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1. Abstract

Working together is the way to move ahead is today's approach at the workplace, offering
competitive advantage to those who embrace the new tools that enable information
exchange and collaboration to distributed workforces and networks of partners and
customers.

Enterprise 2.0 is the concept and approach using technologies and business practices that
provide the workforce access to collective, open and adaptive resources and solutions.
Harvard professor Andrew McAfee coined the phrase Enterprise 2.0, defining it: ““ the use
of emergent social software platforms within companies or between companies and their

partner or customers .

This study starts with trying to understand the evolution in ICT and how it progressed
towards Enterprise 2.0. All the uses of digital technology that exist to help individuals,
businesses and organisations use information are termed as ICT, more specifically ICT
covers any product that will store, retrieve, manipulate, transmit or receive information

electronically in a digital form.

Literature Review

The need for ICT evolution rises from primarily, the need for new organizational models
and the growing importance of inter-organizational relationships.

In the knowledge society, ICT plays a key role as organization design lever and in the
development of new Information Systems (IS).

ICT make the decision making processes more agile and effective, it enables sustainable
and new forms of organizing work and foster innovation and change. The evolution of the
intranet arose from the varying needs of companies to meet customer and competitive

needs.

The later vision of Intranet emerged as: a tool centered and focused on people and their
needs but with a strategic objective to create a complete workspace to support employees
day to day operations, knowledge management, collaboration and communication

processes. The boundaries between Intranet and other IS changed because of their mutual



convergence process. The vitual workspace (v-W) is composed of all web technologies-
based ICT applications/ services that support business processes and which an organisation
can put forward to its employees.

The major barriers to the process of integration do not appear to be technological but
political and organizational.

Four stages of evolution have been identified in 110 cases analysed (Corso, 2009). The
stages correspond to the different levels of progressive integration of the virtual workspace
dimensions into a single, worker oriented environment. Evolution of the virtual workspace
is fundamental for the growth of Enterprise 2.0. Experiences transfered from the virtual

workspace gives rise to the foundation for Enterprise 2.0.

'Web 2.0' is commonly associated with web applications that facilitate interactive
information sharing, interoperability, user centered design, and collaboration on the World
Wide Web. A Web 2.0 site allows its users to interact with each other as contributors to the
website's content, in contrast to websites where users are limited to the passive viewing of
information that is provided to them. Examples of Web 2.0 include web based
communities, hosted services, web applications, social networking sites, video sharing

sites, wikis, blogs, mashups and folksonomies.

The transfer of Web 2.0 technologies into the business world set the stage for Enterprise
2.0, bringing more than just 'Web 2.0 for business' and releasing employees from the
constraints and limitations of previuos communication and productivity tools, it came with
numerous risks and difficulties as with any case of an upcoming concept, such as security,

simply figuring out what to do, where to begin and whats the next step?

Companies use Web 2.0 technologies more frequently for internal than for external
purposes and the rate of deployment remains high for almost all kinds of uses.

The heaviest users of Web 2.0 applications enjoy benefits such as increased knowledge
sharing and more effective marketing. Web 2.0 technologies can be a powerful asset for an
organization; their interactivity promises to bring more employees into daily contact at
lower cost, encourage participation in projects and idea sharing thus deepening a
company’s pool of knowledge bring greater scope and scale to organizations as well,
strengthening bonds with customers and improving communications with suppliers and

outside partners advantages are translating into measurable business gains.



The term Enterprise 2.0 derives from Web 2.0 and is often used to indicate the introduction
and implementation of social software inside a company and the social and organisational
changes associated with it. The term was coined by Andrew McAfee, a Professor at
Harvard Business School, to refer to simple, free platforms for selfexpression (McAfee's
blog, 24 March 2006). He soon followed up with a refined definition, Enterprise 2.0 is the
use of emergent social software platforms within companies or between companies and

their partners or customers (McAfee's blog, 27 May 2006).

Enterprise 2.0 can be understood from SLATES, the term/ concept that describes the
business impacting capabilities, derived from the effective use of Web 2.0 technologies in
and across enterprises. It stands for Search, Links, Authorship, Tags, Extensions,
Signalling. Enterprise 2.0 is closely related to Web 2.0, however, the concepts are not the
same, on studying both we can infer that they are two individual sets that are built on
similar foundations. Web 2.0 describes the shift in focus from static and singular media to
dynamic, interactive community-oriented social media. The emerging needs (Enterprise
2.0 Observatory, 2008) that Enterprise 2.0 tries to respond are divided into key dimensions
of Open belonging, Social networking, Knowledge networks, Emergent collaboration,

Adaptive reconfigurability and Global mobility.

Main difficulties in Enterprise 2.0 implementation are not from the technical side but from
a knowledge lack of opportunities, a difficulty in economic benefit identification and
valuation, together with the need of organizational change. In other terms, the barriers are
not technological but cultural ones: most of the companies manage the implementation
project in a purely technical perspective without systematically facing the organizational

and the change management aspects.

From the cases studied three Enterprise 2.0 models (Enterprise 2.0 Observatory, 2008) are
identified as emerging in the companies Social Enterprise (SE), aims to create new
collaboration, knowledge sharing and relation management models (24% of the cases).
Open Enterprise (OE), tends to a great extension and opening of the Virtual Workspace
boundaries in terms of access methods and external players (14% of the cases).

Adaptive Enterprise (AE), focuses on flexibility and reconfigurability in corporate process

management.



Social Enterprise is presently the most popular. It is the need for emergent collaboration,
shared knowledge and development of internal and external social networks which drives

the evolution of the organisational model

The Open Enterprise has the affinity for expanding and opening the boundaries of the

virtual workspace in terms of access ways and external players.

Adaptive Enterprise is still an unfamiliar topic, it focuses on corporate process

management, and not part of this study.

The analysis points the application areas (Enterprise 2.0 Observatory, 2009), Social
Network & Community (SN&C), Unified Communication & Collaboration (UC&C),
Enterprise Content Management (ECM) which are specific to the Enterprise 2.0 models.
The Open Enterprise model stresses the dimensions of Global mobility, Open belonging,
Social networking and Knowledge networks, while the remaining two dimensions are

stressed to a lesser extent.

Enterprise 2.0 is already demonstrating real business value for many organisations. It has
opened up new methods for communication and conversations, and has transformed the
way that companies share and access information. Enterprise 2.0 removes the size and
complexity of earlier systems, experts such as systems analysts and consultants who were

required to make certain systems work and to maintain them are easily replaceable.

Enterprise 2.0 faces a large chunk of the problems that goes with ICT, security, control,

productivity, content ownership, staff perception are areas with difficulties faced.

Methodology

To realize the concept of Enterprise 2.0, which is quite popular with companies and if the
companies have followed through and translated the concept to its actual usage. To analyze
the current initiatives and its impacts on the organization, an online survey was
administered to a panel of CIOs of major Italian medium-large sized organizations. Their
vision and opinions have enabled a view to the opportunities arising from Enterprise 2.0,

the implications of the evolution of the information systems, the governance and
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management of organizational change.

Results
The results from the study explains the use of Enterprise 2.0 technology in organizations
today, their investments and future plans. The insight gathered from the study helps gain an

understanding of the technological trend taking place.

The Maturity Levels
The maturity levels have been created with the intention of aiding the better understanding

the position/ success of Enterprise 2.0, its adoption and use today.

Unified Communication

Live collaboration < Rating, Folksonomy & Semantic search

Project Centric Collaboration R S i b5 \ ”””” i Social Networking Service

Podcasting & Videosharing Forum, Blog & Microblogging

Wiki
== Average of field
“=Top 10
Composite
"“Focused UC&C
™= Focused Collaboration
Focused SN&C

Fig 1: Study on Enterprise 2.0 fields and tools

From figure 1, we infer that most companies are yet to develope their Enterprise 2.0
technology and reach the level the top companies are at. Companies are more focused on
Unified Communication and Collaboration than the other fields, Collaboration is not at a
good state yet. Social Network & Community is a field with high readings but only a few
companies strongly reccomending it. Rating & Folksonomy, Forum, Blog &

Microblogging, Podcasting & Videosharing, Project Centric Collaboration and Wiki are



tools used in good standing by companies who are at the top the Enterprise 2.0 tecnology

rehlm, whereas most of the other companies, industries and sectors are far behind.

Unified Communications
Project-Centric Collaboration
Live Collaboration

Blog e Forum

Wiki

B o of investment
Podcasting e video sharing

Social Networking Services

Semantic Search

Rating & Folksonomy

Micro blogging

0.00% 10.00% 20.00% 30.00% 40.00%

Fig 2: Planned investments in Enterprise 2.0 tools

The investigation of the planned investments (Figure 2) shows a strong bias toward unified
communications tools, planned in 37% of companies in the sample, Project Centric

Collaboration and Live Collaboration (23%) and other sectors.

Collaboration support

Knowledge management

Efficiency

Training and personal development
B Benefit

Level of satisfaction with internal and external

Flexibility to change

Innovation of products and services

0.00% 20.00% 40.00% 60.00% 80.00% 100.00%

Fig 3: The benefits and the level of maturity of the tools 2.0

The ability of each tool to generate competitive differential can be better understood by

crossing the beneficial impact with the spread and maturity of use, this makes it possible to



cluster the group tools as 'Must haves', which include tools with a high level of maturity
and provide an immediate reduction in the estimated costs, with significant impact on the
efficiency and effectiveness of processes; 'Differentiating', includes tools which are not
very common but when used in a systematic manner can generate significant benefits;
'Question mark’, these tools although have a level of deployment and maturity fairly high
are often not perceived by firms as drivers of value; 'Marginal', includes tools not very
common, used mainly in experimental cases and do not have an important role in the

processes and generation of benefits.

Case Studies

Study on IBM's implemetation and use of Enterprise 2.0 solutions indicate its high level of
maturity in Enterprise Content Management and Communication tools. AT&T indicates its
emerging need of Unified Communication and Collaboration tools and the study shows the
benefits of its application. Finally, Boston College impliments and encourages Social

Network & Community tools with results benefiting students and the organization.

Conclusions

The Enterprise 2.0 buzz is strong but the application of its tools and services are still in the
process of maturing to higher levels. Major software vendors such as IBM, Microsoft and
Oracle are readying new technology offerings that are loaded with Enterprise 2.0 features
which are soon to be popular in all businesses.

In the end, the adoption of Enterprise 2.0 technology is an issue of both risk and reward.

Employees often don't understand their role and the application of Enterprise 2.0 tools.



2. ICT, evolution and the vitual workspace

In the knowledge society, ICT can play a key role as organization design lever for three
primary reasons, which are also the priorities for the development of the new generation
Information Systems (IS).

ICT can make the decision making processes more agile and effective, it can enable

sustainable and new forms of organizing work and it can foster innovation and change.

The need for new organizational models

Increasing workforce dispersion creates barriers to the sharing of knowledge and expertise
among individuals. Dispersion is both at geographical level, how people are integrated to
the rest of the organization and at contractual one, how they relate to it. Nowadays the
concept itself of the workplace is changing. People spend an increasing amount of their
working time outside the physical boundaries of their company, often in mobility and
interacting with customers or people from partner organizations. Also when working inside
the company, people often change positions and work in multi-disciplinary virtual teams.
As a consequence, individuals have fewer and fewer opportunities for face to face
interaction with their colleagues and can hardly rely on their own experience.

The provisional nature of employment, loose forms of contractual links to the company
and high level of turnover, while in many cases considered competitive needs, make
people's stay with organizations temporary and partial thus creating barriers to the sharing

of knowledge and expertise among individuals. (Corso et al. 2006)

Growing importance of inter-organizational relationships
Since competition occurs not so much among companies as among networks, the network,
more than the single company becomes the context in which individuals have to assimilate

and transmit knowledge.

Orientation to processes more than to functions: people working in multidisciplinary teams

are less and less in touch with colleagues with the same “functional” competencies.

A new IS generation that integrates work environment, personal relations and collaboration



can play a key role in innovation (Magnusson and Martini, 2008) as it can promote process
change and reconfiguration, shifting barriers to innovation, spread vision to give workers
the sense of direction and innovation stimuli, support access to knowledge and new idea
generation, enabling collaboration between different units and open organizations to

capture stimuli from partners and collaborators.

2.1 The intranet

In this analysis, the intranet will be interpreted as all the web technologies based ICT
applications/services that support business processes and which an organization can
present to employees (Corso et al. 2008). In other words, an Intranet is a way of thinking

and organizing people, work and interaction.

The intranet has evolved in scope, both in spatial and time terms. In the first case (space), it
encompasses all the value chain processes and extend beyond the immediate internal work
of the organization to include relationships with business partners and external agencies.
Secondly (time), Intranet must develop from being conceived as a project to being
conceived as a process for innovation and change management. In this sense, an Intranet
initiative should not be interpreted as a una tantum project, but as a longer evolutionary
process in which the system assumes an increasingly important position in facilitating and

sustaining organizational change.

Evolution process: the 1st era

The Intranets analysed can be mapped on the basis of six macro functionalities and the
value chain macro processes they support. These functionalities have been identified into
three models on the basis of their focus, institutional intranets, knowledge intranets and

operations intranets. (Corso et al. 2006)

Institutional Intranets are essentially aimed to value chain supporting activities (internal
communication, management of human resources, administration and control, facility
management, etc). They are mainly based on Publishing and Self-Service functions, with a

certain tendency to incorporate Document Management applications as well.

Knowledge Management Intranets seek to facilitate the accumulation, archiving and



sharing of knowledge; they are based, in the main, on Document Management and
Community functions, even if in some cases, Publishing and Collaborative Work tools are

also present.

Operations Intranets are created to support the value chain primary activities (operations,
sales, marketing, etc.); they are generally built on the Legacy Integration and Collaborative
Work functions, address a specific group of workers (those involved in the process
supported) and therefore have a more limited area of application; in some cases Document

Management and Community functions also play an important role.

In the progress towards a more in-depth support of core processes, Intranets are going to
converge increasingly with IS and ERP systems. A point of contact between Intranets and
ERP is in the user interface but if ERP is the way in which processes work, Intranet is the

way to interface these processes with the people who work with them.

Governance
Most manage implementation of projects from a purely technical point of view, without

addressing organisational and change management issues.

Evolution
The evolution of the intranet arose from the varying needs of companies to meet customer
and competitive needs. Three fundamental phases have been identified:

* The emergent stage: in this phase the birth of the Intranet is boosted by the local
bottom-up initiatives, as a sort of collection of local applications implemented in
order to answer to contingent stimuli and requests.

* The rationalization stage: it is characterised by a wider awareness of the Intranet
presence and of its potential role. Its development happens through a top down
process aimed at rationalising what was implemented in the past and to pursue
strategic objectives.

* The strategic stage: it is the phase of greater maturity, characterised by the
reassessment of the role of the Intranet that becomes a strategic tool to bring the
processes on the web and to create new relational and collaborative spaces between

people.
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2.2 Evolution process: the 2nd era

In most of cases, the first era objectives were related to improving timeliness, transparency
and reliability of internal communication through a unique and integrated information
platform, simplifying the process of distribution and management of information,
improving the sense of belonging and corporate identity and eliminating paper

documentation and reducing hard costs. (Corso et al. 2006)

The new vision of Intranet emerges: a tool centered and focused on people and their needs
but with a strategic objective to create a complete workspace to support employees day to
day operations, knowledge management, collaboration and communication processes.

The 2nd era welcomes new emergents of Intranet. It is no longer a question of using the
Intranet to improve internal communication, spread company culture or eliminate paper
documents. The objectives concern operations and the creation of a profiled and
customised environment involving users not only in work, but also in company life,
creating and initiating a new system of relations. This also occurs via the integration in the
Intranet of new communication tools and different company Information Systems, so
providing a working environment that offers employees full operational support. On the
basis of the research results, the advanced Intranets are starting to support core processes
and are becoming increasingly integrated in management and legacy systems.

ERP and legacy systems with more web interface are progressively integrated with the
intranet to provide extended functionality. This emergence of a new generation of
Information Systems that is profoundly integrated with the communication system, which
are fully functional virtual work environments which maintain a company's internal and

external processes dynamically and flexibly.
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Fig 2.1: Differentiatng the 1st and 2nd era

Virtual workspace: the framework

For firms, the term “Intranet” groups very different ICT applications with respect to the
objectives, supported processes, technologies and links with existing IS. Hence, whatever
attempt to generalize is methodologically difficult and requires a clear definition of the

boundaries and the typologies of the analyzed applications.

The boundaries between Intranet and other IS are changing because of their mutual
convergence process; hence it is no longer useful to refer to functionalities and supported
processes to distinguish an Intranet from other IS. Unlike other ICT applications, such as
ERP and CRM, Intranets always have a stronger focus on the employee than on business

Processes.

The focus is on employees and how to support their work and interactions, rather than at

12



supported business processes and functionalities. The vitual workspace (v-W) is composed
of all web technologies-based ICT applications/ services that support business processes
and which an organisation can put forward to its employees. In order to work effectively,
each employee needs a series of supports and conditions that a company can design and
provide via the virtual Workspace. Four dimensions have been identified; each dimension
represents a virtual personal “space” where the worker can find what he needs to do his

job, to learn, to interact with others.

Company services

As workers and citizens of their company, employees need those services (e.g. work time
management, refund of expenses, job posting) and those resources (booking facilities,
purchase requests, IT help desk, library system) which allow them an effective and
comfortable working life. At a rapidlydecreasing cost (using self-service systems) below

that of traditional services, the virtual workspace provides better quality services.

Communication & socialization tools

Employees live in their working environment and try to find the answer to their
socialization, sharing and membership needs there; with a virtual workspace, a firm can
satisfy those needs by creating opportunities for socializing (usually through interactive IT
services on after-work topics, leisure-time forums, bulletin boards, championships, etc.)
even in situations characterized by physical dispersion of the workforce and high staff
turnover and company restructuring that mean that people work for only limited and
temporary periods for a company, so creating barriers to the sharing of knowledge and
expertise. Institutional communication is both unidirectional to update employees on news
related to the organization and its activities, bulletins, regulations and procedures and bi

directional to collect suggestions and information from employees.

Knowledge management & collaboration tools

In order to be effective, employees need access to the codified knowledge, to be connected
to the professional and social network and to be able to share experience and information;
with a virtual workspace, a firm can connect staff and provide them with opportunities for
interaction and learning. These tools can be collaboration-oriented, i.e. tools to manage
projects and teams, share agendas and documents, send SMS, instant messaging and

videoconference. Such solutions overcome geographical and temporal barriers in extended
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organizations and are particularly utilized to help interfunctional/international teams to
collaborate at limited cost and with little time effort. Alternatively, they may be Knowledge
Management tools (more oriented to develop and share knowledge rather than support a
team, i.e. forum, mailing list, tools to look for experts of specific topics, blog, wiki,
document management systems, e-learning platforms). They can support both explicit
knowledge sharing (as document management and business intelligence tools) and tacit

collaboration (forums, surveys, expert search, blog, wiki, etc).

Operation tools

To provide personal and integrated access to operative tools (i.e. the web desk for banks,
electronic patient data management) and information (product and service catalogues,
operational manuals and procedures, customer and supplier information, competitive and
market analysis, reporting). The virtual Workspace is not a mere technological evolution
but it is above all a great opportunity to re-design the organization using ICT as an enabler,
supportingbusiness strategy and process reconfiguration, stimulating innovation and
collaboration between workers and units. The Intranet should develop its role from a tool
for recovering local efficiency, to a tool developed to re-think processes, create new
working spaces and collaboration spaces, prepare and anticipate the organisational change

and accelerate the evolution of firms toward new strategies.

Observations from companies in the sector show the stages of development, which
correspond to the different levels of progressive integration of the virtual workspace
dimensions into a single, worker-oriented environment and the approaches followed by the

companies.
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Fig 2.2: Virtual workspace dimensions

Governance

The major barriers to the process of integration do not appear to be technological but
political and organizational. Control of development and of communications and operative
environment management in particular, is often entrusted to different units and managers
that find it difficult to pursue integration that would reduce their independence and require
the unification of management and development approaches that have traditionally been
separate.

The need to re-engineer the organization and its processes in the face of mergers and
internationalization, the need to develop and manage new skills and professional families
distributed across the country and the need to control and improve the processes within

ever more complex and geographically dispersed competence networks are forces that can
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rise to overcome barriers towards integrated environments.

In overcoming the limitations of traditional systems, the advanced virtual workspace
contributes to the development of a creative and open environment, breaking down barriers
and re-assessing stereotypes and prejudices such as space barriers, where the workplace is
everywhere a user needs and/or wants to use on a network. Time barriers, eliminating fixed
working hours snd so people can and must be asked to create value when it is needed and
must be given frequent opportunities to find a new balance between their working and
private lives.

Individuals can help create value for a company and/or employees without being limited
by the boundaries of the organisation, the concept of competitor, supplier and collaborator

needs to be reconsidered in terms more closely centered on the individual and the relation.

One of the fundamental determinants at the basis of the success/failure of intranet is the
capacity to manage the organisational change process which is embedded in intranet
introduction, development and management. This stresses the importance of intranet
governance: the set of roles, decisional processes and organisational mechanisms that
regulate and address intranets functioning and evolution, with the aim of creating an

alignment with the strategic and organizational priorities.

Evolution
Four stages of evolution have been identified in 110 cases analysed. The stages correspond
to the different levels of progressive integration of the virtual workspace dimensions into a

single, worker oriented environment.

At the embryonic stage, the intranet provides little support in all of the virtual workspace
dimensions. Functionality and content are implemented as contingencies and outside any
clear or recognized plan. Depending on virtual workspace dimensions 4 further
categorizsations can be made: Employee Service (ES), Internal Communication (IC),
Business Community (BC) and Operative Work (OW). Depending on the function Human
Resources, Internal Communication or a line, development tends to focus respectively on
ES space (4% of the cases), IC space (20% of the cases) or OW space (11% of the cases)
and hence this stage is referred to as the Focused stage. In the composite stage, governance

is extended and the Intranet intergrates its different dimensions thereby making it possible
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to overcome the technological, organizational and cultural barriers. The organizational and
business impact becomes significant. And in the advanced stage, the Intranet becoms an
integrated virtual workspace and the development objectives aligned with the company's

organizational strategies.
Evolution of the virtual workspace is fundamental for the growth of Enterprise 2.0.

Experiences transfered from the virtual workspace gives rise to the foundation for

Enterprise 2.0.
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3. Web 2.0

"Web 2.0" is commonly associated with web applications that facilitate interactive
information sharing, interoperability, user centered design, and collaboration on the World
Wide Web. A Web 2.0 site allows its users to interact with each other as contributors to the
website's content, in contrast to websites where users are limited to the passive viewing of
information that is provided to them. Examples of Web 2.0 include web-based
communities, hosted services, web applications, social-networking sites, video sharing

sites, wikis, blogs, mashups and folksonomies.

3.1 Understanding Web 2.0

Any business, company or principal in sales has the primary factor as the customer. People
are individuals that make all the difference in the success and failure of products and
services in any field. To understand Web 2.0 would involve understanding the people, their

use and needs in the web 2.0 technology.

Market drivers

The Web 2.0's main driving force are the people's motivation to connect, communicate and

participate. (O'Reily, 2007)

The customer base is global

The customer base for online applications is substantially larger than just five years ago.
Network effects are increasing in importance due to sufficient critical mass. The world is
becoming more interconnected, and it is now practical (and possible) to reach global

micromarkets. The youth market shows where we are headed.

The customers are always on
Always on connections make the Internet part of the essential fabric of people’s daily lives
(53 percent spend more time online after getting broadband). High speed connectivity is

associated with higher levels of user generated content (73 percent of all users who post
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content online are those with high speed connections). Fast upload and download speeds
facilitate photo, video, and audio distribution,

which allows millions of media consumers to become media publishers.

The customers are connected everywhere they go

Pervasive Internet access is greatly expanding the reach of the network. There is an
increased need for a platform-independent application strategy. Other issues to solve
include anywhere data access and data synchronization issues, but there are opportunities

for new forms of location aware applications.

The customers aren’t just connected, they’re engaged
The Web is becoming a true two-way, read—write platform. The mass media is being
challenged by user-generated content, and these new decentralized means of participation

and communication are disrupting established industries.

The costs of production have decreased greatly
Faster ROI and new opportunities are created. There are lower barriers to product entry.
Venture capital requirements for startups are reduced as well as greater business model

flexibility.

The opening of new revenue opportunities
There is reduced risk due to broader income alternatives, lower capital requirements and
faster time to revenue. Ad-supported delivery models can now support a wider variety of

online products and services. There is a fine-grained targeting of micro-markets.

Eight Core Patterns of Web 2.0

The patterns of Web 2.0 are the underlying factors that are essential in giving it its unique

properties and without which Web 2.0 would hold no real value. (O’Reilly, 2007)
Harnessing Collective Intelligence

Create an architecture of participation that uses network effects and algorithms to produce

software that gets better the more people use it.
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Data Is the Next “Intel Inside”
Use unique, hard to recreate data sources to become the “Intel Inside” for this era in which

data has become as important as function.

Innovation in Assembly
Build platforms to foster innovation in assembly, where remixing of data and services

creates new opportunities and markets.

Rich User Experiences
Go beyond traditional web-page metaphors to deliver rich user experiences combining the

best of desktop and online software.

Software Above the Level of a Single Device
Create software that spans Internet connected devices and builds on the growing

pervasiveness of online experience.

Perpetual Beta
Move away from old models of software development and adoption in favor of online,

continuously updated, software as a service (SaaS) models.

Leveraging the Long Tail
Capture niche markets profitably through the low-cost economics and broad reach enabled

by the Internet.

Lightweight Models and Cost Effective Scalability
Use lightweight business and software development models to build products and

businesses quickly and cost effectively.

Harnessing Collective Intelligence

Participation of users is the key to competitive advantage in Internet applications, users add
their own data to what one provides. It is important to note that users add value that is
added directly through active participation and indirectly as a side-effect of their actions.

Users create content, comment, chat, upload, share, recommend, link, aggregate, filter,
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search, and interact online in myriad other ways. Each of these actions adds value and
creates new opportunities.

Network effects occur when a product or service becomes more valuable as the number of
people using it increases. The Internet and many of its most essential applications
demonstrate this: email, instant messaging (IM), peer-to-peer networks, newsgroups, blogs
and the Web itself.

The best Web 2.0 software is inherently designed to harness collective intelligence

through an architecture of participation. This is accomplished by actively involving

users both explicitly and implicitly, minimizing the barriers to product adoption and

use, and by designing products that encourage viral network-driven growth. The end

result is that individual users and groups become the engine of better products, rapid

growth, and new markets.

Success factors have been concepts such as “Pay the user first”, that is the users achieve
their primary goals like sharing business documents or booking travel

quickly and efficiently without having second order benefits intefere with their primary
objectives and “Set network effects by default”, “Involve users explicitly and implicitly”.
By having multiple inputs opportunities for rapid, large-scale, user-driven growth arise,

customer trust and loyalty can be built and the products get better as the user base grows.

Data and Databases

For Internet applications, success often comes from data, not just function. Every
significant internet application to date has been backed by a specialized database: Google's
web crawl, Yahoo!'s directory (and web crawl), Amazon's database of products, eBay's
database of products and sellers, MapQuest's map databases, Napster's distributed song
database. Therefore, for competitive advantage, establish a data strategy not just a product

strategy.

Control of data: controling the database has led to market control and outsized financial
returns. MapQuest, maps.yahoo.com, maps.msn.com or maps.google.com for example are
sites with copyrights, the companies providing the maps have made substantial investments
in their databases.

Concerns about privacy and the rights to users' own data: for earlier web applications

copyright was only loosely enforced. For example, Amazon laid claim to any reviews
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submitted to the site, but in the absence of enforcement, people re-posted the same review
elsewhere. Google has taken the role of data source away from Navteq and themselves get
and maitain data. Realizing the importance of certain classes of data; location, identity,
calendaring of public events, product identifiers, namespaces, as building blocks for Web

2.0 applications is a key factor of survival and growth for companies today.

Innovation in Assembly

Web 2.0 has a strong dependance on the newly introduced features. Elements of difference
between web 1.0 and web 2.0 can be observed from sample cases, Netscape's flagship
product was the web browser, a "webtop" to replace the desktop, the standard bearer for
Web 1.0. Whereas, Google began its life as a native web application, became popular for
the use of that service, the various functions make it the best example for web 2.0.
DoubleClick operates as software as a service, has a core competency in data management
and a pioneer in web services but limited by its business model, of publishing, not
participation. Overture and Google's success came from an understanding of the collective
power of the small sites that make up the bulk of the web's content rather than
DoubleClick's offerings require a formal sales contract, limiting their market to the few
thousand largest websites.

Akamai's strength is providing high quality online services, individuals depend their access
to the high-demand sites at the center. BitTorrent, like other pioneers in the P2P movement,
every client is also a server. It functions as files are served from multiple locations,
transparently harnessing the network of downloaders to provide both bandwidth and data

to other users. The more popular the file, the faster it can be served.

From these examples we infer that platforms provide a scalable growth model which reap
further growth later and APIs foster third-party innovation.

The potential of the users is vital as the more users often how services are really used

Rich User Experiences

The static web page is giving way to a new generation of rich Internet applications that
have the ability to combine many of the best elements of the desktop and online user
experiences. Therefore, create a richer, more compelling experience to engage users and
transition them from a desktopinterface model to an online model.

AJAX is a key component of Web 2.0, Ajax-style techniques support continuous
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interactions, drag and drop and full rich media. The result is higher user satisfaction and
genuine competitive advantages.

Google’s sophisticated mail and mapping applications are fine examples of today's user
friendly applications.'Writely' (acquired by Google), are creating word processors and
spreadsheets that go beyond their desktop legacy by adding collaboration and true platform

independence.

Software Above the Level of a Single Device

The PC is no longer the only access device for Internet applications and applications that
are limited to a single device are less valuable than those that are connected to a network.
Therefore, it is advantageous to design an application from the start to integrate data and
services across desktops, mobile devices, and Internet servers.

Any web application can be seen as software above the level of a single device, even the
simplest web application involves at least two computers: the one hosting the web server
and the one hosting the browser. The development of the web as platform extends this idea
to synthetic applications composed of services provided by multiple computers.

As with many areas in Web 2.0, the realization gives insight into how to design
applications and services for the new platform. iTunes is a good example of this principle,
bringing web content to portable devices. The application reaches from the hand held
device to a massive web back-end, with the PC acting as a local cache and control station.
iTunes also demonstrate many of the other core principles of Web 2.0, such as use of
collective intelligence. Though not a web application they leverage the power of the web
platform by making it a part of their infrastructure.

Having the device connected to many others or a network opens new markets up for usage,

gives the option to access the applications from anywhere.

Facilitating Web 2.0: the Perpetual Beta

When devices and programs are connected to the Internet, applications are no longer
software artifacts, they are ongoing services. This has significant impact on the entire
software development and delivery process. Therefore, don’t package up new features into
monolithic releases but instead add features on a regular basis as part of the normal user
experience. Engage users to be real-time testers and structure the service to reveal how
people use the product.

Operations must become a core competency, for example, Google's or Yahoo!'s
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commitment in product development must be matched by a commitment in daily
operations thereby keeping the customers satisfied and also are able to market their
products easier and faster. Google must continuously crawl the web and update its indices
continuously filtering out link spam and other attempts to influence its results continuously
and dynamically respond to hundreds of millions of asynchronous user queries,
simultaneously matching them with context appropriate advertisements thereby reducing
potential risks.

Users must be treated as co-developers, with Gmail, Google Maps, Flickr, del.icio.us, and
the like have open source development practices. New features are introduced on a regular
basis, if users don't adopt them, the features are taken down, if they like them, it becomes a
permanent feature and this brings the customers closer to the company and other functions.
Real time monitoring of user behavior to see just which new features are used, and how
they are used becomes a required core competency whcih enable the users to make better

decisions.

Leveraging the Long Tail

Small sites make up the bulk of the Internet’s content; narrow niches make up the bulk of
the Internet’s possible applications. Therefore, use the reach of the Internet to monetize
markets previously too small to profitably capture. Reach out to the edges and not just the

center; reach out to the Long Tail and not just the head.

It is interesting to not what makes the Internet uniquely suited to leveraging the Long Tail.
Many limiting factors in the physical world is absent from the Internet, infinite shelf space,
fixed geographic location and spectrum on the broadcast airwaves provide great
advantages.

Small sites make up the bulk of the Internet and narrow niches constitute the majority of
the Internet’s possible applications and audience which provide multiple offers and
products. The very nature of online commerce can significantly lower distribution,

inventory and sales costs.

Lightweight programming models and Cost Effective Scalability
As web services gained popularity simpler designs to support them emerged. RSS, a web
service, which one of the most used web services is popular because of its simplicity.

Lightweight programming models that allow for loosely coupled systems are important for
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development and improvement of applications. Simple web services, like RSS and REST
based web services are about syndicating data outwards, not controlling what happens
when it gets to the other end of the connection, this idea is fundamental to the internet
itself.

“Doing More with Less” through commoditized hardware, bandwidth, and software have
driven prices lower by an order of magnitude. Powerful open source software, such as
Linux, Apache, MySQL, and PHP (the LAMP stack), combined with large libraries of
prebuilt components, have made it practical to create sophisticated web sites on short
schedules and shoestring budgets. Lessons of the dot.com bust encourage significantly
leaner approaches to new business financing and product development.

Viral word of mouth approaches to marketing and promotion combine with revenue
models that scale with adoption. Adoption of agile development processes, highly iterative

product cycles and tighter customer engagement reduce cost, time and risk.

Each pattern is unique and interdependent. A set of common Web 2.0 attributes support

these patterns:

Network effects move us from the one to many publishing and communication models of
the past into a true web of many to many connections. In this era, the edges become as
important as the core and old modes of communication, publishing, distribution and
aggregation become disrupted.

Connectedness also disrupts traditional control and power structures, leading to much
greater decentralization. Bottom-up now competes with top-down in everything from
global information flow to marketing to new product design. Adoption occurs via pull not
push and systems often grow from the edges in and not from the core out.

The user is at the center of Web 2.0 and the network effects give users unprecedented
power for participation, conversation, collaboration and impact. Consumers have become
publishers with greater control, experiences are tailored on the fly for each user, rich
interfaces optimize user interactions, users actively shape product direction and consumers

reward companies that treat them well with loyalty and valuable word of mouth marketing.

In Web 2.0, openness begins with the foundation of the Internet’s open technology
standards and rapidly grows into an open ecosystem of loosely coupled applications built

on open data, open APIs, and reusable components. Open means more than technology, it
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means greater transparency in corporate communications, shared intellectual property and
greater visibility into how products are developed.

A “less 1s more, keep it simple” philosophy permeates Web 2.0: software is designed and
built by small teams using agile methods; technology solutions build on simple data
formats and protocols; software becomes simple to deploy with light footprint services
built on open source software; business focuses on keeping investment and costs low and

marketing uses simple consumer-to-consumer viral techniques.

Rather than relying on fully predefined application structures, Web 2.0 structures and
behaviors are allowed to emerge over time. A flexible, adaptive strategy permits
appropriate solutions to evolve in response to realworld usage; success comes from

cooperation, not control.

3.2 Web 2.0 prominent tools and services

More tools for more reasons

At many companies, Web 2.0 is now familiar but the mix of tools and technologies

companies use is changing. Blogs, RSS, wikis and podcasts are becoming more common,

perhaps because companies have a greater understanding of their value for business.
Companies use Web 2.0 technologies more frequently for internal than for external

purposes and the rate of deployment remains high for almost all kinds of uses.

In 2007, for example, one key goal was to aid entry into new markets; today, more

companies are focusing on interactions with their customers.

Web services (software that makes it easier to exchange information and conduct
transactions) remains the technology with the highest level of use among respondents
across all regions. Respondents also rate Web services as the most important tool, with
Europeans providing the highest marks. Companies in all regions perceive wikis and blogs

as fairly important and the use of both tools has increased.

Blogs
A blog, is a website designed to make it easy for users to create entries mostly used to
express opinions on topical events such as sports, music, fashion or politics but in the past

two years, they have emerged as established communications channels for businesses as
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well as individuals. Google, Yahoo, Six Apart and MSN, among others, have blogging
platforms, users and contributors have provided a large amount of blogs.

How bloggers use copyrighted material and the blogger's role in the dissemination of
information are challenges to incumbent media and underscore the disruptive nature of
blogging technology. As a result, media companies and brand marketers have to invest in
monitoring tools in order to protect syndication policies in the case of media companies
and brand integrity in the case of marketers. Sample Vendors: Bloglines; Movable Type;
Six Apart; Traction Software; WordPress. Companies such as Yahoo or Google frequently
announce newproduct betas on their blogs. Twitter's emergence as a very popular mobile
phone application is a great example of how the blog platform has continued to evolve.
Microblogging has emerged via a platform such as Twitter, which not only allow users to
write posts and share them but also serves as an impressive news and information sharing

tool.

The powerful effect of the blogosphere
Bloggers are often considered the trend setter in the use of web 2.0 technology.

* Search engines use link structure to help predict useful pages, bloggers, as the most
prolific and timely linkers, have a disproportionate role in shaping search engine
results.

* The blogging community is so highly self referential, bloggers paying attention to

other bloggers magnifies their visibility and power.

Like Wikipedia, blogging harnesses collective intelligence as a kind of filter. Similarly, as
PageRank produces better results than analysis of any individual document, the collective

attention of the blogosphere selects for value.

Collective Intelligence and Hyperlinking

The central principle behind the success of the companies born in the Web 1.0 era who
have survived to lead the Web 2.0 era appears to be that they have embraced the power of
the web to harness collective intelligence. As users add new content to the web it is bound
to be discovered by other users and link to it. Associations become stronger through
repetition or intensity, the web of connections grows organically as an output of the

collective activity of all web users.
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Yahoo! now creates many types of content, its role as a portal to the collective work of the
net's users remains the core of its value. Google had its breakthrough in search,
PageRanking, a method of using the link structure of the web. Wikipedia, the online
encyclopedia based on the unlikely notion that an entry can be added by any web user, and

edited by any other, is a radical experiment in trust.

Wikis

A wiki is a simple collaborative system for creating and maintaining hyperlinked
collections of Web pages. A wiki usually enables users to add or edit pages without having
to worry about where and how the content is physically stored. A wiki is, an information
synthesis tool that simplifies the modification and reorganization of existing information.
This is the process of incrementally editing a wiki space to preserve continuity, make

additional connections and links and generally clean it up.

Key enabling functions are:

* User friendly features for any wiki page that invites users to create, link, edit or
reorganize the information they see on the screen, without having to understand the
physical file organization.

* The ability to track changes, to compare different versions and to revert to a
previous version easily.

* References and links from static web pages to any component of a wiki page such

as a paragraph can be made easily.

Wikipedia is the best known publicly available wiki and it has raised awareness of the
requirement for a wiki-style collaboration support. Although the wiki functionality is still
at the core of many products, it is beginning to defy clean categorization as it expands into
adjacent areas either through plug-ins and extensions or by enhancements to the core
product that typically includes blogs, discussions, user profiles and tagging. Wikis are also
increasingly being offered by content management vendors and archived/stored in content

management repositories.
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Tagging

Tagging allow multiple, overlapping associations of content over the web. Example sites:
"del.icio.us" and "Flickr". A tag is a term assigned to a piece of information (such as an
Internet bookmark, digital image, or computer file). This helps describe an item and allows
it to be found again by browsing or searching. Tags are generally chosen informally and
personally by the item's creator or by its viewer, depending on the system.

Folksonomy (in contrast to taxonomy), a style of collaborative categorization of sites using
freely chosen keywords or terms, referred to as tags. Taxonomy is categorizing data
heirarchically that don't necessarily include user generated tags and rarely are viewed as
similar. Folksonomies may be sparked by companies for internal use or by website
operators as a business function (such as the tagging available on YouTube).

Folksonomies are increasingly being used as corporate communication tools and as
locations where users collect their bookmarks. Samples: Amazon.com (customer
recommendation), del.icio.us (bookmark management), doof (social gaming), FaceTag
(people search), Furl (website management), Flickr (photo management), Technorati
(blogsearch), 43 Things (goal sharing), CiteULike (academic papers), craigslist (online
communities), LinkedIn (job networking) and Connotea (reference management). Many

knowledge workers are using folksonomies to support their work.
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RSS

RSS facilitates users to subscribe to a web page with notifications when the page is
updated. RSS is used for all kinds of data updates such as to notify new blog entries,
including stock quotes, weather data, and photo availability.

RSS (most commonly expanded as Really Simple Syndication) is a family of web feed
formats used to publish frequently updated works such as blog entries, news headlines,
audio, and video in a standardized format. An RSS document (which is called a "feed",
"web feed" or "channel") includes full or summarized text, plus metadata such as
publishing dates and authorship. Web feeds benefit publishers by letting them syndicate
content automatically. They benefit readers who want to subscribe to timely updates from

favored websites or to aggregate feeds from many sites into one place. RSS feeds can be
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read using software called an "RSS reader", "feed reader", or "aggregator", which can be
web-based, desktop-based, or mobile-device-based. A standardized XML file format
allows the information to be published once and viewed by many different programs. The
user subscribes to a feed by entering into the reader the feed's URI or by clicking an RSS
icon in a web browser that initiates the subscription process. The RSS reader checks the
user's subscribed feeds regularly for new work, downloads any updates that it finds and

provides a user interface to monitor and read the feeds.

Mash ups

In web development, a mashup is a web page or application that uses and combines data,
presentation or functionality from two or more sources to create new services. The term
implies easy, fast integration, frequently using open APIs (an interface implemented by a
software program that enables it to interact with other software) and data sources to
produce enriched results that were not necessarily the original reason for producing the raw
source data.

The main characteristics of the mashup are combination, visualization and aggregation.
Mashup is important to make more useful already existing data, moreover for personal and
professional use. Mashups can be considered to have an active role in the evolution of
social software and Web 2.0. Mashups composition tools are usually simple enough to be
used by end users therefore, these tools contribute to a new vision of the Web, where users

are able to contribute.

Satellite Hybrid

Fig 3.3: Mashup of Google Maps and Twitter APIs to show where one's Twitter followers

are coming from and what they're interested in
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Public Virtual Worlds

A public virtual world is an online networked virtual environment hosted on a publicly
accessible infrastructure in which participants are immersed in a 3D representation of a
virtual space and interact with other participants and the environment through an avatar (a
representation of themselves in the virtual space). Many of these environments are directly
linked to specific commercial products or entertainment brands and user capabilities are
strictly limited and/or moderated. Second Life (owned by Linden Lab) is the most popular
of virtual worlds, it provides a less constrained environment and it supports a rich diversity
of development tools allowing usergenerated content. Training and collaboration are its
primary applications, enterprises and educationalists also look to trial 3D environments for

a wide variety of purposes.
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Fig 3.4: A still from the virtual world, second life.

Open Source Social Software
Open source social software relates to the tools available with an open source license that
encourage, capture and organize open and free form interaction among employees,

customers and partners.
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Best of breed open source products that offer specific functionality tend to be at least as
mature as their proprietary equivalents and at least some of them are very visible on the
public Internet where they power high traffic sites. Other open source benefits are
flexibility and low acquisition costs of software products.

Barriers of Open source softwares: misunderstandings about open-source software in
general and in particular, about interpreting the conditions of different licenses; the lack of
an accountable and dependable provider; and the extra responsibility for evaluation,
deployment, support and general change management.

Some prominent examples of being used in organizations include wikicentric products
such as MediaWiki, TWiki and MindTouch, as well as blog-centric products such as
WordPress, Movable Type, Apache Roller and Serendipity.

Social Search

Social search uses elements of user behavior, implicit and explicit, to improve results for
searches inside and outside enterprises. Such elements are typically stored as metadata,
making social search a sort of metadata mining. It also enables users to more effectively
disambiguate results from their queries. Examples include such steps as saving searches to
shared folders, tagging searches or documents to express what they are about for other
users and the use of implicit indicators of value such as saving documents as shared

bookmarks or printing documents for later use.

Social Profiles

Social profiles are a description of an individual's characteristics that identify them on
social media sites such as LinkedIn and Facebook, when using tools such as digg and
del.ic.ous as well as collaboration applications such as Jive, Lotus Connections or
Socialtext. Profiles describe any number of characteristics about individuals such as
interests, expertise, professional affiliations, status, recent activity and geographic location.
Profiles are the digital DNA of a person and are where tagging on people and people
content will occur. Creating a robust social profile allows individuals to be discovered by
people who could benefit from an association with them.

Companies are beginning to experiment with social profiles as a means of reinforcing their

organization's brand identity.
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3.3 Other benefits of Web 2.0

The heaviest users of Web 2.0 applications are also enjoying benefits such as increased
knowledge sharing and more effective marketing. Web 2.0 technologies can be a powerful
asset for an organization; their interactivity promises to bring more employees into daily
contact at lower cost, encourage participation in projects and idea sharing thus deepening a
company’s pool of knowledge bring greater scope and scale to organizations as well,
strengthening bonds with customers and improving communications with suppliers and
outside partners advantages are translating into measurable business gains.

Using Web 2.0 technologies, they most often report greater ability to share ideas; improved
access to knowledge experts and reduced costs of communications, travel, and operations.
Also reducing the time to market for products and have the effect of improving employee
satisfaction.

Besides providing better interactions with organizations and customers. Customer

interactions have resulted in measurable increases in revenues.

3.4 Issues & Debates

Walled gardens 2.0

In Web 1.0, America Online (AOL) exemplified the walled garden, users were welcome to
create content and community as long as it occurred within the walls of AOL. There are
now Web 2.0 walled gardens, such as MySpace and LinkedIn, which have vibrant but in

many ways closed communities.

Data and privacy

People are revealing increasingly more details about themselves online, including likes,
dislikes, opinions, personal history, relationships, purchasing history, work history, dating
history and so on. Therefore, it is increasingly being mined by other people, including
employers performing background checks, singles investigating upcoming dates,
government agencies mining social networking sites and tax assessors using homeowners’
online comments about remodeling upgrades to increase property taxes. Not being
sufficiently sensitive to privacy issues can result in legal and public relations disasters.
Facebook suffered some high-profile PR fallout when it underestimated the privacy

implications of new features deployed in September 2006. Within days, it was forced to
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retract statements it had made and change service behavior.

All users are not created equal nor are their contributions. The most successful Web 2.0
companies have instituted mechanisms to encourage and reward their most valuable
members. In a world of user generated content this issue cuts both ways: users can and
should control their own data but this is often at odds with the commercial interests of
companies whose key assets come from those contributions. It is crucial to establish, from
the beginning, content ownership policies. Ensure that intellectual property guidelines are
published and policies are in place. Not handling this properly can lead to serious customer
relations issues. For example, a loud public outcry forced TextAmerica to reverse course
after announcing it would delete data of free customers when it moved to a fee based
model. If the data inside is user generated, service providers may have problems, some
services have been able to seed their initial dataset; for example, Yahoo! Video leveraged
its own search data to kick-start this new service. Other companies use a closed beta period
as a means to build a sufficient dataset prior to public launch. Just as closed software
applications gave rise to the open source movement, a rise in an open data movement has
just begun. Primarily driven in response to walled gardens and the types of data ownership
issues previously cited, this movement manifests in open data formats, such as RSS,

GeoRSS, and microformats, as well as data access via import, export, and open APIs.

Copyright

Issues surrounding copyright often surface when people are given the ability to share
content. Sometimes this takes the form of deliberately sharing material known to be
copyrighted music, videos and books even though policy, including what exists on
YouTube, states otherwise (often echoing problems from P2P networks like Napster).
Other times the boundaries of ownership are pushed, such as when subsets of data are
combined from multiple sources, or when layers of rights are involved. For example, the
originating source has a license (e.g., a Yahoo! distribution of a Reuters feed) but the
derivative work, e.g., a third-party mashup, does not. The agreements between an API
provider and third-party developers have been the subject of some debate because services
are often provided “as is” with few of the guarantees found in traditional service level
agreements (SLAs). As an API consumer, be sure you understand these limits; API
providers need to decide what level of support is appropriate. Instrumentation of

applications and profiling user behavior must be done within appropriate privacy and
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security guidelines.

Now that consumers can access digital media like music and movies from so many
different devices, how should content owners control piracy? This question has led to a
highly contentious debate and a range of anti-piracy measures with little agreement on

what’s best to balance the goals of content creators, publishers, and consumers.

Technology gaps

Many of today’s web services are technologically incomplete solutions with gaps in areas
such as transaction support, security and localization. In addition, few services share data
or models in such key areas as identity. Browsers are again becoming a crossplatform issue
because complex applications are often not compatible with all browsers. Technical
complexity can increase development and support costs, as well as making top-quality
developers hard to find. Although well designed rich applications can improve
performance by decreasing network traffic and system load, poorly designed ones can do
just the opposite. Early issues with Microsoft’s Live.com product included complaints
about sluggish performance. There are no “Ajax standards” and a proliferation of new
toolkits and frameworks introduce design, development and standardization challenges.
Browser based applications have yet to fully overcome the challenge of functioning when
the computer is offline and without network connectivity.

The mobile market is one of the strongest bastions of walled gardens. Telecom carriers
must first allocate space on their “decks” for features that customers are allowed to access
from their phones. New, more open Web 2.0 mobile applications use standard web
interfaces to allow access from any browser capable device.

Non-PC devices anything from phones to media players use a multitude of standards and
device formats. Opt for simplicity and those standards with widest support (such as the
XHTML Mobile Profile).

Just because you can quickly deliver new features to users does not mean you should.
Avoid creating confusion or feature fatigue with your customers. Rapid release cycles
quickly become counterproductive and inefficient if not supported by appropriate internal

tools and processes.

Sevice
Do not underestimate the cost and effort necessary to achieve high levels of service

availability (e.g., “five nines”). As seen with Salesforce.com’s high-profile reliability
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issues, any service quality failures can lead to customer- and public-relations challenges.
Because every application has its own level of criticality an air traffic control system and
an in-house collaboration tool are quite different so look to match servicelevel
requirements to needs. There is always tension between the desire to release a product
early and the reality of making a good first impression. This requires rigorous focus on
feature prioritization understanding what’s most important as well as ensuring that what is
released is adequately functional and reliable. Digital goods, with their low (near zero) cost
of production and distribution, are particularly well suited to leverage the Long Tail. Size
matters for Long Tail markets. But some contexts, such as within a single enterprise, have
an inherently smaller population than the global Internet. These smaller populations require
finding the right incentives and means for demonstrating and reinforcing value.
Exponential growth is wonderful as long as it doesn’t catch you flatfooted it has sabotaged
more than one Web 2.0 product. Rapid, network driven growth helped derail the Friendster
service with near fatal performance and service reliability issues. Even MySpace, while in
the process of overtaking Friendster, underwent substantial changes to manage its rapid

growth.

Advertising

New int