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Perplexity accused of 'llegal copying': Technology News Corp units' lawsuit claims Al search start-up is freeriding’ on content
Thomas, Daniel: Criddle, Cristina. Financial Times: London (UK). 22 Oct 2024 12,

FHE =] O &4 (Dow Jones) 2 55 2
Perplexity2t &1 2| 2F M4 HIEo| cHEl HE2E&

Full text
ullte 1< Full text
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Fupert Murdoch's Dow Jones and the New York Post hay By —

their journalism for its &l—driven search engine in a lawsuit AHPerpIeXityjl' Al EE-” OI LC_)I AI x—l X_IF?I_;I OI QAE
SHES| A2 Ho| BEE ALESHY SH2t

The publishers, both subsidiaries of News Caorp, alleged th PEAl--g- _(I)_|- %:l\ |:|-E _LII_: E.I_I'E Opendl Y Anthropicdt 22

in & round that will value it at $8bn, was "engaging inam Zo= =o = v i =0 ode A8 5 AELICH

The lawsuit said Pemlexity is "diverting customers and crit J2{L} 0] Z|AL2] "B HE2 A2 2, A=A ols A Fe|
|

titles include the \Wall Street Journal, “freeriding on the vall 22 SAPEICD A2 HINCH H =2 2510 TEE A2
. ) ) CHMIEE?| #1521

Perplexity 's search engine allows users to get instant ans

large language maodels from platforms such as Opendl and ErLckh

Howewver, its "answer engine” copies on a "massive scale 2oL}
= =
inputs into its internal database”, the lawsuit said, These th
intended to and do act as a substitute for news and other information websites", according to the lawsuit, whose
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claims include copyright infringement,

The lawsuit is the latest clash between publishers and Al companies, which are keen to use content
models and provide up-to-date responses,

Some, such as Cpendl, have signed commercial patnerships and licensing agreements with publishg
Mews Corp and the Financial Times, which are among the newspapers that allow ChatGPT users to
attributed summaries, quotes and links,

Howewer, publishers are also increasingly seeking legal action to block Aldriven search engines from
scraping copyrighted waorl,

The Al content supply chain: what’s mine is mine,

what’s yours is mine, no permission or attribution.
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Spain Consurmer & Retail Report - Q4 2024 Line Corp
Fitch Solutions Country Industry Reports: London, (Fourth Guarter 2024), GlobalData SWOT Analysis Reviews London, (2024,
Full text{FOF) | & Full text(PDF) &
B Q 3/55 — 4+ 110% ~ H Q 17 /23 — | + [100% ~ L T 2 & »
22 M o 22/ A Line Corp - SWOT Analysis ~

Consumer & Retail SWOT

Industry Forecast SWOT Analysis - Overview

. Line Corp (LINE) provides online messaging, communication, and content distribution services. Wi
Consumer Spendlng comprehensive safety and security measures, and diversified geographic presence are the company’s m:
on Apple App Store and Google Play store remains a cause for concern. Global digital advertising market, fi
focus on Al technology are likely to provide new opportunities to the company. However, market saturati
issue could affect its business operations.

Line Corp - Strengths

Household Characteristics

Consumer Demographics

Market Overview

Strength - Wide Range of Mobile Applications

Western Europe E-Commerce Trends OUtlook ...
The company offers a wide range of entertainment and other interactive tools. LINE Games offers a v

Trend: Al Search Tools Boost E-Commerce Spending In Europe.. Android, few of them are starring LINE characters. Its popular mobile games are LINE Hello BT21, LINE
Farm, LINE Bubble 2, LINE PokoPoko, LINE Rangers, LINE Disney Tsum Tsum, and LINE Play. It also include
Trend: Social Commerce. LINE Puzzle Tan Tan, LINE Bubble, LINE | Love Coffee, LINE Brown Farm, and Jumputi Heroes. The com

security app, web comic app, and others that will make users' everyday life more fun. Its popular mobile

Ol Spain Consumer & Retail Report - Q4 2024 Line 7| & E 1A 9] swoT A
Al AM =2 0|89t F & E-commerce 2~H| SCH
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Tst E&l International Conference on Computer Science and Engineering: Penang
[E) Full text IS

HE +5 7|2F 2016 - 2016

WOfER 2 J2F 2016 - 2016

AL European Alliance for Innovation (E &0
=0 Mg Penang

The 1st EAl International Conference on Multimedia Technology and Enhanced Learning:

Inner Mongolia [ Full text MZ

HE FE 77 2016 - 20168
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Asia Pacific Journal of Marketing and Logistics

Fatrington: Emerald Group Publishing Limited
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approach to online shopping
Zhal, ‘Weimin; Lin, Zhongzhen; ®u, Biwen. Asia Pacific Journal of Marketing and Log
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icel resource available. bringing togsthsr complste databases across all major sublect areas, including Business, Bocial

ence and Technology, and Humanities

=] | olo|E{H 0| A~ & 2 ABI/INFORM Collection (1971 -HIH) @

Management and Trade — scholary and ti - oal and

ABI/INFORM Collection
Business. Managsment and Trade — scholarly and trade journel arficles,
diszartations, market reparts, industry reports, businsss cazes and global and trads

news
ABI/INFORM Dateline (1385 - HTH) | The most comprehsnsive ABI/INFORM™ detabase, this comprises ABI/INFORM
Lecal and regional business information —Iour  giop), ABI/INFORM Trads and Inustry, ond ABI/INFORM Datsline. Ths dotabase
OF O | E_” O | E_I H_” O | E :""I_ BlZ=Ls teaturss thousands of full-tsxt icunalz, disssrtations, working papsrs, key business
p— = H = and scenomics penedicals such as the Economist, country—and industry—focussd

ABI/IMFORM Dataling (1985 - BF{) ( reeors. and downloadable date. lts intarnationel coverngs gives ressarchsrs a

complsts picture of companies and business trends around the world. FFFEZ
A | — -I-I- EH i _6_:I E Local and regicnal business informaticn — Jour
| A= E a0 O FA| Eof vl =Y Full taxt =&
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Eusiness. Managsmant and Trads — scholarly and trads Journal articles, dissertations, 83AN working papers, business cases and global and
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|_ M ABIINFORM Trade & Industry (1571 - #3H) @

Trads, Industry—focused informetion — Journal articles, markset reports, industry reports and new

0
-
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ABI/INFORM Trade & Industry (1571 - FHiH) @

nformation — Journal articles. market raports, industry reports and new

i

Accounting, Tax & Banking Callection (1971 - #IH) g
This database containe essential publicatic
frends.

for infermation about the financial services industry, including accounting, tax, banking, and industny

@ Advanced Technologies & Aerospace Database @
A full-text databess cowsring comprehensive scholarly output. managed by an expert editorial team oversesing content selection and indexing

supported by a contrellad vocabulary.
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"social commerce”

24 48,4272
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0 1-20

IO-I EE:| 7 | % AE-l X-I Dxl [} The Impact of Marketing Mix on Unplanned Purchasing and Cart Abandonment in Bocial Commerce: An 30R Approach 9 eo !

Nicgie. University of Boutn Alsbema FroQuest Dissertatons & Tneses, 2024, 31836080

Bz
full text, peer ) N—
gy — EHER infiusnca, sacial... Anzngmous. R .
. X (o) |. J.L| E =ra =aciel commerca cavsniancs impsct cansueer Eahavior in =ocial cammance Madia intarvigw Tachn, A Complata Guida
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X‘” Xl l’ knzizd 3220 Al Cmouzn. Bage Open: Thousand Oaks Vol 14, 122 3, [Jul 2024) Bz e —
E Y] on of =ociel commanca cluging antresrensurial.. Commerce of
bl toms. It al= axplores... Nomnan, Lary F. Universit
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D Swips to Bustain: Exploring Consumer Behaviors in Organic Food Purchasing via Instagram 8ocial Commerce 9 eo EE L=
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l’ \iohammag, Avuskasssm A A; Eshasr, loranim A7 Azazz, Alss N B Koo, Ghoki: Algezawy, Mohamed; 5. Bustanabiity; Basel g 2= 14 4): 808 . 5 Ve famtant DEVO 2o 2008, L OH C} ; | O_I _ 9-|.
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APA Tth — American Psychological Association, Tth Edition v

Pilkington, M., & Tricks, H. (Producers), & . (2021, Jan 01}, The Futurs of Shopping: What
In Store?, in Economist Video. [¥ideo/DVD] London: The Economist Intelligence Unit
M. &, Incorporated. https:/ wwes, proguest, com/audio-video-works/future-shopping-
whats -store-economist-video/docyiew/ 2504866448/ 58-2
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28 7h58 Q8T MY 7|5
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RefWorks
Refiorks &1 E4l X 2185) Mk 9 2HH o
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ol HEIA = g LR
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RefWorks EndMote Citavi, NoodleTools EasyBib Microsoft
Mendeley S Excel ©4

The Future of Shopping: What's In Store?, in Economist Video
2IX| Economist Video. Economist Video. The Economist Intelligence Unit M. 4., Incorporated. Jan 1, 2021,
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Milennials and Gen Xers—Hhot Gen Zers—aAre Ternu, Shein’s Average Shopper
Hall, Meghan, Sourcing Journal (Online): Mew York (0Oct 2, 2024).

Full text

AE/HS Agt
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NHE MY F3H v

Related Stories [Image omitted] Topics Holiday Sales Forecast Unveils Muanced Consumer Spending Trends

[Image omitted] Cenim Young at Heart: How American Eagle Became Gen Z's Favorite Bran Why Social Comrerce Has Failed, and What Can Make [t Work
some of the online shopping discourse points to Gen Zers as the primary culprits of making | Bradiey, Allison. Mulichannel Merchant; Rockville (apr 13, 2012),

fashion sites, data shows that's not guite the case, Earlier this vear, Temu guietly set up logi
the U35 —likely positioned both to skit potential legislative changes around de minimis and 1

shipping to keep up with Amazon, expens said, Gen Z, too, is expected to up the ante ontt | 5 e
while Gen ¥ is expected to spend 9 percent less vear on vear and Baby Boomers are projes
percent less than they did in 2023, e ApE

Full tesxt

Ak x M| CH,

Te m u 9" Shei n _gl —$— _TI_ 7_||'| %1 may be touted as Gen Z favorites, but in actuality, other generatic

i e e wosition as the e—commerce apps’ top fans,

Mew data from Mumerator shows that the most likely Temu shoppers are Millennials and Gen
Compared with the average consumer, Temu shoppers are 22 percent more likely to be Mille
percent more likely to be Gen Xers,

Sewven in 10 Temu shoppers are also repeat buvers: the average person buying items from T
annually on the ultra-low-priced goods, and spends that amount over an average of six ord

Ewven though Temu has begun to create repeat purchase behavior among its customers—pe
incentivizing them to shop with extra coupons and a gamified experence—amazon =tll outp:
spend and frequency by several orders of magnitude,

Full text ZE &7
"~ @

TMH BT AbE

Social commerce entered the digital scene much like springtime weather: lion-like claims of grandeur were

followed by meek, lamb-like success, But soclal commerce 's early stumbles don't mean that the concept is
completely broken, It just needs to evolve,

Subscribe to RSS headline updates from:
Fowered by FeedBumer

Social commerce is e—commerce conducted via social media channels, Iks first wave, which | like to refer to as
Social Commerce 1.0, hasn't proven to be very social — or very successful, YWhile 12% of the top BOOJ retailers
hawve Facebook applications that enable shopping, none has registered significant sales activity as a result, In
fact, within the past vear, Gap Inc,, Mordstrom, 1.C, Penney and GameStop have all opened and closed
Facebook stores,

Social Commerce 1.0 has, thus far, falled because retailers have not recognized and leveraged an important
Facebook fact: Visitors aren't there to shop: they are there to socialize (Facebook is, after all, defined az a
social networking Utility),

By simply adding a shopping tab to their profile page without offering value bevond that of a traditional e—
commerce site, these retailers are creating the vitual eguivalent of a pop—up store, which is momentarily "cool”
but doesn't provide any long—temm wvalue to customers,

Even worse, these vittual pop—up stores have proved more futile than facilitating, “Why would the average
cansumer take the extra step to go to a retailer's Facebook page instead of going directly to the retailer's e-

rad AHAE A 2T, OB A SHE e = AUST

online behaviors and overlays the social graph of the user's friends, For example, people were able to wview
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