
1Giancarlo Buzzanca

ENIAC (1946 ca.)

Informatica di base
OPD - anno accademico 2018/2019



Giancarlo Buzzanca

Ante Internet…
i calcolatori nel secolo scorso
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1958 President Eisenhower requests funds to create ARPA. Approved as a line 
item in Air Force appropriations bill. 

1961 Len Kleinrock, Professor of Computer Science at UCLA, writes first paper on 
packet switching, "Information Flow in Large Communications Nets." Paper 
published in RLE Quarterly Progress Report. 

1962 J.C.R. Licklider & W. Clark write first paper on Internet Concept, "On-Line 
Man Computer Communications."
Len Kleinrock writes Communication Nets, which describes design for
packet switching network; used for ARPAnet

1964 Paul Baran writes, "On Distributed Communications Networks," first paper 
on using message blocks to send info across a decentralized network  
topology (Nodes and Links) 

Oct. 1965 First Network Experiment: Directed by Larry Roberts at MIT Lincoln Lab, 
two computers talked to each other using packet-switching technology. 

Dec. 1966 dsfproject begins. Larry Roberts is chief scientist. 
Dec. 1968 ARPANet contract given to Bolt, Beranek & Newman (BBN) in Cambridge, 

Mass. 



Giancarlo Buzzanca… il 1969 – Internet …
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Nodo 1

Nodo 2

Nodo 3

Nodo 4

Si creano i primi nodi 
mentre 
la BBN (Bolt Beranek
and Newman)costruisce 
i suoi IMP (Interface 
Message Processors)*;  
la AT&T fornisce linee a 

50kbps. 

[* Honeywell DDP-516 mini computer con 12K di memoria] 
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[* Honeywell DDP-516 mini computer con 12K di memoria] 

Nodo 1: UCLA (30 agosto, collegato il 2 settembre) 
•Funzione: Network Measurement Center 
•Sistema, OS: SDS SIGMA 7, SEX 

Nodo 2: Stanford Research Institute (SRI) (1 
ottobre) 

•Funzione Network Information Center (NIC) 
•Sistema SDS940/Genie 
•Progetto di Doug Engelbart su 
"Augmentation of Human Intellect" 

Nodo 3: University of California Santa Barbara
(UCSB) (1 novembre) 

•Funzione Culler-Fried Interactive
Mathematics
•Sistema IBM 360/75, OS/MVT 

Nodo 4: University of Utah (dicembre) 
•Funzione Graphics
•Sistema  DEC PDP-10, Tenex
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First ARPANet node installed at 
UCLA Network Measurement 
Center. Kleinrock hooked up the 
Interface Message Processor to a 
Sigma 7 Computer.
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First ARPANet node installed at 
UCLA Network Measurement 
Center. Kleinrock hooked up the 
Interface Message Processor to a 
Sigma 7 Computer.



A month later the second node was added (at Stanford Research 
Institute) and the first Host-to-Host message ever to be sent on the 
Internet was launched from UCLA. 
This occurred in early October when Kleinrock and one of his 
programmers proceeded to "logon" to the SRI Host from the UCLA 
Host. 
The procedure was to type in "log" and the system at SRI was set up to 
be clever enough to fill out the rest of the command, namely to add 
"in" thus creating the word "login". 
A telephone headset was mounted on the programmers at both ends 
so they could communicate by voice as the message was transmitted. 

 Leonard Kleinrock's Personal History/Biography   The Birth of the Internet 
http://www.cs.ucla.edu/~lk/LK/Inet/birth.html
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1969 prima connessione

1969 prima connessione

Stanford University - San Francisco UCLA - Los Angeles
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1969 prima connessione
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At the UCLA end, they typed in the “L" and asked 
SRI if they received it; "got the l" came the voice 
reply. UCLA typed in the "o", asked if they got it, 
and received "got the o". UCLA then typed in the 
"g" and the darned system CRASHED! 

Leonard Kleinrock's Personal History/Biography   The Birth of 
the Internet http://www.cs.ucla.edu/~lk/LK/Inet/birth.html
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The first Internet connection, with 
UCLA's Leonard Kleinrock
https://youtu.be/vuiBTJZfeo8

Leonard Kleinrock
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Beachs, sun, surf & internet …

California dreamin’

Giancarlo Buzzanca… il 1968/75 …



1968 ARPA (Advanced Research Projects Agency)
1969 UCLA/STANFORD  connessione
1971  E-Mail @ (Ray Tomlinson)
1972 ARPANET (40 computers USA)
1973 ARPANET (USA+UK+Norway)
1974 TCP  First Use of term Internet by Vint Cerf and Bob Kahn in 

paper "A Protocol for Packet Network Interconnection" 
which specified in detail the design of a Transmission Control
Program (TCP). [IEEE Trans Comm]

1974 Telenet, BBN opens, the first public packet data service (a 
commercial version of ARPANET)

1975 First ARPANET mailing list, MsgGroup (Steve Walker)

Internet: Fase sperimentale 
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1971 E-Mail @ (Ray Tomlinson)

Internet: Fase sperimentale 
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Ray Tomlinson of BBN invents the email program to 
send messages across a distributed network. The 
original program was derived from two others: an intra-
machine email program (SENDMSG) and an 
experimental file transfer program (CPYNET) Ray 
Tomlinson (BBN) modifies email program for ARPANET 
where it becomes a quick hit. The @ sign was chosen 
from the punctuation keys on Tomlinson's Model 33 
Teletype for its "at" meaning (March)

Larry Roberts writes first email management program 
(RD) to list, selectively read, file, forward, and respond 
to messages (July)



Raymond Samuel "Ray" Tomlinson (April 23, 1941 – March 5, 2016)

Internet: Fase sperimentale 
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https://en.wikipedia.org/wiki/Ray_Tomlinson
https://it.wikipedia.org/wiki/Ray_Tomlinson

The first email Tomlinson sent was a test. It was 
not preserved and Tomlinson describes it as 
insignificant, something like "QWERTYUIOP". This 
is commonly misquoted as "The first e-mail was 
QWERTYUIOP".[21] Tomlinson later commented 
that these "test messages were entirely forgettable 
and I have, therefore, forgotten them."[22]

https://youtu.be/XhXk3wzemR4
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http://www.thelightcanvas.com/ray-papa-della-comunicazione-moderna/
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… il 1989 …
(Il Web 1.0  la nascita)



“Information Management: A Proposal”
Tim Berners Lee, 1989, 1990, 1991
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Internet & web timeline
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• This proposal concerns the management of general information about 
accelerators and experiments at CERN. 

• It discusses the problems of loss of information about complex evolving 
systems and derives a solution based on a distributed hypertext system.

• Hypertext is text with links to further information, on the model of 
references in a scientific paper or cross-references in a dictionary. 

• With electronic documents, these cross-references can be followed by a 
mouse-click (…). There is no need to know where the information is 
stored, and no need to know any detail on how it is formatted or organized.

http://public.web.cern.ch/public/about/achievements/www/www.html

Ipertext is text with link …
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… il 1994 …
(Web 1.0. La partenza)



Mark Andreesen
 Marc Andreesen (born in 1971) was a 

student and part-time assistant at the 
National Center for Supercomputing 
Applications (NCSA - University of Illinois). 

 Most of the browsers available then were for 
Unix machines which were expensive. 
This meant that the Web was mostly used by 
academics and engineers

 Marc decided to develop a browser that was 
easier to use and more graphically rich.

Source: www.ibiblio.org/pioneers
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 In 1992, Mark Andreesen and  Eric Bina 
released new browser Mosaic (for Unix) 
 inclusion of the image . 
 a graphical interface with clickable 

buttons. 
 hyper-link.  Hyper-links allowed the user 

to simply click on a link to retrieve a 
document. 

 In early 1993, Mosaic was posted for 
download on NCSA's servers

 The bigger audiences spurred the 
creation of new content, which in turn 
further increased the audience on the 
Web and so on. 

Source: www.ibiblio.org/pioneers
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Mark Andreesen



 By December 1993, Mosaic's growth was so 
great that it made the front page of the New 
York Times business section: "an application 
program so different and so obviously useful 
that it can create a new industry from 
scratch"  

 NCSA administrators were quoted in the 
article, but there was no mention of either 
Andreesen or Bina

 So when he graduated in December 1993, he 
left and moved to Silicon Valley in California. 

 Netscape
Source: www.ibiblio.org/pioneers
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Mark Andreesen
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Mark Andreesen
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Mark Andreesen
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Internet Growth Trends
 1977: 111 hosts on Internet
 1981: 213 hosts
 1983: 562 hosts
 1984: 1,000 hosts
 1986: 5,000 hosts
 1987: 10,000 hosts
 1989: 100,000 hosts
 1991: word wide web
 1992: 1,000,000 hosts
 1993: Mosaic
 2001: 150 – 175 million hosts
 2002: over 200 million hosts
 2008: Utenti Internet 25%  popolazione mondo
 2010: (stima)  about 80% of the planet will be on the Internet  
 2017: Utenti Internet     51,7 popolazione mondo
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First-ever website 
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•The first-ever website (info.cern.ch) was published on August 
6, 1991 by British physicist Tim Berners-Lee while at CERN, in 
Switzerland. On April 30, 1993 CERN made World Wide Web 
("W3" for short) technology available on a royalty-free basis to 
the public domain, allowing the Web to flourish. 



Domain Name Registration

April 2001: 31,000,000 Domain Names!!!
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It must be noted that 

around 75% of websites 
today are not active, but 
parked domains or similar
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Total  number of websites
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Domain Name Registration

April 2001: 31,000,000 Domain Names!!!
Giancarlo Buzzanca



Domain Name Registration
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The Washington Post
There are now officially 
a billion Web sites on 
the Internet (we think)
By Caitlin Dewey
September 22, 2014
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Grafico crescita Domini .it
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Entering the WWW

La prima guida nel 1994:
Kevin Hughes

Pdf  222 Kb, 35 pp.

http://eserver.org/internet/Entering-WWW.txt
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Museums and Arts. Links
Nella Guida è presente la sezione 

“Museums and Arts con 6 links

Attivi tutt’oggi allo stesso indirizzo
•Museums and Art 

San Francisco’s Exploratorium  
http://www.exploratorium.edu/
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Museums and Arts. Links
•EXPO  http://sunsite.unc.edu/expo/ticket_office.html
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Museums and Arts. Links
Attivi tutt’oggi a un indirizzo diverso
•The Krannert Art Museum 

http://www.ncsa.uiuc.edu/General/UI
UC/KrannertArtMuseum/KrannertArtH
ome.html
(attivo nel 2004 all’indirizzo 
http://www.art.uiuc.edu/galleries/kam/index.html
oggi
http://www.kam.uiuc.edu/ )

• http://www.ucmp.berkeley.edu/)



Attivi tutt’oggi a un indirizzo diverso
•University of California at Berkeley 

Museum of Paleontology 
http://ucmp1.berkeley.edu/
(oggi attivo all’indirizzo 
http://www.ucmp.berkeley.edu/)
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Museums and Arts. Links

Non più attivi
•Collaborative Art 

http://cui_www.unige.ch/Chloe/OtisCrosswire/
(non attivo)

•International Interactive Genetic Art 
http://porsche.boltz.cs.cmu.edu:8001/htbin/mjwg
enform
(non attivo)
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Museums and Arts. Links
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Geoffrey Lewis (ICOM) 
Museum discussion list <MUSEUM-L@HOME.EASE.LSOFT.COM Museum-L:

“The beginning of the 1990s saw many museums in a number of different countries with 
computerised collection information, some of which were already making that 
information available online for public use in their galleries. 
By 1993 museums had started to place collection-based and other information on the 
Internet. 
Initially this was achieved through menu-driven Gopher sites and the Smithsonian's 
National Museum of Natural History,  the Museum of Paleontology at Berkeley, 
University of California, the Field Museum of Natural History, Chicago and  the 
Exploratorium, San Francisco were among them. (…)  
The Archaeological Museum of Cagliari[3], Sardinia also featured on a local server while 
a little later, on the Italian mainland, the Physics Department of Naples University 
"Federico II"[4] provided an online exhibition about early instruments in its Museum. 

[3] ttp://www.crs4.it/HTML/RUGGIERO/MUSEO/mus_ind.html Il sito viene inaugurato il 27 novembre 1993 
all’URL http://caosun.unica.it/
[4] http://hpl33.na.infn.it/ (link non pìù attivo)
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Walter Henry 
Since 1987, a steadily growing group of 
conservation people (…)  have been 
meeting on the Internet to share technical 
information, news, rumour-control etc 
relating to the conservation of museum, 
library, and archive information. 
(…)
Our numbers include more than 9696 * 
people from at least 91 countries.

* dato rilevato  10 giugno 2009

http://palimpsest.stanford.edu
http://cool.conservation-us.org/Giancarlo Buzzanca



From 2016 Matt Morgan 
August 2016
Conservation DistList registration reaches 
15,188 people from at least 102 countried.

Geographical breakdown:
North America: 10.704

USA: 9330
Canada: 1.374

Outside North America: 15.188

* dato rilevato  18 novembre 2016

http://palimpsest.stanford.edu
http://cool.conservation-us.org/Giancarlo Buzzanca
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http://www.icomos.org 
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Virtual Campus (La  Sapienza)
La nascita della Rete Scientifica di Ateneo (RSA) nell' 
Università di Roma "La Sapienza" è dovuta fondamentalmente 
alla "auto-organizzazione"  dei Fisici  (…) È importante  
sottolineare come (…)  sia in questo momento impegnata in 
prima fila non solamente la cultura dei fisici con le proprie 
esigenze di supercalcolo distribuito, ma finalmente, e in 
maniera del tutto formalizzata, anche la cultura umanistica 
(…)  con tutta la specificità che le è propria di applicazioni dell' 
informatica alla gestione di archivi , alla gestione di 
biblioteche, di musei[1].

[1] Stefano Lariccia L' arte di interconnettere i luoghi d' arte, BTA - Bollettino 
Telematico dell'Arte, 17 maggio 1995, n. 86 
http://www.bta.it/txt/a0/00/bta00086.html
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Virtual Campus (La  Sapienza)
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Feb 18, 1997  

Jun 21, 2000  

CRiBeCu (SNS Pisa)
Michele Gianni  è il realizzatore del primo sito del 
Cribecu ed è colui che si incarica della diffusione e 
della promozione del web sia all’interno del centro 
che nei confronti della comunità scientifica. 

“Lo scopo di questo intervento è quindi quello di far 
conoscere ad un pubblico prevalentemente composto  
da umanisti alcune caratteristiche della più grande 
rete di calcolatori attualmente attiva nel mondo e 
nota col nome di ‘internet’ nonché i servizi che sono 
accessibili per suo tramite”

Giancarlo Buzzanca

Michele Gianni, Umanisti 
nel ciberspazio , 
Bollettino d’Informazioni, 
Centro per le Ricerche 
Informatiche per i Beni 
Culturali, III, 1993, n. 2, 
pp.21-36
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Jan 9, 1997  
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Web 2.0:

Giancarlo Buzzanca

… XXI century …
la cronaca del Web 2.0
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Ecco come viene definito da Tim O’Reilly in "What
is Web 2.0", da Paul Graham nel suo "Web 2.0" e 
da Jason Fried nel libro "User Survey“:

•La saggezza degli utenti
•Applicazioni web condivise
•Il web inteso come piattaforma 
•Partecipazione degli utenti
•Pieno coinvolgimento dell’utente
•Neologismo per Marketing
•L’importanza dei dati
•Beta per sempre
•Usare il web come è stato ideato
•NullaW
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Tim O’Reilly in "What is Web 2.0"
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XKCD (2007) 
Permanent link to this comic: http://xkcd.com/256/

Image URL (for hotlinking/embedding): 
http://imgs.xkcd.com/comics/online_communities_small.png
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Flowtown (2010)

The 2010 Social Networking Map
http://www.flowtown.com/blog/the-2010-

social-networking-map?display=wide

By Ethan Bloch on Aug 5, 2010
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Facebook è stato fondato (???) il 4 febbraio 2004 da Mark 
Zuckerberg all'epoca studente diciannovenne presso 
l‘Harvard University, con l'aiuto di Andrew McCollum e 
Eduardo Saverin.
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Mark Zuckerberg
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La rete dei contatti in Facebook (non attivo)

Piace a 18.603 persone
(settembre  2010)



Piace a 180.079 persone 
(17 novembre 2016)



Piace a  5.252 persone
(17 novembre 2016)

.



Piace a   2.905 persone (17 novembre 2016)

Piace a   5.113 persone (14 aprile 2019)
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Its 36 million articles (over 4,8 million in English) have been
written collaboratively by volunteers around the world, and 

almost all of its articles can be edited by anyone with access
to the site. 

Wikipedia is a free, web-based, collaborative, multilingual
encyclopedia project supported by the non-profit Wikimedia

Foundation. 
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https://en.wikipedia.org/wiki/Wikipedia:Statistics

Giancarlo Buzzanca

Wikipedia size & users (2019)
English articles: 5,838,906

Total wiki pages: 47,534,497

39,030,894

Average revisions: 18.67

Total admins: 1,179

Total users: 36,125,662
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Jimmi Wales e Larry Sanger sono i due uomini che 

il 15 gennaio 2001 fondarono Wikipedia

Giancarlo Buzzanca

Sanger left Wikipedia 
in 2002, and has 
since been critical of 
the project. He 
articulated that 
despite its merits, 
Wikipedia 
lacks credibility due 
to, among other 
things, a lack of 
respect for expertise.
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The name Wikipedia (pronounced /ˌwɪkɪˈpiːdi.ə/ or 
/ˌwɪkiˈpiːdi.ə/ WIK-i-PEE-dee-ə) was coined by Larry Sanger 

and is a portmanteau from wiki (a technology for creating
collaborative websites, from the Hawaiian word wiki, meaning

"quick") and encyclopedia.

Wikipedia was launched in 2001 by Jimmy Wales and 
Larry Sanger and is currently the largest and most

popular general reference work on the Internet, ranked
7th among all websites on Alexa.
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Occorre aggiungere che la 
versione in lingua italiana del 

2001 era costituita di soli 23 
lemmi scelti secondo logiche 

incomprensibili: tra i 23 
termini, difatti, troviamo 

Alessandro Manzoni così 
come Dante Alighieri ma 

anche Didgeridoo e Giammy 
che sono, rispettivamente,

uno strumento musicale 
utilizzato dagli aborigeni 

australiani e 
(verosimilmente) il primo 

autore italiano di voci, tuttora 
presente su WP
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What’s the Wikipedia’ gender?
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Wikipedia: 9% editori donne
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Wikipedia: editori 

91 %
 editori uom

ini
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cinquanta milioni (50.000.000) di modifiche 
totali, divenendo la quinta edizione in ordine di tempo a 
raggiungere questo traguardo, dopo quella inglese, 
tedesca e spagnola.

Il 22 gennaio 2013, alle ore 04:50, la Wikipedia in 
italiano raggiunge 1.000.000 voci totali. La milionesima 
voce della Wikipedia in italiano è stata con molta 
probabilità "8mm (gruppo musicale)“

Al 14 aprile  2019 l'edizione di Wikipedia in italiano 
conta 1 521 317  voci, 110 amministratori e 1 809 050 
utenti registrati. Attivi (che hanno effettuato un’azione 
negli ultimi 30 giorni)  8.570 utenti

Giancarlo Buzzanca

Wikipedia italia 2012 – 2015 - 2018

1.197.136 1 413 081

4.025.791 5 082 644

130.869 133.677*

77.874.629 99 455 089

19,34 19,57

Statistiche relative alle pagine
Pagine di contenuti 975 410

Pagine
(Tutte le pagine del sito, 
comprese le pagine di 
discussione, i redirect, 
ecc.)

3 118 951

File caricati 110 628

Statistiche relative alle modifiche

Modifiche a partire 
dall'installazione di 
Wikipedia

58 414 828

Media delle modifiche per 
pagina 18,73

https://it.wikipedia.org/wiki/Speciale:Statistiche
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Justin Anthony Knapp (born November 18, 1982)

Giancarlo Buzzanca

Koavf = 1,850,000 edits (dec 2017)
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https://en.wikipedia.org/wiki/Justin_Knapp
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Justin Anthony Knapp (born November 18, 1982) also 
known by his screen name Koavf, is an American 
Wikipedia user from Indianapolis, Indiana, who was the first 
person to contribute more than one million edits to 
Wikipedia. As of July 2015, Knapp had made almost 1.5 
million edits to Wikipedia. He was ranked No. 1 among the 
most active Wikipedia contributors of all time, from April 
18, 2012 to November 1, 2015.

I'm a life-long Hoosier, and attended Covenant Christian High 
School; upon graduating, I worked there as a tutor and teachers' 
assistant for two years.  I joined Wikipedia on 2005-03-06, after 
anonymously editing for months. I worked for Indiana 
University at Indiana University – Purdue University Indianapolis for 
several years, where I earned degrees in philosophy and political 
science.
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Ser Amantio di Nicolao
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WikiPedia ???
A me proprio non 

piace ??
Non sono mica un 

figlio dei fiori !
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o” Cesare Brandi, 
Giovanni Urbani,  

Licia Vlad Borrelli, 
Renato Bonelli, 

Paul Philippot

Voce Restauro  in 
Enciclopedia 

Universale dell'Arte, 
vol XI, Venezia-Roma 1963;



Giancarlo Buzzanca

GianCAD
Emanzamp

79.55.109.11
Fpittui

Luckas-bot
Marcok

Anabasi
Botcrux

93.40.84.116
MM

Xqbot
Riottoso
Et alii …

La
 v

oc
e 

“R
es

ta
ur

o”

Gli autori della voce “restauro” su Wikipedia
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Ho sposato Wikipedia?
di Umberto Eco

Quanto ci si deve fidare 
dell'enciclopedia on line? 
Ecco cosa mi è capitato e alcune regole 
per accertare l'esattezza delle 
informazioni
(04 settembre 2009)
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Ciascuno di noi, ormai, mentre lavora e ha bisogno di controllare un nome o 
una data, ricorre su Internet a Wikipedia. Per l'ormai sparuto manipolo dei 
profani ricordo che Wikipedia è una enciclopedia 'on line' che viene scritta e 
riscritta continuamente dai suoi stessi utenti. Vale a dire che se voi cercate la 
voce, che so, 'Napoleone' e vedete che una notizia è incompleta o scorretta, 
vi registrate, la correggete, e la voce viene salvata così, con la vostra 
integrazione.

Naturalmente questo permetterebbe a malintenzionati o a pazzi di diffondere 
notizie false, ma la garanzia dovrebbe essere data proprio dal fatto che il 
controllo è fatto da milioni di utenti. Se un malintenzionato va a correggere 
che Napoleone non è morto a Sant'Elena ma a Santo Domingo, di colpo 
milioni di benintenzionati interverrebbero a correggere la illecita correzione (e 
poi credo che, dopo alcune azioni legali di persone che si erano viste 
calunniare da ignoti, una sorta di redazione eserciti un controllo almeno sul 
tipo di correzioni che appaiano chiaramente diffamatorie). In tal senso 
Wikipedia sarebbe un bell'esempio di quello che Charles Sanders Peirce 
chiamava la Comunità (scientifica) la quale per una sorta di felice omeostasi 
espunge gli errori e legittima le nuove scoperte portando così avanti, come 
lui diceva, la torcia della verità.
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Ma se questo controllo collettivo potrebbe funzionare su Napoleone potrà 
funzionare su un John Smith qualsiasi? Facciamo l'esempio di una persona 
un poco più nota di John Smith e meno di Napoleone, e cioè chi scrive.

All'inizio sono intervenuto a  correggere la voce che mi riguardava perché 
recava date errate o false notizie (per esempio diceva che ero il primo di 
tredici fratelli, mentre la cosa era accaduta a mio padre). Poi ho smesso, 
perché ogni volta che per curiosità andavo a rivedere la mia  voce trovavo 
altre piacevolezze messe da chissà chi. Ora alcuni amici mi hanno avvertito 
che Wikipedia dice che ho sposato la  figlia del mio editore Valentino 
Bompiani. La notizia non è per nulla diffamatoria ma nel  caso lo fosse per le 
mie care amiche Ginevra ed Emanuela sono intervenuto a eliminarla.

Giancarlo Buzzanca

In questo mio caso non si può neppure parlare di un errore comprensibile 
(come la storia dei tredici figli), né dell'accettazione di  una vociferazione 
corrente: a nessuno era mai venuto in mente che io mi fossi accasato in tal 
modo, e quindi l'ignoto coautore di Wikipedia interveniva per rendere 
pubblica una sua privata fantasia, senza che gli fosse mai passato per la 
mente di  controllare almeno la notizia su qualche fonte.

Quanto ci si deve fidare di Wikipedia, allora? Dico subito che io mi fido 
perché la uso con la tecnica dello studioso di professione: consulto su un 
certo argomento Wikipedia e poi vado a confrontare con altre due o tre siti: 
se la notizia ricorre tre volte ci sono buone probabilità che sia vera (ma 
bisogna fare attenzione che i siti che consulto non siano parassiti di 
Wikipedia, e ne ripetano l'errore).

Un altro modo è vedere la voce di Wikipedia sia in italiano sia in un'altra 
lingua (se avete difficoltà con l'urdu, ci sarà sempre certamente il 
corrispettivo inglese): sovente le due voci coincidono (una è la traduzione 
dell'altra) ma talora differiscono, e può essere interessante rilevare una 
contraddizione, che potrebbe indurvi (contro ogni vostra religione del 
virtuale) ad alzarvi e andare a consultare una enciclopedia cartacea.
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Ma io ho fatto l'esempio di uno studioso che ha imparato un poco come si 
lavora confrontando le fonti tra loro. E gli altri? Quelli che si fidano? I 
ragazzini che ricorrono a Wikipedia per i compiti scolastici? Si noti bene che 
la cosa vale anche per qualsiasi altro sito, così che da gran tempo io avevo 
consigliato, anche a gruppi di giovani, di costituire un centro di monitoraggio 
di Internet, con un comitato formato da esperti sicuri, materia per materia, in 
modo che i vari siti fossero recensiti (o in linea, o con una pubblicazione a 
stampa) e giudicati quanto ad attendibilità e completezza. Ma facciamo 
subito un esempio, e non cerchiamo il nome di un personaggio storico come 
Napoleone (per cui Google mi dà 2.190.000 di siti), ma di un giovane 
scrittore diventato noto solo da un anno, e cioè da quando ha vinto lo Strega 
2008, Paolo Giordano, autore de 'La solitudine dei numeri primi'. I siti sono 
522.000. Come si fa a monitorarli tutti?

Si era pensato una volta di monitorare soltanto i siti su un solo autore su cui 
gli studenti potrebbero sovente cercare informazioni. Ma se prendiamo 
Peirce, che ho appena citato, i siti che lo riguardano sono 734.000.
Ecco un bel problema che, per ora, è ancora senza soluzione.

Giancarlo Buzzanca

Re
st

au
ra

to
ri 

e 
te

or
ic

i d
el

 re
st

au
ro

Mario Botter



Giancarlo Buzzanca

Re
st

au
ra

to
ri 

e 
te

or
ic

i d
el

 re
st

au
ro

Giancarlo Buzzanca

Re
st

au
ra

to
ri 

e 
te

or
ic

i d
el

 re
st

au
ro

Mario Botter

Il principale service cittadino del Rotary 
Club Treviso per l’annata rotariana 2012-
2013 (presidente Andrea Bellieni) ha 
previsto il riordino e la realizzazione di un 
indice informatizzato dell' Archivio di 
Mario Botter (1896-1978), che gli eredi 
del restauratore trevigiano hanno affidato 
in deposito permanente al Museo Civico 
di Santa Caterina, affinché sia messo a 
disposizione degli studiosi.
L’archivio sarà uno strumento di ricerca 
straordinario, vera miniera di preziosissimi 
dati e documenti, non altrimenti 
conservati e reperibili, inerenti al 
patrimonio storico-artistico della città di 
Treviso e della regione veneta, raccolti 
sistematicamente e con piena 
consapevolezza da colui che quello stesso 
patrimonio ebbe il merito o di ‘ritrovare’ o 
‘salvare’.
(…) 
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Visualizzazioni: 96.754    Video presenti 14
Data iscrizione 08 gen 2007  
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The 2010 Social Networking Map
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“You wake up and check your email on your bedside iPad — that’s one app. During breakfast you browse Facebook, Twitter, and The New York Times — three more apps. On the way to the office, you listen to a podcast on your smartphone. Another app. At work, you scroll through RSS feeds in a reader and have Skype and IM conversations. More apps. At the end of the day, you come home, make dinner while listening to 
Pandora, play some games on Xbox Live, and watch a movie on Netflix’s streaming service. 
You’ve spent the day on the Internet — but not on the Web. And you are not alone. 
This is not a trivial distinction. Over the past few years, one of the most important shifts in the digital world has been the move from the wide-open Web to semiclosed platforms that use the Internet for transport but not the browser for display. It’s driven primarily by the rise of the iPhone model of mobile computing, and it’s a world Google can’t crawl, one where HTML doesn’t rule. And it’s the world that consumers are 
increasingly choosing, not because they’re rejecting the idea of the Web but because these dedicated platforms often just work better or fit better into their lives (the screen comes to them, they don’t have to go to the screen). The fact that it’s easier for companies to make money on these platforms only cements the trend. Producers and consumers agree: The Web is not the culmination of the digital revolution.
A decade ago, the ascent of the Web browser as the center of the computing world appeared inevitable. It seemed just a matter of time before the Web replaced PC application software and reduced operating systems to a “poorly debugged set of device drivers,” as Netscape cofounder Marc Andreessen famously said. First Java, then Flash, then Ajax, then HTML5 — increasingly interactive online code — promised to put all 
apps in the cloud and replace the desktop with the webtop. Open, free, and out of control.
But there has always been an alternative path, one that saw the Web as a worthy tool but not the whole toolkit. In 1997, Wired published a now-infamous “Push!” cover story, which suggested that it was time to “kiss your browser goodbye.” The argument then was that “push” technologies such as PointCast and Microsoft’s Active Desktop would create a “radical future of media beyond the Web.”
“Sure, we’ll always have Web pages. We still have postcards and telegrams, don’t we? But the center of interactive media — increasingly, the center of gravity of all media — is moving to a post-HTML environment,” we promised nearly a decade and half ago. The examples of the time were a bit silly — a “3-D furry-muckers VR space” and “headlines sent to a pager” — but the point was altogether prescient: a glimpse of the 
machine-to-machine future that would be less about browsing and more about getting.
Who’s to Blame:
Them 
Chaos isn’t a business model. A new breed of media moguls is bringing order — and profits — to the digital world. 
by Michael Wolff 
An amusing development in the past year or so — if you regard post-Soviet finance as amusing — is that Russian investor Yuri Milner has, bit by bit, amassed one of the most valuable stakes on the Internet: He’s got 10 percent of Facebook. He’s done this by undercutting traditional American VCs — the Kleiners and the Sequoias who would, in days past, insist on a special status in return for their early investment. Milner not 
only offers better terms than VC firms, he sees the world differently. The traditional VC has a portfolio of Web sites, expecting a few of them to be successes — a good metaphor for the Web itself, broad not deep, dependent on the connections between sites rather than any one, autonomous property. In an entirely different strategic model, the Russian is concentrating his bet on a unique power bloc. Not only is Facebook
more than just another Web site, Milner says, but with 500 million users it’s “the largest Web site there has ever been, so large that it is not a Web site at all.”
According to Compete, a Web analytics company, the top 10 Web sites accounted for 31 percent of US pageviews in 2001, 40 percent in 2006, and about 75 percent in 2010. “Big sucks the traffic out of small,” Milner says. “In theory you can have a few very successful individuals controlling hundreds of millions of people. You can become big fast, and that favors the domination of strong people.”
Milner sounds more like a traditional media mogul than a Web entrepreneur. But that’s exactly the point. If we’re moving away from the open Web, it’s at least in part because of the rising dominance of businesspeople more inclined to think in the all-or-nothing terms of traditional media than in the come-one-come-all collectivist utopianism of the Web. This is not just natural maturation but in many ways the result of a 
competing idea — one that rejects the Web’s ethic, technology, and business models. The control the Web took from the vertically integrated, top-down media world can, with a little rethinking of the nature and the use of the Internet, be taken back.
This development — a familiar historical march, both feudal and corporate, in which the less powerful are sapped of their reason for being by the better resourced, organized, and efficient — is perhaps the rudest shock possible to the leveled, porous, low-barrier-to-entry ethos of the Internet Age. After all, this is a battle that seemed fought and won — not just toppling newspapers and music labels but also AOL and Prodigy 
and anyone who built a business on the idea that a curated experience would beat out the flexibility and freedom of the Web.

As it happened, PointCast, a glorified screensaver that could inadvertently bring your corporate network to its knees, quickly imploded, taking push with it. But just as Web 2.0 is simply Web 1.0 that works, the idea has come around again. Those push concepts have now reappeared as APIs, apps, and the smartphone. And this time we have Apple and the iPhone/iPad juggernaut leading the way, with tens of millions of 
consumers already voting with their wallets for an app-led experience. This post-Web future now looks a lot more convincing. Indeed, it’s already here.
The Web is, after all, just one of many applications that exist on the Internet, which uses the IP and TCP protocols to move packets around. This architecture — not the specific applications built on top of it — is the revolution. Today the content you see in your browser — largely HTML data delivered via the http protocol on port 80 — accounts for less than a quarter of the traffic on the Internet … and it’s shrinking. The 
applications that account for more of the Internet’s traffic include peer-to-peer file transfers, email, company VPNs, the machine-to-machine communications of APIs, Skype calls, World of Warcraft and other online games, Xbox Live, iTunes, voice-over-IP phones, iChat, and Netflix movie streaming. Many of the newer Net applications are closed, often proprietary, networks.
And the shift is only accelerating. Within five years, Morgan Stanley projects, the number of users accessing the Net from mobile devices will surpass the number who access it from PCs. Because the screens are smaller, such mobile traffic tends to be driven by specialty software, mostly apps, designed for a single purpose. For the sake of the optimized experience on mobile devices, users forgo the general-purpose browser. 
They use the Net, but not the Web. Fast beats flexible.
This was all inevitable. It is the cycle of capitalism. The story of industrial revolutions, after all, is a story of battles over control. A technology is invented, it spreads, a thousand flowers bloom, and then someone finds a way to own it, locking out others. It happens every time.
Take railroads. Uniform and open gauge standards helped the industry boom and created an explosion of competitors — in 1920, there were 186 major railroads in the US. But eventually the strongest of them rolled up the others, and today there are just seven — a regulated oligopoly. Or telephones. The invention of the switchboard was another open standard that allowed networks to interconnect. After telephone patents 
held by AT&T’s parent company expired in 1894, more than 6,000 independent phone companies sprouted up. But by 1939, AT&T controlled nearly all of the US’s long-distance lines and some four-fifths of its telephones. Or electricity. In the early 1900s, after the standardization to alternating current distribution, hundreds of small electric utilities were consolidated into huge holding companies. By the late 1920s, the 16 
largest of those commanded more than 75 percent of the electricity generated in the US.
Indeed, there has hardly ever been a fortune created without a monopoly of some sort, or at least an oligopoly. This is the natural path of industrialization: invention, propagation, adoption, control.
Now it’s the Web’s turn to face the pressure for profits and the walled gardens that bring them. Openness is a wonderful thing in the nonmonetary economy of peer production. But eventually our tolerance for the delirious chaos of infinite competition finds its limits. Much as we love freedom and choice, we also love things that just work, reliably and seamlessly. And if we have to pay for what we love, well, that increasingly 
seems OK. Have you looked at your cell phone or cable bill lately?
As Jonathan L. Zittrain puts it in The Future of the Internet — And How to Stop It, “It is a mistake to think of the Web browser as the apex of the PC’s evolution.” Today the Internet hosts countless closed gardens; in a sense, the Web is an exception, not the rule.
The truth is that the Web has always had two faces. On the one hand, the Internet has meant the breakdown of incumbent businesses and traditional power structures. On the other, it’s been a constant power struggle, with many companies banking their strategy on controlling all or large chunks of the TCP/IP-fueled universe. Netscape tried to own the homepage; Amazon.com tried to dominate retail; Yahoo, the navigation 
of the Web.
Google was the endpoint of this process: It may represent open systems and leveled architecture, but with superb irony and strategic brilliance it came to almost completely control that openness. It’s difficult to imagine another industry so thoroughly subservient to one player. In the Google model, there is one distributor of movies, which also owns all the theaters. Google, by managing both traffic and sales (advertising), 
created a condition in which it was impossible for anyone else doing business in the traditional Web to be bigger than or even competitive with Google. It was the imperial master over the world’s most distributed systems. A kind of Rome.
In an analysis that sees the Web, in the description of Interactive Advertising Bureau president Randall Rothenberg, as driven by “a bunch of megalomaniacs who want to own the entirety of the world,” it is perhaps inevitable that some of those megalomaniacs began to see replicating Google’s achievement as their fundamental business challenge. And because Google so dominated the Web, that meant building an 
alternative to the Web.
Enter Facebook. The site began as a free but closed system. It required not just registration but an acceptable email address (from a university, or later, from any school). Google was forbidden to search through its servers. By the time it opened to the general public in 2006, its clublike, ritualistic, highly regulated foundation was already in place. Its very attraction was that it was a closed system. Indeed, Facebook’s
organization of information and relationships became, in a remarkably short period of time, a redoubt from the Web — a simpler, more habit-forming place. The company invited developers to create games and applications specifically for use on Facebook, turning the site into a full-fledged platform. And then, at some critical-mass point, not just in terms of registration numbers but of sheer time spent, of habituation and 
loyalty, Facebook became a parallel world to the Web, an experience that was vastly different and arguably more fulfilling and compelling and that consumed the time previously spent idly drifting from site to site. Even more to the point, Facebook founder Mark Zuckerberg possessed a clear vision of empire: one in which the developers who built applications on top of the platform that his company owned and controlled 
would always be subservient to the platform itself. It was, all of a sudden, not just a radical displacement but also an extraordinary concentration of power. The Web of countless entrepreneurs was being overshadowed by the single entrepreneur-mogul-visionary model, a ruthless paragon of everything the Web was not: rigid standards, high design, centralized control.
Striving megalomaniacs like Zuckerberg weren’t the only ones eager to topple Google’s model of the open Web. Content companies, which depend on advertising to fund the creation and promulgation of their wares, appeared to be losing faith in their ability to do so online. The Web was built by engineers, not editors. So nobody paid much attention to the fact that HTML-constructed Web sites — the most advanced form of 
online media and design — turned out to be a pretty piss-poor advertising medium.
For quite a while this was masked by the growth of the audience share, followed by an ever-growing ad-dollar share, until, about two years ago, things started to slow down. The audience continued to grow at a ferocious rate — about 35 percent of all our media time is now spent on the Web — but ad dollars weren’t keeping pace. Online ads had risen to some 14 percent of consumer advertising spending but had begun to 
level off. (In contrast, TV — which also accounts for 35 percent of our media time, gets nearly 40 percent of ad dollars.)

Monopolies are actually even more likely in highly networked markets like the online world. The dark side of network effects is that rich nodes get richer. Metcalfe’s law, which states that the value of a network increases in proportion to the square of connections, creates winner-take-all markets, where the gap between the number one and number two players is typically large and growing.
So what took so long? Why wasn’t the Web colonized by monopolists a decade ago? Because it was in its adolescence then, still innovating quickly with a fresh and growing population of users always looking for something new. Network-driven domination was short-lived. Friendster got huge while social networking was in its infancy, and fickle consumers were still keen to experiment with the next new thing. They found 
another shiny service and moved on, just as they had abandoned SixDegrees.com before it. In the expanding universe of the early Web, AOL’s walled garden couldn’t compete with what was outside the walls, and so the walls fell.
But the Web is now 18 years old. It has reached adulthood. An entire generation has grown up in front of a browser. The exploration of a new world has turned into business as usual. We get the Web. It’s part of our life. And we just want to use the services that make our life better. Our appetite for discovery slows as our familiarity with the status quo grows.
Blame human nature. As much as we intellectually appreciate openness, at the end of the day we favor the easiest path. We’ll pay for convenience and reliability, which is why iTunes can sell songs for 99 cents despite the fact that they are out there, somewhere, in some form, for free. When you are young, you have more time than money, and LimeWire is worth the hassle. As you get older, you have more money than time. 
The iTunes toll is a small price to pay for the simplicity of just getting what you want. The more Facebook becomes part of your life, the more locked in you become. Artificial scarcity is the natural goal of the profit-seeking.
What’s more, there was the additionally sobering and confounding fact that an online consumer continued to be worth significantly less than an offline one. For a while, this was seen as inevitable right-sizing: Because everything online could be tracked, advertisers no longer had to pay to reach readers who never saw their ads. You paid for what you got.
Unfortunately, what you got wasn’t much. Consumers weren’t motivated by display ads, as evidenced by the share of the online audience that bothered to click on them. (According to a 2009 comScore study, only 16 percent of users ever click on an ad, and 8 percent of users accounted for 85 percent of all clicks.) The Web might generate some clicks here and there, but you had to aggregate millions and millions of them to 
make any money (which is what Google, and basically nobody else, was able to do). And the Web almost perversely discouraged the kind of systematized, coordinated, focused attention upon which brands are built — the prime, or at least most lucrative, function of media.
What’s more, this medium rendered powerless the marketers and agencies that might have been able to turn this chaotic mess into an effective selling tool — the same marketers and professional salespeople who created the formats (the variety shows, the 30- second spots, the soap operas) that worked so well in television and radio. Advertising powerhouse WPP, for instance, with its colossal network of marketing firms —
the same firms that had shaped traditional media by matching content with ads that moved the nation — may still represent a large share of Google’s revenue, but it pales next to the greater population of individual sellers that use Google’s AdWords and AdSense programs.

There is an analogy to the current Web in the first era of the Internet. In the 1990s, as it became clear that digital networks were the future, there were two warring camps. One was the traditional telcos, on whose wires these feral bits of the young Internet were being sent. The telcos argued that the messy protocols of TCP/IP — all this unpredictable routing and those lost packets requiring resending — were a cry for help. 
What consumers wanted were “intelligent” networks that could (for a price) find the right path and provision the right bandwidth so that transmissions would flow uninterrupted. Only the owners of the networks could put the intelligence in place at the right spots, and thus the Internet would become a value-added service provided by the AT&Ts of the world, much like ISDN before it. The rallying cry was “quality of service” 
(QoS). Only telcos could offer it, and as soon as consumers demanded it, the telcos would win.
The opposing camp argued for “dumb” networks. Rather than cede control to the telcos to manage the path that bits took, argued its proponents, just treat the networks as dumb pipes and let TCP/IP figure out the routing. So what if you have to resend a few times, or the latency is all over the place. Just keep building more capacity — “overprovision bandwidth” — and it will be Good Enough.
On the underlying Internet itself, Good Enough has won. We stare at the spinning buffering disks on our YouTube videos rather than accept the Faustian bargain of some Comcast/Google QoS bandwidth deal that we would invariably end up paying more for. Aside from some corporate networks, dumb pipes are what the world wants from telcos. The innovation advantages of an open marketplace outweigh the limited 
performance advantages of a closed system.
But the Web is a different matter. The marketplace has spoken: When it comes to the applications that run on top of the Net, people are starting to choose quality of service. We want TweetDeck to organize our Twitter feeds because it’s more convenient than the Twitter Web page. The Google Maps mobile app on our phone works better in the car than the Google Maps Web site on our laptop. And we’d rather lean back to 
read books with our Kindle or iPad app than lean forward to peer at our desktop browser.
At the application layer, the open Internet has always been a fiction. It was only because we confused the Web with the Net that we didn’t see it. The rise of machine-to-machine communications — iPhone apps talking to Twitter APIs — is all about control. Every API comes with terms of service, and Twitter, Amazon.com, Google, or any other company can control the use as they will. We are choosing a new form of QoS: 
custom applications that just work, thanks to cached content and local code. Every time you pick an iPhone app instead of a Web site, you are voting with your finger: A better experience is worth paying for, either in cash or in implicit acceptance of a non-Web standard.
One result of the relative lack of influence of professional salespeople and hucksters — the democratization of marketing, if you will — is that advertising on the Web has not developed in the subtle and crafty and controlling ways it did in other mediums. The ineffectual banner ad, created (indeed by the founders of this magazine) in 1994 — and never much liked by anyone in the marketing world — still remains the 
foundation of display advertising on the Web.
And then there’s the audience.
At some never-quite-admitted level, the Web audience, however measurable, is nevertheless a fraud. Nearly 60 percent of people find Web sites from search engines, much of which may be driven by SEO, or “search engine optimization” — a new-economy acronym that refers to gaming Google’s algorithm to land top results for hot search terms. In other words, many of these people have been essentially corralled into 
clicking a random link and may have no idea why they are visiting a particular site — or, indeed, what site they are visiting. They are the exact opposite of a loyal audience, the kind that you might expect, over time, to inculcate with your message.
Web audiences have grown ever larger even as the quality of those audiences has shriveled, leading advertisers to pay less and less to reach them. That, in turn, has meant the rise of junk-shop content providers — like Demand Media — which have determined that the only way to make money online is to spend even less on content than advertisers are willing to pay to advertise against it. This further cheapens online 
content, makes visitors even less valuable, and continues to diminish the credibility of the medium.
Even in the face of this downward spiral, the despairing have hoped. But then came the recession, and the panic button got pushed. Finally, after years of experimentation, content companies came to a disturbing conclusion: The Web did not work. It would never bring in the bucks. And so they began looking for a new model, one that leveraged the power of the Internet without the value-destroying side effects of the Web. 
And they found Steve Jobs, who — rumor had it — was working on a new tablet device.
Now, on the technology side, what the Web has lacked in its determination to turn itself into a full-fledged media format is anybody who knew anything about media. Likewise, on the media side, there wasn’t anybody who knew anything about technology. This has been a fundamental and aching disconnect: There was no sublime integration of content and systems, of experience and functionality — no clever, subtle, 
Machiavellian overarching design able to create that codependent relationship between audience, producer, and marketer.

In the media world, this has taken the form of a shift from ad-supported free content to freemium — free samples as marketing for paid services — with an emphasis on the “premium” part. On the Web, average CPMs (the price of ads per thousand impressions) in key content categories such as news are falling, not rising, because user-generated pages are flooding Facebook and other sites. The assumption had been that 
once the market matured, big companies would be able to reverse the hollowing-out trend of analog dollars turning into digital pennies. Sadly that hasn’t been the case for most on the Web, and by the looks of it there’s no light at the end of that tunnel. Thus the shift to the app model on rich media platforms like the iPad, where limited free content drives subscription revenue (check out Wired’s cool new iPad app!).
The Web won’t take the sequestering of its commercial space easily. The defenders of the unfettered Web have their hopes set on HTML5 — the latest version of Web-building code that offers applike flexibility — as an open way to satisfy the desire for quality of service. If a standard Web browser can act like an app, offering the sort of clean interface and seamless interactivity that iPad users want, perhaps users will resist 
the trend to the paid, closed, and proprietary. But the business forces lining up behind closed platforms are big and getting bigger. This is seen by many as a battle for the soul of the digital frontier.
Zittrain argues that the demise of the all-encompassing, wide-open Web is a dangerous thing, a loss of open standards and services that are “generative” — that allow people to find new uses for them. “The prospect of tethered appliances and software as service,” he warns, “permits major regulatory intrusions to be implemented as minor technical adjustments to code or requests to service providers.”
But what is actually emerging is not quite the bleak future of the Internet that Zittrain envisioned. It is only the future of the commercial content side of the digital economy. Ecommerce continues to thrive on the Web, and no company is going to shut its Web site as an information resource. More important, the great virtue of today’s Web is that so much of it is noncommercial. The wide-open Web of peer production, the so-
called generative Web where everyone is free to create what they want, continues to thrive, driven by the nonmonetary incentives of expression, attention, reputation, and the like. But the notion of the Web as the ultimate marketplace for digital delivery is now in doubt.
The Internet is the real revolution, as important as electricity; what we do with it is still evolving. As it moved from your desktop to your pocket, the nature of the Net changed. The delirious chaos of the open Web was an adolescent phase subsidized by industrial giants groping their way in a new world. Now they’re doing what industrialists do best — finding choke points. And by the looks of it, we’re loving it.

Editor in chief Chris Anderson (canderson@wired.com) 
. 
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“You wake up and check your email on your 
bedside iPad — that’s one app. During breakfast 
you browse Facebook, Twitter, and The New York 
Times — three more apps. On the way to the 
office, you listen to a podcast on your smartphone. 
Another app. At work, you scroll through RSS feeds 
in a reader and have Skype and Istant Messaging
conversations. More apps. At the end of the day, 
you come home, make dinner while listening to 
Pandora, play some games on Xbox Live, and 
watch a movie on Netflix’s streaming service. 
You’ve spent the day on the Internet — but not on 
the Web. And you are not alone”. Chris Anderson

Giancarlo Buzzanca

“Ti svegli e controlli la posta sull'iPad, con 
un'applicazione. Durante la colazione ti fai un giro 
su Facebook, su Twitter e sul New York Times, altre 
tre applicazioni. Mentre vai in ufficio ascolti un 
podcast col tuo smartphone. Un'altra applicazione. 
Al lavoro leggi i feed RSS e parli con i tuoi contatti 
su Skype e attraverso l'Istant Messaging. Altre 
applicazioni. Alla fine della giornata torni a casa e 
ti siedi per cenare, ascolti musica su Pandora, 
giochi con la Xbox Live e guardi un film in 
streaming su Netfix. Hai passato l'intera giornata 
su Internet, ma non sul Web. E non sei il solo.” 
Chris Anderson
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Proportion of total US Internet traffic
Sources: Cisco estimates based on CAIDA publications, Andrew Odlyzko
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According to Cisco total internet traffic rose then from about 1 exabyte to 7 exabytes
between 2005 and 2010.
Sources: Cisco estimates based on CAIDA publications, Andrew Odlyzko
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According to Cisco total internet traffic rose 
then from about 1 exabyte to 7 exabytes
between 2005 and 2010
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Total US Internet traffic
Sources: Cisco estimates based on CAIDA publications, Andrew Odlyzko
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… 2011,2,3,4,5,6,7,8 …
(web  3.0  4.0  5.0 … 99.0  … ?)
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… web history…



La notoria cura per la 
storia del web ……

Sic transit gloria mundi

Wayback

machine
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The Internet Archive 
http://www.archive.org is 
building a digital library 
of Internet sites and 
other cultural artifacts in 
digital form. Like a paper 
library, we provide free 
access to researchers, 
historians, scholars, and 
the general public 
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The Internet Archive 
http://www.archive.org
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Web Analytics

http:www.opificio.arti.beniculturali.it



www.opificio.arti.beniculturali.it

Giancarlo Buzzanca

http:www.opificio.arti.beniculturali.it
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questo secolo la cronaca …
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Web Analytics

http:www.icr.arti.beniculturali.it
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http:www.icr.arti.beniculturali.it
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http:www.opificiodellepietredure.it

.. Anche se la Wayback Machine
non funziona sempre …

Web Analytics



Visitatore unico:  
Viene conteggiato come visitatore unico quel visitatore che  –
identificato  attraverso l'indirizzo IP  - effettua una o più visite al sito 
nell’arco del tempo fissato da software generatore di statistiche. 

Piccolo glossario

Visite: 
Tutte le richieste ricevute provenienti da un medesimo IP. 
Si considera terminata una visita se il tempo intercorrente tra 
richieste di pagina  supera il  tempo fissato da software generatore di 
statistiche

Piccolo glossario



Pagine:  Numero delle singole pagine cui si è avuto accesso. La 
razionalizzazione dei contenuti e la eliminazione delle pagine con 
frame  comporta una diminuzione del numero di pagine cui si è avuto 
accesso.

Piccolo glossario

Accessi: qualsiasi richiesta pervenuta al server. Una singola pagina 
con un testo in formato html e  5 immagini (di qualsiasi dimensione, 
anche piccoli elementi grafici del tipo frecce, pallini etc …)  ed un 
fondo della pagina grafico genererà  7 accessi al server. 
La razionalizzazione di pagine e la grafica essenziale diminuiscono il 
numero di accessi a parità di pagine visitate. 

Piccolo glossario

Peso della pagina= 78 files jpg  1 file css = 1.17 MB

80  accessi 
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MiBAC 401.826 749.354 1.209.786 2,59 31.033.469 41.41 638 Kb

DGA 20.642 29.040 126.793 4.36 1.404.063 48.34 182 Kb

OPD 16.222 24.590 89.651 3.64 306.914 12.48 344 Kb

ISCR 11.474 22.486 90.292 4.01 654.522 29.10 1156 Kb

Vari siti: raffronto ottobre 2016 
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Fine 
della 

presentazione

giancarlo.buzzanca@beniculturali.it 

Ma se volete potremmo  ricominciare!


