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Module I: 
The Web 2.0 Environment and Social Networks
Learning Objectives:

1. Understand the Web 2.0 revolution, social and business networks, and industry and market disruptors.
· Web 2.0: Popular Term for advanced Internet technology and applications including blogs, wikis, RSS and social bookmarking. One of the most significant difference between Web 2.9 and he traditional World Wide Web is greater collaboration among Internet users and other users, content providers and enterprises.
· Social Media: The online platforms and tools that people use to share opinions, experience,s insights, perception and various media including photos , videos, and music with each other
· Disrupters: companies that introduce a signficant change in their industries, thuis causing a disrutpion in normal business operations. Consumer generated content is disrupting tradiitional media. 
· Is the service or product, simpler, cheaper or more accessible?
· Does the disrupteor change the basis of competion with the current suppliers?
· Does the disrupter have a different business model?
· Does the product or service fit with what customers value and pay for?

2. Understand the concept, structure, types, and issues of virtual communities.
· Virtual Community: A grooup of people with similar interest who interact with one another using the Internet.
· A virtual community is a social network organized around a common internest, idea task or goal. members interact across time, georgraphic and organizational boundires to develop realtionships.
· Structure: Communication (ie. email, chat room, web posting), INformation: (ie. search engines, member gnerted content), EC element ( ie. electronic catelogs, advertisments, ecommerce)
· Types of Communites
· Assocations
· Affinity Portals: Communites organized by interest
· Ethic Communites
· Gender Communites
· Cateringto young people (teens and people in their early twenties)
· Communites of Practice
· Neighbourhood communities
· Social Networking Sites
· Virtual Worlds
· Public Communites: Membership open to anyone
· Privae communites: belongto a company, association or a group fof companies and their membership is limited to people who meet certain requriements (. Private commmunites may be internal or external.
· Internal Communites: exist within organizations
· external Private commnuties: Include one organization and its business parners, government agencies and prospects
· External Communites are used for collaboration , market research , product innovation , or improved customer and supplier support
· 6 Types of Internet Virtual Communites:
· Transaction and other business activites
· purpose or interest
· relations or practice
· fantasy
· social networks
· virtual worlds

3. Understand social networking and social networking sites
· Social Network:.Place where people can create their own space, or homepage on which they write blods, post pictures, videos or music, share ideas, and link to ther Web locations
· Top Nine Social Networking Websites: 
· Myspace, 
· Facebook
· , Windows Live Spaces, 
· Firnedster,
· hi5,
· Orkut, 
· Classmates.com,
· Bebo, 
· LinkedIn
· Social Network Analysis Software: The mapping and measuring of relationships and iformation flows amoung people, groups, organizations, computers and other information or knowlege processing entities. THe nodes in the networks are the poeple and groups wheras the links sho elationships or flows betwen the node.
· identifiy, repreent, analyze, visualize or simulate, network nodes
· Mobile Social Networking: refers to social networking where members converse and connect with one annotehr using cell phones or other mobile devices.
· Two Basic Types:
· Coompanies that partner with wireless carrriers to distribute theri communites via the fefault start page on cell phone browsers
· Companies that do not have such carrier rleationships and rely on other methods to attrack users. 

4. Describe business-oriented and enterprise social networks.
· Business Network: A group of people who hve some kind of commerical relationship 
· Busnness Social Network: A social Network whose primary objective is to facilate business connections and activites
· Business Networking can take place outside of traditional corporate physical environments.
· Business Oriented Social Networking: refers to business activites, espically marketing and operations by which business opportunites are created through social networks of businesspoeple.
· Enterprise Social NetworksP: social networks owned and operated withon one enterprise whose members are usally the employees of that enterprise.
· THe Major Reasons to use or deploy a business social network:
· To build better customer relationships
· To improve knowledge managment
· To facilitate recuriting and rentention
· To increase business opportunities
· To build a community
· To gain expert advice
· to improve tradeshows experiences
· To improve communications and collaboration
· Types of Business Oriented Social Networking:
· Ryze
· The Business Social Network
· Viadeo
· AP Sense
· Corporate Social Networks: An increasing number of conmpnaies have created their own social networks for their employees, former employees and / or customers
· Enterprises 2.0: Technologies and business practices that free the workface from the constrains of legacy communication and productivty tools such as email . Provides business managers with access to the right informatin at the right time through a Web of innterconnected applications ,s ervices and devices.

5. Understand the commercial aspects of social networking.
· Retailers benefit from online communities in several important ways:
· Customers can provide feedback on the design of propsed or existing products on marketing and adveritsing campaigns..how well customer service and support are preforming..which can lead to improvements and innovaction for manfuactures and retailers
· Word of mouth (viral marketing)
· Increased Website traffic, inevitably brings more ad dollars
· Increases sales can from harnessing technqiues based on personal preferene such as collaborative filtering
· Advetsing usingSocial Networks, Blogs and Wikis
· Viral Marketing, Classified Ads, Job Listings and Recruitments, Specal Advertising Campaigns, Mobile Advertising, 
· Conservational Marketing:: customer feedback, 
· enterprise Feedback Managment: Companeis are itnerest not only in collecting information but also in the interaction between customers and company employees and in properly distributing customer feedback through the organization.
· Examples of Enterprise Social Networking:
· Finding and Recuriting Workers
· Managment Activiteis and Support
· Risk and Limitations when interfacing with social network:
· security risk
· bad word of mouth

6. Describe the potential of Web 2.0, Web 3.0 and Web 4.0.
· Web 3.0: A term used to describe the fure of the WWB, it consits of the creation of high quality content and service using the Web2.0 technology as an enabling platoform
· Faster, far flung connectivitey, riches way of interacting
· New Web Serives that work entirely within a browner window
· more powerfull search enginge
· more user firelndly application creation capabilites
· Artifical intelligence applications
· more use of 3D tool;s
· greater utilization of wireless and mobile social networks
· Web 3.0 Structure: API services, aggregation services, application services and serviced clients
· Semantic Web: An envolving estension of the in which Web content can be expressed not only in natural language but also in a form that can be understoon interpreted and used by intelligence computer software agents permitting them to find, share and integrate information more easily.
· Web 4.0:
· Unknown entity
· envisoned as bieng based on ilsands of intelligence and as being ubiquitious
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