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What is Web 2.02 - Anything but a buzzword!

Explaining the reality of the
‘new’ Internet

The Internet has entered a new, more
social, participatory phase; a second phase
if you like—a new, improved Web version
2.0. This paper establishes that Web 2.0 is
more than just a buzzword, but rather a
revolution of technologies that in their con-
struct are changing the way people interact
with one another. This is the first part of a
three part series that will be published over
the next three months as part of our
monthly article series. In the second part
we will look at some of the technologies
that are synonymous with Web 2.0 and in
the third part we apply these to the travel
industry to look at what is Travel 2.0.

Discussions about a new Internet, be-
yond just an information network, usually
refer to a group or class of websites and

The fundamentals of

Web 2.0

applications that exhibit certain properties
centered around the socialness of the new
web. Technologies (better yet services or
user processes built on common technolo-
gies) such as blogs, video sharing, commu-
nity sites, wikis, podcasting and RSS feeds
create a more socially connected Web in
which people can contribute to and edit the
information infrastructure as much as they
can consume. With a few clicks of the
mouse a user can upload a video or photo
from their digital camera and into their own
media space, tag it with suitable keywords
and make the content available to their
friends or the world in general. Elsewhere,
individuals are setting up and writing blogs
and working together to create information
through the use of wikis. This is the descrip-
tion of an Internet of user generated con-
tent; as opposed to information generated
by the marketing department.

Joy of Use
AJA

The Lon
Affilia

CS55-De

Web Standards
Microformats

Web 2.0 takeaways

Web 2.0 is not just technology

It is both about culture and aesthetics
People are very passionate about it
Implementing Web 2.0 technology with-
out the culture is a great way to mark

yourself a clueless suit

Remixing and mashups are a big part of
the whole Web 2.0 mystique

Most successful Web 2.0 endeavours are
focussed on community in some way

The focus on community, or servicing the
community, is part of the authenticity
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People Centric Web 2.0

Rather than Web 2.0; perhaps this
“evolution” of the Internet is better de-
scribed as People or Human Race 2.0. In
this participation age we are living in a
culture of exposure where getting noticed is
everything. The Internet is catalyzing a
new social structure. Search engines,
blogs, and viral marketing empower indi-
viduals at the expense of traditional institu-
tions like governments, corporations, and
media. Activities like search, downloading,
streaming, consumer to consumer com-
merce (eBay), and blogging all exemplify
the socialness of the new Internet. As this
new social fabric is being borne out in front
of our eyes traditional media are marginal-
ised, trust in institutions wanes, and brand
loyalty declines.  Social currency is the
new stored value. Social currency is the
value your peers put on your self-
actualization; including personal creativity,
problem-solving, and independence from
authority. The higher your social currency
the greater your perceived value as an
authority on a subject (whether it be your
star rating on eBay or Trade Me, your
number of Yahoo! Answer points, or your
number of friends on My Space and Bebo).

Time magazine’s 2006 Person of the
Year was ‘You’. Under the title of the
award the cover featured a picture of a PC
with a mirror in place of the screen, reflect-
ing not only the face of the reader, but also
the general feeling that 2006 was the year
of the Web - a new, improved, 'second
version', user generated Web.

Web 2.0 is not an obscure geek
buzzword. In fact, like the Time Magazine
feature the media spotlight is intense -
bought on by the profound challenges a
social Internet poses for traditional media.

The widespread adoption of digital cam-
eras, videos, and mobile phones, have all
contributed to a rise in citizen journalism
and witness contributions appearing as part
of news reporting. Newspapers and TV
are being forced to review how content is
generated and how to facilitate public-
input. For example, In the UK The Sun
newspaper now provides a single mobile
phone number for the public to submit copy
and photos, and in South Korea the
OhmyNews service has over 50 journalists
editing content regularly received from
40,000 citizen journalists. A fundamental
shift in people’s perception of who has the
authority to ‘say’ and ‘know’ underpins the
Web 2.0 ethos.

The Wisdom of Crowds

The book The Wisdom of Crowds by
James Surowiecki has been very influential
on Web 2.0-thinking. Surowiecki predi-
cates that a problem can be solved more
effectively by many operating within
frameworks, than even the most intelligent
individual few of that group. Tim O'Reilly,
the man accredited with coining the phrase
Web 2.0, explains the logic highlighting a
product called Cloudmark, in which users
identify spam emails thereby manually
building up a collaborative spam filtering
system that is outperforming systems that
rely on analysis of the messages them-
selves.

One of the many elements of Web 2.0
is the service called tagging, a service
linked explicitly to the concept of the Wis-
dom of Crowds. A tag is a keyword that is
attached online to a website, image or
video clip to describe it. There is no formal
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structure to the tagging process which was
bought into the mainstream by the popular
‘social bookmarking’ site del.icio.us., which
allows uses to link their own keywords to
web pages when they bookmark the site -
and then search for web pages via this
organic web of words.

Social bookmarking systems allow
users to create lists of ‘bookmarks’ or ‘fa-
vourites’, to which they tag keywords, ac-
cessible by all users of the system. At it's
core is the recognition that the collective
intelligence of the masses is captured for all
to use, so classifications and therefore
searches become richer, clearer and more
satisfying - all music to the ears of an adver-
tising environment. The process is often
referred to as creating a folksonomy (as
opposed to a taxonomy created by one).
Trusting users to find uses for data or other
web items via tagging or programmatic
interfaces is a major characteristic of a
Web 2.0 website.

There are two key concepts which
have a bearing on What is Web 2.0. The
first is the concept of a ‘network effect’ and
the second the importance of data. For its
application to the business world a recogni-
tion of the enormity of over a billion users
of the Internet as a network and as such the
mass marketing opportunities can not be
underestimated. Clearly, the development
of social online communities such as the
worlds’ largest website, My Space, demon-
strate how critical mass can become self
perpetuating. Moreover, given the deep
levels of content integration that occurs on
the Internet through hyper-links the network
effect is perpetuated in the Web 2.0 era of
highly interlinked blogs and data aggrega-
tion.

The Long Tail

However, there is an alternative argu-
ment that typifies the emotional and non-
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conformist view of Web 2.0ists that is re-
ferred to as the Long Tail Phenomenon.
The Long Tail is the title of a book by Wired
Editor, Chris Anderson. In it, Anderson
provides an example from music sales to
demonstrate how chartlisted albums receiv-
ing radio air-play dominate in their fre-
quency of album sales. On a graph, as we
traverse towards the right of the graph
album sales drop off dramatically, roughly
according to the power law curve (the best
way to conceptualise is terms of the 80/20
rule where 20% of a population hold
weight over the 80% - used often in the
example of wealth). The curve continues
falling away to the right following the rule,
but, and this is the crucial point outlined by
Anderson, only if there is no artificial bar-
rier (such as what is in stock or promotion
of other albums) to people buying less
popular albums.

However the web eliminates potential
artificial barriers and thus accentuates the
extent of the long tail - on the web even the
most unpopular music, obscure books etc.,
can make sales. From a business perspec-
tive, recognising that with the enormity of
the Internet even a niche market can pro-
vide exponential economic returns. Ama-
zon Books is case in point, while according
to Anderson 63% of sales offline are new
albums while on the Net they account for
only 36%,; and the long tail of search is the
targeted market for the online advertising
giants like Google Adwords and Overture.

Client server versus web servers
Programmers versus everyone

Geeks versus mass amateurisation

The Importance of Data

The size of the Internet means ever-
increasing amounts of data; and subse-
quently a recognition of it’s importance.
Some commentators fear that this datafica-
tion is causing us to drown - an endless
stream of information bombarding our
senses all day. Yet at the other end of the
scale our time resource is whittled away -
increased work demand, increased leisure
demand; and overall increased demand to
consume time. We are looking to tech-
nologies to simultaneously save us time and
fuel us with more information. The stagger-
ing scale of data is emphasised when we
consider that Google measures data in
petabyte (a million billion bytes)!

The new Internet focus is on the pres-
entation of datq; it is the user experience
which defines the success of a website in
the Web 2.0 era. Web Design has evolved
to ‘user experience design’ led by the evo-
lution of Rich Internet Applications (RIAs).
Referred to the web as a platform (as op-
posed to an application that runs exclu-
sively on your own computer) emphasis is
less on the software and more on the serv-
ice it provides. The delivery of Web 2.0
RIAs utilises a technology called Ajax.
Ajax overcomes one of the biggest frustra-
tions of HTML - time spent waiting for pages
to reload and refresh between page views -
by passing only small amounts of informa-
tion to and from the server once the page
has first been loaded. This allows a portion
of a web page to be dynamically reloaded
in realtime and creates the impression of
richer, more 'natural' applications with the
kind of responsiveness that is commonly
found in desktop applications. Ajax inter-
faces tend to be glossy, fast and have a
physical quality to them. Leading websites
are integrating easy to use RIA tools for
comparing products whether it be hotels,
flights, property or kitchen appliances; the



Social networking sites

such as My Space, Facebook and Bebo have struck a

powerful social chord. But looking back to the

Geocities home page circa 1996 we find the state-
ment: “We have more than 200,000 individuals shar-
ing their thoughts and passions with the world, and

creating the most diverse and unique content on the
Web”. Replace 200,000 with 100 million and this
could be My Space today. Today’s Web 2.0 para-

digm has shifted away from a relative set of terminol-

ogy such as cities, neighbourhoods and home pages in

the Geocities construct to a more direct access to the

individual and their whole social kaleidoscope of to-

days Web 2.0 communities.

use of rollovers integrate a greater amount
of deep information, and exceptional
search functionality. The value of a Web
2.0 website is determined in how the data
is used; truly innovative interfaces are a
valuable asset. For example Amazon, sent
shivers through the retail industry by patent-
ing it’s user review technology. Amazon
also records your book purchases and
combines this with millions of other buyers
to develop their recommendations engine.
These types of websites (long tail aggrega-
tors as Anderson calls them for their lever-
age of the masses) are using data to learn
and become better the more they are used.
A further element in the importance of
data is the sharing of data. In the ‘new’
internet the social underpinning goes be-
yond just open source software sharing of
the programming code to data being also
openly shared for use in many different
ways. Known as mash-ups, a term coined
by DJ’s referring to the sampling of differ-
ent songs to remix a new tune, web devel-
opers are taking data from many sources to

Mashups mix data from different
sources to create websites achieve
the users real goals

create new websites with highly desirable
results. An early leading example is Paul
Rademacher’s HousingMaps.com which
combines Google Maps with the USA-
based Craigslist of flats available for rent.
The new Internet is a confluence of
social and technological movements that
are shifting the balance of power from
marketing spiel to the consumer themselves.
User generated content and communication
is fundamentally changing the rules of busi-
ness. Technology and social changes are
creating a potent mix of forces that will
transform the way all businesses - not just
media firms - operate, create products,
and relate to customers. At it’s heart is a
value shift from ownership to experience.

The Same Internet?

Finally, before tackling some of the
Web 2.0 technologies in our next article
let’s hark back to an earlier suggestion that
perhaps Web 2.0 is People 2.0. The story
says that the founder of the Internet, Sir Tim
Berners-Lee, vision was very much of a
collaborative workspace where content was
for both reading and editing. The first de-
velopment by Berners-Lee was the project
management tool, Enquire, which allowed
documents to be linked together and ed-
ited. This evolved to the World Wide Web
and a browser that could view and edit
pages of marked-up information (HTML).
However, during the go-live from the origi-
nal development computers the ability to
edit through the browser was omitted to
speed up the uptake by users. Subse-
quently the first commercial browsers Vio-
laWWW and Mosaic (which became

Netscape) continued the omission, creating

an Internet of pure brochure ware. In this
regard is Web 2.0 simply the realisation of
the promises of Web 1.0 now that we fi-
nally have bandwidth, technology, devices
and infrastructure? Is the technology lead-
ing the social change or are social currency
and reputation fundamental human traits
and the “new” Internet simply facilitating it2
Perhaps it was simply a case of the Human
Race being only at Version 1.
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