. These products include Netscape In-Box direct, Diffusion intraExpress, Eurospider.

On the other hand, many products erroneously classified as push are in effect truly off-line browsers (Storm, 1997), among which WebEx of Traveling Software. We are talking about tools which periodically visits a Web site, checks to see if the content has changed, and download to the user the modified pages, if any. From this point of view, channels are nothing more that sites that are downloaded periodically to users' hard disk. In our analysis, we omit this kind of products.

4.2 General structure of a push system

In its simplest form, push technology could be defined as a client/server architecture which consists of a program that resides on the individual user’s desktop (called a client) that can either request information or receive information at specified intervals or at the occurrence of certain events from one o more servers in Internet (Bullock et al. 1997). After that, this information is displayed for the user according to user defined parameters or according to parameters set by the information provider. 

Here we report a basic schema of push systems’ structure, suggested by the Marimba’s system structure (see §A.2.6). 

In a generic structure of a push service three components can always be detected:

· Content

· Transmitter

· Receivers

This is clearly shown in Figure 1.
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: Generic structure of a push system

Content is the data that should be published with the push service and delivered to the users. Data can be plain text, HTML pages, multimedia information, a Word or Excel document, Java code and applications. 

Transmitter is the part that manages content and delivers it to the end users' desktop. A transmitter may publish its own information (i.e. information regarding a company or news published by a newspaper) or may collect content produced by a third party; in this case the broadcaster acts as “information broker” (like the PointCast Network service). Transmitter organises content by provider (i.e. Reuters, Microsoft, USA today, ...) or by topic (weather, sports, news, ...); these collections of content are generally called channels. Some producers replace the virtual channel by a list of keywords and deliver to a user only the content that matches the keywords defined on user profile (like in Eurospider and Verity). Content delivery is executed via E-mail, through a personal Web page, or others proprietary applications. There are several push solutions that work closely with an existing Web site (like Marimba, PointCast, BackWeb,…). These tools are able to transmit content picked up from the HTML pages on an existing Web site, rather than requiring the publisher to build new content for the push service. In this case, push could be a further way to publish content of a Web site.

Receiver is the part of the system that displays push content to end-users. This is a client software application that reside on the end user computer, and displays the content in a variety of forms, depending on the application, ranging from E-mail, screen savers, wallpaper, scrolling headlines linked to the full stories, pop-up alerts, personal web pages, video/audio clips, etc. Obviously each end-user has to install a receiver in his computer in order to receive content published by the broadcaster. Updates can be delivered continuously through an Internet connection and updated at publisher (or user) selected intervals. It must be clear that not all push products broadcast content to the  clients: some products (for instance, Verity’s IntelliServ), collect users content on a centralised server without sending any byte to the user desktop, rather than transmit data to user hard disk. Users are notified for new content with an E-mail, and have to look at their personalised content connecting with a common Web Browser to a central Web server. In other words, the content remains at the transmitter premises rather than being transmitted to user computer. This is a strange push solution that forces users to display content in on-line mode, even suffering the network bottlenecks if the server is located in a remote site.

4.3 True push Vs. fake push

It is important to note that most push solutions are not really “push” at all. Regardless of the content published or the user’s experience the content comes to users in one of two ways: push or pull (Fleming, 1997). 

With the push method (also called event-driven push), the server sends content to the client instantly when new information is ready to be transmitted. With the exception of some Intranet dedicated tools (like Wayfarer’s product) or the classic E-mail delivering system, this method is however unused because, due to Internet’s technological point-to-point connection system, each receiver needs to maintain an active connection with the server, so it’s impossible for the server to maintain a high number of clients connected simultaneously.  

With the pull method (also called client polling), the client asks, or pulls, the server to send any new information at user-defined schedule time or at publisher-defined intervals. This is the method most used by push products. User subscribes to a variety of channels (through his push clients) that periodically check servers to see if information content has changed. If it has, the client “pulls” new data transparently to the users’ experience so, from a user’s standpoint, it looks like the information comes to users’ desktop as it was “pushed” from the server.

However many push technology product are (or are planning to) support a new standard: IP-multicast, that allows messages in Internet to be sent to several recipients addresses simultaneously, rather than “unicast”, as is done with TCP/IP. Multicasting saves times and bandwidth, and allows the use of event-driven push
. 

4.4 The history
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The first and most well-known push company was PointCast, the grandfather and the originator of all push systems. PointCast released his product, PointCast Network, in May 1996. The service broadcasts real-time news, stock quotes, and other information directly to user’s PC in the form of a screen saver or within an application’s window. The end user downloads the client software from PointCast’s Web page and selects the channels that he wants to receive. The PC displays content on the screen every time the computer is idle, and for each piece of information a link refers to a Web page where the user, with a browser, can retrieve the full story. The content of the information delivered is customisable, based on a user-specified profile. However, the most surprising factor is that the service and the software are free: PointCast makes money through advertising. By the end of 1996, PointCast served between 1 to 2 million of users (Bullock et al. 1997). 
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Due to the big success of PointCast the competition started. A great number of vendors have produced a push solution. Each product offers a different approach to content deliver, rating from screen saver to scrolling headlines and pop-up alerts. However all products reflect the working schema showed in Figure 1.

Each push product excels at publishing different contents of data. For example, Marimba is the ideal platform to deliver Java code to a number of clients; Intermind Comunicator works well at notification but deliver only a link to a full-story Web page, it is bad if you want to browse offline the information after receiving the notification; PointCast is the leader in delivering news headlines and serve the higher number of channels; BackWeb may deliver any kind of data even applications and provides a large set of user-friendly content design tools and automations for the publisher.

The range of the client operating systems each platform supports also varies. All products support Microsoft Windows client, some such as Marimba and BackWeb support Macintosh, and also as Marimba and PointCast supports Unix client as well.

For the publisher, some products offer also a SDK (Software Development Kit) that enable transmitter to be integrated with other applications (i.e. a Database). Some offer a usage reports, which show how many individuals downloaded a channel, what topics they viewed, and the popularity of the channel over time.

Recently also old timers and bigger companies such Microsoft and Netscape are involved as well and, most probably, they will define the future of the push technology. Their products, WebCaster and Netcaster respectively, moving away from the traditional push screen saver to integration onto their browser or, in the case of WebCaster, onto the Windows desktop. 

However the push technology competition is growing, and a Yankee Group’s market study estimates that the 10 million of dollars of today's push market will reach at least 5 billion at the decade’s end(Bullock et al. 1997). 

4.5 Push Benefits

From user perspective, push offers two main benefits. First, it lets users to receive exactly what kind of information they want, and delivers it directly to their desktops. Second, with most push solutions, users can browse the delivered content in offline mode, which can be significantly more useful and fast than surfing the Web.

For the Information Provider, with push tools the information is customised for recipients according to individual needs, and delivered to a target list of recipients rather than to everyone. Information is sent in timely manner and the usage reports reveal if users appreciate the service. 

In an enterprise, the primary benefit of push technology to the corporate desktop is time-sensitive information that is directly relevant to the business (i.e. financial, share-related information, …) (Best, 1996). Pushing relevant information to workers is a natural application for push technology, but, often, that means constant interruption that may distract workers from their job, so a plan of the message, the target recipient and the number of message per day must be carefully analysed. 

For everyone, the last (but not less important) benefit is the opportunity to send programs updates directly to the users and upgrading applications to the user’s computer automatically and transparently to user’s activity. Some push products offer this feature (like Marimba, BackWeb, MS Internet Explorer), enabling publisher to send besides textual information, also applications code, drivers and patches. Among others, Microsoft, 3com and McAfee are using commercial push products to broadcast their programs’ updates and drivers. 

4.6 Push Drawbacks

One of the critic factors is bandwidth, where the use of push systems by even a small number of clients can add an extra stress to the system (Chew, 1997). Most push products allow the user to choose when the information is downloaded, so he can schedule it for the moment he is away from the computer. For a corporate intranet, where many desktops run push clients, some push vendors offer a cache server that runs locally on the intranet and provides shared content for all desktops, alleviating network traffic. Other push products work with particular network protocols that require less bandwidth (i.e. the BackWeb’s “polite” network protocol based on UDP), others have produced network protocols enabling the client to download from the server only the bytes that are changed (i.e. the Marimba’s ADP protocol, recently submitted to the World Wide Web consortium for approval).

Another problem is the compatibility: Each push technology product uses its own protocol, interface, and client and server pieces, so you can’t use one product’s server with another’s client. Recently the two biggest browser producers in the push market: Microsoft and Netscape, showed the intention to support pushing Internet content, by defining CDF (Channel Definition Format) for Microsoft and NetCaster for Netscape. These two new standards are opening a road to an incoming compatibility among different products.

For some people, push products could be intrusive, because their notification methods may interrupt the user’s attention. We are talking about some notifications methods like E-mail’s beep message, animated icons, scrolling information tickers, screen saver, etc. Fortunately in many push tools notifications can be turned off, but then the push service seems like E-mailed pages or an off-line browser
. 

4.7 The browsers’ role 

New developments in push technology merit attention: the new release of browsers with built-in push from Netscape Communications Corp. and Microsoft Corp. These will obviate the need to install and support a separate product, so users can access pushed content by means of a well-known product. 

As mentioned before, Microsoft and Netscape meet to push technology with their products standards (CDF for Microsoft and NetCaster for Netscape, see Annex A.2.7 for details about them). Consequently most push tools producer has modified their products to make the best of this new way, using the browsers as client software to read information delivered by their product’s server. In some cases, push systems provide a plug-in for browsers in order to read the pushed data, as alternative to the proprietary client. With this solution users don’t need to learn another software application, also users can use one application only to surf on the Web, read pushed channels, read mails and newsgroups. We believe that this integration between push servers and common browser will decree the success of push technology.

5 The available technologies

The market of push systems is large and disordered. As we outlined before, due to the ambiguity of term “push” some products that really aren’t much more than enhanced offline browsers are erroneously classified as push technology and, on the other hand, custom network broadcast solutions and old systems like E-mail have provided push solutions for years. This paragraph attempts to classify push systems both from the service offered and the technological point of view. 

5.1 The market of push

Some push producers are also content aggregators, since they also publish information. In this case, a producer is at the same time a channel broadcaster. Some push producers and channel broadcasters make money by selling the technology, others selling advertising space and subscriptions, or a combination of both. Third party publishers generally receive a percentage of the advertising fee or they collect subscriptions and pay per-view fees to the channel broadcaster for delivery. Therefore, the push market could be split in two classes:

1. Push technologies vendors, that make available only the client and the server software, without publishing any channel.

2. Push vendors and content aggregator, which make available both the technologies and the content, as they publish some channels.

Here we report a list of most important producers separated in the two above mentioned classes (see §A.1 for a comprehensive list of producers).

Push technologies vendors
Push vendors and content aggregator

Marimba 
PointCast

BackWeb
Astound

Wayfarer
InCommon

DataChannel
Intermind

Verity
NETdelivery

Diffusion
Netscape (InBox-direct)

Eurospider








Table 1: Some producers are both technologies vendors and content aggregator

Generally, the targets of the producers of the first class are the companies, and their products (most of them are client/server solutions) are dedicated to the business market. Their business model is to make money by selling the technology. 

Instead, the producers of the second class are more interested at the generic user, and their services provide generic channels in Internet. Most of them distribute free client software with download from their Web site. Their business model is to make money selling advertising space and subscriptions.

In an enterprise, the products of first class are better if the company wants to publish its own content, while products of the second class are better for directing users to others’ content.

5.2 The variety of clients used


In our analysis of the push market we found that receivers, depending on push tools, could be: an E-mail reader program (like Eudora Mail or Microsoft Outlook), a common browser (like Netscape Navigator or MS Internet Explorer), a dedicated client program (like Marimba’s tuner or BackWeb’s viewer).

Obviously, a solution that uses a common Web browser or/and an E-mail reader to read content has more benefits, because users do not need to learn another software application.

In the case of the browser’s solution we detected at least a product that maintain content on a centralised Web server, rather than upload data on the user’s computer. We distinguish this two modalities with the terms “locally stored data” (when information is updated and resides on the user's local hard disk) and “Remotely stored data” (when information resides on a remote host and users have to browse information from that host). Obviously, both the E-mail reader and the proprietary client solutions belong to locally stored data modality, because content is downloaded to user’s computer for the viewing. As we said before, remotely stored data is a strange push solution method that we report here for completeness. Subsequently, we divide push client in four classes:

1) E-mail reader (for example Eurospider and Netscape In-Box direct)

2) Web browser using remotely stored data (for example Verity IntelliServ and MS internet Explorer 4.0)

3) Web browser using locally stored data (for example, BackWeb and DataChannel RIO)

4) Proprietary client (for Example PointCast and Marimba)

Recently most push vendors use both client software and a common Web browser with locally stored data to read their content. This strategy show how the future of push tools will depend also in not forcing the users to learn another tools, but enabling them to use a well-known program. 

5.3 Push Services

In this paragraph we categorise the various push technology solutions not by vendor name, but by the function they provide. Here we propose a revised and modified model proposed by J. Best (Best, 1996).

· Filtered broadcasting (opp. Searching push): This solution monitors information sources as web sites, databases or other content aggregations, and extract items that match a set of keywords. The search job is carried out periodically by an agent, and the result of the search is delivered by E-mail or summarised in a customised Web page. This solution is used both by companies that want to create a proprietary push service and by information providers brokering third-party information. The most common examples are found at news sites like ZD net’s Personal Newsletters (http://www.zdnet.com/cc/email.html) or in Cordis rapidus (http://www.cordis.lu/rapidus). In these sites users may subscribe to a service that periodically match the keywords defined in the user profile with information published and send latest news to user by E-mail. Generally, the service is implemented by coupling an information retrieval system (a search engine) with a broadcast delivery tool. Tools performing this service are for example Verity Intelliserv and Eurospider.


· Corporate channel Broadcasting: Is the most used push solution. Companies or information providers which want to push their information in Internet have to purchase a push solution from a vendor and create a proprietary push channel. With this solution, a publisher acts as a transmitter, and delivers information to recipients without need of a third party aggregator. Delivery of information could be done by E-mail, by a personal home page or by a dedicated client. Either in this case the user receives information according to his own profile. A lot of tools permit information providers to publish directly to users a own channel, including Pointcast I-server, Backweb, Marimba, Internet Explorer, Netscape Navigator.
· Content aggregator Broadcasting: Is the push solution used by the information brokers. These are services that collect information from third party publisher or companies, prepare content into topic defined channels (for instance news, sports, TV, …) and push channels to users using a client/server architecture like Figure 1. A user subscribes to one o more channels and usually receives information by means of a receiver running on his desk on a schedule determined by the publisher. Examples of this service are PointCast Network and Yahoo News ticker. A sample of tools that support this service are  Backweb, Marimba, inCommon DownTown.
In Annex A.2 we’ll analyse some push products. For each product we will describe which class of product service just described it belongs to. Also in Annex A.4 we will analyse some example of push services.

5.4 Some technical tips helping to select the appropriate push technology tool

With the high number of push tools in the market, content providers looking to publish on the Internet through the push technology have to think hard about which ones to adopt. Here we will select some of distinctive features regarding push tools. Before adopting a push solution, a publisher has to look (at least) at these features to decide which push tool most fulfils both users and publisher requirements. 

In push tools, we detected distinctive features, according to their different answers to the following questions:

1) Which kind of data is planned to be published?  

a) plain text 

b) multimedia content

c) HTML pages

2) Is it required an open client architecture, like a common browser and/or E-mail client program, to view content?

3)  Information contents are stored in:

a) a server Web

b) a database 

c) in other files

4) Client software must notify immediately user that new data has arrived?

5) Is it planned to deliver both data and applications (executable code and/or Java code)?

6) Has it to deliver information in nearly real-time manner?

Each product has technical features different from the others. Before adopting a solution, a publisher has to first answer these questions, then match users and providers needs with each push tool features, and finally select the most appropriate tool.

6 Information market segments

6.1 Which areas

The SwissCast Project is devoted to provide a full working prototype, implementing existing technologies to improve Internet/c.m.c. communication. The choice of three very different research areas was coherent with the outlined purpose: in order to satisfy users’ requirements, information flow structuring as well as information technologies to be used must be extremely flexible, with a low impact on the kind of information to be conveyed.

This does not mean that they are completely neutral; that’s why the previously described assessment method was realised. In any case, working in different areas it seemed to be more likely that general strategies could be found for the pushing frame.

Very often over the Internet it is possible to note this flow: technological applications looking for communicational applications: organising the latter to fit the former; SwissCast wants to work reversing, integrating and expanding that flow: there is a new communication frame: which technological application can help which communicational application?

As already explained in the Project documentation, three main areas of research were chosen: communication between pharmacological industries and professionals (physicians and pharmacists), communication between tourism offices / organisations and users, communication between University administration / research office and students / professors / researchers.

The choice is coherent also with the cultural and economical milieu where the project is being realised: both pharmacological industries and tourism industry have a main role in Switzerland as well as in the Tessin area. Moreover, the possibility of having an application field which could be more easily reached and where the impact of push communication could be better (and in a shorter period time) assessed, suggested to add the Università della Svizzera Italiana as a third case study.

6.1.1 Also a question of information quality

Before a presentation of each area of interest, a few lines should be added on how to assess communication on the web. When projecting a new information tool over the Internet one can't avoid an analysis of what is already available, having in mind that the quality of provided information will be of the main relevance.

Literature on this issue is growing up at an enormous speed; precise standards have not yet been defined: because of this, on one side all researchers are working on hand-made assessing tools, on the other side there are many research groups developing ought-to-be general criteria.

Among this great variety of proposals, two main different strategies can be recognised, based on what is provided: ratings of sites and rating tools. In the former group, ratings are posted as a seal on the reviewed site or as a listing of sites included in a clearinghouse (if they meet the quality criteria). Rating tools vary from general pointers to detailed checklists
.

6.2 The pharmacological area

6.2.1 A complex information market

Pharmacological products are in the very centre of a highly intricate communication net; many information agencies are interested in them: in their testing, approving, producing, marketing, distributing, selling, refining, (sometimes also) withdrawing.

The following image gives a good idea of the concerned dynamics
:
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Among those many information flows the research tries to use the information push frame to enhance communication between pharmaceutical companies and healthcare operators, mainly pharmacists and physicians.

6.2.2 Who’s around on the net?

After having reminded the reader to the caveat set in the initial paragraph, we could say that almost every pharmacological industry has (at least: started) a website, or more websites, run by different national branches, or devoted to different content areas. 

Much more difficult is to say how many practitioners (physician and pharmacists) have an Internet access, how do they use it, how much and for what. It seemed to be quite evident — and about Internet it has become a sort of truism — that, despite the fact we can’t say how many they are, we can say that their number is growing quite rapidly. 

Results of some few researches are presented in the Annexes' area. They show that healthcare professional using the Internet are very few outside the USA — where they reach the 46% among GPs. There are not main differences among GPs who use the Internet and GPs who don't; except for the number of patients seen per week: Internet users see more.

Because of their very limited number, European GPs are not enough to conduct a significant quantitative study.

There are not studies on the use of Internet by pharmacists, in any case websites directed to them are growing at a very fast speed, which seems to mean a growing interest among professionals toward new opportunities provided by c.m.c.

Moreover, although only 400 Swiss pharmacies (out of 1600) use a completely integrated technological tool for their administration (in the Tessin area, they are at about 10-15), among OFAC
 clients (which are 1100 pharmacies out of 1600), at about 60% already use a computer-based way when sending data, and their number is growing at a high speed
.

6.2.3 Information hosted by pharmaceutical websites

After a review of many pharmacological websites run by industries based (or with offices) in Switzerland, it is possible to say that — at different extents, and in different ways — their content could be divided as follows (taking into consideration that not all websites presents all items): 

· about us: addresses and general information on the industry;

· business: data concerning production, selling trends, market quotations, etc.

· public: open information, for laymen, concerning drugs and therapies

· professionals: more detailed information, tailored for professionals (quite often it can be accessed only through a password validation)

· media: press releases

· questions: areas where to ask questions

· search: sometimes websites provide a site-search feature

· links: many websites provide a list of useful links: to other services run by the same industry, to research sites, etc.

· products: product description, usually divided depending on the fact that they need / don’t need a medical prescription

· medical information: some pharmacological industries provide (hosted by their main website, or by sites created for that purpose) medical information (e.g.: http://www.roche-hiv.com/)

Many other services are run by Universities and public or private associations. Among the main interesting ones for the present research could be reckoned:

· with push features:

· Pointcast (http://www.pointcast.com/), Medical/Pharmaceuticals channel: it presents data coming from two main information agencies: PR Newswire (http://www.prnewswire.com/index.shtml) and Business Wire (http://businesswire.com/)

· BackWeb (http://www.backweb.com/), Health channel: data of pharmacists’ and physicians’ interest are got from: PR Newswire (http://www.prnewswire.com/index.shtml), Yahoo (http://www.yahoo.com), MedPatientsNetwork (http://www.medpatients.com/);

· with no push features:

· PharmaWeb (http://www.pharmweb.net/), probably the most interesting website in this field. 
Pharmaweb is going to offer a kind of information service via mail on pharmaceutical news and drug alerts, but it isn’t yet working properly. It is based on three thematic channels (plus another one which is their sum): Drug interactions, new drugs and product recall, and many national channels (http://www.pharmweb.net/pwmirror/pwq/pharmwebq7.html).

· MedScape (http://www.medscape.com/), it is a very rich source of information for physicians and health care professionals. It offers materials so organised: news of the day, specialities
, medical headlines, and "what's new". It provides also free access to some main medical data bases: Medline, Toxline, Aidsline, as well as to drug search from First DataBank (http://www.firstdatabank.com/, search facilities are provided by drug and by disease). In the latter many possibilities are provided, among them that of searching drug interactions. Available drugs are those registered by the U.S. F.D.A.
 
Two more relevant points. i) MedScape sends to everybody who requests it a weekly e-mail newsletter, where a short review of what is new on the site can be found (links to the complete piece of information are provided). ii) MedScape offers moreover a free web-based e-mail service, with the possibility of getting an account like yourname@medscape.com: it seems a very interesting strategy to get more physicians involved in the web.

· The "Virtual" - Pharmacy Center. Pharmacy, Pharmacology and Clinical Pharmacology & Toxicology (http://www-sci.lib.uci.edu/HSG/Pharmacy.html), a trying-to-be complete collection of pharma-related links.

· SwissPharmacy (http://www.swisspharmacy.com/), a service based in Switzerland: it has just started its normal run. Its features could be considered very similar to those of websites run by pharmacological industries.

· OFAC (http://www.ofac.ch), which offers a selection of Swiss newspapers’ articles on health subjects, and the possibility of ask a pool of experts about health issues (the latter is not a free service).

All the operators share a need for good evaluation standards to be employed when assessing health-related websites. Some proposals are presented and discussed in Annex. 

The image represented below —realised by the United States Pharmacopoeia (USP) — shows the dramatically various levels of “truthness” of pharmaceutical information, as well as the inverse ratio between information quality and quality in this field.
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A very relevant project — the Health On the Net Foundation Code of Conduct for medical and health web sites
, Switzerland based — has not only developed a list of criteria, but offers also the possibility to websites that meet those criteria of displaying a specially designed seal.

The information pushing service concerned here is not properly a general website where everybody can find health related information, nonetheless those quality assessing criteria must be carefully considered, in order to meet them whenever they can be applied, and to develop some more criteria (which have to be coherent with them) when necessary.

It is already quite clear that many ethical issues are concerned here, among them those of information-reliability and information-confidentiality should be emphasised.

6.2.4 Contacts and perspectives

After having chosen an area consultant for the pharmacological field, initial relations with information providers and end users were consolidated.

Due to the Project dimensions it seemed to be wiser not having too many active information providers working as Project partners: at the moment they are three industries which represent very different market areas:

· Pfizer AG
: a very big American company, with an important Switzerland branch. It’s a world leading industry, very interested in new marketing strategies. 
At the World Economic Forum (held in Davos, Switzerland, February 2, 1998), Henry McKinnell, executive vice president, Pfizer Inc, and president, Pfizer Pharmaceuticals Group underlined the role of information for the future of pharmaceutical industry, and closed his speech saying: «I hope that we will find willing partners who will let us help craft the healthcare systems of the 21st century, and bring healthcare into the “information age”. It can and must be done, and done well. Thank you»
;

· IBSA — Institut Biochimique SA
: a medium size company, whose auto-presentation follows «IBSA was founded in Lugano-Massagno, Switzerland, in 1945 through the initiative of a group of biologists from the Tessin area. Strongly oriented to the production of new, original pharmaceutical specialities, the company soon began manufacturing for export — particularly to the Middle East and Japan — in order to satisfy the growing demand for those markets.
Since 1985, thanks to a twofold increase of the share capital which permitted the introduction of new technology, modernisation and streamlining the manufacturing departments, IBSA opened a new road. Without abandoning the production of traditional drugs, the company became involved in the development and manufacture of innovative pharmaceutical forms which would be extremely well-tolerated by the organism»; 

· Künzle
: a little company (with eleven employee) with a very long tradition, always in the field of phytotherapeutic specialities.

Beside those pharmaceutical companies, an agency specialised in information brokering in health area has joined the project, providing a deep insight and a long experience in the information market concerned:

· ActaMed Services
: it works, at a very high level, in the area of pharmaceutical information, mainly by the way of providing scientific literature in hard copy.

6.2.5 Looking for information providers communication needs

The research on this issue is just starting, and more interviews and meeting are needed to provide a reliable sketch of what information providers want to communicate to end users. Until now, some main points have been pointed out: 
1. advantages:

1.1. getting to know who uses the service

1.2. having a clearly defined format for the messages to be delivered can give to all the industries the opportunity of a fair competition

1.3. it is accessible also for very little companies

1.4. it is possible to provide information about in progress researches, avoiding the timing imposed by printed review

2. important features (not pointed out by end-users)

2.1. it is important not to give end users the choice of exclude a specific company and/or a single product

2.2. providing information about Healthcare forthcoming Conferences / Training activities (sponsored by pharmaceutical companies) would offer an added value to the service 

2.3. having the possibility of providing material in many language it is likely to improve system's effectiveness

2.4. from the marketing point of view it would be preferable having the possibility of characterising information headlines with company logo or other eye/attention-catching strategies

3. questions to be answered:

3.1. how could the SwissCast service improve business?

3.2. how to assess service effectiveness

3.3. how to deliver copy-righted materials (e.g.: electronic versions of professional magazines’ articles)

3.4. legal and privacy issues

3.5. legal issues concerned with advertising (requested or non requested information)

6.2.6 Looking for end-users communication needs

6.2.6.1 Pharmacists’ communication needs

Pieces of information which can be provided by pharmacological industries that are of interest for pharmacists can be divided in the following three main categories:

1. pathology-related studies

2. new application of already existent principles

3. product information

3.1. clinical studies concerning products on the way to be registered

3.2. information on products when they are released

3.3. monitoring studies concerning already marketed products

4. product withdrawal

5. business information on the Company

Other issues which require a deeper analysis are: confidentiality, legal issues, hot to divide the material any more, how to search in already existent health related databases, the language issue.

6.2.6.2 Physicians’ information needs

The most frequent points are:

· interest in a pathology-related organisation of the pieces of information

· necessity of a very simple GUI

· necessity of a really unobtrusive way of communicating

· a kind of a negative attitude toward information coming from pharmacological industries

· needs for very short and few messages (there are so many things to be dome which are more important in our profession…)

In any case, it seems that many ideas coming from interviews with pharmacists could be adapted also to the physicians’ world.

6.3 The University area

The Università della Svizzera Italiana offers a very interesting case analysis for this research, due to the following facts

· it has the only Faculty of Communication Sciences in the Switzerland, which provides a sample of students / end users very interested (and with a growing competence) in communicational themes, and who could be take an active role in the research

· its recent foundation, which offers a communication flow structure not yet definitely established, and a high motivation toward any possible improvement

· its little dimension: only two Faculties in Lugano, and only the first two course years: which gives the opportunity of study a very representative sample of the all concerned community

· its technological facilities, which yield to a very favourable ratio between computer available and students / end users

· its quite frequent use of c.m.c. when relating with people who work / study inside

· a change in the internal communication flow would yield, in the short/medium term, to a relief of the pressure on the secretarial personnel, which is increasing considerably, due to the fact that the University is going to get more than a doubling of students in the next two years 

The communication areas which seems to be particularly relevant for the SwissCast project are: administration / Secretary offices — students; Library — students / professors / researchers; Student organisations — students; Research office — professors / researchers

Other research areas are conceivable, but don’t seem to be for the moment that much fruitful: for instance

· Professors — students

· Civil institutions — students

6.3.1 Communication Administration / students and student organisations / students

6.3.1.1 The administration

The pushing communication frame seems to be interested in conveying in due time information only to people for whom it is relevant: user profiles in this case would result from the general profile known by the Organisation itself (e.g.: courses to be attended, enrolling situation, etc.), and a customisation done by the end users themselves.

Many pieces of information could be interesting for all students' and/or professors' / researchers' communities, and not only for a definite period: thus it seems to be wiser to have a pushing as well as a pulling information service; the information push will occur when the piece of information firstly is provided, and — since then on — it will be mounted on the University website, to be accessed also in the future.

Items which seem to be usefully sent via an information push service are

· Courses’ calendar as well as its modifications

· Advises, concerning enrolments and other administrative documents, providing a link to the complete piece of information

· Other pieces of information which are not of a general interest, but only of specific subgroups

An analysis conducted on the complete material which was sent to student since the University was born (under the title Info Studenti) is presented in Annex.

As already said, the push service inside the university could work in synergy with an information pull website, in this case the previous presented organisation could help defining an information channelling tailored to fit students' needs.

6.3.1.2 The ASSI (Associazione Studentesca della Svizzera Italiana)

A very representative sample of university students filled in a questionnaire to assess their perception of information offered by ASSI, and to test their attitude towards a channelling of it according to different areas of interest. Answers were not at all positive toward an information push frame applied to ASSI-students communication flow (cf. Annex A.7.1.2.).

These answers seem to be consistent with the overall interpretative framework proposed in this report: information push is helpful only under at least two main conditions:

· there is too much information available;

· people know exactly what they want to get.

Otherwise people would prefer to be left free of navigating on the web, or to receive every available information. Not being (yet) fed up with it, students like receiving e-mail messages, although not always relevant to them.

6.3.2 The research area

The Research area is particularly interested in the new opportunities offered by the push communication frame: up to date information is here dramatically relevant; at the same time the growing number of opportunities in an integrating world makes the need for relevant information among the highest in the agenda.

Some already available and very spread services are working, which use the mail based way of pushing.

The most interesting for Europe seems to be that run by the EU: Rapidus Cordis
. This is a very powerful data base of researches funded by the EU, which gives its users the opportunity, provided they make a free subscription to the service, of receiving in an e-mail format news on researches matching a user profile which is compiled (and can be always modified) by the users themselves.

Each message can contain many relevant pieces of information, or only one, or — if too much long to be send by an e-mail message — links to websites where relevant information can be found

Another very interesting service is that of ELFI
, which works (until now at a project validation level) with a mixture of pull and push technologies.

6.4 The tourism area

The exploration of the tourism area is going to start: thus, here our knowledge is quite limited.

What seems to be very important, and which makes this area particularly interesting for the SwissCast Project is its having so many actors, at the same time at a local stage as well as at a global one, and its growing interest towards the c.m.c., where the e-commerce issue plays a leading role. 

A meeting with the federal president of Switzerland tourism offices made it clear that there are many in progress activities concerning c.m.c. for operators in the sector.

A possible application seemed to be providing a casting service toward the general public, instead of a service devoted only to professionals.

Project partners will be the Tessin Tourism Office
 and Sion2006
.
Until now, Internet push technologies don’t seem to have raised a big interest in the world of tourism.
7 Push: a technology in search for a market?

At almost the conclusion of the first phase of the Project, the phase devoted to the analyses of the relevant Information Market, the user needs and the products/services available in the market, we have been able to better focus on the main issues which have to be addressed in the upcoming phases of the project. Moreover, the general problem of the unsolicited Information Delivery, to be achieved by means of Internet technologies and infrastructure, resulted more complex than initially foreseen.

The pushing of information through the network is in fact mainly a problem of how to serve a user, properly structure for him the information content, deliver it to him in due time, not disturbing his daily work and so on, rather than a technological issue. We have in fact presently plenty of technical solutions, devoted to push services, already available in the market. The adoption of one of them and/or a possible adaptation of it to the SwissCast context should be a choice having as clear a motivation as possible. This means that a specific architecture of the system/service devoted to this kind of Information Delivery must serve a specific set of user needs. This also means that these needs should have been unambiguously identified with an appropriate methodology applied to the target users.

We started in fact with the assumption that the technical solution should be as general as possible in order to serve information market segments the most varied. During the user needs elicitation sessions we realised that different sectors could/should have different modalities of interpreting and solving the Unsolicited Information Delivery problem, modalities which result in completely different technical solutions both from the point of view of the delivery mechanism and of the presentation method. 

7.1 The choice of the appropriate technologies

In this direction we devised a simplified tool able to outline the key features of a push system in order for it best serve the final users. Applied to a significant sample of the target users this tool gave us insights on possible service characteristics but also proposed back to us new questions.

First of all — as already seen — different available technologies were divided into three groups (genus) according to their content delivery mechanism and tools (see §5):

1) push solution using e-mail as delivery mechanism (subsequently indicated with mail);

2) push solution using a personal Web page stored in a centralised server, users must connect with a browser to a personal home page in order to display content (subsequently indicated with browser);

3) push solutions using a proprietary client running on the user’s desktop(subsequently indicated with client).

At the same time a matrix has been compiled, displaying those features which were shared by all but one (or two) of those groups; this 13-rows matrix has provided a useful tool to assess similarities and differences.
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Possibility of getting to know whether a new piece of information has come, 

also when working with other software

Possibility of recording, organising and reaccessing already accessed pieces 

of information 

Possibility of receiving multimedial data

Possibility for the user of not communicating their name and e-mail 

address.

Possibility of a deep customisation of the user interface

The user doesn't need a dedicated software

Real time updating

Many possibility of presenting data (Screensaver, wallpaper, flash, 

banners...)

Possibility of receiving programs, driver, Word/Exel files, etc.

Many graphical possibilities

Possibility of giving presentation (in a PowerPoint way)

Possibility of accessing data off-line

Possibility of consulting new data without stopping the current activity


Following this schema, a battery of questions was written, to be submitted to end-users, each question being connected with a matrix row.

Answers could vary in a range of five possibility: between not at all and not that much to enough, to very, and a must
.

Each possible answer leads to a score: zero for the intermediate point (the null one), +2 and +1 for the sharp positive ones, -1 and -2 for the others, due to the fact that, with another scoring, the technology gathering in itself the major number of features would win in any case, getting at least (in the unlikely worst case) the same score as the others.

People who entered this search phase were presented a demo of all three categories of pushing technologies (when possible, a 20/30 minutes live presentation with the computer, elsewhere showing them some printed screenshots
). Afterwards, they were asked to fill in — with the help of the researcher — the questionnaire.

A separate questionnaire was designed to assess the equipment of both end users and information providers that entered in the research as project partners.

7.2 Results

· The University:
— Research. The head of the USI-Research Office was interviewed, and completed the questionnaire to assess technologies: results showed his clear preference for an e-mail based service. It is, in any case, the strategy positively used by Rapidus, as already seen. Moreover, the same office already offers the opportunity of subscribing a mailing list to receive information on research relevant for USI people.
— Administration-ASSI / students. When related with the three available kinds of technologies, and interpreted weighting the answers as presented in detail in paragraph 7.1, mean results are: mail: 4, browser: 4, dedicated client: 10. In this area thus using a dedicated client service for the pushing activities seems to fit end user requirement as stated in the questionnaires.

· The pharmaceutical area:
When related with the three available kinds of technologies, and interpreted weighting the answers as presented before, a first set of interviews gave the following mean results: mail: 5, browser: 4, dedicated client: 3.
It must be added that, in fact, most people who could experience the "live" presentation, preferred the dedicated client. This seams to mean that our weighting was able to select the technology providing the minimal set of features, but not always the optimal one. Moreover, on the side of information providers, a quite relevant interest has been shown in having the possibility of broad graphical features, which could turn the service in something interesting also for their marketing branches. This, in turn, would mean having money to support the commercial running of the service itself. Some more investigations seem to be required in order to better define this point.

· Tourism:
In this field research is still going on and has not yet reached any conclusion on this issue; the analysis of webhosted information strongly suggests a direction towards a solution characterised by broad graphical possibilities.
7.3 Conclusions

At this stage of  project’s development we have been able to draw some provisional conclusions which could surely help us as guidelines for the upcoming project work. 

First of all we realised that the different sectors, of the information market areas that we addressed, shall be treated individually both in the elicitation of the so called user needs and in the consequent adoption of specifically tailored service architectures. This is not only necessary for the benefit of the potential users, but also for the project workplan and  flexibility. Nature and format of the information content, information structure, frequency of the updating process and so on, all of them are issues that we, up to now,  identified as specific to the sector. We obviously will take care of and exploit all of the possible commonalties among them, but presently prefer to keep them as separate interest groups.

Another key issue to be addressed seems to us the definition of the User Profile. How far can it be personalised by the single user and in which way or how better would it be for the single user to be able to choose his profile among the entries of a menu presented by the system? How the system could help the user (and itself) by means of a sort of mechanism able to learn the user’s behaviour and adapt its way to serve him? 

And how (i.e. how much pleasant and friendly) the system present itself to the user and present the user with the results of its information delivery service. 

A final question is anyway still open, and probably  it will continue to be in the future. Is it really true that the “push” solution to this information delivery service, even if carefully chosen for its features and well customised to the specific user group, is the winning choice in this uncontrollably rapidly developing Information Society?

In fact, push is part of a whole set of developments that should help the user of WWW to cope with an ever increasing — and increasingly unstructured — amount of information; on the technological levels, some examples are the new features to be included in next versions of HTML language, the possible introduction of a metadata standard format for HTML documents — that would help very much indexing and searching on the Web —, the developments in the field of search engines and databases (including interfacing via the WWW).

But finally, and most importantly, the development of information publishing and delivering on the WWW won’t be determined by technological considerations, but by the capacity to offer services that are useful to some target group of users, in the sense that they offer real advantages in comparison to the information sources that they use today and that they don’t require too much change in habits; in this sense, the very naive attitude often encountered in developers of push services — i.e., of users waiting that some tool provides them with information they urgently need and they aren’t capable to find — has to be replaced by that of users that get already too much information from too many channels — electronic channels, but also newspapers, broadcasting, phone and face-to-face contact; they also need highly structured and validated information; thus, the editorial competence — selecting and assessing the information relevance according to the user’s requirements — is the hearth of a push system, on which technological instruments and interfaces have to be designed.

It is really the core of the SwissCast project to analyse the interconnections between the different component of a push system — the information retrieval and the search engine; the market competence and the editor’s work at the other side; the pushing process and the user interface —, by realising and testing applications in specific information fields.

A Annex

A.1 Push Technology:  list of vendors & tools

Here we report a comprehensive list of the most well known push products available at present. We disclaim that every push product is included in this list: due to the fastest growing market of push products and the lack of a centralised authority of control for new products, it’s almost impossible to assemble a complete list of tools.
Company
Product Name
Link

Accurate
NetPresenter
http://www.accurate.co.uk

Affinicast
Affinicast
http://www.affinicast.com

America OnLine
Driveway
http://www.aol.com

Amulet
InfoWizard
http://www.infowizard.com

Astound
WebCast
http://www.astound.com

Backweb Tecnologies
BackWeb Infocenter
http://www.backweb.com

Berkeley Systems
AfterDark Online
http://www.afterdark.com

Broadvision
One-to-One
http://www.broadvision.com

Caravelle
Transceive
http://www.caravelle.com

Cognisoft/Verity 
Intelliserv
http://www.verity.com

DataChannel
DataChannel
http://www.datachannel.com

Desktop Data
NewsEdge
http://www.desktopdata.com

DesktopNews 
Desktop News
http://www.desktopnews.com

Diffusion 
IntraExpress
http://www.diffusion.com

Eurospider AG
Eurospider
http://www.eurospider.com

E-Parcel
e-Parcel Basic Service
http://www.e-parcel.com

Farcast
Farcast
http://www.farcast.com

Firefly 
Community
http://www.firefly.com

First Floor
Smart Delivery
http://www.firstflor.com

ForeFront Group
WebWhacker
http://www.ffg.com

iFusion
ArrIve
http://www.ifusion.com

InCommon
Downtown
http://www.incommon.com

InContext
FlashSite
http://www.incontext.com

Individual
Freeloader, NewsPage
http://www.freloader.net

Intel
Intercast
http://www.intercast.com

InterMind
Communicator
http://www.intermind.com

Kangaroo Software
Kangaroo Punch 
http://www.thekangaroo.com

Lanacom
HeadLiner
http://www.lanacom.com

Marimba
Castanet
http://www.marimba.com

Megasoft
Web Transporter
http://www.megasoft.com

Mercury Mail
Mercury Mail
http://www.merc.com

Metz
Netriever
http://www.metz.com

MyWay
MyWay
http://www.myway.com

NetDelivery
ZipDelivery
http://www.netdeliver.com

Netscape 
NetCaster
http://www.netscape.com

Paracel/WavePhore
Newscast Today
http://www.wavephone.com

Pointcast 
I-Server
http://www.pointcast.com

Revnet
GroupMaster
http://www.revnet.com

Slingshot
Slingshot
http://www.slingshot.com

SoftReach
NetReach
http://www.softreach.com

Sourcecraft
Intellicraft
http://www.surcecraft.com

The Internet Co.
Messenger
http://www.internet.com

TIBCO
TIBCO
http://www.tibco.com

Tierra
Highlights
http://www.tierra.com

Travelling Software
WebEx
http://www.travsoft.com

Tumbleweed
Posta
http://www.tumbleweed.com

US Interactive
Digital Bindery
http://www.bindery.com

V-Cast
Gigex
http://delivery.reach.com

Verity
IntelliServ
http://www.verity.com

WavePhore
NewsCast
http://www.wavephone.com

Wayfarer
Wayfarer 
http://www.wayfarer.com





A.2 Push technology tools: Products' analysis

This chapter is about a description of the most prominent Information Casting system products, also known as Push. The market of Push technology tools is now one of the most confused growing area on the Internet, and each product use very different approaches to solve very different problems. Each product is treated in tree levels of detail. The first level (general information) provides general information about the product, with a high level of description of the most important features of the product. The second level (product description) will deal more in details about each component and a more accurate description of the tool. The last level of description is discussed in §A.3 with a feature list that summarises each product with a list of detailed technical features. 

A.2.1 Astound WebCast Professional


Company profile

Astound Incorporated

710 Lakeway Dr. Suite 230

Sunnyvale, CA 94086

Ph: (408) 720-0337

Fax: (408) 720-1011

Web: http://www.astound.com
Astound Incorporated is a Canadian company founded in 1996 to develop and market world-class multimedia authoring products for Windows and Macintosh computer platforms, and Netscape and Microsoft Web platforms. The company is headquartered in Toronto, which serve the research and development department. Instead the American office in Sunnyvale (California) serves the sales and marketing activities. The company’s main product is Astound a powerful multimedia presentation tool product for the Web. 

In 1997 the company produced a complete solution for building and maintaining information channels through push technology; the Astound WebCast Professional. 

Astound’s business model is selling the software, although Astound publish himself some own demonstrative channels. 

General information
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Astond Inc. is a well-known company especially for the high quality of their multimedia presentation software. Astound’s push tool, Webcast professional, as an extension of their basic multimedia products, let publisher to create channels and broadcast information with high quality animations, graphics, audio and other multimedia content in a very simple way. The Astound WebCast’s force is the distinction between the channel layout and the content. Publisher may design with an powerful editing tool the basic layout of the user’s interface, in a way similar at Microsoft Powerpoint’s slides. The channel layout may contain graphics, motions, audio, video, and even plug-in to extend the client’s capabilities. Channels can become even more sophisticated with Java Applets, Java Beans and ActiveX controls. 

The channel layout is downloaded only once from the server to the client, and remains on the hard disk of the user’s computer until it will be changed. All the consecutive transmission between client and server concern only the textual data, improving the overall broadcast efficiency.

Content can be displayed with the Astound’s dedicated client, or with the Internet Explorer 4.0 or Netscape NetCaster browsers.

Astound WebCast Professional is an ideal platform to broadcast multimedia presentation (like Powerpoint’s slides) in the Internet.

In our taxonomy of push services, this product most suite the corporate channel broadcasting class.

Product description

The products consists in tree distinct parts:

· Astound WebCast Server, it’s a normal HTTP Web server used to distribute content to the clients. Organisations may use another Web server instead, like Apache or Microsoft Internet Information server. Astound channels consist in simple text files contained in the server’s file system visible through the Web server and interpreted from the Astound’s clients.

· Astound WebCast Studio, it’s the editing tool to build channel’s layout. Through a set of wizards, this tool permits publisher to select specific information from a Web site to broadcast over the channel. For example, publisher can select specific information from a stock market Web page and broadcast it on the corporate channel automatically at specified intervals.

· Astound WebCast Live, it’s the client software permitting users to receive Astound channels. In addition, channels may be displayed with Microsoft Internet Explorer 4.0 or Netscape Netcaster. Client checks periodically Astound’s servers for new content and, if new information is available, download it to user’s client viewer.

Price

Astound WebCast Live (the client parts) is free of charge for download.

Astound WebCast Professional (Includes WebCast Studio, WebCast Personal Server and Player): N/A

A.2.2 BackWeb 

Company profile

BackWeb Technologies Inc.

2077 Gateway Place, Suite 500 

San Jose, CA 95110 

Phone: (408) 933-1700 

Fax: (408) 933-1800 

Web: www.backweb.com 

BackWeb was started in February 1995 by BRM Technologies, an Israeli company, which has been early to market with several important technologies, including anti-virus and Internet security technologies. BRM was a co-founder of Check Point Software Technologies (NASDAQ: CHKPF), the leader in the Internet firewall market and the second largest Internet company (after Netscape®) in terms of market capitalisation as of mid-January 1997.

BackWeb’s business model is to make money by selling the technology and to apply additionally royalties on their product upon the network traffic.

BackWeb has partnership with high-level company like Microsoft, Lotus, Hewlett-Packard, Silicon Graphics, Tibco, Intel, 3com, … 

General Information
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BackWeb Infocenter is an open platform for the development of simple to complex push systems. It was designed to enable companies to develop standalone push applications or totally integrated solutions with technologies from companies such as Oracle, TIBCO, Lotus®, Hewlett-Packard®, AirMedia™, Check Point™, Firefly™, etc. 
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Based on a co-operative client/server architecture, the technology offers a great degree of flexibility and personalization on both the server and the client sides. This system is one of the most comprehensive and easiest to use push systems available. The server software allows individual content providers to run and administer their own channels with version available bot for Sun Solaris platform and Microsoft NT 4.0 platform. From a developer’s standpoint, BackWeb is rich with functions and features that you can combine to create useful push applications; particularly powerful is the ability to generate content on the fly, which is particularly useful for publishing personalised data to the users. Personalization is a strong feature of BackWeb, with is ability to deliver tailored content based on both channel owner and end user preferences. Channel owners can define powerful segmentation rules on InfoPaks to customize delivery of content to specific clients meeting selected criteria and also assign priorities to different InfoPaks. Channels owner can also designate fixed sources of new information, such as frequently updated web pages of corporate database to enable automatic content generation for broadcast to client at scheduled times.
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New information is delivered to the Backweb client in the form of InfoPaks. An InfoPak can contain a Flash message, a customizable desktop notifications that can automatically appear and move unintrusively on top of the desktop no matter which application is active, without taking focus away from the active application (for example by showing a small graphic at a corner of the screen). The autoplay of flashes is configurable by users and can be automatically enabled or disabled on specified time settings and with specified application. User can click on the Flash for the full content, alternatively users can ignore the Flash message, and it disappears after a few seconds without interrupting the work). Other notification methods are Audio Message, Screen Saver, Wallpaper and contains all the graphics, text, hyperlinks, and scripting necessary to display a message to the user. The user can control whether and how often new InfoPaks are played automatically. Moreover user can disable all notifications methods if he what to be uninterrupted when he works. BackWeb provides the BALI editor authoring tool to design the InfoPaks and to control user interaction, such as launching Web sites on mouse-click events.

With the new version of the client (BackWeb Infocenter 4.0, actually in demo version) other notification methods are: Ticker that can be configured to run anywhere on the desktop and display any channels and News Title, that turns the title bar of the active window into a ticker, allowing ticker functionality without using any desktop work space. Furthermore BackWeb is preparing an plug-in (actually in beta version) for  Microsoft Internet Explorer to enable users to use this browser as client for BackWeb servers. This offers the potential to expand the BackWeb user base greatly.

The most interesting technical achievement of BackWeb (Polite Agent Technology) is the capability of incrementally downloading information from the Internet during idle times of connections. In other words, even a dial-in user, with no permanent Internet connection, can receive useful information during the time s/he is connected, but has little or no TCP/IP traffic.

Among successful customer of BackWeb are McAfee Associates Inc. that is using BackWeb to provide automatic updates to its virus scanning software and the Aerospace Company of Allied Signal Corp. in Peterboro, N.J. (U.S.A.) that is using BackWeb to push engineering data to 3.000 engineers around the world. 

In our taxonomy of push services, this product could belong to both corporate channel broadcasting and content aggregator broadcasting classes.

Product Description
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: BackWeb system architecture

The BackWeb product family includes a:

· Channel Server Software: stores content and software and/or accesses it from other systems, and broadcasts it to appropriate clients. Units of broadcast are called “InfoPaks” (channel-owner defined collection of files making up one logical delivery to user) and InfoPaks have properties that designate detailed targeting, intelligent behavioral attributes and feedback reporting. Channel owners can create a channel-specific profile to segment users and content. A BackWeb channel server serves only on channel, but it can organise a channel into unlimited subchannels;

· Server Console: a high-level channel control panel that allows for distributed management of the channel server by the people closest to the content, such as Webmasters or marketing people.

· The Server API makes it possible to integrate the BackWeb Server with or communicate to any server side system, and to implement customizable logic for the selection of content to users. For example, a channel could that charged a monthly subscription rate could issue a unique user ID to users who register for its BackWeb channel. This ID could be passed from the BackWeb Client, through the Server API to a routine or “hook” that automatically checked a paid subscriber database. If the user’s status is returned as “paid,” the hook could then select the appropriate content to broadcast to the user. The API also enables use of the BackWeb Automation SDK, which facilitates the creation of completely automatic functioning of the channel according to processes put in place by the channel owner. 

· A Client Software – Free, downloadable software for users, available from BackWeb or any of the companies that have BackWeb channels. With a single client, users can access all the BackWeb-enabled channels. The client lets users subscribe to BackWeb’s own public channels or to private channels by entering the address of the desired BackWeb server. Works in the background when users are online and their communication line is idle to download content or software from any channel to which the user is registered. Allows users to set their own preferences for what kind of information is to be received and when and how it should be shown. Also allows users to specify use of either the BackWeb Polite Agent ™ or HTTP to communicate with channels. The Polite Agent allows download updates to the user’s computer during idle network time. HTTP is for users behind corporate firewalls who don’t have access to UDP-based communications or who don’t have the BackWeb Proxy Server installed. BackWeb, also, will continue to evolve the client to support both Microsoft IE4® and Netscape’s Constellation. Microsoft has designated BackWeb as a Premier ISV and as part of this agreement, BackWeb will create a version of its client to be integrated with Microsoft’s IE4. It will be optimized to use IE4’s architecture and broadcast features, enabling users to easily subscribe to BackWeb-based channels and receive content at the desktop. BackWeb’s Polite Agent™ will become an optional delivery agent for IE4 users and the BackWeb Client will take full advantage of new IE4 features such as Dynamic HTML, WebCheck scheduling services, and notification mechanisms for web updates. 

Other components (not showed figure) are:

· BALI Editor – A small software tool designed to let channels create Flashes. Flashes are user notifications that can appear non-intrusively on unused portions of the screen no matter what application the user is in, without taking focus away from the active application. BALI (BackWeb Authoring Language Interface) consists of a limited set of commands for defining the behavior, attributes and links into existing content for the channels Flash notifications. Runs on Win 95 or NT.

· Corporate Proxy Server/Repeater – For companies with a large number of BackWeb users, improves performance by caching frequently accessed material, and integrates BackWeb with the corporate firewall system. Will provide powerful resource management and subscription services capabilities. Also acts as a repeater and can be placed around the Internet/Intranet to optimize performance of a particular channel. Runs on Windows NT and 95. 

· BackWeb Client Administration Kit – can be used to preconfigure BackWeb clients prior to distribution and to update them later. With this tool, the administrator can preconfigure and lock settings and subscribed channels.

· TIBCO Multicasting component – organisations that publish channels can use BackWeb TIBCO Connection, based on TIBCO Inc.’s Information platform, to deliver InfoPaks to the users in true push fashion through IP broadcast/multicast; operating in this mode results in nearly instantaneous delivery of new InfoPaks and significantly reduce network overhead.

Price

Starting at $10.500, up to 20.000 InfoPaks/month. More licensing fees based on traffic and subscriber volumes. For academic use discount fees are expected.

A.2.3 Datachannel

Company profile

DataChannel, Inc.

155 108th NE, Suite 400

Bellevue, Wa 98004

Phone: 425 462-1999

Fax: 425 637-1192

Web: http://www.datachannel.com
DataChannel Inc. it’s a company founded in 1996 based in Bellevue, Washington, specialised in business corporate applications software over Internet/Intranet using XML-enabled active content technologies. The XML (eXtensible Markup Language)  is an extension of the SGML, a markup language from which the HTML was derived. Datachannel’s main product, DataChannel RIO, combines the power of an XML-driven database engine with real-time TIB notification working with Netscape’s Communicator or Microsoft Active Channel content.

Among Datachannel’s partner there are: Andersen Consulting,  Ernst & Young LLP., Microsoft, Sun, Hewlett-Packard, IBM, Digital, Compaq, Tandem, Oracle, sybase, …

General information

DataChannel RIO 3.0 is a suite of applications that use XML (Extensible Markup Language) standard to deliver active content to users desktop in a true event-driven push methodology through the IP-broadcasting, thanks to the TIBCO technology partnership (see §4.2). XML is a universal and powerful standard language for data; it allows data to be reused without any problems across multiple applications and platforms, ranging from the desktop computers to the mainframe. The RIO’s unique feature is that every user can directly save content directly to the server from their desktop using existing applications, such as Microsoft Word, Excel, and PowerPoint without the need to reconvert proprietary data in HTML data. This resolves the editor’s bottleneck because every one (having publish rights trusted by security controls, such as user logins and passwords) can publish information without the need of the intermediate administrator or editor. Publishing information is very simple, thanks to the drag-and-drop technique, users instantly can publish files to designated subscribers or within a channel. Obviously administrator can  dynamically manipulate who can create, and manage information into the channels.

Content is displayed to users using one of the four Datachannel clients, including a Java client, an HTML client, a Microsoft Active Channel client and a DataChannel “Save To The Web” Client.

DataChannel RIO is a good solutions for organizations wants to simplify the process of publishing, managing, and distributing active content allowing every member to publish content directly without the supervision of the Webmaster. 

In our taxonomy of push services, this product most suite the corporate channel broadcasting class.

Product description

Datachannel RIO is a new client/server product released in beta version on march 10th for download. The first distribution is expected on April 1998. For this reason, the product lacks of detailed technical information jet. Here we reports the information available at present.

Server side arguments
RIO server is written in Java. It communicates with a database (highly required) using ODBC/JDBC (Open Database Connectivity/Java Database Connectivity). It is capable of exporting data through a variety of languages, including XML, Java, Java script, HTML, and others.

Channels can include normal Web content, links to Microsoft Word documents, Microsoft Excel spreadsheets, Microsoft PowerPoint presentations, archived files and applications, streaming video and anything that is URL addressable. Its architecture links channel content to individual user Ids, so information and resources can be customised and addressed to a specific user.

The real-time updates are made by TIBCO software. TIBCO is a middleware software layer enabling data to be published in true broadcasting one-to-many methods (see http://www.tibco.com for more information).

DataChannel RIO maintains information profile about each user account on the server. When a user logs on to the server, all the profile information on that user is brought down from the server. In this way each user can log on to the server from any location (is not tied to a particular workstation) and access the same profile.

Client side arguments

Datachannel Rio include four kind of clients:

· DataChannel RIO Power Client: is a client running on every Java compatible Web browser;

· DataChannel RIO Channel Client: This client adds DataChannel to the Microsoft Internet Explorer Active Channel Bar. With this client users can read channel content in off-line;

· [image: image32.png]channets & meta-dala Netcaster Channels

doliovered via CDF Active Channels
mulicast, nicast Downlown Ghamels
TIBGO, timedpoll
Web
Browsors
Datebases
~—_ |incommon|  web |« >
Server | Sover Web ”
Data Content Intelligent
Source . Content
Integration - Caching
T wer |
Contextialy” Technology
Fitoring! Integration
NeuralNet
Securty/
Technology Pomission

Administration



DataChannel RIO HTML Client: this Client is expressly dedicated for low-bandwidth network connections because its less graphic intensive views;

· DataChannel RIO Save To The Web Client: it’s a client running in Windows environments; it also permits channel contents creation and editing though drag-and-drop of files onto a folder/channel.

Price

[image: image33.png]Main Menu  Move Bar Channel Resize Bar Seroll Bar



DataChannel RIO 3.0 will be available in April 1998. Price is not defined jet.
A.2.4 Eurospider

Company profile

Eurospider Information Technology AG

Schaffhauserstr. 18

CH-8006 Zurich

Phone: (01) 350-3230

Fax: (01) 364-0230

E-Mail: eit@eurospider.ch
Web: http://www.eurospider.ch/
Eurospider Information Technology AG is a spin-off company founded on 1995 under the direction of Prof. Peter Schäuble in order to develop and market a commercial information retrieval system developed at ETHZ of Zurich. The company is headquartered in Zurich. Their product, just called Eurospider, it’s used both in academic environments (like in the Swiss Federal Institute of Technology – ETH of Zurich) and commercial environments (like the SwissClick, a Swiss online magazine). Recently it was supported with a push module, enabling user to receive automatically the results of one o more search through E-mail with a schedule time based on a user profile.

Eurospider is not a content provider. His business model is to seal the technology.  

General information

Eurospider it’s an advanced Search Engine performing the following features:

· Efficient information retrieval: the proficiency of Eurospider is trusted by an excellent result at TREC-5 Proceedings;

· Multilingual support for indexing documents written in different languages (English, German, French, and Italian); each document is indexed in according to the grammatical rules of the language which the document is written. Also a cross-lingual resolution search permits to formulate query in one language and find documents written in other languages;

· Integration with existing databases, in order to retrieve documents, without the need of change the database applications;

· Provides all functions of the new generation retrieval systems such as relevance ranking, word normalisation and relevance feedback;

· Effective retrieval of scanned documents even when the performance of the Optical Character Recognition (OCR) is poor.

Recently in Eurospider was added a new feature: it’s possible for a user to define in a own profile a list of topics or/and a list of keywords, and receive the results of the query directly to user’s mailbox within an E-mail (see Figure 8 for an example of definition of user profile). 

[image: image34.png]Ehe New ork Times

Ot | @svots  Gimemaina | 4|
 Optimism Grows for Peaceful End to Crisis in Peru

5 Gustemlans Fomaly End 5 eor Cvt War

15 Administation Scoks to Poy U N_Debi bu Congrs los

55 North Koea Sends s Deep Fore”Over S nsion

5 Actecmnt 5 Eludes Hobron Ngatiators

5 LtterSuapestsWiltoryUnits Suppon Srion Prtesers

|5 Mulahs, Bewsre: The Women Are Amed and Dangerous
|5 Anslysis: Present Unest a Sign of South Korean Democta
15 Aid Worker Wins Fame in Cooling Peru Ciss




Eurospider automatically, with a schedule time defined in the user’s profile, execute a search, and the output of this search will be delivered to users by a common E-mail. 

Figure 8: Example of user profile’s definition form.

Content of E-mail delivered to users can be a set of links to Web pages that ranking the query, moreover E-mail can include the source pages itself, enabling pages to be read in off-line mode.

In our taxonomy of push services, this product most suite the filtered broadcasting class.

Unfortunately as the lack of more detailed documentation about the In-box push module of Eurospider (which actually is still under construction), we have no more information to discuss in details about Eurospider’s technological issues.

Price

N/A

A.2.5 inCommon


Company profile

inCommon Inc.

1875 South Grant Street, suite 110

San Mateo, CA 94402

Phone: 415.345.5432

Fax: 415.345.6986

Web: http://www.incommon.com
inCommon was founded in April, 1996 from a team with extensive background (most of them coming from Oracle), in databases, large-scale networks and human factors. InCommon was recently acquired in January from TIBCO, a leader company developing middleware software tools and services for building distributed applications that provide event-driven and real-time information (see §4.2 and http://www.tibco.com for more detailed information).

InCommon’s marketing strategy is to make money with advertising fees and selling the technology.

Among the old technology partners of inCommon there are Informix, NetGravity and WorldCast.

General information

DownTown client is a product with a double function: enable users to subscribe broadcast channels servers (called “Premiere channels”) using the DownTown’s push technology, and enable users to subscribe to “basic channels”: a link to any site on the Web, in this case Downtown act as a cache service, downloading content to local computer hard disk in advance to view in off-line mode from any Web server in Internet. Downtown advertising message says: “Downtown accelerates web browsing by looking ahead on user’s sites of interest.” Downtown continually check subscribed “active channels” and subscribed “premiere channels” for new content. When it founds new content, it automatically downloads it and notifies the user about it. Content can be displayed with any Web browser. 

As a first impression compared with other tools, seems that DownTown in a quite out-of-date. This impression is confirmed by the few number of Premier channels available for subscribe.

However, the recent acquisition of DownTown from Tibco probably will bring some innovations and improvements to this product.

In our taxonomy of push services, this product most suite the corporate content aggregator broadcasting class.

Product description

DownTown is a client/server architecture. Here we’ll analyse both of them

DownTown server
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inCommon technology works directly with existing web technologies, including web servers, database servers and CGI programs. Here we report a schema of the communication framework

InCommon server works closely to an existing Web server. The Downtown channel tools builder (not included in the figure) can generate all popular types of push client.including Javascript, Microsoft CDF channels, Netscape Netcaster channels, and  Downtown’s format channels. The Downtown delivery mechanism include also the support for true push delivery thanks to the IP-multicast mechanism provided by TIBCO. 

Server tools includes also components for central administration of remote client configurations (for instance the proxy settings, the local cache dimension, user and groups permission,…).

DownTown client

The client includes two  components:
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A channel bar, similar to the Windows 95 task bar running on top left corner of the desktop.  For each subscribed channel a small scroll bar is displayed on the bar and, optionally, displays animations or scrolls headline. 

Figure 10: DownTown  channel bar
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A server Web, running in background, in order to speed access to content. Downtown install a mini Web server on the user’s computer and installs a cache (called quick cache), performing the pre-caching of Web and channels content. The mini Web server’s purpose is to speed the access to the content, while the cache’s purpose is to store content on user’s hard disk, enabling the off-line browsing. The user’s quick cache periodically communicates with the publisher’s Downtown server and retrieves new content, if any. The channels are updated with a schedule determined by the channel provider. The channel notifies the user when new information has arrived through animations on the channel bar. When user clicks with the mouse to one channel’s scroll bar, a little window appears, displaying the channel’s content abstract. User can display full information of each content abstract with a common browser Web clicking with the mouse on the abstract of the message.
Price

Client software is free. Server software, including development tools, $10.000

A.2.6 Marimba Castanet

Company profile

Marimba, Inc.

440 Clyde Ave.

Mountain View, CA 94043

Telephone: (650) 930-5282

Fax: (650) 930-5600

Web: www.marimba.com
Marimba Inc. was founded in February 1996 by four key members of Sun Microsystems’ original Java development team. The company was launched publicly in May 1996 and announced its first product, Castanet, in October 1996 and began shipping version 1.0 of its product line in January 1997. Most important Marimba’s partners are Sun, Netscape, Toshiba.

Marimba’s business model is to sell their technology. 

General Information

The Marimba name goes with that one of Java. The Marimba’s Castanet suite of push products isn’t really an information casting models, but its mission is to distribute software as Java applets or applications across a network automatically. Marimba’s technology enables the creation, distribution and management of network applications across the Internet/Intranet. Castanet software distributes and maintains program applications and content ensuring that subscribers always receive the most up-to-date information automatically and efficiently. 

For this ability of software distribution Marimba has received lots of attention. It enables any type of application–whether written in Java, C++, C, or Microsoft Visual Basic–to be self-managing and self-updating. It works across different devices, platforms, and networks–automatically or on demand. A drawback of Marimba is the lacks of any form of user-level customisation, making it difficult to customise updates based on a user profiles.

For an information provider that wants to distribute textual information, Marimba lets deliver content via Java applets or HTML pages. Channels content is managed with Bongo, an editor that make easy to deploy Java applications or applets through a wide range of wizard. Bongo lets channel developers to design the client user’s interface using a Java-based scripting language. 

All components of Castanet suite are written in Java, for the best compatibility in all platforms. However as a Java application, the client lacks some of the features of other clients (fore example there are no screen-saver or wallpaper to display new content) because the Java API don’t yet support all the functionality of the Windows platforms. 

Marimba has integrated his its client software into Netscape Communicator, which bodes well for the future of this product and its content. 

In our taxonomy of push services, this product could belong to both the corporate channel broadcasting and the content aggregator broadcasting classes.

Product Description

Three core products – the Publisher, Transmitter, and Tuner – provide the essential infrastructure for publishing, distributing, and managing Castanet channels. Other three auxiliary products – the Proxy, Gateway, and Tuner Administrator – provide special capabilities for particular situations. 

Castanet products distribute and update two classes of software/information called channels and synchronised folders. Castanet channels can be applications or Websites. Application channels may be written in Java, C, C++, Visual Basic and more. Website (HTML) channels may include all World Wide Web media types. 

When a user subscribes to an HTML channel with a Castanet Tuner, the Tuner downloads the channel pages, installs them on the user’s disk, and launches a Web browser to view them. The Website is instantly available because it resides on the user’s disk.

Software developers can build the features of Castanet channels into their products with the Castanet UpdateNow library. Castanet-enabled products are self-updating; they can transparently download fixes and enhancements over the Internet.

Castanet products use differential updating technology, a ingenious delivery system that upload to recipient only new or modified data rather than whole channel, to ensure reliable and efficient transfers. This technology is the basis for the Distributed Replication Protocol standard proposed to the World Wide Web Consortium by Marimba, Netscape, Sun Microsystems and Novell

The Castanet family suites includes:

· Castanet Transmitter: The transmitter is the core server component of Castanet push system that sends Castanet channels to clients. Each transmitter can manage one or more channels. The Castanet Transmitter can be extended with plug-ins, allowing channel creators to personalise channels and content on a subscriber-by-subscriber basis. A plug-in is a piece of code that provides arbitrary server-side analysis or processing. Any channel can have a plug-in. The plug-in can be used to access a corporate database, to perform complex calculations, or to change a channel’s capabilities or content “on-the-fly” for each subscriber. To prevent an unauthorized user from subscribing to channels, a Transmitter can be designated as access-controlled. Such a transmitter only divulges its list of channels to, and subscription requests users to supply valid Ids and passwords. Version 2.0 is available for Windows NT 4.0, Windows 95, and Solaris 2.5 systems. It requires 16 MB of memory and a minimum of 10MB of hard disk space, plus additional disk space for your channels.

· Castanet Tuner: it’s the Castanet client channel manager that receives and manages channel. It lists transmitter channels, downloads and installs them, updates them, and provides a user interface to restricted channels. Tuner updates are driven by a per-channel schedule that is initialised by the channel’s developer and modifiable by the channel’s user. Version 2.0 is available for Windows NT 4.0, Windows 95, and Solaris 2.5 systems. The system requirements are minimal (it requires only Requires 10 MB of memory and a minimum of 10 MB of hard disk space) and the installation of the transmitter is simple.

· Castanet Proxy: reduces the burden on firewall machines and improves performance for systems inside the firewall. A Proxy caches copies of files obtained from Transmitters to minimise cross-firewall traffic. Also optimises connection utilisation by sending multiple update requests in the same connection. Version 2.0 is available for Windows NT 4.0, Windows 95, and Solaris 2.5 systems. It is also available as a Netscape Proxy Plug-in.

· Castanet Repeater: it provides increased transmission capacity for local or remote subscribers. To increase transmission capacity without adding administrative burden, a channel’s Transmitter can be supplemented with repeating Transmitters, called Repeaters. Whenever the channel is published, the Publisher automatically updates the Repeaters as well as the channel’s primary Transmitter. Version 2.0 is available for Windows NT 4.0, Windows 95, and Solaris 2.5 systems.

· Castanet Transmitter Gateway: Enables a Castanet Transmitter to share port 80 with an HTTP server on a single machine. It’s used especially when a Transmitter and a Web server are protected by the same firewall, administration would be simplified if the Transmitter and Web server used the same host and port. Version 2.0 is available for Windows NT 4.0, Windows 95, and Solaris 2.5 systems.

Price

Client software is free. Transmitter software starts form $1000 and can go up to 25000 depending on number of connections.

A.2.7 Microsoft Internet Explorer 4.0

Company profile

Microsoft Corp.

One Microsoft Way 

Redmond, WA 98052-6399

Telephone: (425) 882-8080


URL:http/www.microsoft.com
Microsoft, the world-wide known company producing software largely used in most computers in the world, doesn't need any foreword. 

Microsoft's business model is to promote their products and their operating systems (Windows 95/NT). His browser is completely free (but not the operating system).

General information

Microsoft's genial idea was to build, in agreement with PointCast, an open standard enabling everyone with a common web browser to publish a push's channel, without requiring any other software tools. Microsoft's standard is called CDF (Channel Definition Format), and was submitted (and approved) to the W3C consortium. CDF let publishers define the content of their Web sites to be pushed, for instance which pages, links, graphics have to be pushed, as well as how often contend is changed. CDF is nothing else than a text file, containing the address of the content to be pushed, written in syntax similar to HTML. Web sites administrator put this CDF file in the Web server. Once the user subscribes to a site using Internet Explorer 4.0, it downloads the CDF file from the server, interprets the file, and pull the referred content from the server.  The browser, with a schedule defined in the CDF file, periodically checks that file from the server Web, and downloads new content, if any.

Microsoft's strategy is very effective and simple: with CDF push technology is easy reach to any existing Web site without requiring modifications to the site, and users take the advantage to use a common Web Browser to display the information pushed. Also Internet Explorer 4.0 is fully integrated with the operative system, enabling users to display in the system desktop the channels' content. 

In our taxonomy of push services, this product most suite the corporate channel broadcasting class.

Product description

Microsoft Internet Explorer (IE) push service is divided in 3 tiers:

· Basic Webcasting: it's the IE's skill to perform a scheduled "sitecrawl" of the site content. When user adds a Web site to their favorites, IE asks user if he wants to subscribe to that page. If user subscribes to a site, IE will automatically visit the site according to the schedule selected by the user. This operation will be performed in background mode, transparently to the user, even if the browser is not running (this operation will be performed by the operating system). IE will notify the user if content changes either by providing a read gleam on the corresponding item in the Favorites menu or by sending a E-Mail to the user. Optionally IE can also download in the cache the changed pages, enabling user to visit the new content in off-line mode. In other words, IE's basic Webcasting act as an off-line browser. 
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Figure 14: Internet Explorer basic Webcasting

· managed Broadcasting: It's the IE's skill to perform a scheduled Webcasting, under the directions of the publisher, using the CDF file. The CDF file allows any publisher to personalise and control the Webcasting of his site, through the abstract definition of channel. It permits to select both the content he wish to broadcast and the scheduling. CDF is nothing else that a text file containing a list of URLs pointing to the content to be delivered. This file is easy to create and doesn't require the site's pages to be modified. A CDF based channel can include any kind of web content applications built on HTML, Java, ActiveX, ecc.
When user subscribe to a CDF channel he has 2 choice: 
- If a user require a subscription to only check for update content, IE periodically visits the site and downloads only the CDF file. This contain all the information about new content, so IE notify user for new content;
- If a user subscribe a CDF channel for read information in offline, IE periodically visits the site and downloads the CDF file with all associates content referred in that file. IE notify user for new content, so user can view in offline new pages stored in local hard disk.
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Figure 15: IE pull both the CDF file and the new content for offline browsing

· True Webcasting: Microsoft has designed IE 4.0 with a particularly architecture allows for plug-in third-part software that defines new URL transport protocols or provides an alternative delivery mechanism for channels. With this feature IE is opened for new technological improvement, as like the IP-multicast, to provide a true push delivery mechanism.

Cost

Product is free

A.2.8 PointCast 

Company profile

PointCast Inc.

501 Macara Ave.


Sunnyvale (CA), 94086

Phone: (408) 990-7000

Web: http://www.pointcast.com
PointCast Incorporated was founded in 1992 as a new company in order to provide news and information services to users and corporations via the Internet and corporate Intranets. PointCast was the pioneer in deliver information and news directly to the users’ desktop. The company’s executive team comes from leaders companies like Pacific Bell, Digital, Ziff-Davis Publishing, AOL, Radius Inc. PointCast has received funding from some of today’s most successful technology venture capital firms as well as strategic media and technology companies. PointCast as announced that at least 1 million of users take advantage of their services. 

Among their partner are Adobe, Hewlett-Packard, Lotus, Compaq, General Electric and The Times Mirror company.

PointCast’s business model is to make money through advertising. No fees are required neither for their services nor for their software.

General information

PointCast Network was the first (and the most well known), Webcasting system appeared in the Internet world. PointCast is a content aggregator, which means that it’s an Information Provider itself. Based on the channel metaphor, PointCast network content cover topics such as news, companies, weather, sports, Internet, etc. Content is received using the PointCast client software, available for free download from the Web server, and is displayed to the user desktop in the form of screen saver and a browser-like window, with full use of graphics and animations. A large part of the window is dedicated to the advertising news, which is the profits font for the PointCast company. 

Recently PointCast has produced a suite of application, Intranet Broadcast Solution, enabling companies to deploy a private PointCast company’s channel to distribute internal company news and information directly to employees within an Intranet. The PointCast Intranet broadcast tools are free and are available for download at the PointCast Web site.

With the Intranet Broadcast Solution each company can publish a own corporate channel with few efforts, thanks to a suite of tools for creating content from pre-existing information’s sources. Also, for a corporate network, an administration tools permits to control employees’ client, like to exclude some external channels or specifying what the employees’ client can receive.

PointCast client it’s now integrated with Microsoft Internet Explorer, so users may use this browser to display both Web servers pages and PointCast sites, reducing the time to learning rate of this product.

PointCast Intranet Broadcast could be a good solution for companies want to deliver to employees computer both internal and external data with a unique client software and control users views.

For Web site publishers, PointCast has produced PointCast Connections. Connections delivers the content of any Web server within the PointCast Network system, alongside other PointCast channels like the Wall Street Journal, Companies and Industries. Publishers can broadcast contents via Connections using any standard Web server and without investing in application development. Creating a channel is very simple, thanks to the Connections Builder, which creates channel’s content automatically from existing Web pages. Also Connection and it’s tools are free.

For all these reasons, in PointCast Connections we can see a similarity with the Microsoft WebCasting solution.

In our taxonomy of push services, this product most suite the corporate channel broadcasting class.

Product description

There are three main components to the PointCast Intranet Broadcast Solution. These components are completely separated, and may running even on different machine. The components and their relationship are showed in the Figure above. 

The modules in details are:

· PointCast Caching Manager: is a proxy server that cache PointCast Network content from the Internet, improving network bandwidth usage for content delivered to more users. It makes a copy of each PointCast Network information for sharing this copy for more users. This component runs only in Windows NT serves;

· PointCast Intranet Broadcast Manager, it’s the tool used to build the Intranet channels’ content. It allow to build content from various sources, including Web servers, databases, Lotus Domino servers, and so on. Content may be HTML pages and animations. The resulting channels can be distributed in the Intranet through a common Web server. The Broadcast Manager includes also three tools:

· Channel Builder, which creates the channel infrastructure and specifies the content layout in the users screen;

· Group Builder, which creates a channel specially to be used from a group of users;

· PointCast Studio, which creates animations (images and articles) to be used in a channel.

Broadcast Manager and their tools may run on Windows 95/NT environments;

· PointCast Administrator, allows the company’s channel manager to control some aspects of the PointCast Client Software, like filtering a number of external channels or specifying what the employees’ client can receive. The Administrator tools also allow administrator to specify default update schedule and proxy information for clients in order to improve network bandwidth usage. PointCast Administrator may run on Windows 95/NT environments.

cost

All PointCast tools, both form client side and for server side, are free. PointCast’s marketing strategy is to earn only with advertising fees.

A.2.9 Wayfarer 4.0


Company profile

Wayfarer Communications, Inc.

2041 Landings Drive

Mountain View, CA 94043

phone: 800-300-8559 or 650-426-2000

Sales / Marketing fax: 650-426-2001 

General fax:  650-426-2044

e-mail: info@wayfarer.com
Web: http://www.wayfarer.com
Headquartered in the heart of Silicon Valley in Mountain View (California), Wayfarer boasts a management team which members bring years of software development, marketing, sales and finance experience at such firms as Symantec, Apple Computer, Attachmate, Ernst & Young, IBM, PMC-Sierra, ROLM, Sterling Software and Wall Data. 

Their product, Incisa, recently won Network World’s “Blue Ribbon Award” and ZD Internet Magazine’s “ZD Internet Net Best” in a comparison test of products with leading industry vendors. ComputerWorld also selected the company as one of the “Top 100 Hot Emerging Companies”.

Wayfarer has established strong partnerships with industry leaders such as Oracle, Microsoft, Netscape, Lotus Development, Sumitomo Corporation, TargetVision, Infoseek and Reuters.
General information

Wayfarer 4.0, the successor of the well-known product Incisa, is a broadcast solution to deliver customised data to user desktop expressly designed for corporate environments that need to keep their employees informed of vital updates. Wayfarer is able to monitors and collects information from multiple data sources, including corporate data applications, the Intranet and the Internet.  It bridges that dissimilar information from internal and external sources and delivers it in a unified way to users desktop.

 Administrators can configure Wayfarer to monitor and collect external data from a Web server, from a business news service provided by Wayfarer or from a Stock quotes and market indices also provided from Wayfarer, and tailor it to the company’s needs. Also Wayfarer collects internal data, resulting from a corporate database and from well-known packaged applications (like Microsoft Back Office).

The products offers administrators high level of information filtering and personalising, because it allows users, groups and categories of information to be created and managed. Three types of users exist: basic users who receive messages, Reporter users who manage and create messages, and administrator.

The type of content it can deliver is limited to notification messages in a small animation, which can act as a links to web pages. Messages are displayed in various animation styles. The different display formats are supposed to allow users to recognise the different type of messages.

Unless other Push products, Wayfarer provides the true push communications method (see chapter 2), improving data traffic on the corporate network and real-time updating of individual client as the Wayfarer Service receives new messages.

It must be remembered that Wayfarer is a business push product, and a company can realise the maximum benefit of Wayfarer when the product is used to broadcast timely-relevant messages. 

In our taxonomy of push services, this product most suite the corporate channel broadcasting class.

Product description

As shown in Figure 18, the Wayfarer architecture has two main sections: the Wayfarer Server, that includes a series of Bridges (a Bridge is piece of software designed to access and filter particular piece of sources), a Bridge manager a Security Manager and a Communications Manager, and the clients.  

Here we’ll analyse each module in details.
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Figure 18: Wayfarer 4.0 System Architecture

Server Side modules

· DataBridge, allows customers to create their own queries to database applications, such as mainframe inventory systems, sales tracking applications using a database, etc. DataBridge simplifies accessing and filter the company’s own internal systems data allowing the creation of a browser based query;

· Applications Bridge, are specific bridges that collect data from back-office transaction and production applications;

· WebBridge, this module allows users to create simple queries directed toward specific Web pages in Internet. It can execute simple page monitoring, for example: “Tell me when this page changes”, plus more powerful filtering logic to look changes to keywords in specific pages. It can also extact headlines and summaries from list of news item within a page;

· NewsBridge/StockBridge, Wayfarer aggregates a wide variety of commercial and public news sources (NewsBridge) and financial market data, stock and marked indices (StockBridge) focused on business. This module access this service provided by Wayfarer and provides end users the ability to filter and select this content;

· Reporter, let users to create their own messages to send for immediate delivery to the groups or individuals having permission to address;

· Bridge Manager, is the responsible for running all of the systems bridges, supervising communications between Bridges and the rest of the system, start/stop Bridge processes, maintain the filtering point for all information to the users, and so on;

· Security Manager, it’s the server’s handles users authentication. Security Manager communicates with NT domain Directory Service to validate an individual user name/password combination against NT’s own profiles. In addition to the user name and password, it also maintains its own set of rights for each user, allowing a finer level of access and security than a single set of rights;

· Communication Manager; Is the responsible for client connection, encryption, channel/content management, user rights and message store-and-forward functions. Unlike other products, the Manager keep a continuous connection with each client, established when the client software is started. In other words, it maintains a true TCP/IP socket connection with the server all times, improving data traffic on the net and real-time updating of individual client as the Wayfarer Service receives new messages.

The client

The Wayfarer’s client consists in two separable portions: the client engine and the user interfaces (called views). The Engine is a Java application which manage connections, message storage, user views and user alerts. It tuns on background and retrieves new messages as soon as a new message signal is sent by the server. Messages are displayed in a wide variety of views (precisely Channels View, Headline View, Ticker View, Frames View, and Montage View), each view runs within a browser. This allows user to select a view that is most comfortable. 
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Figure 19: Wayfarer Client “Channels” view

Customers can also customise views. Completely new browser interfaces can be created within the browser, but this operation require HTML and Java script skills. The standard views supplied with the base product provide an excellent template for building HTML-level custom interfaces.

Also Wayfarer provides a View API in Java, for custom client applications built in Visual Basic, C++, Java or other environments.

Wayfarer weak link is its client software. Although visually appealing, the animations could distract the normal work of user. Wayfarer is a great solution for organisations that want absolute control over everything their users see and want to use a unique software to monitor both internal and external data.

Price

N/A

A.3 Push Technology tools: Feature List

This Annex reports the main technical features that we discovered in each product analysed before.

Legenda

Server Capabilities

· Current Release: The official name of the latest release of the tool
· Supported platforms: List of hardware platforms where the server software is supported
· System requirements: Description of machine server configuration, and other software needed, if any
· User Log: Describes if the system take note with a log file for each user of the system. This file would contain a record describing which pages or information the user has entered
· User Accounting: Describes if the system provide a user login accounting (username and password) before accessing to the services
· Statistics on users and data: Describes if the system provide a statistical log for users and information accessed
· API for programming: Does the system provide facilities enabling programmer to interface the server with other applications?
· Integration with DBMS: Does the system provide an Application Programming Interface to allow programmer to interface the system with a third-part Database Management system?
· Presentation editor: Does the system provides a tool for personalise the graphical layout of information for the end-users?
· Information segmentation: It describes the granularity's level of information: it can be channel level, group level or user level depending on the target view of content being customised for the channel, for a group of users or for a single user.
· Other components included: Other useful applications included within the package
· Remote management: Does the system provide remote management capability for the administrator? 
· # max of channels: Max number of channels that can be published 
· Direct relationship with the user: Describes if the server transmits data directly to the client without third-parts needs
· Proxy support: Does the system can be supported by a proxy server in a corporate network?
· Firewall Support: Is the system transparent to a firewall in a corporate network?
· Delivering information in: Does the system transmits content to users in timely manner?

Client Capabilities

· Supported platforms: List of hardware platforms where the client software is supported
· System requirements: Description of machine client configuration, and of other software needed, if any
· API: Does the system provide an Application Programming Interface to allow programmer to interface the client software with other applications?
· Client personalisation facilities: Describes if the client software can be configured and personalised directly from the user
· Software distribution: In case of proprietary client, it describes if the client software can be downloaded in Internet
· Notification and visualisation methods: Which methods are used by the client software to alert the users and for display information?
· Configurable scheduler: Does the client let user to program the scheduling time for “check for new content” on server? (this issue is applicable only for client polling push systems, see §4.2)
· Other visualisation software: list of third-part tools which can be used as client software

Data Capabilities

· Kind of data published: List of kind of data published by the system (e.g. text, HTML, JAVA, XML, …)
· Automated content delivery: Does the system deliver content automatically without the need of the publisher (for instance, the system checks periodically a file until it’s changed, and subsequently deliver it automatically to the users)
· Automated content generation: Does the system provides facilities to build content on the fly (for instance, polling data from a database)
· Delivery methods: Server push or client polling (see §4.2)
· Authoring tools: Are there any authoring tools?
· Advertisement facility: Does the system provide facilities in order to keep a measurements on sponsors’ accounts? (for instance, if advertising click-through rates can be measured when users click in an advertisement hyperlink)
· transfer protocol: Describe, if know, the network protocol used to transfer data between client and server
· Encryption: Are the data transferred with an encryption protocol between client and server?
· Progressive downloads: Describe if progressive, interruptible downloads are possible, to make large file downloads practical
A.4 Analysis of available WebCasting services

In this chapter we’ll analyse some push services already present in Internet. First, we report a list of some push services available in Internet. These are some examples of internet based Web Broadcasting services generally used for research and commercial purpose. 

Publisher
Service Name
Link

Cordis
Rapidus
http://www.cordis.lu/rapidus

Ziff David Inc.
ZDNet
http://www.zdnet.com

Yahoo
MyYahoo
http://www.myahoo.com

University of Bochum (Germany)
ELFI
http://www.elfi.ruhr-uni-bochum.de

PointCast
CastaNet
http://www.pointcast.com

Netscape
NetCenter
http://www.netscape.com













As we argued in §5.3, push services can be in a tree classes model:

· Filtered broadcasting 

· Corporate channel broadcasting

· Content aggregator broadcasting.

Here we’ll analyse an example of service at present running on Internet for each class of the model.

A.4.1 An example of filtered broadcasting

A.4.1.1 Cordis Rapidus

Cordis (http://www.cordis.lu) is a powerful database of researches founded by the European Community (EC) in order to collect, organise and diffuse among European researchers the news on research.

Rapidus is the name of Cordis’ service enabling users to receive, by E-mail, news on research matching a pre-defined user profile. This service was jet described in the communicational part in §6.3.2
First, user has to compile a personal profile. The service’s subscription is free, because it's paid from the EC organisation.  Content is organised by topics (for instance, telecommunications, food, commerce, …); users can subscribe to one or more topics of content. Also, within each topic area, user can optionally define one or more keywords, in order to restrict content delivering only to information that match the keywords (for instance within “telecommunications” topic area, we can restrict content defining keywords like “push”, “webcasting” or “internet”). If user doesn’t specify any keyword, whole content regarding the topic will be delivered.

With a daily schedule, service matches each user profile with new contents available on the database. When new data was found, the result of the search is delivered by a E-mail contain the text of each news. Sometimes, if the text of news is too long, E-mail contains a links to a Web page where the information can be found.
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Technology used: service is implemented coupling an information retrieval system with a mail service delivery tool. No commercial push tool seems to be used.

Target user: exclusively the research’s world. The kind of data delivered, simple plain-text, shows that this service is tuned to a the professional target of recipients. 

Benefits: 

· simple receiver program: almost every one who uses Internet is able to read the E-mails. 

· No need to distribute and to install another software on users’ computers. 

· No intrusive to user.  

· Open system: every computer’s platform has an E-mail reader program. 

· Possibility to user to specify a set of keywords in order to restrict content in each topic area.

Drawbacks:
· Users can receive an E-mail message too long, if user doesn't set an appropriate set of keywords or systems receive many data that match the user’s profile.

· System search for new data only once a day. This is a reasonable solution for the kind of content published and for the user’s target of service, but this could be a high restriction in other contexts.

· A wrong set of keywords may obscure relevant data (for instance, if in telecommunications area user set the keywords “push”, and “broadcast”, he’ll never receive a news where appears only the term “webcast”, even if is the same meaning.

Market’s strategy: service is paid from the EC, and is supplied for free. The service is supplied to be a professional network framework among researcher.

A.4.2 An example of corporate channel broadcasting

A.4.2.1 ZDNet

Ziff David Inc., the publisher of a lots of Information Technology(IT) specialised magazines (among them the world wide published “PC magazine”), was one of the first publisher to share on the Web their magazines and articles. Now Ziff David has created a push channel enabling users to receive updated news and useful information directly to the user’s desktop. This service is called ZDNet and is broadcasted on the Net using the commercial tool “BackWeb”.

If a user wants to receive ZDNet content, he has to download from BackWeb or from ZDNet server the proprietary BackWeb client. When user has installed the client, he can subscribe to the channel with a simple click to an hyperlink an a ZDNet’s  Web page or, alternatively, specifying manually in the client the address of the ZDNet’s BackWeb server. Service’s subscription is free, and user receives updated content directly on his client. When user receives new data, the notification method is a pop-up window that appears for few seconds on user’s screen; inside the pop-up window there is few rows of text describing the subject of the news, and an hyperlink to the full text of the news. User can turn off this notification method (for instance if he wants to be uninterrupted when he works). If user consider interesting a particularly news' subject, clicking on the hyperlink opens a browser with the full story. It must be clear that information is stored in the user’s hard-disk, and the click on the hyperlink will cause browser to read data locally stored on hard-disk.
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Figure 21: ZDNet's BackWeb

Technology used: BackWeb Infocenter

Target user: IT professionals, advanced users interested in technological issues.

Benefits: 

· Users are notified immediately as new data arrives

· Publisher can send multimedia content, most graceful for commercial purpose (i.e. advertising)

· Users read the news subject directly in their desktop screen, without the need to click in another program icon to see the subject

Drawbacks:

· users have to install (and learn) another application software

· Notification’s methods could be intrusive

Market’s strategy: service is managed and paid by Ziff David Inc. and is free for end users. ZDNet’s strategy is to diffuse their articles with a new push delivering method in order to make advertising on their magazines.

A.4.3 An example of content aggregator broadcasting

A.4.3.1 MyYahoo 

Yahoo is one of the most active information providers since Internet was appeared. It provides a great choice of information in various topics such technology business, entertainment, sports, weather, etc. Content providers include BusinessWire, PR Newswire, Reuters, Weathernews.  

Recently Yahoo has integrated a push service, which name is My yahoo, denoting the highly customisation of this service from the user's part.

First of all, a user have to subscribe to My Yahoo setting within a personal Web page the users preferences, choosing among a great quantity of topics and sub-topics. 

After subscription, user can log with username and password in a personal Web page, where are grouped all news and info reflecting the user's profile. Most of them are links referring to a page with the full-text of the news.
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Figure 22: User's personal Home Page

In addition, user can download a customisable, non-stop news ticker client software. This software installs on windows' desktop a scroll line, showing scrolling news title (headline) on the toolbar of the desktop. If user double-click on a headline, it will launch the browser and load the full-text article from Yahoo.
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Figure 23: My yahoo news ticker

Technology used: Net Controls Corp. News Ticker

Target User: No professional users

Benefits: 

· Large and update amount of news 

· No need to install a client software: it's enough a common web browser

· Possibility to user to define a high number of options

Drawbacks:

· There aren't any notify methods 

· Content display isn't organised by topics: all news are collected on the same Web page

Market’s strategy: service is free. Yahoo makes money with advertising.

A.5 The pharmacological area

In this Annex more detailed data can be found on the communication market concerned, which are shortly presented in the main text, under paragraph 6.2.

A.5.1 Who’s around on the net?

A.5.1.1 Physicians

Among the number of researches trying to assess who’s around on the net, it seem interesting to give a brief resume of the results of a research (realised by the ISIS
) devoted to the field of health professionals (general practitioners), and presented during Pharmaco@net ‘97
, an international Conference on the pharmaceutical world and the net.

ISIS conducted a telephone study in the US and Europe to investigate Internet users; target audience was a matched sample (100 per country) of primary care practitioner Internet users and primary care practitioner non-Internet users. The countries where the study was conducted are: France, Germany, Italy, Spain, UK, USA; the research issues were the following: are there enough General Practitioners (GPs) on the Internet?, what is the Internet used for?, are Internet users similar to non-Internet users.

A.5.1.1.1 How many GPs are on the Internet?
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A.5.1.1.2 What is the Internet used for (in the USA)?
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Base: all those who ever use the Internet (= 46).

A.5.1.1.3 Are Internet users similar to non-internet Users?

When matching profiles of GPs using Internet against those of their colleagues non Internet users, no difference were found related with:

· sex

· hours worked/week

· prescribing by computer

· BMJ readership

· Rx #

· Rx Hypertension

· Rx asthma

· Rx menopausal symptoms

· Rx depression

· Rx epilepsy

The study could find directional difference in:

· years of experience

· international Medical Conferences

· Med. Rep. visits

and a significant difference in:

· patient seen per week (Internet users see more)

European GPs are not enough to conduct a significant quantitative study.

A.5.1.2 Pharmacists

There are not studies on the use of Internet by pharmacists. Two different pieces of information seem to be relevant to better focus this subject.

The first one is the growing in the access of one among the main interesting pharma-related website: PharmWeb
, run by an independent (non-commercial) organisation, based in the UK. The following picture displays the growing of page-requests, adding the period when a mirror site was launched (it has at the moment nine mirror sites, which are not in the following statistics).
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The same site reprints a column called "News from the Internet"
, which appears each month in the International Pharmacy Journal, the journal of the International Pharmaceutical Federation (FIP
). Here, in the Volume 11 (6) November/December 1997
, column-title was: Are you being pushed?, showing the big attention towards the opportunities pushing services can offer to the pharmaceutical world.

The second relevant piece of information concerns pharmacists in Switzerland, although there isn’t any research on the subject, we could say that there is a growing interest among professionals towards everything that is computer-linked, Internet included.

Although only 400 Swiss pharmacies (out of 1600) use a completely integrated technological tool for their administration (in the Tessin area, they are at about 10-15), among OFAC
 clients (which are 1100 pharmacies out of 1600), at about 60% already use a computer-based way when sending data, and their number is growing at a high speed
.

A.5.2 A kind of "push" service: MedPulse by Medscape

The MedScape service offers the opportunity to (free) subscripted members to get a weekly e-mail message which presents a summary of what's new on the site. There are two different news letters: Medscape's MedPulse, which covers every issue mounted on the website, and Medscape's Oncology MedPulse, specialised in the oncology area.

In the following a sample of a message:

Return-Path: <null@xu1.medscape.com>

Date: Fri, 22 May 1998 14:47:51 -0500

To: Recipient List Suppressed:;

From: Webmaster <Webmaster@mail.medscape.com>

Subject: Medscape's MedPulse 05.22.98

X-ListMember: lorenzo.cantoni@lu.unisi.ch [medpulsemkt@xu1.medscape.com]

====================MEDSCAPE's MedPulse(R)===================

 What's new on Medscape, the world's leading medical Web site.

     READ THE FULL-TEXT ARTICLES ON THE WORLD WIDE WEB at:

                   http://www.medscape.com/

       Links to articles featured below may be found at:

   http://www.medscape.com/Medscape/public/MP/98/0522.html

**This MedPulse sponsored by Barnett Int'l Conference Group**

* PHARMACEUTICAL CALL CENTERS CONFERENCE

* June 18-19, 1998 * The Watergate Hotel * Washington DC

* Learn specific techniques for outstanding customer service!

* Benchmark and measure success through industry leaders!

* Discover the latest technology for call centers!

* Call Barnett at 610-565-9400 for more information!

_____________________________________________________________

TIDBITS

  -  600,000+ members as of 5/22/98

  -    8,897 new members this week

                     ==========================

______________________________

ANNOUNCEMENTS

o CONGRATULATIONS TO  MEDSCAPE'S APRIL MODEM WINNER!

  -----------------------------------------------------------

  Joseph Tannozzini, MD is the winner in last month's "Get

  the Answers Faster" Sweepstakes. Selected in a random

  drawing from thousands of entries, Dr. Tannozzini will

  receive a 3Com USRobotics Courier V.Everything 56K Corporate

  Modem. On the heels of April's successful modem sweepstakes,

  Medscape is giving away THREE modems in May. Enter to win!

  There are only two drawings left in May! The more you enter,

  the greater your chances of winning!

o Medscape's Online Coverage from the 34th Annual Meeting of

  the American Society of Clinical Oncology (ASCO) available now!

  --------------------------------------------------------------

  Whether or not you were in Los Angeles for the American Society

  of Clinical Oncology's (ASCO) 34th Annual Meeting, be sure not

  to miss Medscape's Conference News Online Coverage! Our team of

  experienced clinical oncologists were in L.A. covering key

  presentations from May 16-May 19. Just go to the home page and

  click on "Online Coverage" for the latest in cancer treatment

  and research. Medscape's Conference News Online Coverage is

  made possible through an unrestricted educational grant from

  Genentech BioOncology.

o Medscape Welcomes Two New Journals

  --------------------------------------------------------------

  Medscape is pleased to welcome The Journal of Clinical

  Densitometry to its roster of publications. A new journal

  published by Humana Press, it is the official journal of the

  International Society of Clinical Densitometry. The Journal

  provides crucial information pertaining to bone mass

  measurement and the treatment of osteoporosis. It contains

  useful information for a variety of clinical specialties.

  Stitches, the Journal of Medical Humor, is another new

  addition to Medscape.  It is a wonderfully humorous look at

  modern medicine. This journal provides Medscape members with

  entertainment in the  midst of critical clinical information.

  Medscape is delighted to welcome Stitches to its Publishers'

  Circle.

______________________________

NEW FEATURE ARTICLES THIS WEEK

o AIDS________________________________________________________

  <http://www.medscape.com/Medscape/public/MP/98/0522.html#01>

  - Diagnosing Diarrhea in Adults: A Practical Approach

    ----------------------------------------------------------

    For most cases of diarrhea, treating the underlying cause

    is the most important step in management. The history,

    especially the information about certain sexual practices,

    travel, and duration of illness can help narrow the

    diagnosis.

    [Hospital Medicine 34(4):27-28, 29-30, 32, 35-36, 1998]

    PLUS...

    -  Pathology Update - Human Herpesvirus 8 DNA in Visceral

       Kaposi's Sarcoma of AIDS and Other Immunocompromised

       Patients in Hungary

o Cardiology__________________________________________________

  <http://www.medscape.com/Medscape/public/MP/98/0522.html#02>

  - Depressed Heart Rate Variability is Associated with

    Events in Patients with Stable Coronary Artery Disease

    and Preserved Left Ventricular Function

    ----------------------------------------------------------

    Determination of heart rate variability may be used as an

    inexpensive noninvasive tool to risk-stratify patients with

    angina pectoris before coronary angiography is performed.

    [Am Heart J 135(4):571-576, 1998]

    PLUS...

    -  Left Ventricular Inotropic and Lusitropic Responses to

       Pacing-Induced Tachycardia in Patients with Varying

       Degrees of Ventricular Dysfunction

    -  Atrial Natriuretic Peptide Release is More Dependent

       on Atrial Filling Volume Than on Filling Pressure in

       Chronic Congestive Heart Failure

o Infectious Diseases_________________________________________

[…]

o Managed Care________________________________________________

[…]

o Medical Practice____________________________________________

[…]

o Molecular Medicine__________________________________________

[…]

o Oncology____________________________________________________

[…]

o Orthopedics_________________________________________________

[…]

o Pediatrics__________________________________________________

[…]

o Pharmacotherapy_____________________________________________

[…]

o Primary Care________________________________________________

[…]

o Psychiatry__________________________________________________

[…]

o Respiratory Care____________________________________________

[…]

o Surgery_____________________________________________________

[…]

o Urology_____________________________________________________

[…]

o Women's Health______________________________________________

[…]

                     ==========================

_________

EXAM ROOM

      Check into Medscape's "Exam Room" and test yourself with

      dozens of challenging self-assessment features, including

      Today's Question and PicTours[R] (click on an image, and

      make a diagnosis today).

o Today's Question -- Questions posted this week

  -------------------------------------------------------------

  Test your clinical knowledge with the questions posted this

  week.

  <http://www.medscape.com/Medscape/public/MP/98/0522.html#17>

                   ==========================

**This MedPulse sponsored by Barnett Int'l Conference Group**

* PHARMACEUTICAL CALL CENTERS CONFERENCE

* June 18-19, 1998 * The Watergate Hotel * Washington DC

* Learn specific techniques for outstanding customer service!

* Benchmark and measure success through industry leaders!

* Discover the latest technology for call centers!

* Call Barnett at 610-565-9400 for more information!

_____________________________________________________________

USER SUPPORT

o For answers to frequently asked questions or technical support

  (including how to UNSUBSCRIBE), go to:

     <http://www.medscape.com/Home/Help/Tech/FS-Tech.html>
For every piece of information a short abstract is provided, as well as the link to the page where complete information can be found (only for the leading news). Every letter has a sponsor; sometimes link to its home page is available, as in the following first lines of Medscape's Oncology MedPulse:

Return-Path: <null@xu1.medscape.com>

Date: Fri, 22 May 1998 14:25:36 -0500

To: Recipient List Suppressed:;

From: Webmaster <Webmaster@mail.medscape.com>

Subject: Medscape's Oncology MedPulse 05.22.98

X-ListMember: lorenzo.cantoni@lu.unisi.ch [medpulse2@xu1.medscape.com]

  +-----This week's Oncology MedPulse is sponsored by------+

                     JANSSEN PHARMACEUTICA

  +--------------------------------------------------------+

               Visit the Oncology Smart Search at

                <http://www.janssenoncology.com>

=====================MEDSCAPE's MedPulse(R)===================

 What's new on Medscape, the world's leading medical Web site.

     READ THE FULL-TEXT ARTICLES ON THE WORLD WIDE WEB at:

                   http://www.medscape.com/

CONTENTS

    o TidBits

      -  600,000+ members as of 5/22/98

      -    8,897 new members this week

    o Articles from Medscape's Coverage of ASCO 98

      -  Genetics of Colorectal and Breast Cancer --

         Management Issues Surrounding APC 11307K  and BRCA1

         and 2

      -  Decrease of Prostate Cancer Death by Screening:

         First Data from the Quebec Prospective And

         Randomized Study

      -  First-Line Therapy for Ovarian Cancer

      -  Aza C Improves Quality-of-Life in Patients with

         Myelodysplastic Syndrome

    o Feature Articles

      -  Antisense Oligodeoxynucleotide Technology: Potential

         Use for the Treatment of Malignant Brain Tumors

      -  Psychological Sequelae of Breast Cancer: Identifying

         Risks and Effective Interventions

      -  Anemia in Multiple Myeloma and Its Management

      -  Image of the Week - MRI Showing Adenoid Cystic

         Carcinoma Extending Into the Skull Base

      -  Pathology Update - Human Herpesvirus 8 DNA in

         Visceral Kaposi's Sarcoma of AIDS and Other

         Immunocompromised Patients in Hungary

      -  Diagnosis and Management of Anemia in Patients with

         the Myelodysplastic Syndrome

      -  Current Concepts in the Management of Tumors of the

         Skull Base

    o Clinical Abstracts

      -  Clinical Abstracts - Psychological Aspects of

         Breast Cancer

    o Exam Room

      -  Today's Questions

    o User Support

    […]

Here, letter's contents are displayed first, and afterwards abstracts and links are provided as in the previous example.

It seems to be a very well working service, easily readable and self-explaining, although it can't be reckoned among proper push services, due to the impossibility of setting in detail a user profile. End-users are only given the choice of receiving general information or specific information related to Oncology. A little shortcoming — which could be easily overcome — is related to the sender's description, which always is a too generic "Webmaster"…

A.5.3 Assessing websites of pharmacological interest

All the operators share a need for good evaluation standards to be employed when assessing health-related websites.

One of the main interesting attempts to provide a rationale for the evaluation has proposed the following list of aspects to be considered
:

1. Credibility: 

1.1. Source

1.2. Context

1.3. Currency

1.4. Relevance/Utility

1.5. Editorial Review Process

2. Content

2.1. Accuracy

2.2. Hierarchy of Evidence

2.3. Original Sources Stated

2.4. Disclaimer

2.5. Omissions Noted

3. Disclosure

3.1. Purpose of Site

3.2. Profiling

4. Links

4.1. Selection

4.2. Architecture

4.3. Content

4.4. Back Linkages and Descriptions

5. Design

5.1. Accessibility

5.2. Logical Organisation

5.3. Internal Search Engine

6. Interactivity

6.1. Mechanism for Feedback

6.2. Chat Rooms

6.3. Tailoring

7. Caveats

7.1. Alerts

Whereas the previous project provides a sort of checklist to evaluate pharmaceutical information quality on the net, another very relevant project — the Health On the Net Foundation Code of Conduct for medical and health web sites, Switzerland based — has not only developed a list of criteria, but offers also the possibility to websites that meet those criteria of displaying a specially designed seal.

In order to show that seal a website must agree on the following eight principles:

Principle 1. Any medical/health advice provided and hosted on this site will only be given by medically/health trained and qualified professionals unless a clear statement is made that a piece of advice offered is from a non-medically/health qualified individual/organisation;

Principle 2. The information provided on this site is designed to support, not replace, the relationship that exists between a patient/site visitor and his/her existing physician;

Principle 3. Confidentiality of data relating to individual patients and visitors to a medical/health website, including their identity, is respected by this Website. The Website owners undertake to honour or exceed the legal requirements of medical/health information privacy that apply in the country and state where the Website and mirror sites are located. 

Principle 4. Where appropriate, information contained on this site will be supported by clear references to source data and, where possible, have specific HTML links to that data. The date when a clinical page was last modified will be clearly displayed. 

Principle 5. Any claims relating to the benefits/performance of a specific treatment, commercial product or service will be supported by appropriate, balanced evidence in the manner outlined in Principle 4. above;

Principle 6. The designers of this Website will seek to provide information in the clearest possible manner and provide contact addresses for visitors that seek further information or support. The Webmaster will display his/her E-mail address clearly throughout the Website;

Principle 7. Support for this website will be clearly identified, including the identities of commercial and non-commercial organisations that have contributed funding, services or material for the site;

Principle 8. If advertising is a source of funding it will be clearly stated. A brief description of the advertising policy adopted by the website owners will be displayed on the site. Advertising and other promotional material will be presented to viewers in a manner and context that facilitates differentiation between it and the original material created by the institution operating the site.

The information pushing service concerned here is not properly a general website where everybody can find health related information, nonetheless those quality assessing criteria must be carefully considered, in order to meet them whenever they can be applied, and to develop some more criteria (which have to be coherent with them) when necessary.

It is already quite clear that many ethical issues are concerned here, among them those of information-reliability and information-confidentiality should be emphasised.

A.5.4 Looking for end-users communication needs

Before presenting the first results of interview held with health professionals, in order to better understand their information needs in the pharmacological area, it seems to be wise presenting how health information is split in a (non-free) service run by ReutersHealth (http://www.reutershealth.com/frame_about.html):

· Clinical: Results of clinical studies drawn primarily from the medical literature and scientific meetings, relevant to patient care 

· Drug & Device: Early development of new drugs and devices, from lab findings through Phase Development III trials. 

· Economic: Results of cost-effectiveness analyses; economic trends in healthcare 

· Epidemiology: Findings on the prevalence and incidence of diseases 

· Ethics: Topics, issues and controversies related to ethics of healthcare 

· Industry: Business matters relating to the pharmaceutical, biotechnology and medical device industries, including company appointments, reorganizations, financial statements, mergers and acquisitions 

· Legislative: National and state legislative activity related to healthcare 

· Legal: Precedents in law, including malpractice, company lawsuits, court rulings 

· Managed Care: Accreditation, financial statements, mergers and acquisitions of MCOs; disease management protocols, quality of care and access issues involving managed care 

· Media: Notable media events, coverage related to medicine 

· Human Interest: Off-beat stories pertaining to medicine and health 

· Public: Health Identification and prevention of diseases in the general population and sub-populations   

· Political: Politics of healthcare at federal and state levels 

· Policy: Policy statements, guidelines and recommendations related to healthcare proposed by professional and consumer groups 

· Professional: Development Management of medical practice, including contracts, personnel; also investment, career development, awards and achievements, and obituaries 

· Regulatory: Governmental agency actions, including FDA approvals and recalls, Medicare/Medicaid regulations and revisions 

· Science: Basic research findings from lab and animal studies with potential clinical implications 

As it can be seen, this kind of information organisation would be quite excessive, if information providers are only the pharmaceutical industries. In any case, it seems to be worthy a careful analysis, and to be kept in mind when designing a suitable channelling for SwissCast content.

A.5.4.1 Pharmacists’ communication needs

Pieces of information which can be provided by pharmacological industries that are of interest for pharmacists can be divided in the following three main categories:

1. product information
three sub categories can be envisaged in this area, depending on the chronological relation between the information releasing time and the product release (its marketing):

1.1. clinical studies concerning products on the way to be registered
sometimes professionals get to know new products reading articles on newspaper: they would like to be informed on new products quite earlier, and in a technically adequate way. Each message should contain:
1.1.1. main therapeutical application

1.1.2. product name (if available, otherwise its research-name)

1.1.3. name of the main active ingredient (s)

1.1.4. identification data of the industry sender

1.1.4.1. name and societal structure

1.1.4.2. where it is based: addresses

1.1.4.3. name of the product responsible

1.1.4.4. (his/her) telephone number, fax number and e-mail

1.1.5. date of the message

1.1.6. country and date where and when the product is supposed to be released

1.1.7. phase of the research

1.1.8. clinical studies concerning the product: abstracts and — if available on line — links to complete texts

1.1.9. where is it tested (and name of the responsible equip)

1.1.10. whether is it possible to take part in the testing activities (if it is the case, physicians involved in the search)

1.2. information on products when they are released
the message must display/contain:
1.2.1. brand name of the product (without any picture)

1.2.2. name of the main active ingredient(s)

1.2.3. galenic form (as many times as needed)

1.2.3.1. dosage

1.2.3.2. excipient

1.2.4. main therapeutical application

1.2.5. identification data of the industry sender

1.2.5.1. name and societal structure

1.2.5.2. where it is based: addresses

1.2.5.3. name of the product responsible

1.2.5.4. (his/her) telephone number, fax number and e-mail

1.2.6. date of the message

1.2.7. if the product is already on the market elsewhere, and, if it is the case, where, since when, and under what commercial name

1.2.8. country and date of the marketing

1.2.9. a complete reproduction of product information as required by the law

1.2.9.1. for patient, as well as

1.2.9.2. for health operators

1.2.10. clinical studies concerning the product: abstracts and — if available on line — links to complete texts

1.2.11. economical data:

1.2.11.1. cost for operators and for the public

1.2.11.2. promotional plan and benefits

1.2.11.3. selling conditions

1.2.11.4. other relevant economical data

The message should have also an abstract, and — with the exception of the information requested by the law — should be written in English.

1.3. monitoring studies concerning already marketed products

1.4. the message must display/contain:
1.4.1. brand name of the product (without any picture)

1.4.2. name of the main active ingredient(s)

1.4.3. galenic form (as many times as needed)

1.4.3.1. dosage

1.4.3.2. excipient

1.4.4. main therapeutical application

1.4.5. identification data of the industry sender

1.4.5.1. name and societal structure

1.4.5.2. where it is based: addresses

1.4.5.3. name of the product responsible

1.4.5.4. (his/her) telephone number, fax number and e-mail

1.4.6. date of the message

1.4.7. if the product is on the market also somewhere else, and, if it is the case, where, since when, and under what commercial name

1.4.8. clinical studies concerning the product: abstracts and — if available on line — links to complete texts

2. pathology-related studies
each message should contain:
2.1. concerned pathology

2.2. authors and their institutional affiliation

2.3. date

2.4. summary / abstract
a special case will be embodied by EBM (Evidence Based Medicine) studies
3. new application of already existent principles 
each message should contain:
3.1. name of the main active ingredient (s)

3.2. brand name

3.3. new application

3.4. authors and their institutional affiliation

3.5. date

3.6. summary / abstract

4. product withdrawal

4.1. product recalls

4.2. end of marketing 

4.2.1. the product being substituted by another product

4.2.2. the product not being substituted by another product

4.3. alerts

5. conferences

5.1. announcing relevant events (conferences, meetings, courses)

5.2. abstract of past events

6. business information on the Company

Other issues that require a deeper analysis are:

· confidentiality, and how to assess it, among the envisaged possibility — only for professionals who work in Switzerland — there are:

· verifying the profession of every would-be SwissCast subscriber checking his/her professional status against the lists held by the canton-Pharmacists / canton-Doctor,

· verifying it by the way of a simple telephone call to his/her office number;

· verifying it using the “concordat” number: a number used for accountancy meanings by health insurance companies

· legal issues

· hot to divide the material any more

· how to search in already existent health related databases

· the language issue

A.5.4.2 Towards a choice of suitable technologies

In the following can be found the results of questionnaire filled by health care professionals.
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Ritieni utile/importante poter ricevere delle presentazioni, stile 

PowerPoint?

Quanto conta per te l’aspetto grafico del servizio?

Ritieni utile/importante poter ricevere — oltre a testi e immagini 

— anche suoni e/o animazioni?

Ritieni utile/importante avere la possibilità di non comunicare al 

fornitore del servizio il tuo indirizzo di posta elettronica, oppure, 

trattandosi di un rapporto di fiducia, pensi che si tratterebbe di 

un’inutile quanto eccessiva tutela della privacy?

Ritieni utile/importante essere aggiornato in tempo reale di ogni 

notizia pertinente rispetto alle richieste che hai posto al servizio, 

piuttosto che con una cadenza fissa, e da te determinata (es.: 

una volta al giorno/settimana, ecc.)?

Ritieni utile/importante che le informazioni — o il loro 

aggiornamento — venga visualizzato sul monitor in modalità varie, 

graficamente allettanti, piuttosto che avere un’unica modalità di 

presentazione, la meno intrusiva possibile?

Ritieni utile/importante poter intervenire direttamente sulle 

modalità di presentazione dei dati, oppure no?

Preferiresti usare un prodotto software molto diffuso, e che abbia 

anche altre funzionalità, piuttosto che utilizzare un prodotto 

specifico, disegnato apposta per fruire del servizio?

Ritieni utile/importante poter ricevere, oltre ad informazioni di 

carattere testuale, anche files di testo, documenti in formato 

proprietario (tipo Word o Excel), o programmi?

Ritieni utile/importante poter vedere le informazioni mentre stai 

svolgendo un’altra attività con il computer (per esempio sotto 

forma di immagini che appaiono a lato dello schermo, o sulla 

barra del programma che stai usando)?

Ritieni utile/importante che le informazioni che ricevi rimangano a 

tua disposizione permanentemente, registrate nel tuo computer, 

oppure preferisci che abitualmente rimangano disponibili solo per 

un breve periodo di tempo, e che a mano a mano siano sosti

Ritieni utile/importante poter consultare le informazioni anche 

quando non vi sei connesso ad Internet?

Ritieni utile/importante essere informato non appena siano 

disponibili nuove informazioni, piuttosto che l’iniziativa di 

verificarne la presenza sia lasciata all’utente?


Comments are presented in paragraph 7.2.

A.6 The University area

In this Annex more detailed data can be found on the communication market concerned, which are shortly presented in the main text, under paragraph 6.3.

A.6.1 Communication Administration / students and student organisations / students

A.6.1.1 The administration

An analysis was conducted on the complete material, which was sent to student since the University was born (under the title Info Studenti). The major themes that were found are:

· Lectures / seminars

· Exams and credits

· Courses

· Conventions with restaurants / bars

· Parking

· Calendar variations

· Smoking areas

· Photocopies

· Handouts

· Library

· Sports

· Structure facilities and access

· Rooms / flats hiring

· Grants

· Documents

A very important point, made many times during the interviews, was that of "marketing" the service among students. This means that — once the push technology is used mediating information flow between Administration and students/professors/researchers — all of them have to be able to access available information in due time.

Today a few students, mostly enrolled in the first year of the Economy course, do not use regularly the computer facilities, and prefer to rely on printed or oral information; the same could be said about professors / researchers.

A good dissemination strategy could be involving groups of the older students of the Faculty of Communication Sciences in helping their younger colleagues access properly the service. This activity could perhaps be considered worthy some credits (as being a kind of stage).

A.6.1.2 Student Organisations to students

Many meetings were held with representative of the ASSI: the Associazione Studentesca della Svizzera Italiana, and a questionnaire has been designed and submitted to assess how students perceive c.m.c. inside the University, if matched against other way of communicating with them.

Results — to be further studied — are presented in the following figures, which reports also the general layout of the form filled in by 234 students.
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Questionario inchiesta sulle comunicazioni dell‘ ASSI

1.

 

Sono:

110

 uno studente

124

 una studentessa

2.

 

Sono iscritto alla:

180

 facoltà di scienze della comunicazione

                                  

54

 facoltà di economia

3.

 

Anno di corso:

120

 primo

114

 secondo

4.

 

Frequento l’USI

2

 uno

3 due

8

 tre

19

 quattro      

201

 cinque

giorni alla settimana.

5.

 

Come vieni a conoscenza delle iniziative dell’ASSI (Associazione Studenti della Svizzera Italiana)?

215

e-mail

21

volantini sparsi per l’Università

31

passaparola

6.

 

Con quale frequenza usi i computers dell’Università per guardare l’e-mail?

90

più volte al giorno

72

una volta al giorno

51

più volte alla settimana

12 

una volta alla se

ttimana

6 

meno di una volta alla settimana

7.

 

Sei infastidito dai messaggi di posta elettronica inviati dall’ASSI?

108

 mai

92

 qualche volta

19

 spesso

11

 sempre

8.

 

Quando vedi che nel tuo 

inbox 

è arrivato un messaggio dell’ASSI:

12 

lo cancelli senza legg

erlo

131 

lo leggi velocemente anche se non ti interessa

45

guardi il 

subject

 e decidi se leggerlo

44

lo leggi con attenzione in ogni caso

9.

 

Tra le seguenti modalità quale preferiresti?

169

ricevere le informazioni per e-mail

38

avere le informazioni press

o il sito dell’ASSI e consultarle liberamente

28

ricevere per e-mail solo le informazioni che riguardano le attività di tuo

         

interesse


In general, it could be said that a conspicuous majority of students of both Faculties (Economics and Communication Sciences) checks regularly their e-mail boxes, and are interested in pieces of information coming from ASSI. Moreover, they affirm that they prefer this way of getting to know ASSI's activities. It is not clear how should be interpreted the answers to question 9: only 28 students say that they want to receive only messages interesting for them. It seems reasonable to understand this answer — which, at a first sight, challenges the concept itself of every push service — as being justified by the fear of not getting something that could be interesting. Moreover, in this area it would be difficult designing a user profile, due to the fact that it does not concern professional activities neither sharply defined interests. In other words, it seems possible to understand the reasoning behind those answers as being: «Maybe they propose something interesting: I'd better be informed about everything, and I myself shall decide whether or not it is interesting for me».

Nonetheless the ASSI is interested in being an active information provider, instead of structuring its information pieces in different channels (e.g.: sport, parties, and so on), it seems more wise to offer a unique ASSI channel.

At the same time, starting from February, a recording of computer accesses began, in order to assess properly who access the university computer (being an insider), and how often. Results, to be gathered by the end of May, will be extremely useful when designing "marketing" strategies and tutorials.

A.6.1.3 Looking for students’ communication needs 

A group of students (second year, Faculty of Communication Sciences) worked on a project whose purpose was to design a University website, which could be really useful for their colleagues. Here is reported the topic-organisation that was proposed:

1. institutional

1.1. people

1.1.1. professors

1.1.1.1. com / eco

1.1.2. administration

1.1.2.1. secretary

1.1.2.2. library

1.1.2.3. others

1.1.3. students

1.1.3.1. com

1.1.3.1.1. 96 / 97

1.1.3.2. eco

1.1.3.2.1. 96 / 97

1.2. places

1.2.1. university

1.2.1.1. lesson rooms

1.2.1.2. other things

1.2.2. outside the University

1.2.2.1. spared time

1.2.2.2. culture

1.2.2.3. useful to be known

1.3. other useful data

1.3.1. book lists

1.3.1.1. com / eco

1.3.1.1.1. 96 / 97

1.3.2. available fellowships

1.3.3. documents

1.3.3.1. for Swiss citizens

1.3.3.2. for people from abroad

1.3.4. organisation

1.3.4.1. lessons timetable

1.3.4.2. other services' timetable

1.3.4.3. academic calendar

2. faculties

2.1. presentation

2.1.1. com / eco

2.2. courses

2.3. curricula

2.3.1. com / eco

2.4. programs

2.5. stages

2.6. suggestions on how to study better

As already said, the push service inside the university could work in synergy with an information pull website, in this case the previous presented organisation could help defining an information channelling tailored to fit students' needs.

A sample of students underwent the presentation designed to assess available kinds of technologies: here are the results:
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Indispensabile

Ritieni utile/importante poter consultare le informazioni anche 

quando non vi sei connesso ad Internet?

Ritieni utile/importante essere informato non appena siano 

disponibili nuove informazioni, piuttosto che l’iniziativa di 

verificarne la presenza sia lasciata all’utente?

Ritieni utile/importante poter ricevere, oltre ad informazioni di 

carattere testuale, anche files di testo, documenti in formato 

proprietario (tipo Word o Excel), o programmi?

Ritieni utile/importante poter vedere le informazioni mentre stai 

svolgendo un’altra attività con il computer (per esempio sotto 

forma di immagini che appaiono a lato dello schermo, o sulla 

barra del programma che stai usando)?

Ritieni utile/importante che le informazioni che ricevi rimangano a 

tua disposizione permanentemente, registrate nel tuo computer, 

oppure preferisci che abitualmente rimangano disponibili solo per 

un breve periodo di tempo, e che a mano a mano siano sosti

Ritieni utile/importante poter ricevere delle presentazioni, stile 

PowerPoint?

Quanto conta per te l’aspetto grafico del servizio?

Ritieni utile/importante poter ricevere — oltre a testi e immagini 

— anche suoni e/o animazioni?

Ritieni utile/importante avere la possibilità di non comunicare al 

fornitore del servizio il tuo indirizzo di posta elettronica, oppure, 

trattandosi di un rapporto di fiducia, pensi che si tratterebbe di 

un’inutile quanto eccessiva tutela della privacy?

Ritieni utile/importante essere aggiornato in tempo reale di ogni 

notizia pertinente rispetto alle richieste che hai posto al servizio, 

piuttosto che con una cadenza fissa, e da te determinata (es.: 

una volta al giorno/settimana, ecc.)?

Ritieni utile/importante che le informazioni — o il loro 

aggiornamento — venga visualizzato sul monitor in modalità varie, 

graficamente allettanti, piuttosto che avere un’unica modalità di 

presentazione, la meno intrusiva possibile?

Ritieni utile/importante poter intervenire direttamente sulle 

modalità di presentazione dei dati, oppure no?

Preferiresti usare un prodotto software molto diffuso, e che abbia 

anche altre funzionalità, piuttosto che utilizzare un prodotto 

specifico, disegnato apposta per fruire del servizio?


A.6.2 The research area

A.6.2.1 A sample message by Rapidus Cordis 

Each message can contain many relevant pieces of information, or only one, or — if too much long to be send by an e-mail message — links to websites where relevant information can be found: in this case the message is something like: 

RAPIDUS brings you the following updates related to your defined search profile 

CORDIS Database: PROJECTS

        Search name: Information

        Search description: 

PS: The data is too long. Due to a mail capacity limit, RAPIDUS is sending you ONLY the above headers.

Pieces of information are usually organised by RAPIDUS under the following headings (and come with a unified e-mail Subject: "RAPIDUS Notification"):

1. CORDIS Database

2. Search name  [keywords]

3. Search description: Record Control Number

4. Quality Validation Date

5. Update Date 

6. Project Acronym

7. Title

8. Subject Index Code

9. [Other Indexes]

10. [Objective]

11. [General Information]

12. Start Date

13. End Date

14. Duration

15. Project Status

16. Programme Type

17. Programme Acronym

18. Subprogramme Area

19. Project Reference

20. Prime Contractor

20.1. Organisation

20.1.1. Organisation Type

20.1.2. Address 

20.1.3. Postcode

20.1.4. City

20.1.5. Region

20.1.6. Country 

20.1.7. Contact Person Name

20.1.8. Tel

20.1.9. Fax

20.1.10. URL

21. Other contractors (if it is the case)

21.1. …

21.1.1. …
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Lantimes, Push servers, Lantime online magazine January 1997

Levine, S. , Internet Edge Oct. 1997

Pcprof.,  Server Push, PC Professionale magazine, Modadori Sept. 1997.

Radosevich, L. Pushing It, CIO online Magazine, May 1997

Storm, David Tune it to the company channel, Windows Sources Magazine, ZD publishing, Sept. 1997

Bawa, J. Web design diary: push technology, PC Magazine, ZD publishing, Sept. 1997

Storm, D. Push Media, Web Review Magazine, Dec. 1996

 Storm, D. The best of push, Web Review Magazine, Apr. 1997

Best, J. Why the Web is pushing us around, PCWeek online magazine, ZD publishing, Nov. 1996 

Levitt, J. Rating the push products, TechWeb online magazine, Apr. 1997

Bullock, D.; Heiling, D.; Henke, P.; Stricker, M.; Suwansaranyu, O. “Pushing” in the new paradigm?, Vanderbilt MBA thesis, Sept. 1997

Power, T.A. Don’t get pushed around, Internet Week magazine, May 1997

Karpinski R.; Santalesa, R;  Making push work for you, NetGuide Magazine, June 1997

Lidsky, D. The Web delivers, PC Magazine Online, 1997

Pushconcepts, http://www.pushconcepts.com
International Webcasting Association, http://www.webcastrs.org
Figure � SEQ Figure \* ARABIC �20�: Definition of user's profile in Cordis Rapidus























Figure � SEQ Figure \* ARABIC �17�: PointCast Intranet Broadcast Solution’s structure
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Figure � SEQ Figure \* ARABIC �16�: PointCast Client Window








Figure � SEQ Figure \* ARABIC �13�: Castanet Tuner





Figure � SEQ Figure \* ARABIC �12�: Marimba Transmitters, Tuners and channels








Figure � SEQ Figure \* ARABIC �11�: DownTown channel content abstract display





Figure � SEQ Figure \* ARABIC �9�: DownTown communication’s framework





Figure � SEQ Figure \* ARABIC �7�: The Datachannel RIO Channel Client
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Figure � SEQ Figure \* ARABIC �2�: The PointCast desktop screen
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Figure � SEQ Figure \* ARABIC �5�: Example of InfoPak





Figure � SEQ Figure \* ARABIC �4�: BackWeb client main window








Figure � SEQ Figure \* ARABIC �3�: Astound WebCast running on Netscape Netcaster browser














� Among broadcasters, TIBCO is (� HYPERLINK http://www.tibco.com ��http://www.tibco.com�) is playing an important role on the true IP-multicast’s technology develop; TIBCO produce a middle-layer software enabling data to be distributed in real push method, thanks to the technology of IP-multicast. TIBCO has licensed this technology to DataChannel, Diffusion and BackWeb.


� Off line browser are a kind of programs running in background on user’s computer that automatically fetch Web pages from a site in Internet and stores them in the computer’s Hard-Disk. This enables user to browse Web pages directly from his own computer overleaps the slowness of Internet.


� A review of existing rating criteria can be found on � HYPERLINK http://www.tiac.net/users/hope/findqual.html ��http://www.tiac.net/users/hope/findqual.html� (last visited: April 98).


� The image is quoted by: Stefan Klein, Ron Lee, Lei Lei, Sajda Quereshi, Pharmatica - Supporting the complex pharmaceutical information needs changing healthcare sector, «Electronic Markets», 6/2 (1996), pp. 25-26, available on line through: � HYPERLINK http://www.electronicmarkets.org/electronicmarkets/electronicmarkets.nsf/pages/index.html ��http://www.electronicmarkets.org/electronicmarkets/electronicmarkets.nsf/pages/index.html� (last visited: April 98).


� OFAC is their main professional organisation devoted to administrative services (which are usually out-sourced, due to the number of health insurance companies). � HYPERLINK http://www.ophac.ch/ ��http://www.ophac.ch/� (last visited: March 98).


� Personal communication with doctor Tanzi, the president of Pharmacists Professional Organisation in Tessin, March 1998).


� AIDS, Cardiology, Infectious Diseases, Managed Care, Medical Practice, Molecular Medicine, Oncology, Orthopedics, Pediatrics, Pharmacotherapy, Primary Care, Psychiatry, Respiratory Care, Surgery, Urology, Women's Health.


� First DataBank has planned an international drugs database: the Multilex Drug Knowledge Base, which should be the next generation of the National Drug Data File (NDDF). The Multilex DKB is a highly granular and extensible knowledge base offering clinical, descriptive and economic drug information for integration into a variety of healthcare information systems. Multilex is designed to support internationalization and provides a solid vocabulary foundation for application development (cf. � HYPERLINK http://www.firstdatabank.com/aboutus/index.html ��http://www.firstdatabank.com/aboutus/index.html�, last visited: May 98). 


� � HYPERLINK http://www.hon.ch/ ��http://www.hon.ch/� (last visited: April 98). 


� Flüelastrasse 7, Postfach, 8048 Zürich; � HYPERLINK http://www.pfizer.com/europe/swiss.htm ��http://www.pfizer.com/europe/swiss.htm� (last visited: March 98). 


� Cfr. http://www.pfizer.com/pfizerinc/policy/21century.html (last visited: March 98).


� IBSA-Institut Biochimique SA, via al Ponte 13, 6903 Lugano 3, � HYPERLINK http://www.tinet.ch/ibsa/ ��http://www.tinet.ch/ibsa/� (last visited: March 98).


� Künzle SA, via Simen 29, 6648 Minusio. The company is building up its website.


� Acta Med Services, via Ponte Tresa 7-7a, 6924 Sorengo. The domain � HYPERLINK http://www.actamed.ch ��www.actamed.ch� has just been registered, and it is going to support a web-based service (not yet operative: April 98).


� RAPId Delivery of Updates on Search-profiles, COmmunity Research and Development Information Service: � HYPERLINK http://www.cordis.lu/ ��http://www.cordis.lu/� (last visited: April 98).


� ELektronischer Forschungsförder-Informations dienst: � HYPERLINK http://www.elfi.ruhr-uni-bochum.de/elfi_1.0/ ��http://www.elfi.ruhr-uni-bochum.de/elfi_1.0/� (last visited: April 98).


� � HYPERLINK http://www.tourism-ticino.ch/ ��http://www.tourism-ticino.ch/� (last visited: April 98).


� � HYPERLINK http://www.sion2006.ch/ ��http://www.sion2006.ch/� (last visited: April 98).


� The reason of having an odd number of possibilities — with an intermediate point — was that sometimes interviewed people were not able to understand a specific question (due to their technological know-how): for those cases seemed to be quite wise to provide a zero point.


� Interviewees were presented with examples from the following services: Rapidus Cordis, Arianna and Backweb.


� Isis UK Ltd, 7 Chalcot Road, LONDON, NW1 8HL, Telephone: 0171 267 5705, Fax: 0171 722 4921, Email: isis@isisdes.demon.co.uk (the company hasn’t a website).


� � HYPERLINK mailto:Pharmaco.Net@’97: ��Pharmaco.Net@’97:� Getting The Most From Your Internet Investment. A Conference for Pharmaceutical and Biotech Companies, 27th-28th November 1997, Mandarin Oriental Hotel, Hyde Park, London, � HYPERLINK http://iir.co.uk/pharmaconet/ ��http://iir.co.uk/pharmaconet/� (last visited: March 98).


� � HYPERLINK http://www.pharmweb.net/ ��http://www.pharmweb.net/� (last visited: March 98).


� � HYPERLINK http://www.pharmweb.net/pwmirror/pwf/pharmwebf2.html ��http://www.pharmweb.net/pwmirror/pwf/pharmwebf2.html� (last visited: March 98).


� � HYPERLINK http://www.pharmweb.net/pwmirror/pw9/fip/pharmweb92.html ��http://www.pharmweb.net/pwmirror/pw9/fip/pharmweb92.html� (last visited: March 98).


� � HYPERLINK http://www.pharmweb.net/pwmirror/pwf/pharmwebf38.html ��http://www.pharmweb.net/pwmirror/pwf/pharmwebf38.html� (last visited: March 98).


� OFAC is their main professional organisation devoted to administrative services (which are usually out-sourced, due to the number of health insurance companies). � HYPERLINK http://www.ophac.ch/ ��http://www.ophac.ch/� (last visited: March 98).


� Personal communication with doctor Tanzi, the president of Pharmacists Professional Organisation in Tessin, March 1998).


� Cfr. White Paper: Criteria for Assessing the Quality of Health Information on the Internet (Working Draft), Edit Date: 14-10-1997, electronic access at: � HYPERLINK http://www.mitretek.org/hiti/showcase/documents/criteria.html ��http://www.mitretek.org/hiti/showcase/documents/criteria.html� (last visited: March 98).
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Tecnico-IP

				Analisi tecnologiche degli Information Providers																												Candidati																																		Risultati

																																(Inserire nelle celle S, N, X a secondo della risposta)

																																																																		N. di intervistati:								1

																																S. Airoldi (Künzle SA)																																		SI		NO		Selezionati		Altro				% sul totale 
% relativa

																																																																												(si)		(no)

		1		La vostra azienda dispone di un sistema informativo aziendale?														si				no										n										s/n										s/n														0		1								0.0%		100.0%

		2		Disponete all'interno dell'azienda di una rete locale (LAN)?														si				no										n										s/n										s/n														0		1								0.0%		100.0%

						Che tipo?

						- Microsoft NT												[ ]														□										□										□																		0						0.0%

						- Unix												[ ]														□										□										□																		0						0.0%

						- Novell												[ ]														□										□										□																		0						0.0%

						- Altro (specificare)												[                           ]																																																						0				0.0%

		3		Avete a disposizione una rete Intranet all'interno della vostra azienda?														si				no										n										s/n										s/n														0		1								0.0%		100.0%

						Se si, da quale software è supportata?

						- Microsoft												[ ]														□										□										□																		0						0.0%

						- Netscape												[ ]														□										□										□																		0						0.0%

						- Lotus												[ ]														□										□										□																		0						0.0%

						- Oracle												[ ]														□										□										□																		0						0.0%

						- Altro (specificare)												[                           ]																																																						0				0.0%

		4		Di quale tipo di computer disponete in azienda?

						- Personal Computer												[ ]														x										□										□																		1						100.0%

						- Workstation Unix												[ ]														□										□										□																		0						0.0%

						- Macintosh												[ ]														□										□										□																		0						0.0%

						- Mainframe												[ ]														□										□										□																		0						0.0%

						- PowerPC												[ ]														□										□										□																		0						0.0%

						- Altri (specificare)												[                           ]																																																						0				0.0%

		5		Quali sistemi operativi utilizzate?

						- Windows 95												[ ]														x										□										□																		1						100.0%

						- Windows NT												[ ]														□										□										□																		0						0.0%

						- Windows 3.11												[ ]														□										□										□																		0						0.0%

						- MacOS												[ ]														□										□										□																		0						0.0%

						- SunOS/Solaris												[ ]														□										□										□																		0						0.0%

						- OS2												[ ]														□										□										□																		0						0.0%

						- Linux												[ ]														□										□										□																		0						0.0%

						- Altro (specificare)												[                           ]																																																						0				0.0%

		6		La vostra azienda utilizza qualche prodotto di groupware?														si				no										n										s/n										s/n														0		1								0.0%		100.0%

						Se si, quale?												[                           ]																																																						0

		7		La vostra azienda dispone di un collegamento Internet?														si				no										s										s/n										s/n														1		0								100.0%		0.0%

						Di che tipo?

						- Dial-up (telefonico di tipo analogico presso un service provider)												[ ]														x										□										□																		1						100.0%

						- ISDN												[ ]														□										□										□																		0						0.0%

						- CDN (collegamento diretto)												[ ]														□										□										□																		0						0.0%

		8		La vostra azienda dispone di un server WEB?														si				no										n										s/n										s/n														0		1								0.0%		100.0%

						Se si, specificate la soluzione adottata:

						- Server residente all'interno dell'azienda												[ ]														□										□										□																		0						0.0%

						- Server resiente presso un fornitore di servizi (Internet Information Provider) in modalità housing opp. Hosting												[ ]														□										□										□																		0						0.0%

																																																																												0.0%

						Che tipo di server Web utilizzate?																																																																0						0.0%

						- Microsoft NT con IIS												[ ]														□										□										□																		0						0.0%

						- Netscape												[ ]														□										□										□																		0						0.0%

						- Unix (Apache, NCSA, ...)												[ ]														□										□										□																		0						0.0%

						- Lotus												[ ]														□										□										□																		0						0.0%

						- Oracle												[ ]														□										□										□																		0						0.0%

						- Altro (specificare)												[                           ]																																																						0				0.0%

						Su quale piattaforma?

						- PC intel												[ ]														□										□										□																		0						0.0%

						- Sun												[ ]														□										□										□																		0						0.0%

						- Digital alpha												[ ]														□										□										□																		0						0.0%

						- Altro (specificare)												[                           ]																																																						0				0.0%

						Il server Web è interfacciato con qualche database ?												si				no										s/n										s/n										s/n														0		0								0.0%		0.0%

								Se si, specificare il tipo di database utilizzato:

								- Oracle										[ ]														□										□										□																		0						0.0%

								- Informix										[ ]														□										□										□																		0						0.0%

								- DB2										[ ]														□										□										□																		0						0.0%

								- Microsoft SQL server										[ ]														□										□										□																		0						0.0%

								- Altro (specificare)										[                           ]																																																						0				0.0%

						Per quanto riguarda il mantenimento e l'aggiornamento di contenuti del server Web, questa operazione viene effettuata da:

								- Personale addetto dell'azienda										[ ]														□										□										□																		0						0.0%

								- Altra azienda incaricata										[ ]														□										□										□																		0						0.0%

						Utilizzate qualche tool apposito per creare le pagine HTML?												si				no										s/n										s/n										s/n														0		0								0.0%		0.0%

								Quale?										[                           ]																																																						0

						Mediamente, ogni quanti giorni vengono riviste e aggiornate le pagine HTML?												[                           ]																																																						0

		9		Per quanto riguarda l'amministrazione della rete e dei computer nella vostra azienda, questa operazione è svolta da:

						- Personale tecnico dell'azienda												[ ]														□										□										□																		0						0.0%

						- Personale tecnico esterno												[ ]														□										□										□																		0						0.0%

		10		La vostra rete dispone di un Firewall?														si				no										n										s/n										s/n														0		1								0.0%		100.0%

		11		Il vostro sistema informativo dispone di qualche database contenente

				informazioni che ritenete siano utili pubblicare in Internet?														si				no										n										s/n										s/n														0		1								0.0%		100.0%

						Se si, specificare il tipo di database:

						- Oracle												[ ]														□										□										□																		0						0.0%

						- informix												[ ]														□										□										□																		0						0.0%

						- DBB2												[ ]														□										□										□																		0						0.0%

						- Microsoft SQL server												[ ]														□										□										□																		0						0.0%

						- Altro (specificare)												[                           ]																																																						0				0.0%

		12		Con quale frequenza i dipendenti della vostra azienda utilizzano un browser web?

						- Spesso												[ ]														x										□										□																		1						100.0%

						- a volte												[ ]														□										□										□																		0						0.0%

						- quasi mai												[ ]														□										□										□																		0						0.0%

		13		Che tipo di browser viene maggiormente utilizzato nella vostra azienda?

						- Microsoft Internet Explorer												[ ]														□										□										□																		0						0.0%

						- Netscape Navigator/Comunicator												[ ]														x										□										□																		1						100.0%

						- altro (specificare)												[                           ]																																																						0				0.0%

		14		Quali software utilizzate per produrre documentazione per l'esterno?

						- Microsoft Office												[ ]														x										□										□																		1						100.0%

						- Lotus SmartSuite												[ ]														□										□										□																		0						0.0%

						- Altro (specificare)												[                           ]																																																						0				0.0%

		15		La vostra azienda è interessata al servizio di WebCasting (push) come

				veicolo per diffondere pubblicità sui prodotti o servizi che l'azienda propone?														si				no										n										s/n										s/n														0		1								0.0%		100.0%

		16		Nel caso in cui la vostra azienda decida di aderire al servizio SwissCast,

				siete interessati a conoscere delle statistiche sugli utenti che accedono

				alle informazioni da voi pubblicate?														si				no										s										s/n										s/n														1		0								100.0%		0.0%

		17		Utilizzate già in qualità di utenti un servizio di WebCasting?														si				no										n										s/n										s/n														0		1								0.0%		100.0%

						Se si quale?												[                           ]																																																						0

						Ritenete che il servizio di WebCasting che utilizzate sia:

						- Poco o per niente utile												[ ]														□										□										□																		0						0.0%

						- Abbastanza utile												[ ]														□										□										□																		0						0.0%

						- Molto utile												[ ]														□										□										□																		0						0.0%

						- Estremamente utile												[ ]														□										□										□																		0						0.0%





Tecnico-IU

				Analisi tecnologiche degli Information users																										Utenti Classe A																																																																						Utenti Classe B																																																																																																																																				Utenti Classe C																								Totali Generali																Risultati Parziali

																														(medici/farmacisti)																																																																						(univerisità)																																																																																																																																																																												Utenti Classe A (medici/farmacisti)																Utenti Classe B (università)																Utenti Classe C

																																(Inserire nelle celle S, N, X a secondo della risposta)																																																																																																																																																																																																																																				N. di intervistati:				18								N. di intervistati:								6								N. di intervistati:								12								N. di intervistati:								0

																												M. Canevascini										Dr. Thoni										Dr. Peter Ruckert										D.ssa Enrica Bianchi										Dr. S. Regazzoni										Dr. Ermanni																						B. Lepori										M. Casanova (segr.)										S. Lurati (segr.)										S. Quadrelli (segr.)										Studente Com. 1										Studente com. 2										Studente com. 3										Studente com. 4										Studente com 5										Studente com. 6										Studente com. 7										Studente com. 8																																														SI		NO		Selezionati		Altro				% sul totale 
% relativa						SI		NO		Selezionati		Altro				% sul totale 
% relativa						SI		NO		Selezionati		Altro				% sul totale 
% relativa						SI		NO		Selezionati		Altro				% sul totale 
% relativa

		1		Disponi di un computer?														si				no						s										s										s										s										s										s										s/n												s										s										s										s										s										s										s										s										s										s										s										s										s/n												s/n										s/n														18		0								100.0%						6		0								100.0%						12		0								100.0%						0		0								0.0%

						Che tipo?

						- PC con processore Pentium o superiore												[]										x										x										[]										[]										[]										x										[]												[]										x										x										x										x										[]										x										x										x										x										x										x										[]												[]										[]																		13						72.2%										3						50.0%										10						83.3%										0						0.0%

						- PC con altro processore												[]										[]										[]										x										x										x										[]										[]												[]										[]										[]										[]										[]										x										[]										[]										[]										[]										[]										[]										[]												[]										[]																		4						22.2%										3						50.0%										1						8.3%										0						0.0%

						- Macintosh												[]										[]										[]										[]										[]										x										[]										[]												x										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		2						11.1%										1						16.7%										1						8.3%										0						0.0%

						- Sun												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

						- Altro (specificare)												[                           ]																																																																																																																																																																																																																																																				0				0.0%												0				0.0%												0				0.0%												0				0.0%

						Con quale sistema operativo?

						- Windows 95												[]										x										x										x										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		3						16.7%										3						50.0%										0						0.0%										0						0.0%

						- Windows NT												[]										[]										[]										[]										[]										[]										x										[]												[]										x										x										x										x										x										x										x										x										x										x										x										[]												[]										[]																		12						66.7%										1						16.7%										11						91.7%										0						0.0%

						- Windows 3.11												[]										[]										[]										[]										x										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		1						5.6%										1						16.7%										0						0.0%										0						0.0%

						- MacOS												[]										[]										[]										[]										[]										x										[]										[]												x										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		2						11.1%										1						16.7%										1						8.3%										0						0.0%

						- SunOS/Solaris												[]										[]										[]										[]										[]										x										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		1						5.6%										1						16.7%										0						0.0%										0						0.0%

						- OS2												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

						- Linux												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

						- Altro (specificare)												[                           ]																																																																																																																																																																																																																																																				0				0.0%												0				0.0%												0				0.0%												0				0.0%

						Di quanta memoria RAM dispone?

						- 8 MB o meno												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

						- 16 MB												[]										[]										[]										[]										x										x										[]										[]												x										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		3						16.7%										2						33.3%										1						8.3%										0						0.0%

						- 32 MB o più												[]										[]										x										x										[]										[]										x										[]												[]										x										x										x										x										x										x										x										x										x										x										x										[]												[]										[]																		14						77.8%										3						50.0%										11						91.7%										0						0.0%

		2		Disponi di un collegamento Internet?														si				no						s										s										s										n										s										s										s/n												s										s										s										s										s										s										s										s										s										s										s										s										s/n												s/n										s/n														17		1														5		1														12		0														0		0

						Di che tipo?

						- Dial-up (tramite un modem analogico)												[]										[]										x										[]										[]										x										x										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		3						17.6%										3						60.0%										0						0.0%										0						0.0%

						- ISDN (tramite un modem e linea digitale)												[]										[]										[]										x										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		1						5.9%										1						20.0%										0						0.0%										0						0.0%

						- CDN (collegamento permanente tramite una linea aziendale dedicata)												[]										x										[]										[]										[]										[]										[]										[]												x										x										x										x										x										x										x										x										x										x										x										x										[]												[]										[]																		13						76.5%										1						20.0%										12						100.0%										0						0.0%

		3		Se utilizzi un modem, specifica la velocità (bps) di questo

						- Meno di 14.400												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0																0																0																0

						- 14.400												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0																0																0																0

						- 28.800												[]										[]										x										[]										[]										[]										x										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		2						66.7%										2						66.7%										0						0.0%										0						0.0%

						- 33.600 o superiore												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0																0																0																0

		4		Se utilizzi uno o più browser Web, specifica quali di questi preferisci o utilizzi abitualmente:

						- Microsoft Internet Explorer												[]										[]										x										[]										[]										[]										x										[]												[]										x										x										x										x										x										x										x										x										x										x										x										[]												[]										[]																		13						72.2%										2						33.3%										11						91.7%										0						0.0%

								Quale versione?										[            ]																				4.0																																								4.0																																																														4.0																				4.0										4.0										4.0										4.0										4.0										4.0																																																				9																2																7																0

						- Netscape Navigator												[]										x										[]										x										[]										x										[]										[]												x										[]										[]										[]										x										[]										[]										x										[]										[]										[]										[]										[]												[]										[]																		6						33.3%										3						50.0%										3						25.0%										0						0.0%

								Quale versione?										[            ]																																																																																		3.0																																								4.0.2																														4.0.2																																																																																												3																0																3																0

						- Altro (specificare)												[                           ]																																																																																																																																																																																																																																																				0				0.0%												0				0.0%												0				0.0%												0				0.0%

		5		Le ultime versioni dei browser più comuni (Internet Explorer 4.0 e Netscape Constellation) hanno incorporato un meccanismo di push per la consultazione di canali. Hai utilizzato questo servizio:

						- Mai												[]										x										x										x										[]										x										x										[]												x										x										x										x										[]										[]										[]										[]										x										[]										[]										[]										[]												[]										[]																		10						55.6%										5						83.3%										5						41.7%										0						0.0%

						- Solo qualche volta, esclusivamente per curiosità, ma non ho mai provato ad utilizzarlo effettivamente												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										x										x										x										x										[]										x										[]										x										[]												[]										[]																		6						33.3%										0						0.0%										6						50.0%										0						0.0%

						- Ho provato ad utilizzarlo, ma non sono convinto dell'utilità del servizio per i miei scopi												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

						- Si, utilizzo abitualmente i canali di IE/Constellation												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

		6		Se utilizzi Internet, con quale frequenza ti connettetti per consultare informazioni pubblicate sul World Wide Web?

						- Giornalmente												[]										[]										x										x										[]										[]										[]										[]												x										x										x										x										x										x										x										[]										[]										x										[]										[]										[]												[]										[]																		10						55.6%										2						33.3%										8						66.7%										0						0.0%

						- Una o più volte la settimana												[]										[]										[]										[]										[]										[]										x										[]												[]										[]										[]										[]										[]										[]										[]										x										x										[]										[]										[]										[]												[]										[]																		3						16.7%										1						16.7%										2						16.7%										0						0.0%

						- Sporadicamente												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										x										[]												[]										[]																		1						5.6%										0						0.0%										1						8.3%										0						0.0%

						- Quasi mai												[]										x										[]										[]										[]										x										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		2						11.1%										2						33.3%										0						0.0%										0						0.0%

						Quali servizi utilizzi fra questi?

						- E-Mail (Posta Elettronica)												[]										x										x										x										[]										x										x										[]												x										x										x										x										x										x										x										x										x										x										x										x										[]												[]										[]																		17						94.4%										5						83.3%										12						100.0%										0						0.0%

						- Ftp												[]										[]										[]										[]										[]										[]										[]										[]												x										[]										[]										[]										[]										x										[]										[]										x										[]										[]										[]										[]												[]										[]																		3						16.7%										0						0.0%										3						25.0%										0						0.0%

						- News												[]										[]										x										x										[]										[]										[]										[]												[]										[]										[]										[]										x										[]										[]										x										[]										[]										[]										x										[]												[]										[]																		5						27.8%										2						33.3%										3						25.0%										0						0.0%

						- Altri (specificare)												[                           ]																																																																																		mailing-list																																																																																																																																																																		1				5.6%												0				0.0%												1				8.3%												0				0.0%

						Quanto tempo dedichi, durante l'arco di una giornata, alla consultazione delle informazioni pubblicate sul World Wide Web?

						- Fino a 10 minuti												[]										x										[]										[]										[]										x										x										[]												[]										[]										[]										[]										[]										[]										[]										[]										x										[]										[]										x										[]												[]										[]																		5						27.8%										3						50.0%										2						16.7%										0						0.0%

						- Fino a 30 minuti												[]										[]										x										x										[]										[]										[]										[]												[]										[]										[]										[]										x										[]										x										x										[]										x										[]										[]										[]												[]										[]																		6						33.3%										2						33.3%										4						33.3%										0						0.0%

						- Fino a 1 ora												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

						- Oltre 1 ora												[]										[]										[]										[]										[]										[]										[]										[]												x										x										x										x										[]										x										[]										[]										[]										[]										[]										[]										[]												[]										[]																		5						27.8%										0						0.0%										5						41.7%										0						0.0%

						Se utilizzi il servizio di posta elettronica, con quale frequenza accedi alla tua mailbox per controllare se vi sono nuovi messaggi ed eventualmente leggerli?

						- Costantemente durante l'arco della giornata												[]										x										[]										[]										[]										[]										[]										[]												x										x										x										x										[]										[]										[]										x										[]										x										[]										[]										[]												[]										[]																		7						41.2%										1						20.0%										6						50.0%										0						0.0%

						- Più volte al giorno												[]										[]										x										[]										[]										[]										[]										[]												[]										[]										[]										[]										x										x										[]										[]										x										[]										[]										x										[]												[]										[]																		5						29.4%										1						20.0%										4						33.3%										0						0.0%

						- Una volta al giorno												[]										[]										[]										x										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										x										[]										[]										[]										[]										[]										[]												[]										[]																		2						11.8%										1						20.0%										1						8.3%										0						0.0%

						- Ogni 2/3 giorni												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

						- Una volta la settimana												[]										[]										[]										[]										[]										[]										x										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		1						5.9%										1						20.0%										0						0.0%										0						0.0%

						- Una volta al mese o meno												[]										[]										[]										[]										[]										x										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		1						5.9%										1						20.0%										0						0.0%										0						0.0%

		7		Utilizzi già in qualità di utente un servizio di WebCasting (ovvero di push)

				in Internet?														si				no						n										n										n										s/n										n										n										s/n												s										n										n										n										n										s										s										n										n										n										s/n										n										s/n												s/n										s/n														3		13														0		5														3		8														0		0

						Se si quale?

						- PointCast												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										x										[]										[]										[]										[]										[]										[]												[]										[]																		1						33.3%										0						0.0%										1						33.3%										0						0.0%

						- Marimba												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

						- BackWeb												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

						- Microsoft Internet Explorer												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										x										[]										[]										[]										[]										[]										[]												[]										[]																		1						33.3%										0						0.0%										1						33.3%										0						0.0%

						- Netscape Costellation												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

						- Headliner												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

						- Altro (specificare)												[                           ]																																																																																		Rapidus																																																																																																																																																																		1				33.3%												0				0.0%												1				33.3%												0				0.0%

						Ritieni che il servizio di WebCasting che già utilizzi è:

						- Poco o per niente utile												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

						- Abbastanza utile												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										x										[]										[]										[]										[]										[]										[]												[]										[]																		1						33.3%										0						0.0%										1						33.3%										0						0.0%

						- Molto utile												[]										[]										[]										[]										[]										[]										[]										[]												x										[]										[]										[]										[]										x										[]										[]										[]										[]										[]										[]										[]												[]										[]																		2						66.7%										0						0.0%										2						66.7%										0						0.0%

						- Estremamente utile												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

		8		Ritieni che la pubblicità che viene divulgata all'interno delle pagine Web sia:														[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0																0																0																0

						- Un'inutile spreco di risorse ed andrebbe eliminata												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										x										[]										[]										[]												[]										[]																		1						5.6%										0						0.0%										1						8.3%										0						0.0%

						- Un accessorio che, posizionato in maniera opportuna, non fate neppure caso e non vi infastidisce												[]										x										[]										[]										x										[]										[]										[]												x										x										x										x										x										[]										x										[]										x										[]										[]										x										[]												[]										[]																		10						55.6%										2						33.3%										8						66.7%										0						0.0%

						- Utile perché talvolta fornisce informazioni interessanti e aggiornamenti su novità che possono servire												[]										[]										x										x										[]										x										x										[]												[]										[]										[]										[]										[]										x										[]										x										[]										[]										x										[]										[]												[]										[]																		7						38.9%										4						66.7%										3						25.0%										0						0.0%

		9		Per le tue  ricerche in Internet, usi qualche motore di ricerca?														si				no						s										s										s										s/n										n										n										s/n												s										s										s										s										s										s										s										s										s										s										s										s										s/n												s/n										s/n														15		2														3		2														12		0														0		0

						Quale?

						- AltaVista												[]										x										x										x										[]										[]										[]										[]												x										x										x										x										x										x										x										x										x										x										x										x										[]												[]										[]																		15						100.0%										3						100.0%										12						100.0%										0						0.0%

						- HotBot												[]										x										x										x										[]										[]										[]										[]												[]										[]										[]										[]										x										x										x										x										[]										x										x										[]										[]												[]										[]																		9						60.0%										3						100.0%										6						50.0%										0						0.0%

						- Yahoo												[]										x										x										[]										[]										[]										[]										[]												[]										x										[]										x										x										x										[]										x										x										x										x										[]										[]												[]										[]																		10						66.7%										2						66.7%										8						66.7%										0						0.0%

						- Lycos												[]										[]										x										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										x										[]										[]										x										x										[]										[]										[]												[]										[]																		4						26.7%										1						33.3%										3						25.0%										0						0.0%

						- InfoSeek												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										x										x										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		2						13.3%										0						0.0%										2						16.7%										0						0.0%

						- Excite												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										x										[]										[]										[]										[]										x										x										[]										[]												[]										[]																		3						20.0%										0						0.0%										3						25.0%										0						0.0%

						- Search.ch												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										x										[]										[]										[]										[]										[]										[]										[]												[]										[]																		1						6.7%										0						0.0%										1						8.3%										0						0.0%

						- Altro (specificare)												[                           ]																																																																																																																										arianna																																								all4one																																																																																		2				13.3%												0				0.0%												2				16.7%												0				0.0%





Preferenze-IU

				Analisi delle esigenze degli Information users

																																Utenti Classe A																														Utenti Classe B																																																						Utenti Classe C										Totali GENERALI																																				Totali PARZIALI

																																																																																																																																																																		Utenti Classe A (medici/farmacisti)																																				Utenti Classe B (Università)																																				Utenti Classe C

																																(medici-farmacisti)																														(università)																																																																Somme														Percentuali Generali																						Somme														Percentuali utenti classe A																						Somme														Percentuali utenti classe B																						Somme														Percentuali utenti classe C

																																Candidato																														Candidato																																																						Candidato																								N. di intervistati:						18																														N. di intervistati:						6																														N. di intervistati:						12																														N. di intervistati:						0

																																Inserire valori da 1 a 5, secondo il giudizio da indispensabile a Niente

																		Indispensabile		Molto		Abbastanza		Poco		Niente						M.Canevascini				Dr. Thoni				Dr. Peter Ruckert				D.ssa Enrica Bianchi				Dr. S. Regazzoni				Dr. Ermanni										B. Lepori				M.casanova (segr.)				S. Lurati (segr.)				S. Quadrelli (segr.)				Studente com. 1				Studente com. 2				Studente com. 3				Studente cm. 4				Studente com. 5				Studente com.  6				Studente com. 7				Studente com. 8																				Indispensabile		Molto		Abbastanza		Poco		Niente						Indispensabile		Molto		Abbastanza		Poco		Niente						Prevalenza		Grado						Indispensabile		Molto		Abbastanza		Poco		Niente						Indispensabile		Molto		Abbastanza		Poco		Niente						Prevalenza		Grado						Indispensabile		Molto		Abbastanza		Poco		Niente						Indispensabile		Molto		Abbastanza		Poco		Niente						Prevalenza		Grado						Indispensabile		Molto		Abbastanza		Poco		Niente						Indispensabile		Molto		Abbastanza		Poco		Niente						Prevalenza		Grado

		1		Ritieni utile/importante poter ricevere — oltre a testi e immagini — anche suoni e/o animazioni?														[]		[]		[]		[]		[]						4				4				2				3				4				5										5				2				2				3				3				2				3				3				3				3				3				3																				0		4		9		3		2						0%		22%		50%		17%		11%				3		Abbastanza		0						0		1		1		3		1						0%		17%		17%		50%		17%				4		Poco		-1						0		3		8		0		1						0%		25%		67%		0%		8%				3		Abbastanza		0						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0

		2		Ritieni utile/importante avere la possibilità di non comunicare al fornitore del servizio il tuo indirizzo di posta elettronica, oppure, trattandosi di un rapporto di fiducia, pensi che si tratterebbe di un’inutile quanto eccessiva tutela della privacy?														[]		[]		[]		[]		[]						2				3				5				4				2				5										5				5				1				2				5				3				3				2				3				3				4				4																				1		4		5		3		5						6%		22%		28%		17%		28%				3		Abbastanza		0						0		2		1		1		2						0%		33%		17%		17%		33%				2		Molto		1						1		2		4		2		3						8%		17%		33%		17%		25%				3		Abbastanza		0						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0

		3		Ritieni utile/importante essere aggiornato in tempo reale di ogni notizia pertinente rispetto alle richieste che hai posto al servizio, piuttosto che con una cadenza fissa, e da te determinata (es.: una volta al giorno/settimana, ecc.)?														[]		[]		[]		[]		[]						2								2				4				4				5										4				2				2				2				2				1				4				2				1				2				1				2																				3		9		0		4		1						17%		50%		0%		22%		6%				2		Molto		1						0		2		0		2		1						0%		33%		0%		33%		17%				2		Molto		1						3		7		0		2		0						25%		58%		0%		17%		0%				2		Molto		1						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0

		4		Ritieni utile/importante che le informazioni — o il loro aggiornamento — venga visualizzato sul monitor in modalità varie, graficamente allettanti, piuttosto che avere un’unica modalità di presentazione, la meno intrusiva possibile?														[]		[]		[]		[]		[]						3				2				3				3				5				4										5				2				2				2				3				1				2				2				3				2				3				1																				2		7		6		1		2						11%		39%		33%		6%		11%				2		Molto		1						0		1		3		1		1						0%		17%		50%		17%		17%				3		Abbastanza		0						2		6		3		0		1						17%		50%		25%		0%		8%				2		Molto		1						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0

		5		Ritieni utile/importante poter intervenire direttamente sulle modalità di presentazione dei dati, oppure no?														[]		[]		[]		[]		[]						3				5				2				5				5				3										3				4				1				3				3				1				2				2				2				1				2				2																				3		6		5		1		3						17%		33%		28%		6%		17%				2		Molto		1						0		1		2		0		3						0%		17%		33%		0%		50%				5		Niente		-2						3		5		3		1		0						25%		42%		25%		8%		0%				2		Molto		1						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0

		6		Preferiresti usare un prodotto software molto diffuso, e che abbia anche altre funzionalità, piuttosto che utilizzare un prodotto specifico, disegnato apposta per fruire del servizio?														[]		[]		[]		[]		[]						2				2				2				1				2				2										2				5				3				3				2				3				3				4				5				2				4				4																				1		8		4		3		2						6%		44%		22%		17%		11%				2		Molto		1						1		5		0		0		0						17%		83%		0%		0%		0%				2		Molto		1						0		3		4		3		2						0%		25%		33%		25%		17%				3		Abbastanza		0						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0

		7		Ritieni utile/importante essere informato non appena siano disponibili nuove informazioni, piuttosto che l’iniziativa di verificarne la presenza sia lasciata all’utente?														[]		[]		[]		[]		[]						2				4				2				3				2				5										2				2				2				2				2				1				1				2								2				1				2																				3		11		1		1		1						17%		61%		6%		6%		6%				2		Molto		1						0		3		1		1		1						0%		50%		17%		17%		17%				2		Molto		1						3		8		0		0		0						25%		67%		0%		0%		0%				2		Molto		1						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0

		8		Ritieni utile/importante che le informazioni che ricevi rimangano a tua disposizione permanentemente, registrate nel tuo computer, oppure preferisci che abitualmente rimangano disponibili solo per un breve periodo di tempo, e che a mano a mano siano sosti														[]		[]		[]		[]		[]						1				5				2				2				4				2										2				3				1				2				4				1				1				2				2				1				2				3																				5		8		2		2		1						28%		44%		11%		11%		6%				2		Molto		1						1		3		0		1		1						17%		50%		0%		17%		17%				2		Molto		1						4		5		2		1		0						33%		42%		17%		8%		0%				2		Molto		1						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0

		9		Ritieni utile/importante poter consultare le informazioni anche quando non vi sei connesso ad Internet?														[]		[]		[]		[]		[]						2				2				2				2				2				2										4				2				2				2				2				1				2				2				1				4				2				2																				2		14		0		2		0						11%		78%		0%		11%		0%				2		Molto		1						0		6		0		0		0						0%		100%		0%		0%		0%				2		Molto		1						2		8		0		2		0						17%		67%		0%		17%		0%				2		Molto		1						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0

		10		Ritieni utile/importante poter vedere le informazioni mentre stai svolgendo un’altra attività con il computer (per esempio sotto forma di immagini che appaiono a lato dello schermo, o sulla barra del programma che stai usando)?														[]		[]		[]		[]		[]						2				5				3				4				5				4										5				2				2				2				2				1				3				2				1				3				2				3																				2		7		4		2		3						11%		39%		22%		11%		17%				2		Molto		1						0		1		1		2		2						0%		17%		17%		33%		33%				4		Poco		-1						2		6		3		0		1						17%		50%		25%		0%		8%				2		Molto		1						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0

		11		Ritieni utile/importante poter ricevere delle presentazioni, stile PowerPoint?														[]		[]		[]		[]		[]						4				5				2				1				2				2										3				2				3				3				4				2				2				4				3				3				4				3																				1		6		6		4		1						6%		33%		33%		22%		6%				2		Molto		1						1		3		0		1		1						17%		50%		0%		17%		17%				2		Molto		1						0		3		6		3		0						0%		25%		50%		25%		0%				3		Abbastanza		0						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0

		12		Ritieni utile/importante poter ricevere, oltre ad informazioni di carattere testuale, anche files di testo, documenti in formato proprietario (tipo Word o Excel), o programmi?														[]		[]		[]		[]		[]						2				2				2				2				2				2										2				2				2				3				2				1				1				2				2				2				2				3																				2		14		2		0		0						11%		78%		11%		0%		0%				2		Molto		1						0		6		0		0		0						0%		100%		0%		0%		0%				2		Molto		1						2		8		2		0		0						17%		67%		17%		0%		0%				2		Molto		1						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0

		13		Quanto conta per te l’aspetto grafico del servizio?														[]		[]		[]		[]		[]						3				3				3				4				2				3										4				1				1				2				3				1				1				1				3				1				1				1																				8		2		6		2		0						44%		11%		33%		11%		0%				1		Indispensabile		2						0		1		4		1		0						0%		17%		67%		17%		0%				3		Abbastanza		0						8		1		2		1		0						67%		8%		17%		8%		0%				1		Indispensabile		2						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0

																																																																																																																																														Valori attribuiti a ciascuna soluzione:																																				Valori attribuiti a ciascuna soluzione:																																				Valori attribuiti a ciascuna soluzione:

																																																																																																																																																				Mail								5																												Mail								5																												Mail								4

																																																																																																																																																				Browser								5																												Browser								3																												Browser								3

																																																																																																																																																				Client								11																												Client								3																												Client								10





Matrice di Valutazione

								Features														Mail		Browser		Client

				1				Possibility of receiving multimedial data																1		1

				2				Possibility for the user of not communicating their name and e-mail address.																1		1

				3				Real time updating																1		1

				4				Many possibility of presenting data (Screensaver, wallpaper, flash, banners...)																		1

				5				Possibility of a deep customisation of the user interface																		1

				6				The user doesn't need a dedicated software														1		1

				7				Possibility of getting to know whether a new piece of information has come, also when working with other software														1				1

				8				Possibility of recording, organising and reaccessing already accessed pieces of information														1				1

				9				Possibility of accessing data off-line														1				1

				10				Possibility of consulting new data without stopping the current activity																		1

				11				Possibility of giving presentation (in a PowerPoint way)																1		1

				12				Possibility of receiving programs, driver, Word/Exel files, etc.														1				1

				13				Many graphical possibilities																1		1
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Tecnico-IP

				Analisi tecnologiche degli Information Providers																												Candidati																																		Risultati

																																(Inserire nelle celle S, N, X a secondo della risposta)

																																																																		N. di intervistati:								1

																																S. Airoldi (Künzle SA)																																		SI		NO		Selezionati		Altro				% sul totale 
% relativa

																																																																												(si)		(no)

		1		La vostra azienda dispone di un sistema informativo aziendale?														si				no										n										s/n										s/n														0		1								0.0%		100.0%

		2		Disponete all'interno dell'azienda di una rete locale (LAN)?														si				no										n										s/n										s/n														0		1								0.0%		100.0%

						Che tipo?

						- Microsoft NT												[ ]														□										□										□																		0						0.0%

						- Unix												[ ]														□										□										□																		0						0.0%

						- Novell												[ ]														□										□										□																		0						0.0%

						- Altro (specificare)												[                           ]																																																						0				0.0%

		3		Avete a disposizione una rete Intranet all'interno della vostra azienda?														si				no										n										s/n										s/n														0		1								0.0%		100.0%

						Se si, da quale software è supportata?

						- Microsoft												[ ]														□										□										□																		0						0.0%

						- Netscape												[ ]														□										□										□																		0						0.0%

						- Lotus												[ ]														□										□										□																		0						0.0%

						- Oracle												[ ]														□										□										□																		0						0.0%

						- Altro (specificare)												[                           ]																																																						0				0.0%

		4		Di quale tipo di computer disponete in azienda?

						- Personal Computer												[ ]														x										□										□																		1						100.0%

						- Workstation Unix												[ ]														□										□										□																		0						0.0%

						- Macintosh												[ ]														□										□										□																		0						0.0%

						- Mainframe												[ ]														□										□										□																		0						0.0%

						- PowerPC												[ ]														□										□										□																		0						0.0%

						- Altri (specificare)												[                           ]																																																						0				0.0%

		5		Quali sistemi operativi utilizzate?

						- Windows 95												[ ]														x										□										□																		1						100.0%

						- Windows NT												[ ]														□										□										□																		0						0.0%

						- Windows 3.11												[ ]														□										□										□																		0						0.0%

						- MacOS												[ ]														□										□										□																		0						0.0%

						- SunOS/Solaris												[ ]														□										□										□																		0						0.0%

						- OS2												[ ]														□										□										□																		0						0.0%

						- Linux												[ ]														□										□										□																		0						0.0%

						- Altro (specificare)												[                           ]																																																						0				0.0%

		6		La vostra azienda utilizza qualche prodotto di groupware?														si				no										n										s/n										s/n														0		1								0.0%		100.0%

						Se si, quale?												[                           ]																																																						0

		7		La vostra azienda dispone di un collegamento Internet?														si				no										s										s/n										s/n														1		0								100.0%		0.0%

						Di che tipo?

						- Dial-up (telefonico di tipo analogico presso un service provider)												[ ]														x										□										□																		1						100.0%

						- ISDN												[ ]														□										□										□																		0						0.0%

						- CDN (collegamento diretto)												[ ]														□										□										□																		0						0.0%

		8		La vostra azienda dispone di un server WEB?														si				no										n										s/n										s/n														0		1								0.0%		100.0%

						Se si, specificate la soluzione adottata:

						- Server residente all'interno dell'azienda												[ ]														□										□										□																		0						0.0%

						- Server resiente presso un fornitore di servizi (Internet Information Provider) in modalità housing opp. Hosting												[ ]														□										□										□																		0						0.0%

																																																																												0.0%

						Che tipo di server Web utilizzate?																																																																0						0.0%

						- Microsoft NT con IIS												[ ]														□										□										□																		0						0.0%

						- Netscape												[ ]														□										□										□																		0						0.0%

						- Unix (Apache, NCSA, ...)												[ ]														□										□										□																		0						0.0%

						- Lotus												[ ]														□										□										□																		0						0.0%

						- Oracle												[ ]														□										□										□																		0						0.0%

						- Altro (specificare)												[                           ]																																																						0				0.0%

						Su quale piattaforma?

						- PC intel												[ ]														□										□										□																		0						0.0%

						- Sun												[ ]														□										□										□																		0						0.0%

						- Digital alpha												[ ]														□										□										□																		0						0.0%

						- Altro (specificare)												[                           ]																																																						0				0.0%

						Il server Web è interfacciato con qualche database ?												si				no										s/n										s/n										s/n														0		0								0.0%		0.0%

								Se si, specificare il tipo di database utilizzato:

								- Oracle										[ ]														□										□										□																		0						0.0%

								- Informix										[ ]														□										□										□																		0						0.0%

								- DB2										[ ]														□										□										□																		0						0.0%

								- Microsoft SQL server										[ ]														□										□										□																		0						0.0%

								- Altro (specificare)										[                           ]																																																						0				0.0%

						Per quanto riguarda il mantenimento e l'aggiornamento di contenuti del server Web, questa operazione viene effettuata da:

								- Personale addetto dell'azienda										[ ]														□										□										□																		0						0.0%

								- Altra azienda incaricata										[ ]														□										□										□																		0						0.0%

						Utilizzate qualche tool apposito per creare le pagine HTML?												si				no										s/n										s/n										s/n														0		0								0.0%		0.0%

								Quale?										[                           ]																																																						0

						Mediamente, ogni quanti giorni vengono riviste e aggiornate le pagine HTML?												[                           ]																																																						0

		9		Per quanto riguarda l'amministrazione della rete e dei computer nella vostra azienda, questa operazione è svolta da:

						- Personale tecnico dell'azienda												[ ]														□										□										□																		0						0.0%

						- Personale tecnico esterno												[ ]														□										□										□																		0						0.0%

		10		La vostra rete dispone di un Firewall?														si				no										n										s/n										s/n														0		1								0.0%		100.0%

		11		Il vostro sistema informativo dispone di qualche database contenente

				informazioni che ritenete siano utili pubblicare in Internet?														si				no										n										s/n										s/n														0		1								0.0%		100.0%

						Se si, specificare il tipo di database:

						- Oracle												[ ]														□										□										□																		0						0.0%

						- informix												[ ]														□										□										□																		0						0.0%

						- DBB2												[ ]														□										□										□																		0						0.0%

						- Microsoft SQL server												[ ]														□										□										□																		0						0.0%

						- Altro (specificare)												[                           ]																																																						0				0.0%

		12		Con quale frequenza i dipendenti della vostra azienda utilizzano un browser web?

						- Spesso												[ ]														x										□										□																		1						100.0%

						- a volte												[ ]														□										□										□																		0						0.0%

						- quasi mai												[ ]														□										□										□																		0						0.0%

		13		Che tipo di browser viene maggiormente utilizzato nella vostra azienda?

						- Microsoft Internet Explorer												[ ]														□										□										□																		0						0.0%

						- Netscape Navigator/Comunicator												[ ]														x										□										□																		1						100.0%

						- altro (specificare)												[                           ]																																																						0				0.0%

		14		Quali software utilizzate per produrre documentazione per l'esterno?

						- Microsoft Office												[ ]														x										□										□																		1						100.0%

						- Lotus SmartSuite												[ ]														□										□										□																		0						0.0%

						- Altro (specificare)												[                           ]																																																						0				0.0%

		15		La vostra azienda è interessata al servizio di WebCasting (push) come

				veicolo per diffondere pubblicità sui prodotti o servizi che l'azienda propone?														si				no										n										s/n										s/n														0		1								0.0%		100.0%

		16		Nel caso in cui la vostra azienda decida di aderire al servizio SwissCast,

				siete interessati a conoscere delle statistiche sugli utenti che accedono

				alle informazioni da voi pubblicate?														si				no										s										s/n										s/n														1		0								100.0%		0.0%

		17		Utilizzate già in qualità di utenti un servizio di WebCasting?														si				no										n										s/n										s/n														0		1								0.0%		100.0%

						Se si quale?												[                           ]																																																						0

						Ritenete che il servizio di WebCasting che utilizzate sia:

						- Poco o per niente utile												[ ]														□										□										□																		0						0.0%

						- Abbastanza utile												[ ]														□										□										□																		0						0.0%

						- Molto utile												[ ]														□										□										□																		0						0.0%

						- Estremamente utile												[ ]														□										□										□																		0						0.0%





Tecnico-IU

				Analisi tecnologiche degli Information users																										Utenti Classe A																																																																						Utenti Classe B																																																																																																																																				Utenti Classe C																								Totali Generali																Risultati Parziali

																														(medici/farmacisti)																																																																						(univerisità)																																																																																																																																																																												Utenti Classe A (medici/farmacisti)																Utenti Classe B (università)																Utenti Classe C

																																(Inserire nelle celle S, N, X a secondo della risposta)																																																																																																																																																																																																																																				N. di intervistati:				18								N. di intervistati:								6								N. di intervistati:								12								N. di intervistati:								0

																												M. Canevascini										Dr. Thoni										Dr. Peter Ruckert										D.ssa Enrica Bianchi										Dr. S. Regazzoni										Dr. Ermanni																						B. Lepori										M. Casanova (segr.)										S. Lurati (segr.)										S. Quadrelli (segr.)										Studente Com. 1										Studente com. 2										Studente com. 3										Studente com. 4										Studente com 5										Studente com. 6										Studente com. 7										Studente com. 8																																														SI		NO		Selezionati		Altro				% sul totale 
% relativa						SI		NO		Selezionati		Altro				% sul totale 
% relativa						SI		NO		Selezionati		Altro				% sul totale 
% relativa						SI		NO		Selezionati		Altro				% sul totale 
% relativa

		1		Disponi di un computer?														si				no						s										s										s										s										s										s										s/n												s										s										s										s										s										s										s										s										s										s										s										s										s/n												s/n										s/n														18		0								100.0%						6		0								100.0%						12		0								100.0%						0		0								0.0%

						Che tipo?

						- PC con processore Pentium o superiore												[]										x										x										[]										[]										[]										x										[]												[]										x										x										x										x										[]										x										x										x										x										x										x										[]												[]										[]																		13						72.2%										3						50.0%										10						83.3%										0						0.0%

						- PC con altro processore												[]										[]										[]										x										x										x										[]										[]												[]										[]										[]										[]										[]										x										[]										[]										[]										[]										[]										[]										[]												[]										[]																		4						22.2%										3						50.0%										1						8.3%										0						0.0%

						- Macintosh												[]										[]										[]										[]										[]										x										[]										[]												x										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		2						11.1%										1						16.7%										1						8.3%										0						0.0%

						- Sun												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

						- Altro (specificare)												[                           ]																																																																																																																																																																																																																																																				0				0.0%												0				0.0%												0				0.0%												0				0.0%

						Con quale sistema operativo?

						- Windows 95												[]										x										x										x										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		3						16.7%										3						50.0%										0						0.0%										0						0.0%

						- Windows NT												[]										[]										[]										[]										[]										[]										x										[]												[]										x										x										x										x										x										x										x										x										x										x										x										[]												[]										[]																		12						66.7%										1						16.7%										11						91.7%										0						0.0%

						- Windows 3.11												[]										[]										[]										[]										x										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		1						5.6%										1						16.7%										0						0.0%										0						0.0%

						- MacOS												[]										[]										[]										[]										[]										x										[]										[]												x										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		2						11.1%										1						16.7%										1						8.3%										0						0.0%

						- SunOS/Solaris												[]										[]										[]										[]										[]										x										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		1						5.6%										1						16.7%										0						0.0%										0						0.0%

						- OS2												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

						- Linux												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

						- Altro (specificare)												[                           ]																																																																																																																																																																																																																																																				0				0.0%												0				0.0%												0				0.0%												0				0.0%

						Di quanta memoria RAM dispone?

						- 8 MB o meno												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

						- 16 MB												[]										[]										[]										[]										x										x										[]										[]												x										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		3						16.7%										2						33.3%										1						8.3%										0						0.0%

						- 32 MB o più												[]										[]										x										x										[]										[]										x										[]												[]										x										x										x										x										x										x										x										x										x										x										x										[]												[]										[]																		14						77.8%										3						50.0%										11						91.7%										0						0.0%

		2		Disponi di un collegamento Internet?														si				no						s										s										s										n										s										s										s/n												s										s										s										s										s										s										s										s										s										s										s										s										s/n												s/n										s/n														17		1														5		1														12		0														0		0

						Di che tipo?

						- Dial-up (tramite un modem analogico)												[]										[]										x										[]										[]										x										x										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		3						17.6%										3						60.0%										0						0.0%										0						0.0%

						- ISDN (tramite un modem e linea digitale)												[]										[]										[]										x										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		1						5.9%										1						20.0%										0						0.0%										0						0.0%

						- CDN (collegamento permanente tramite una linea aziendale dedicata)												[]										x										[]										[]										[]										[]										[]										[]												x										x										x										x										x										x										x										x										x										x										x										x										[]												[]										[]																		13						76.5%										1						20.0%										12						100.0%										0						0.0%

		3		Se utilizzi un modem, specifica la velocità (bps) di questo

						- Meno di 14.400												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0																0																0																0

						- 14.400												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0																0																0																0

						- 28.800												[]										[]										x										[]										[]										[]										x										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		2						66.7%										2						66.7%										0						0.0%										0						0.0%

						- 33.600 o superiore												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0																0																0																0

		4		Se utilizzi uno o più browser Web, specifica quali di questi preferisci o utilizzi abitualmente:

						- Microsoft Internet Explorer												[]										[]										x										[]										[]										[]										x										[]												[]										x										x										x										x										x										x										x										x										x										x										x										[]												[]										[]																		13						72.2%										2						33.3%										11						91.7%										0						0.0%

								Quale versione?										[            ]																				4.0																																								4.0																																																														4.0																				4.0										4.0										4.0										4.0										4.0										4.0																																																				9																2																7																0

						- Netscape Navigator												[]										x										[]										x										[]										x										[]										[]												x										[]										[]										[]										x										[]										[]										x										[]										[]										[]										[]										[]												[]										[]																		6						33.3%										3						50.0%										3						25.0%										0						0.0%

								Quale versione?										[            ]																																																																																		3.0																																								4.0.2																														4.0.2																																																																																												3																0																3																0

						- Altro (specificare)												[                           ]																																																																																																																																																																																																																																																				0				0.0%												0				0.0%												0				0.0%												0				0.0%

		5		Le ultime versioni dei browser più comuni (Internet Explorer 4.0 e Netscape Constellation) hanno incorporato un meccanismo di push per la consultazione di canali. Hai utilizzato questo servizio:

						- Mai												[]										x										x										x										[]										x										x										[]												x										x										x										x										[]										[]										[]										[]										x										[]										[]										[]										[]												[]										[]																		10						55.6%										5						83.3%										5						41.7%										0						0.0%

						- Solo qualche volta, esclusivamente per curiosità, ma non ho mai provato ad utilizzarlo effettivamente												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										x										x										x										x										[]										x										[]										x										[]												[]										[]																		6						33.3%										0						0.0%										6						50.0%										0						0.0%

						- Ho provato ad utilizzarlo, ma non sono convinto dell'utilità del servizio per i miei scopi												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

						- Si, utilizzo abitualmente i canali di IE/Constellation												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

		6		Se utilizzi Internet, con quale frequenza ti connettetti per consultare informazioni pubblicate sul World Wide Web?

						- Giornalmente												[]										[]										x										x										[]										[]										[]										[]												x										x										x										x										x										x										x										[]										[]										x										[]										[]										[]												[]										[]																		10						55.6%										2						33.3%										8						66.7%										0						0.0%

						- Una o più volte la settimana												[]										[]										[]										[]										[]										[]										x										[]												[]										[]										[]										[]										[]										[]										[]										x										x										[]										[]										[]										[]												[]										[]																		3						16.7%										1						16.7%										2						16.7%										0						0.0%

						- Sporadicamente												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										x										[]												[]										[]																		1						5.6%										0						0.0%										1						8.3%										0						0.0%

						- Quasi mai												[]										x										[]										[]										[]										x										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		2						11.1%										2						33.3%										0						0.0%										0						0.0%

						Quali servizi utilizzi fra questi?

						- E-Mail (Posta Elettronica)												[]										x										x										x										[]										x										x										[]												x										x										x										x										x										x										x										x										x										x										x										x										[]												[]										[]																		17						94.4%										5						83.3%										12						100.0%										0						0.0%

						- Ftp												[]										[]										[]										[]										[]										[]										[]										[]												x										[]										[]										[]										[]										x										[]										[]										x										[]										[]										[]										[]												[]										[]																		3						16.7%										0						0.0%										3						25.0%										0						0.0%

						- News												[]										[]										x										x										[]										[]										[]										[]												[]										[]										[]										[]										x										[]										[]										x										[]										[]										[]										x										[]												[]										[]																		5						27.8%										2						33.3%										3						25.0%										0						0.0%

						- Altri (specificare)												[                           ]																																																																																		mailing-list																																																																																																																																																																		1				5.6%												0				0.0%												1				8.3%												0				0.0%

						Quanto tempo dedichi, durante l'arco di una giornata, alla consultazione delle informazioni pubblicate sul World Wide Web?

						- Fino a 10 minuti												[]										x										[]										[]										[]										x										x										[]												[]										[]										[]										[]										[]										[]										[]										[]										x										[]										[]										x										[]												[]										[]																		5						27.8%										3						50.0%										2						16.7%										0						0.0%

						- Fino a 30 minuti												[]										[]										x										x										[]										[]										[]										[]												[]										[]										[]										[]										x										[]										x										x										[]										x										[]										[]										[]												[]										[]																		6						33.3%										2						33.3%										4						33.3%										0						0.0%

						- Fino a 1 ora												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

						- Oltre 1 ora												[]										[]										[]										[]										[]										[]										[]										[]												x										x										x										x										[]										x										[]										[]										[]										[]										[]										[]										[]												[]										[]																		5						27.8%										0						0.0%										5						41.7%										0						0.0%

						Se utilizzi il servizio di posta elettronica, con quale frequenza accedi alla tua mailbox per controllare se vi sono nuovi messaggi ed eventualmente leggerli?

						- Costantemente durante l'arco della giornata												[]										x										[]										[]										[]										[]										[]										[]												x										x										x										x										[]										[]										[]										x										[]										x										[]										[]										[]												[]										[]																		7						41.2%										1						20.0%										6						50.0%										0						0.0%

						- Più volte al giorno												[]										[]										x										[]										[]										[]										[]										[]												[]										[]										[]										[]										x										x										[]										[]										x										[]										[]										x										[]												[]										[]																		5						29.4%										1						20.0%										4						33.3%										0						0.0%

						- Una volta al giorno												[]										[]										[]										x										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										x										[]										[]										[]										[]										[]										[]												[]										[]																		2						11.8%										1						20.0%										1						8.3%										0						0.0%

						- Ogni 2/3 giorni												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

						- Una volta la settimana												[]										[]										[]										[]										[]										[]										x										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		1						5.9%										1						20.0%										0						0.0%										0						0.0%

						- Una volta al mese o meno												[]										[]										[]										[]										[]										x										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		1						5.9%										1						20.0%										0						0.0%										0						0.0%

		7		Utilizzi già in qualità di utente un servizio di WebCasting (ovvero di push)

				in Internet?														si				no						n										n										n										s/n										n										n										s/n												s										n										n										n										n										s										s										n										n										n										s/n										n										s/n												s/n										s/n														3		13														0		5														3		8														0		0

						Se si quale?

						- PointCast												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										x										[]										[]										[]										[]										[]										[]												[]										[]																		1						33.3%										0						0.0%										1						33.3%										0						0.0%

						- Marimba												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

						- BackWeb												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

						- Microsoft Internet Explorer												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										x										[]										[]										[]										[]										[]										[]												[]										[]																		1						33.3%										0						0.0%										1						33.3%										0						0.0%

						- Netscape Costellation												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

						- Headliner												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

						- Altro (specificare)												[                           ]																																																																																		Rapidus																																																																																																																																																																		1				33.3%												0				0.0%												1				33.3%												0				0.0%

						Ritieni che il servizio di WebCasting che già utilizzi è:

						- Poco o per niente utile												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

						- Abbastanza utile												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										x										[]										[]										[]										[]										[]										[]												[]										[]																		1						33.3%										0						0.0%										1						33.3%										0						0.0%

						- Molto utile												[]										[]										[]										[]										[]										[]										[]										[]												x										[]										[]										[]										[]										x										[]										[]										[]										[]										[]										[]										[]												[]										[]																		2						66.7%										0						0.0%										2						66.7%										0						0.0%

						- Estremamente utile												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

		8		Ritieni che la pubblicità che viene divulgata all'interno delle pagine Web sia:														[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0																0																0																0

						- Un'inutile spreco di risorse ed andrebbe eliminata												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										x										[]										[]										[]												[]										[]																		1						5.6%										0						0.0%										1						8.3%										0						0.0%

						- Un accessorio che, posizionato in maniera opportuna, non fate neppure caso e non vi infastidisce												[]										x										[]										[]										x										[]										[]										[]												x										x										x										x										x										[]										x										[]										x										[]										[]										x										[]												[]										[]																		10						55.6%										2						33.3%										8						66.7%										0						0.0%

						- Utile perché talvolta fornisce informazioni interessanti e aggiornamenti su novità che possono servire												[]										[]										x										x										[]										x										x										[]												[]										[]										[]										[]										[]										x										[]										x										[]										[]										x										[]										[]												[]										[]																		7						38.9%										4						66.7%										3						25.0%										0						0.0%

		9		Per le tue  ricerche in Internet, usi qualche motore di ricerca?														si				no						s										s										s										s/n										n										n										s/n												s										s										s										s										s										s										s										s										s										s										s										s										s/n												s/n										s/n														15		2														3		2														12		0														0		0

						Quale?

						- AltaVista												[]										x										x										x										[]										[]										[]										[]												x										x										x										x										x										x										x										x										x										x										x										x										[]												[]										[]																		15						100.0%										3						100.0%										12						100.0%										0						0.0%

						- HotBot												[]										x										x										x										[]										[]										[]										[]												[]										[]										[]										[]										x										x										x										x										[]										x										x										[]										[]												[]										[]																		9						60.0%										3						100.0%										6						50.0%										0						0.0%

						- Yahoo												[]										x										x										[]										[]										[]										[]										[]												[]										x										[]										x										x										x										[]										x										x										x										x										[]										[]												[]										[]																		10						66.7%										2						66.7%										8						66.7%										0						0.0%

						- Lycos												[]										[]										x										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										x										[]										[]										x										x										[]										[]										[]												[]										[]																		4						26.7%										1						33.3%										3						25.0%										0						0.0%

						- InfoSeek												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										x										x										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		2						13.3%										0						0.0%										2						16.7%										0						0.0%

						- Excite												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										x										[]										[]										[]										[]										x										x										[]										[]												[]										[]																		3						20.0%										0						0.0%										3						25.0%										0						0.0%

						- Search.ch												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										x										[]										[]										[]										[]										[]										[]										[]												[]										[]																		1						6.7%										0						0.0%										1						8.3%										0						0.0%

						- Altro (specificare)												[                           ]																																																																																																																										arianna																																								all4one																																																																																		2				13.3%												0				0.0%												2				16.7%												0				0.0%





Preferenze-IU

				Analisi delle esigenze degli Information users

																																Utenti Classe A																														Utenti Classe B																																																						Utenti Classe C										Totali GENERALI																																				Totali PARZIALI

																																																																																																																																																																		Utenti Classe A (medici/farmacisti)																																				Utenti Classe B (Università)																																				Utenti Classe C

																																(medici-farmacisti)																														(università)																																																																Somme														Percentuali Generali																						Somme														Percentuali utenti classe A																						Somme														Percentuali utenti classe B																						Somme														Percentuali utenti classe C

																																Candidato																														Candidato																																																						Candidato																								N. di intervistati:						18																														N. di intervistati:						6																														N. di intervistati:						12																														N. di intervistati:						0

																																Inserire valori da 1 a 5, secondo il giudizio da indispensabile a Niente

																		Indispensabile		Molto		Abbastanza		Poco		Niente						M.Canevascini				Dr. Thoni				Dr. Peter Ruckert				D.ssa Enrica Bianchi				Dr. S. Regazzoni				Dr. Ermanni										B. Lepori				M.casanova (segr.)				S. Lurati (segr.)				S. Quadrelli (segr.)				Studente com. 1				Studente com. 2				Studente com. 3				Studente cm. 4				Studente com. 5				Studente com.  6				Studente com. 7				Studente com. 8																				Indispensabile		Molto		Abbastanza		Poco		Niente						Indispensabile		Molto		Abbastanza		Poco		Niente						Prevalenza		Grado						Indispensabile		Molto		Abbastanza		Poco		Niente						Indispensabile		Molto		Abbastanza		Poco		Niente						Preval.		Grado						Indispensabile		Molto		Abbastanza		Poco		Niente						Indispensabile		Molto		Abbastanza		Poco		Niente						Prevalenza		Grado						Indispensabile		Molto		Abbastanza		Poco		Niente						Indispensabile		Molto		Abbastanza		Poco		Niente						Prevalenza		Grado

		1		Ritieni utile/importante poter ricevere — oltre a testi e immagini — anche suoni e/o animazioni?														[]		[]		[]		[]		[]						4				4				2				3				4				5										5				2				2				3				3				2				3				3				3				3				3				3																				0		4		9		3		2						0%		22%		50%		17%		11%				3		Abbastanza		0						0		1		1		3		1						0%		17%		17%		50%		17%				4		Poco		-1						0		3		8		0		1						0%		25%		67%		0%		8%				3		Abbastanza		0						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0

		2		Ritieni utile/importante avere la possibilità di non comunicare al fornitore del servizio il tuo indirizzo di posta elettronica, oppure, trattandosi di un rapporto di fiducia, pensi che si tratterebbe di un’inutile quanto eccessiva tutela della privacy?														[]		[]		[]		[]		[]						2				3				5				4				2				5										5				5				1				2				5				3				3				2				3				3				4				4																				1		4		5		3		5						6%		22%		28%		17%		28%				3		Abbastanza		0						0		2		1		1		2						0%		33%		17%		17%		33%				2		Molto		1						1		2		4		2		3						8%		17%		33%		17%		25%				3		Abbastanza		0						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0

		3		Ritieni utile/importante essere aggiornato in tempo reale di ogni notizia pertinente rispetto alle richieste che hai posto al servizio, piuttosto che con una cadenza fissa, e da te determinata (es.: una volta al giorno/settimana, ecc.)?														[]		[]		[]		[]		[]						2								2				4				4				5										4				2				2				2				2				1				4				2				1				2				1				2																				3		9		0		4		1						17%		50%		0%		22%		6%				2		Molto		1						0		2		0		2		1						0%		33%		0%		33%		17%				2		Molto		1						3		7		0		2		0						25%		58%		0%		17%		0%				2		Molto		1						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0

		4		Ritieni utile/importante che le informazioni — o il loro aggiornamento — venga visualizzato sul monitor in modalità varie, graficamente allettanti, piuttosto che avere un’unica modalità di presentazione, la meno intrusiva possibile?														[]		[]		[]		[]		[]						3				2				3				3				5				4										5				2				2				2				3				1				2				2				3				2				3				1																				2		7		6		1		2						11%		39%		33%		6%		11%				2		Molto		1						0		1		3		1		1						0%		17%		50%		17%		17%				3		Abbastanza		0						2		6		3		0		1						17%		50%		25%		0%		8%				2		Molto		1						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0

		5		Ritieni utile/importante poter intervenire direttamente sulle modalità di presentazione dei dati, oppure no?														[]		[]		[]		[]		[]						3				5				2				5				5				3										3				4				1				3				3				1				2				2				2				1				2				2																				3		6		5		1		3						17%		33%		28%		6%		17%				2		Molto		1						0		1		2		0		3						0%		17%		33%		0%		50%				5		Niente		-2						3		5		3		1		0						25%		42%		25%		8%		0%				2		Molto		1						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0

		6		Preferiresti usare un prodotto software molto diffuso, e che abbia anche altre funzionalità, piuttosto che utilizzare un prodotto specifico, disegnato apposta per fruire del servizio?														[]		[]		[]		[]		[]						2				2				2				1				2				2										2				5				3				3				2				3				3				4				5				2				4				4																				1		8		4		3		2						6%		44%		22%		17%		11%				2		Molto		1						1		5		0		0		0						17%		83%		0%		0%		0%				2		Molto		1						0		3		4		3		2						0%		25%		33%		25%		17%				3		Abbastanza		0						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0

		7		Ritieni utile/importante essere informato non appena siano disponibili nuove informazioni, piuttosto che l’iniziativa di verificarne la presenza sia lasciata all’utente?														[]		[]		[]		[]		[]						2				4				2				3				2				5										2				2				2				2				2				1				1				2								2				1				2																				3		11		1		1		1						17%		61%		6%		6%		6%				2		Molto		1						0		3		1		1		1						0%		50%		17%		17%		17%				2		Molto		1						3		8		0		0		0						25%		67%		0%		0%		0%				2		Molto		1						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0

		8		Ritieni utile/importante che le informazioni che ricevi rimangano a tua disposizione permanentemente, registrate nel tuo computer, oppure preferisci che abitualmente rimangano disponibili solo per un breve periodo di tempo, e che a mano a mano siano sosti														[]		[]		[]		[]		[]						1				5				2				2				4				2										2				3				1				2				4				1				1				2				2				1				2				3																				5		8		2		2		1						28%		44%		11%		11%		6%				2		Molto		1						1		3		0		1		1						17%		50%		0%		17%		17%				2		Molto		1						4		5		2		1		0						33%		42%		17%		8%		0%				2		Molto		1						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0

		9		Ritieni utile/importante poter consultare le informazioni anche quando non vi sei connesso ad Internet?														[]		[]		[]		[]		[]						2				2				2				2				2				2										4				2				2				2				2				1				2				2				1				4				2				2																				2		14		0		2		0						11%		78%		0%		11%		0%				2		Molto		1						0		6		0		0		0						0%		100%		0%		0%		0%				2		Molto		1						2		8		0		2		0						17%		67%		0%		17%		0%				2		Molto		1						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0

		10		Ritieni utile/importante poter vedere le informazioni mentre stai svolgendo un’altra attività con il computer (per esempio sotto forma di immagini che appaiono a lato dello schermo, o sulla barra del programma che stai usando)?														[]		[]		[]		[]		[]						2				5				3				4				5				4										5				2				2				2				2				1				3				2				1				3				2				3																				2		7		4		2		3						11%		39%		22%		11%		17%				2		Molto		1						0		1		1		2		2						0%		17%		17%		33%		33%				4		Poco		-1						2		6		3		0		1						17%		50%		25%		0%		8%				2		Molto		1						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0

		11		Ritieni utile/importante poter ricevere delle presentazioni, stile PowerPoint?														[]		[]		[]		[]		[]						4				5				2				1				2				2										3				2				3				3				4				2				2				4				3				3				4				3																				1		6		6		4		1						6%		33%		33%		22%		6%				2		Molto		1						1		3		0		1		1						17%		50%		0%		17%		17%				2		Molto		1						0		3		6		3		0						0%		25%		50%		25%		0%				3		Abbastanza		0						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0

		12		Ritieni utile/importante poter ricevere, oltre ad informazioni di carattere testuale, anche files di testo, documenti in formato proprietario (tipo Word o Excel), o programmi?														[]		[]		[]		[]		[]						2				2				2				2				2				2										2				2				2				3				2				1				1				2				2				2				2				3																				2		14		2		0		0						11%		78%		11%		0%		0%				2		Molto		1						0		6		0		0		0						0%		100%		0%		0%		0%				2		Molto		1						2		8		2		0		0						17%		67%		17%		0%		0%				2		Molto		1						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0

		13		Quanto conta per te l’aspetto grafico del servizio?														[]		[]		[]		[]		[]						3				3				3				4				2				3										4				1				1				2				3				1				1				1				3				1				1				1																				8		2		6		2		0						44%		11%		33%		11%		0%				1		Indispensabile		2						0		1		4		1		0						0%		17%		67%		17%		0%				3		Abbastanza		0						8		1		2		1		0						67%		8%		17%		8%		0%				1		Indispensabile		2						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0

																																																																																																																																														Valori attribuiti a ciascuna soluzione:																																				Valori attribuiti a ciascuna soluzione:																																				Valori attribuiti a ciascuna soluzione:

																																																																																																																																																				Mail								5																												Mail								5																												Mail								4

																																																																																																																																																				Browser								6																												Browser								4																												Browser								4

																																																																																																																																																				Client								11																												Client								3																												Client								10





Matrice di Valutazione

								Matrice di valutazione delle Tecnologie

								Valori attribuiti a ciascun grado di giudizio:

								Indispensabile		Molto		Abbastanza		Poco		Niente

								2		1		0		-1		-2

								Caratteristica														Mail		Browser		Client

				1				Possibilità di ricevere dati multimediali																1		1

				2				Garanzie sulla privacy dell’utente (garanzia di anonimato sulle generalità dell’utente, incluso l’indirizzo di posta elettronica)																1		1

				3				Informazioni aggiornate in tempo reale																1		1

				4				Informazioni visualizzabili in diverse modalità (Screensaver, wallpaper, flash, strisce scorrevoli ...)																		1

				5				Interfaccia visuale lato client personalizzabile																		1

				6				L’utente non necessita di software dedicato per il servizio (applicazione lato user aperta)														1		1

				7				Notifica contestuale di nuove informazioni (ovvero l'utente viene avvertito quando vi sono nuove informazioni disponibili)														1				1

				8				Possibilità di conservare, catalogare e rivedere le informazioni già consultate														1				1

				9				Possibilità di consultare le informazioni in off-line														1				1

				10				Possibilità di consultare le informazioni senza interrompere l'attività che si sta svolgendo																		1

				11				Possibilità di effettuare presentazioni (stile PowerPoint)																1		1

				12				Possibilità di ricevere programmi, driver, documenti Word/Exel, ecc.														1		1		1

				13				Vasta scelta grafica																1		1
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Tecnico-IP

				Analisi tecnologiche degli Information Providers																												Candidati																																		Risultati

																																(Inserire nelle celle S, N, X a secondo della risposta)

																																																																		N. di intervistati:								1

																																S. Airoldi (Künzle SA)																																		SI		NO		Selezionati		Altro				% sul totale 
% relativa

																																																																												(si)		(no)

		1		La vostra azienda dispone di un sistema informativo aziendale?														si				no										n										s/n										s/n														0		1								0.0%		100.0%

		2		Disponete all'interno dell'azienda di una rete locale (LAN)?														si				no										n										s/n										s/n														0		1								0.0%		100.0%

						Che tipo?

						- Microsoft NT												[ ]														□										□										□																		0						0.0%

						- Unix												[ ]														□										□										□																		0						0.0%

						- Novell												[ ]														□										□										□																		0						0.0%

						- Altro (specificare)												[                           ]																																																						0				0.0%

		3		Avete a disposizione una rete Intranet all'interno della vostra azienda?														si				no										n										s/n										s/n														0		1								0.0%		100.0%

						Se si, da quale software è supportata?

						- Microsoft												[ ]														□										□										□																		0						0.0%

						- Netscape												[ ]														□										□										□																		0						0.0%

						- Lotus												[ ]														□										□										□																		0						0.0%

						- Oracle												[ ]														□										□										□																		0						0.0%

						- Altro (specificare)												[                           ]																																																						0				0.0%

		4		Di quale tipo di computer disponete in azienda?

						- Personal Computer												[ ]														x										□										□																		1						100.0%

						- Workstation Unix												[ ]														□										□										□																		0						0.0%

						- Macintosh												[ ]														□										□										□																		0						0.0%

						- Mainframe												[ ]														□										□										□																		0						0.0%

						- PowerPC												[ ]														□										□										□																		0						0.0%

						- Altri (specificare)												[                           ]																																																						0				0.0%

		5		Quali sistemi operativi utilizzate?

						- Windows 95												[ ]														x										□										□																		1						100.0%

						- Windows NT												[ ]														□										□										□																		0						0.0%

						- Windows 3.11												[ ]														□										□										□																		0						0.0%

						- MacOS												[ ]														□										□										□																		0						0.0%

						- SunOS/Solaris												[ ]														□										□										□																		0						0.0%

						- OS2												[ ]														□										□										□																		0						0.0%

						- Linux												[ ]														□										□										□																		0						0.0%

						- Altro (specificare)												[                           ]																																																						0				0.0%

		6		La vostra azienda utilizza qualche prodotto di groupware?														si				no										n										s/n										s/n														0		1								0.0%		100.0%

						Se si, quale?												[                           ]																																																						0

		7		La vostra azienda dispone di un collegamento Internet?														si				no										s										s/n										s/n														1		0								100.0%		0.0%

						Di che tipo?

						- Dial-up (telefonico di tipo analogico presso un service provider)												[ ]														x										□										□																		1						100.0%

						- ISDN												[ ]														□										□										□																		0						0.0%

						- CDN (collegamento diretto)												[ ]														□										□										□																		0						0.0%

		8		La vostra azienda dispone di un server WEB?														si				no										n										s/n										s/n														0		1								0.0%		100.0%

						Se si, specificate la soluzione adottata:

						- Server residente all'interno dell'azienda												[ ]														□										□										□																		0						0.0%

						- Server resiente presso un fornitore di servizi (Internet Information Provider) in modalità housing opp. Hosting												[ ]														□										□										□																		0						0.0%

																																																																												0.0%

						Che tipo di server Web utilizzate?																																																																0						0.0%

						- Microsoft NT con IIS												[ ]														□										□										□																		0						0.0%

						- Netscape												[ ]														□										□										□																		0						0.0%

						- Unix (Apache, NCSA, ...)												[ ]														□										□										□																		0						0.0%

						- Lotus												[ ]														□										□										□																		0						0.0%

						- Oracle												[ ]														□										□										□																		0						0.0%

						- Altro (specificare)												[                           ]																																																						0				0.0%

						Su quale piattaforma?

						- PC intel												[ ]														□										□										□																		0						0.0%

						- Sun												[ ]														□										□										□																		0						0.0%

						- Digital alpha												[ ]														□										□										□																		0						0.0%

						- Altro (specificare)												[                           ]																																																						0				0.0%

						Il server Web è interfacciato con qualche database ?												si				no										s/n										s/n										s/n														0		0								0.0%		0.0%

								Se si, specificare il tipo di database utilizzato:

								- Oracle										[ ]														□										□										□																		0						0.0%

								- Informix										[ ]														□										□										□																		0						0.0%

								- DB2										[ ]														□										□										□																		0						0.0%

								- Microsoft SQL server										[ ]														□										□										□																		0						0.0%

								- Altro (specificare)										[                           ]																																																						0				0.0%

						Per quanto riguarda il mantenimento e l'aggiornamento di contenuti del server Web, questa operazione viene effettuata da:

								- Personale addetto dell'azienda										[ ]														□										□										□																		0						0.0%

								- Altra azienda incaricata										[ ]														□										□										□																		0						0.0%

						Utilizzate qualche tool apposito per creare le pagine HTML?												si				no										s/n										s/n										s/n														0		0								0.0%		0.0%

								Quale?										[                           ]																																																						0

						Mediamente, ogni quanti giorni vengono riviste e aggiornate le pagine HTML?												[                           ]																																																						0

		9		Per quanto riguarda l'amministrazione della rete e dei computer nella vostra azienda, questa operazione è svolta da:

						- Personale tecnico dell'azienda												[ ]														□										□										□																		0						0.0%

						- Personale tecnico esterno												[ ]														□										□										□																		0						0.0%

		10		La vostra rete dispone di un Firewall?														si				no										n										s/n										s/n														0		1								0.0%		100.0%

		11		Il vostro sistema informativo dispone di qualche database contenente

				informazioni che ritenete siano utili pubblicare in Internet?														si				no										n										s/n										s/n														0		1								0.0%		100.0%

						Se si, specificare il tipo di database:

						- Oracle												[ ]														□										□										□																		0						0.0%

						- informix												[ ]														□										□										□																		0						0.0%

						- DBB2												[ ]														□										□										□																		0						0.0%

						- Microsoft SQL server												[ ]														□										□										□																		0						0.0%

						- Altro (specificare)												[                           ]																																																						0				0.0%

		12		Con quale frequenza i dipendenti della vostra azienda utilizzano un browser web?

						- Spesso												[ ]														x										□										□																		1						100.0%

						- a volte												[ ]														□										□										□																		0						0.0%

						- quasi mai												[ ]														□										□										□																		0						0.0%

		13		Che tipo di browser viene maggiormente utilizzato nella vostra azienda?

						- Microsoft Internet Explorer												[ ]														□										□										□																		0						0.0%

						- Netscape Navigator/Comunicator												[ ]														x										□										□																		1						100.0%

						- altro (specificare)												[                           ]																																																						0				0.0%

		14		Quali software utilizzate per produrre documentazione per l'esterno?

						- Microsoft Office												[ ]														x										□										□																		1						100.0%

						- Lotus SmartSuite												[ ]														□										□										□																		0						0.0%

						- Altro (specificare)												[                           ]																																																						0				0.0%

		15		La vostra azienda è interessata al servizio di WebCasting (push) come

				veicolo per diffondere pubblicità sui prodotti o servizi che l'azienda propone?														si				no										n										s/n										s/n														0		1								0.0%		100.0%

		16		Nel caso in cui la vostra azienda decida di aderire al servizio SwissCast,

				siete interessati a conoscere delle statistiche sugli utenti che accedono

				alle informazioni da voi pubblicate?														si				no										s										s/n										s/n														1		0								100.0%		0.0%

		17		Utilizzate già in qualità di utenti un servizio di WebCasting?														si				no										n										s/n										s/n														0		1								0.0%		100.0%

						Se si quale?												[                           ]																																																						0

						Ritenete che il servizio di WebCasting che utilizzate sia:

						- Poco o per niente utile												[ ]														□										□										□																		0						0.0%

						- Abbastanza utile												[ ]														□										□										□																		0						0.0%

						- Molto utile												[ ]														□										□										□																		0						0.0%

						- Estremamente utile												[ ]														□										□										□																		0						0.0%





Tecnico-IU

				Analisi tecnologiche degli Information users																										Utenti Classe A																																																																						Utenti Classe B																																																																																																																																				Utenti Classe C																								Totali Generali																Risultati Parziali

																														(medici/farmacisti)																																																																						(univerisità)																																																																																																																																																																												Utenti Classe A (medici/farmacisti)																Utenti Classe B (università)																Utenti Classe C

																																(Inserire nelle celle S, N, X a secondo della risposta)																																																																																																																																																																																																																																				N. di intervistati:				18								N. di intervistati:								6								N. di intervistati:								12								N. di intervistati:								0

																												M. Canevascini										Dr. Thoni										Dr. Peter Ruckert										D.ssa Enrica Bianchi										Dr. S. Regazzoni										Dr. Ermanni																						B. Lepori										M. Casanova (segr.)										S. Lurati (segr.)										S. Quadrelli (segr.)										Studente Com. 1										Studente com. 2										Studente com. 3										Studente com. 4										Studente com 5										Studente com. 6										Studente com. 7										Studente com. 8																																														SI		NO		Selezionati		Altro				% sul totale 
% relativa						SI		NO		Selezionati		Altro				% sul totale 
% relativa						SI		NO		Selezionati		Altro				% sul totale 
% relativa						SI		NO		Selezionati		Altro				% sul totale 
% relativa

		1		Disponi di un computer?														si				no						s										s										s										s										s										s										s/n												s										s										s										s										s										s										s										s										s										s										s										s										s/n												s/n										s/n														18		0								100.0%						6		0								100.0%						12		0								100.0%						0		0								0.0%

						Che tipo?

						- PC con processore Pentium o superiore												[]										x										x										[]										[]										[]										x										[]												[]										x										x										x										x										[]										x										x										x										x										x										x										[]												[]										[]																		13						72.2%										3						50.0%										10						83.3%										0						0.0%

						- PC con altro processore												[]										[]										[]										x										x										x										[]										[]												[]										[]										[]										[]										[]										x										[]										[]										[]										[]										[]										[]										[]												[]										[]																		4						22.2%										3						50.0%										1						8.3%										0						0.0%

						- Macintosh												[]										[]										[]										[]										[]										x										[]										[]												x										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		2						11.1%										1						16.7%										1						8.3%										0						0.0%

						- Sun												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

						- Altro (specificare)												[                           ]																																																																																																																																																																																																																																																				0				0.0%												0				0.0%												0				0.0%												0				0.0%

						Con quale sistema operativo?

						- Windows 95												[]										x										x										x										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		3						16.7%										3						50.0%										0						0.0%										0						0.0%

						- Windows NT												[]										[]										[]										[]										[]										[]										x										[]												[]										x										x										x										x										x										x										x										x										x										x										x										[]												[]										[]																		12						66.7%										1						16.7%										11						91.7%										0						0.0%

						- Windows 3.11												[]										[]										[]										[]										x										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		1						5.6%										1						16.7%										0						0.0%										0						0.0%

						- MacOS												[]										[]										[]										[]										[]										x										[]										[]												x										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		2						11.1%										1						16.7%										1						8.3%										0						0.0%

						- SunOS/Solaris												[]										[]										[]										[]										[]										x										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		1						5.6%										1						16.7%										0						0.0%										0						0.0%

						- OS2												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

						- Linux												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

						- Altro (specificare)												[                           ]																																																																																																																																																																																																																																																				0				0.0%												0				0.0%												0				0.0%												0				0.0%

						Di quanta memoria RAM dispone?

						- 8 MB o meno												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

						- 16 MB												[]										[]										[]										[]										x										x										[]										[]												x										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		3						16.7%										2						33.3%										1						8.3%										0						0.0%

						- 32 MB o più												[]										[]										x										x										[]										[]										x										[]												[]										x										x										x										x										x										x										x										x										x										x										x										[]												[]										[]																		14						77.8%										3						50.0%										11						91.7%										0						0.0%

		2		Disponi di un collegamento Internet?														si				no						s										s										s										n										s										s										s/n												s										s										s										s										s										s										s										s										s										s										s										s										s/n												s/n										s/n														17		1														5		1														12		0														0		0

						Di che tipo?

						- Dial-up (tramite un modem analogico)												[]										[]										x										[]										[]										x										x										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		3						17.6%										3						60.0%										0						0.0%										0						0.0%

						- ISDN (tramite un modem e linea digitale)												[]										[]										[]										x										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		1						5.9%										1						20.0%										0						0.0%										0						0.0%

						- CDN (collegamento permanente tramite una linea aziendale dedicata)												[]										x										[]										[]										[]										[]										[]										[]												x										x										x										x										x										x										x										x										x										x										x										x										[]												[]										[]																		13						76.5%										1						20.0%										12						100.0%										0						0.0%

		3		Se utilizzi un modem, specifica la velocità (bps) di questo

						- Meno di 14.400												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0																0																0																0

						- 14.400												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0																0																0																0

						- 28.800												[]										[]										x										[]										[]										[]										x										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		2						66.7%										2						66.7%										0						0.0%										0						0.0%

						- 33.600 o superiore												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0																0																0																0

		4		Se utilizzi uno o più browser Web, specifica quali di questi preferisci o utilizzi abitualmente:

						- Microsoft Internet Explorer												[]										[]										x										[]										[]										[]										x										[]												[]										x										x										x										x										x										x										x										x										x										x										x										[]												[]										[]																		13						72.2%										2						33.3%										11						91.7%										0						0.0%

								Quale versione?										[            ]																				4.0																																								4.0																																																														4.0																				4.0										4.0										4.0										4.0										4.0										4.0																																																				9																2																7																0

						- Netscape Navigator												[]										x										[]										x										[]										x										[]										[]												x										[]										[]										[]										x										[]										[]										x										[]										[]										[]										[]										[]												[]										[]																		6						33.3%										3						50.0%										3						25.0%										0						0.0%

								Quale versione?										[            ]																																																																																		3.0																																								4.0.2																														4.0.2																																																																																												3																0																3																0

						- Altro (specificare)												[                           ]																																																																																																																																																																																																																																																				0				0.0%												0				0.0%												0				0.0%												0				0.0%

		5		Le ultime versioni dei browser più comuni (Internet Explorer 4.0 e Netscape Constellation) hanno incorporato un meccanismo di push per la consultazione di canali. Hai utilizzato questo servizio:

						- Mai												[]										x										x										x										[]										x										x										[]												x										x										x										x										[]										[]										[]										[]										x										[]										[]										[]										[]												[]										[]																		10						55.6%										5						83.3%										5						41.7%										0						0.0%

						- Solo qualche volta, esclusivamente per curiosità, ma non ho mai provato ad utilizzarlo effettivamente												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										x										x										x										x										[]										x										[]										x										[]												[]										[]																		6						33.3%										0						0.0%										6						50.0%										0						0.0%

						- Ho provato ad utilizzarlo, ma non sono convinto dell'utilità del servizio per i miei scopi												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

						- Si, utilizzo abitualmente i canali di IE/Constellation												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

		6		Se utilizzi Internet, con quale frequenza ti connettetti per consultare informazioni pubblicate sul World Wide Web?

						- Giornalmente												[]										[]										x										x										[]										[]										[]										[]												x										x										x										x										x										x										x										[]										[]										x										[]										[]										[]												[]										[]																		10						55.6%										2						33.3%										8						66.7%										0						0.0%

						- Una o più volte la settimana												[]										[]										[]										[]										[]										[]										x										[]												[]										[]										[]										[]										[]										[]										[]										x										x										[]										[]										[]										[]												[]										[]																		3						16.7%										1						16.7%										2						16.7%										0						0.0%

						- Sporadicamente												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										x										[]												[]										[]																		1						5.6%										0						0.0%										1						8.3%										0						0.0%

						- Quasi mai												[]										x										[]										[]										[]										x										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		2						11.1%										2						33.3%										0						0.0%										0						0.0%

						Quali servizi utilizzi fra questi?

						- E-Mail (Posta Elettronica)												[]										x										x										x										[]										x										x										[]												x										x										x										x										x										x										x										x										x										x										x										x										[]												[]										[]																		17						94.4%										5						83.3%										12						100.0%										0						0.0%

						- Ftp												[]										[]										[]										[]										[]										[]										[]										[]												x										[]										[]										[]										[]										x										[]										[]										x										[]										[]										[]										[]												[]										[]																		3						16.7%										0						0.0%										3						25.0%										0						0.0%

						- News												[]										[]										x										x										[]										[]										[]										[]												[]										[]										[]										[]										x										[]										[]										x										[]										[]										[]										x										[]												[]										[]																		5						27.8%										2						33.3%										3						25.0%										0						0.0%

						- Altri (specificare)												[                           ]																																																																																		mailing-list																																																																																																																																																																		1				5.6%												0				0.0%												1				8.3%												0				0.0%

						Quanto tempo dedichi, durante l'arco di una giornata, alla consultazione delle informazioni pubblicate sul World Wide Web?

						- Fino a 10 minuti												[]										x										[]										[]										[]										x										x										[]												[]										[]										[]										[]										[]										[]										[]										[]										x										[]										[]										x										[]												[]										[]																		5						27.8%										3						50.0%										2						16.7%										0						0.0%

						- Fino a 30 minuti												[]										[]										x										x										[]										[]										[]										[]												[]										[]										[]										[]										x										[]										x										x										[]										x										[]										[]										[]												[]										[]																		6						33.3%										2						33.3%										4						33.3%										0						0.0%

						- Fino a 1 ora												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

						- Oltre 1 ora												[]										[]										[]										[]										[]										[]										[]										[]												x										x										x										x										[]										x										[]										[]										[]										[]										[]										[]										[]												[]										[]																		5						27.8%										0						0.0%										5						41.7%										0						0.0%

						Se utilizzi il servizio di posta elettronica, con quale frequenza accedi alla tua mailbox per controllare se vi sono nuovi messaggi ed eventualmente leggerli?

						- Costantemente durante l'arco della giornata												[]										x										[]										[]										[]										[]										[]										[]												x										x										x										x										[]										[]										[]										x										[]										x										[]										[]										[]												[]										[]																		7						41.2%										1						20.0%										6						50.0%										0						0.0%

						- Più volte al giorno												[]										[]										x										[]										[]										[]										[]										[]												[]										[]										[]										[]										x										x										[]										[]										x										[]										[]										x										[]												[]										[]																		5						29.4%										1						20.0%										4						33.3%										0						0.0%

						- Una volta al giorno												[]										[]										[]										x										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										x										[]										[]										[]										[]										[]										[]												[]										[]																		2						11.8%										1						20.0%										1						8.3%										0						0.0%

						- Ogni 2/3 giorni												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

						- Una volta la settimana												[]										[]										[]										[]										[]										[]										x										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		1						5.9%										1						20.0%										0						0.0%										0						0.0%

						- Una volta al mese o meno												[]										[]										[]										[]										[]										x										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		1						5.9%										1						20.0%										0						0.0%										0						0.0%

		7		Utilizzi già in qualità di utente un servizio di WebCasting (ovvero di push)

				in Internet?														si				no						n										n										n										s/n										n										n										s/n												s										n										n										n										n										s										s										n										n										n										s/n										n										s/n												s/n										s/n														3		13														0		5														3		8														0		0

						Se si quale?

						- PointCast												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										x										[]										[]										[]										[]										[]										[]												[]										[]																		1						33.3%										0						0.0%										1						33.3%										0						0.0%

						- Marimba												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

						- BackWeb												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

						- Microsoft Internet Explorer												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										x										[]										[]										[]										[]										[]										[]												[]										[]																		1						33.3%										0						0.0%										1						33.3%										0						0.0%

						- Netscape Costellation												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

						- Headliner												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

						- Altro (specificare)												[                           ]																																																																																		Rapidus																																																																																																																																																																		1				33.3%												0				0.0%												1				33.3%												0				0.0%

						Ritieni che il servizio di WebCasting che già utilizzi è:

						- Poco o per niente utile												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

						- Abbastanza utile												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										x										[]										[]										[]										[]										[]										[]												[]										[]																		1						33.3%										0						0.0%										1						33.3%										0						0.0%

						- Molto utile												[]										[]										[]										[]										[]										[]										[]										[]												x										[]										[]										[]										[]										x										[]										[]										[]										[]										[]										[]										[]												[]										[]																		2						66.7%										0						0.0%										2						66.7%										0						0.0%

						- Estremamente utile												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0						0.0%										0						0.0%										0						0.0%										0						0.0%

		8		Ritieni che la pubblicità che viene divulgata all'interno delle pagine Web sia:														[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		0																0																0																0

						- Un'inutile spreco di risorse ed andrebbe eliminata												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										[]										[]										[]										[]										x										[]										[]										[]												[]										[]																		1						5.6%										0						0.0%										1						8.3%										0						0.0%

						- Un accessorio che, posizionato in maniera opportuna, non fate neppure caso e non vi infastidisce												[]										x										[]										[]										x										[]										[]										[]												x										x										x										x										x										[]										x										[]										x										[]										[]										x										[]												[]										[]																		10						55.6%										2						33.3%										8						66.7%										0						0.0%

						- Utile perché talvolta fornisce informazioni interessanti e aggiornamenti su novità che possono servire												[]										[]										x										x										[]										x										x										[]												[]										[]										[]										[]										[]										x										[]										x										[]										[]										x										[]										[]												[]										[]																		7						38.9%										4						66.7%										3						25.0%										0						0.0%

		9		Per le tue  ricerche in Internet, usi qualche motore di ricerca?														si				no						s										s										s										s/n										n										n										s/n												s										s										s										s										s										s										s										s										s										s										s										s										s/n												s/n										s/n														15		2														3		2														12		0														0		0

						Quale?

						- AltaVista												[]										x										x										x										[]										[]										[]										[]												x										x										x										x										x										x										x										x										x										x										x										x										[]												[]										[]																		15						100.0%										3						100.0%										12						100.0%										0						0.0%

						- HotBot												[]										x										x										x										[]										[]										[]										[]												[]										[]										[]										[]										x										x										x										x										[]										x										x										[]										[]												[]										[]																		9						60.0%										3						100.0%										6						50.0%										0						0.0%

						- Yahoo												[]										x										x										[]										[]										[]										[]										[]												[]										x										[]										x										x										x										[]										x										x										x										x										[]										[]												[]										[]																		10						66.7%										2						66.7%										8						66.7%										0						0.0%

						- Lycos												[]										[]										x										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										x										[]										[]										x										x										[]										[]										[]												[]										[]																		4						26.7%										1						33.3%										3						25.0%										0						0.0%

						- InfoSeek												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										x										x										[]										[]										[]										[]										[]										[]										[]										[]										[]												[]										[]																		2						13.3%										0						0.0%										2						16.7%										0						0.0%

						- Excite												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										x										[]										[]										[]										[]										x										x										[]										[]												[]										[]																		3						20.0%										0						0.0%										3						25.0%										0						0.0%

						- Search.ch												[]										[]										[]										[]										[]										[]										[]										[]												[]										[]										[]										[]										[]										x										[]										[]										[]										[]										[]										[]										[]												[]										[]																		1						6.7%										0						0.0%										1						8.3%										0						0.0%

						- Altro (specificare)												[                           ]																																																																																																																										arianna																																								all4one																																																																																		2				13.3%												0				0.0%												2				16.7%												0				0.0%





Preferenze-IU

																																Candidato																														Candidato																																																						Candidato																								N. di intervistati:						18																														N. di intervistati:						6																														N. di intervistati:						12																														N. di intervistati:						0

																																Inserire valori da 1 a 5, secondo il giudizio da indispensabile a Niente

																		Indispensabile		Molto		Abbastanza		Poco		Niente						M.Canevascini				Dr. Thoni				Dr. Peter Ruckert				D.ssa Enrica Bianchi				Dr. S. Regazzoni				Dr. Ermanni										B. Lepori				M.casanova (segr.)				S. Lurati (segr.)				S. Quadrelli (segr.)				Studente com. 1				Studente com. 2				Studente com. 3				Studente cm. 4				Studente com. 5				Studente com.  6				Studente com. 7				Studente com. 8																				Indispensabile		Molto		Abbastanza		Poco		Niente						Indispensabile		Molto		Abbastanza		Poco		Niente						Prevalenza		Grado						Indispensabile		Molto		Abbastanza		Poco		Niente						Indispensabile		Molto		Abbastanza		Poco		Niente						Prevalenza		Grado						Indispensabile		Molto		Abbastanza		Poco		Niente						Indispensabile		Molto		Abbastanza		Poco		Niente						Prevalenza		Grado						Indispensabile		Molto		Abbastanza		Poco		Niente						Indispensabile		Molto		Abbastanza		Poco		Niente						Prevalenza		Grado

		1		Ritieni utile/importante poter ricevere — oltre a testi e immagini — anche suoni e/o animazioni?														[]		[]		[]		[]		[]						4				4				2				3				4				5										5				2				2				3				3				2				3				3				3				3				3				3																				0		4		9		3		2						0%		22%		50%		17%		11%				3		Abbastanza		0						0		1		1		3		1						0%		17%		17%		50%		17%				4		Poco		-1						0		3		8		0		1						0%		25%		67%		0%		8%				3		Abbastanza		0						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0

		2		Ritieni utile/importante avere la possibilità di non comunicare al fornitore del servizio il tuo indirizzo di posta elettronica, oppure, trattandosi di un rapporto di fiducia, pensi che si tratterebbe di un’inutile quanto eccessiva tutela della privacy?														[]		[]		[]		[]		[]						2				3				5				4				2				5										5				5				1				2				5				3				3				2				3				3				4				4																				1		4		5		3		5						6%		22%		28%		17%		28%				3		Abbastanza		0						0		2		1		1		2						0%		33%		17%		17%		33%				2		Molto		1						1		2		4		2		3						8%		17%		33%		17%		25%				3		Abbastanza		0						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0

		3		Ritieni utile/importante essere aggiornato in tempo reale di ogni notizia pertinente rispetto alle richieste che hai posto al servizio, piuttosto che con una cadenza fissa, e da te determinata (es.: una volta al giorno/settimana, ecc.)?														[]		[]		[]		[]		[]						2								2				4				4				5										4				2				2				2				2				1				4				2				1				2				1				2																				3		9		0		4		1						17%		50%		0%		22%		6%				2		Molto		1						0		2		0		2		1						0%		33%		0%		33%		17%				2		Molto		1						3		7		0		2		0						25%		58%		0%		17%		0%				2		Molto		1						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0

		4		Ritieni utile/importante che le informazioni — o il loro aggiornamento — venga visualizzato sul monitor in modalità varie, graficamente allettanti, piuttosto che avere un’unica modalità di presentazione, la meno intrusiva possibile?														[]		[]		[]		[]		[]						3				2				3				3				5				4										5				2				2				2				3				1				2				2				3				2				3				1																				2		7		6		1		2						11%		39%		33%		6%		11%				2		Molto		1						0		1		3		1		1						0%		17%		50%		17%		17%				3		Abbastanza		0						2		6		3		0		1						17%		50%		25%		0%		8%				2		Molto		1						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0

		5		Ritieni utile/importante poter intervenire direttamente sulle modalità di presentazione dei dati, oppure no?														[]		[]		[]		[]		[]						3				5				2				5				5				3										3				4				1				3				3				1				2				2				2				1				2				2																				3		6		5		1		3						17%		33%		28%		6%		17%				2		Molto		1						0		1		2		0		3						0%		17%		33%		0%		50%				5		Niente		-2						3		5		3		1		0						25%		42%		25%		8%		0%				2		Molto		1						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0

		6		Preferiresti usare un prodotto software molto diffuso, e che abbia anche altre funzionalità, piuttosto che utilizzare un prodotto specifico, disegnato apposta per fruire del servizio?														[]		[]		[]		[]		[]						2				2				2				1				2				2										2				5				3				3				2				3				3				4				5				2				4				4																				1		8		4		3		2						6%		44%		22%		17%		11%				2		Molto		1						1		5		0		0		0						17%		83%		0%		0%		0%				2		Molto		1						0		3		4		3		2						0%		25%		33%		25%		17%				3		Abbastanza		0						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0

		7		Ritieni utile/importante essere informato non appena siano disponibili nuove informazioni, piuttosto che l’iniziativa di verificarne la presenza sia lasciata all’utente?														[]		[]		[]		[]		[]						2				4				2				3				2				5										2				2				2				2				2				1				1				2								2				1				2																				3		11		1		1		1						17%		61%		6%		6%		6%				2		Molto		1						0		3		1		1		1						0%		50%		17%		17%		17%				2		Molto		1						3		8		0		0		0						25%		67%		0%		0%		0%				2		Molto		1						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0

		8		Ritieni utile/importante che le informazioni che ricevi rimangano a tua disposizione permanentemente, registrate nel tuo computer, oppure preferisci che abitualmente rimangano disponibili solo per un breve periodo di tempo, e che a mano a mano siano sosti														[]		[]		[]		[]		[]						1				5				2				2				4				2										2				3				1				2				4				1				1				2				2				1				2				3																				5		8		2		2		1						28%		44%		11%		11%		6%				2		Molto		1						1		3		0		1		1						17%		50%		0%		17%		17%				2		Molto		1						4		5		2		1		0						33%		42%		17%		8%		0%				2		Molto		1						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0

		9		Ritieni utile/importante poter consultare le informazioni anche quando non vi sei connesso ad Internet?														[]		[]		[]		[]		[]						2				2				2				2				2				2										4				2				2				2				2				1				2				2				1				4				2				2																				2		14		0		2		0						11%		78%		0%		11%		0%				2		Molto		1						0		6		0		0		0						0%		100%		0%		0%		0%				2		Molto		1						2		8		0		2		0						17%		67%		0%		17%		0%				2		Molto		1						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0

		10		Ritieni utile/importante poter vedere le informazioni mentre stai svolgendo un’altra attività con il computer (per esempio sotto forma di immagini che appaiono a lato dello schermo, o sulla barra del programma che stai usando)?														[]		[]		[]		[]		[]						2				5				3				4				5				4										5				2				2				2				2				1				3				2				1				3				2				3																				2		7		4		2		3						11%		39%		22%		11%		17%				2		Molto		1						0		1		1		2		2						0%		17%		17%		33%		33%				4		Poco		-1						2		6		3		0		1						17%		50%		25%		0%		8%				2		Molto		1						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0

		11		Ritieni utile/importante poter ricevere delle presentazioni, stile PowerPoint?														[]		[]		[]		[]		[]						4				5				2				1				2				2										3				2				3				3				4				2				2				4				3				3				4				3																				1		6		6		4		1						6%		33%		33%		22%		6%				2		Molto		1						1		3		0		1		1						17%		50%		0%		17%		17%				2		Molto		1						0		3		6		3		0						0%		25%		50%		25%		0%				3		Abbastanza		0						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0

		12		Ritieni utile/importante poter ricevere, oltre ad informazioni di carattere testuale, anche files di testo, documenti in formato proprietario (tipo Word o Excel), o programmi?														[]		[]		[]		[]		[]						2				2				2				2				2				2										2				2				2				3				2				1				1				2				2				2				2				3																				2		14		2		0		0						11%		78%		11%		0%		0%				2		Molto		1						0		6		0		0		0						0%		100%		0%		0%		0%				2		Molto		1						2		8		2		0		0						17%		67%		17%		0%		0%				2		Molto		1						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0

		13		Quanto conta per te l’aspetto grafico del servizio?														[]		[]		[]		[]		[]						3				3				3				4				2				3										4				1				1				2				3				1				1				1				3				1				1				1																				8		2		6		2		0						44%		11%		33%		11%		0%				1		Indispensabile		2						0		1		4		1		0						0%		17%		67%		17%		0%				3		Abbastanza		0						8		1		2		1		0						67%		8%		17%		8%		0%				1		Indispensabile		2						0		0		0		0		0						0%		0%		0%		0%		0%				0		0		0





Matrice di Valutazione

								Matrice di valutazione delle Tecnologie

								Valori attribuiti a ciascun grado di giudizio:

								Indispensabile		Molto		Abbastanza		Poco		Niente

								2		1		0		-1		-2

								Caratteristica														Mail		Browser		Client

				1				Possibilità di ricevere dati multimediali																1		1

				2				Garanzie sulla privacy dell’utente (garanzia di anonimato sulle generalità dell’utente, incluso l’indirizzo di posta elettronica)																1		1

				3				Informazioni aggiornate in tempo reale																1		1

				4				Informazioni visualizzabili in diverse modalità (Screensaver, wallpaper, flash, strisce scorrevoli ...)																		1

				5				Interfaccia visuale lato client personalizzabile																		1

				6				L’utente non necessita di software dedicato per il servizio (applicazione lato user aperta)														1		1

				7				Notifica contestuale di nuove informazioni (ovvero l'utente viene avvertito quando vi sono nuove informazioni disponibili)														1				1

				8				Possibilità di conservare, catalogare e rivedere le informazioni già consultate														1				1

				9				Possibilità di consultare le informazioni in off-line														1				1

				10				Possibilità di consultare le informazioni senza interrompere l'attività che si sta svolgendo																		1

				11				Possibilità di effettuare presentazioni (stile PowerPoint)																1		1

				12				Possibilità di ricevere programmi, driver, documenti Word/Exel, ecc.														1		1		1

				13				Vasta scelta grafica																1		1
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Example Figure: Paradigm of “Significant Evidence of Efficacy” vs. Standards
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