Week 4 
Web 2.0 Innovations – i.e. Mashups
· The Obligatory Long Tail Slide...
· Traditionally, application development dollars are directed toward those projects and enhancements demanded by the largest group of users.
· This practice of catering to the masses doesn’t necessarily lead to an outcome with the greatest positive impact on productivity.
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· Armed with powerful new tools that leverage existing data and application resources, developers and power users can quickly assemble products to target the Long Tail.
Social Networking Services (SNSs) 
· Social networking services represent a special type of virtual community and are now the dominant form of online community. With social networking, individual users maintain an identity through their profile and can be selective about which members of the larger community they choose to interact with.
· Facebook dominates Social Networking: Facebook is the largest social networking service the world, with more than 901 million monthly and 526 million daily active users.
· Google is taking on Facebook with G+.
· LinkedIn is the predominate recruitment and employment site
· Second Life—a 3D virtual world.
· Microblogging with Twitter: Twitter is a social networking site where users send short messages called tweets of 140 characters or less to their network of followers.
Web 2.0 and Social Media 
· Web 2.0, the social Web, has transformed and led to new business models.
· Organizations had communicated with their audiences using a broadcast model —messages flowed from sender to receiver.  The newer model is the conversation model, where communication flows back and forth between sender and receiver. 
· Crowdsourcing - Problem solving and idea generation that marshals the collective talents of a large group of people
· Starbucks:  Embracing Customers – Back to Flattener #4
In 2008, the company started mystarbucksidea.com, a social media site designed to solicit ideas and feedback from its customers
Facebook’s Open Graph
· Connecting people via the internet – the ‘Network Effect’
· Open Graph and iNews http://lostremote.com/in-major-upgrade-cnn-ireport-makes-use-of-facebooks-open-graph-technology_b36326
· Facebook becomes your common login to other sites (music, pictures, directories) - http://www.theverge.com/2013/5/22/4355502/pandora-finally-ties-into-facebook-open-graph-shares-your-listening
Virtual Communities and Social Networking Services
· Online or virtual communities parallel typical physical communities, such as neighborhoods, clubs, and associations, except that they are not bound by political or geographic boundaries.
· Online Communities take many forms: blogs, YouTube, apps and sharing sites like Flickr, Photobucket and others.
· Social networking services represent a special type of virtual community and are now the dominant form of online community.
Twitter
· Microblogging 
· Tailored broadcast of messages including consumer messages
· From basic Tweeting has emerged TweetDeck and Twitterfeed (tweets posts published on a blog using RSS technology)
Competition for Facebook
· Second Life—a 3D virtual world (page 121)
· Virtual world - Residents can create and trade things they make in Second Life, including virtual clothes, art, vehicles, houses, and other architectural structures
Addressing Social Media Privacy Concerns – i.e. Facebook expansion
Examples of privacy violations
· Posting pictures of people on social networking sites without their permission.
· Tricking people into disclosing credit or bank account information or investing in “Work at Home” scams.
· Sharing information about members with advertisers without the users’ knowledge or consent.
· Disclosing an employer’s proprietary information or trade secrets on social networking sites.
· Posting information on social networking sites that could compromise people’s safety or make them targets for blackmail. 
Philosophical Foundations of Enterprise 2.0
· Organizations had communicated with their audiences using a broadcast model:
· Messages flowed from sender to receiver.  
· Newer model is the conversation model:
· Where communication flows back and forth between sender and receiver. 
· Online communities (aka Virtual Communities) can be used as a platform for:
· Selling goods and services
· Promoting products to prospective customers; e.g., advertising.
· Prospecting for customers
· Building relationships with customers and prospective customers
· Identifying customer perceptions by “listening” to conversations
· Soliciting ideas for new products and services from customers
· Providing support services to customers by answering questions, providing information, etc.
· Encouraging customers to share their positive perceptions with others; e.g., word of mouth
Enterprise 2.0 Tools
· Enterprise 2.0 refers to Web 2.0 technologies used for some business purpose:
· Promote collaboration and knowledge exchange among employees, consultants and company partners
· Advertise and build brand awareness, e.g., BlendTec on Youtube.com
· Business use of Web 2.0 technologies:
· Recruiting and professional networking
· Marketing, promotion, and sales
· Internal collaboration and communication
· Supply chain management 2.0
Business Social Networks
· To build better customer relationships
· To improve knowledge management
· To facilitate recruiting and retention
· To increase business opportunities
· To build a community
· To gain expert advice
· To improve tradeshow experiences
· To improve communication and collaboration
Enterprise Social Networks
· Allow employees to collaborate and communicate in an employee-driven system
· Promote the use of enterprise wikis via demonstrations
· Set up internal blogs and incorporate them into internal directories
· Set up enterprise social bookmarking systems
· CIOs involvement from the beginning to make sure the right infrastructure and tools are in place
Metrics and Evaluation
· Answers the question how do we know this works?
· Standard metrics are not always applicable 
· New metrics are needed to evaluate the contribution of social media to a company
· Social concepts present new measurement difficulties 
Metrics
· 4 basic categories:
1. Tool
2. Tactic
3. Strategic
4. ROI









Social Media Metrics (management depends on data-driven measurements, or metrics)

	Activity Metrics
	ROI Measurements




	Pageviews
Unique number of visitors
Posts
Comments and trackbacks
Time spent on site













	Sales and marketing
Cost per number of prospects
Number of leads per period
Cost of lead
Conversion of  leads to customers
Customer lifetime value (CLV)
Product Development
Number of new product ideas
Idea to development initiation cycle time
HR
Hiring and training costs
Employee attrition 
Time to hire



Social Media Monitoring and Measurement
· Tool-Based Metrics:
· Metrics a company uses are determined by what the company is trying to achieve. 
· In some cases, a company will define its objectives based on a specific Web 2.0 tool. 
· Tactical Metrics:
· Another way for organizations to define their objectives for social media is by tactical objectives.
· Based on these tactical objectives, companies can develop specific actions that support the objectives and then monitor progress.
· Examples of Tactical Objectives:
· Increase traffic to our Web site by 10%
· Increase requests for product information via our Web site by 15%
· Increase number of people who create a user account on our Web site by 12%

· Strategic Metrics:
· Aim to more fully capture the potential of social media than what is described by focusing on a specific Web 2.0 tool or tactical objectives.
· 5 Categories of Social Media Use Objectives:
· Listening: Pay attention to what customers are saying online
· Talking: Communicate with your customers by engaging in conversations
· Energizing:  Encourage customers and fans to spread the word through ratings, reviews and other positive “buzz”
· Support:  Provide information and online resources, such as user forums, knowledge bases and other tools
· Embracing:  Invite customers to generate ideas for new products and services
Web and Social Media Future
Characteristics of Web 3.0:
Web 3.0 = (4C + P + VS)
 3C = Content, Commerce, Community 
4th C = Context:
Defines the intent of the user; for example, trying to purchase music, find a job, or share memories with friends and family.
Focused largely on context (3.0)
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P = Personalization:
Refers to the user’s personal characteristics that impact how relevant
VS = Vertical Search:
Refers to a search strategy that focuses on finding information in a particular content area, such as travel, finance, legal, and medical.
Web 3.0 Characteristics
· Semantic Web
· Languages of Web 3.0:  e.g., RDF (Resource Description Framework), OWL, and SPARQL; API (Application Programming Interfaces)
· Artificial intelligence (AI)
· Mobility – pushes drive for new technologies 
· Barriers 
· Closed data sources
· Incompatible data structures and format
· Fractured Web
· Lack of Net Neutrality
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IT traditionally focuses on the 20% of known
problems that affect the most users.

80% of potential solutions that serve a smaller
audience remain unaddressed.
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