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Web 2.0 - A general introduction
• Anu Gupta | Headshift

The next 50 minutes

• What is Web 2.0
• How does it differ from Web 1.0
• Some Web 2.0 hits
• How do you take advantage of this ?
• Questions
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What is web 2.0 ?

• It’s a recent term - 2004 according to Wikipedia
• Is it flashy user interfaces
• Is it MySpace and Youtube ?
• Is it blogs and wikis and podcasts

A Web 2.0 Tag Cloud
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The “Official” Definition

• O’Reilly defines the characteristics of Web 2.0
• And it isn’t really a definition - more like a feature list

– the Web as a platform

– network effects created by an architecture of participation - ‘the power of
scale’

– mashups - innovation in assembly of systems and sites composed by
pulling together features from distributed, independent developers (a kind
of "open source" development)

– lightweight business models enabled by content and service syndication

– the end of the software adoption cycle ("the perpetual beta")

– leveraging the power of The Long Tail.

Web 2.0 is really about…

• Simple, lightweight tools…
• Joined together by open formats and APIs…
• Mediated by people and their social networks
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How is this different from all that old stuff ?

SyndicationStickiness

TagsDirectories

WikiCMS

ParticipationPublishing

Blog / Myspace pagePersonal website

WikipediaBritannica Online

last.fmMp3.com

BittorrentAkamai

FlickrKodak Gallery

Google AdsenseTraditional Advertisting

Web 2.0Web 1.0

Traditional Advertising vs Google Adsense
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Traditional Advertising vs Google Adsense

Britannica vs Wikipedia
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Britannica vs Wikipedia

What’s working - Web 2.0 hits

• Sites you have probably heard of
– MySpace
– YouTube
– Facebook
– Wikipedia
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YouTube and MySpace
• MySpace

– News International (Murdoch) purchased in 2005 for $580
million

• YouTube
– Google purchased in 2006 for approx $1.6 billion

• They were bought because they had scale, momentum, and
lots and lots of engaged users.

• Not too relevant for our discussions though…

Some better examples - Web 2.0 hits

• The Guardian
• del.icio.us
• last.fm
• threadless
• digg
• Treonauts
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The Guardian
• Traditional newspaper (although often found at the cutting

edge)
• Embraced Web 1.0 enthusiastically and built an award

winning model for a newspaper site
• Embraced blog, RSS and podcasts enthusiastically and used

them to augment the traditional, more formal, channel.

The Guardian
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The Guardian blogs

The Guardian
• Blogs supplement more formal content - augmentation not

replacement
• A more informal channel - perfect for columnists
• A great way of getting feedback or starting debate
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digg

• “a news site where the stories are chosen by community
members rather than editors.”

• “Every article on digg is submitted and voted on by the digg
community. Share, discover, bookmark, and promote the
news that's important to you!”

digg
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digg
• Subverts the status quo
• Is this a model for publishers - does it work for everyone ?
• Better for broader subjects and larger community

treonauts

• Independent blog setup by Andew Carlton - a dedicated and
devoted Treo user

• Regularly posted his experiences, tips and tricks,
workarounds, deals, accessories, service plan offers

• Quickly became the authoritative source for all things Treo
• Monetised with Adsense
• Makes between $8,000 and $20,000 per month
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treonauts

How to begin? Some quick wins…

• Use small, lightweight personal tools to get started: a weblog for
sharing your viewpoint; a wiki for preparing material; an RSS
newsreader (‘blogging radar’) and shared bookmarks.

• Exploit free online services to start connecting with external
conversations; pull in useful feeds from services such as Google,
Flickr, del.icio.us, Technorati, etc.

• Leverage your community remind yourself that your readers
probably know more than you. Get them involved with a
wikipedia or digg like platform.

• Become part of the community - be honest and engaging - have a
conversation with your readers

• Use tagging and social media to define the ‘frame’ - make sure your
viewpoint is available from the right Google keywords, Technorati
and del.icio.us tags - own your keyword territory!
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About Headshift
• Specialist social software consultancy and development

company.
• Find us at www.headshift.com
• Our blog is at www.headshift.com/moments.cfm
• Talk to us about any of the issues raised today.
• anu@headshift.com | 020 7357 7358

Questions ?


