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yourself Web 2.0, just do it.*’

=+ P-&_Web2.0

2005 5 9 ] 30 [ I » O'Reillyf (£ * FilCEO Tim O'Reillyst & %
£'Web 2.0 Cﬁﬁﬁﬁud/ ?ﬁWhat Is Web 2.0-Design Patterns and Business
Models for the Next Generation of Software?'

Tim O’Reilly %V [[1/7 %F Web 2.0 De31gn Patterns ° ‘;ﬂfﬁ?“ﬁﬂ

TRV HC (ERL i TR JLH B SRR PR,

The Long Tail

Data is the Next Intel Inside

Users Add Value

Network Effects by Default

Some Rights Reserved.

The Perpetual Beta

Cooperate, Don’t Control

Software Above the Level of a Single Device

T+ 7 > Tim O’Reilly Elmﬂ“' ~ X Web 2.0 EJJ‘ IR SRl
ORI Web 2.0 » HHLAS FAH I 4 Rl JE[EEI
-- Control over unique, hard-to-recreate data sources that get richer as
more people use them
-- Trusting users as co-developers
-- Harnessing collective intelligence
-- Leveraging the long tail through customer self-service
-- Software above the level of a single device

-- Lightweight user interfaces, development models, AND business

*% Hinchcliffe,Dion,(2005) { 10 Issues Facing Web 2.0 Going Into 2006 ) ,

(http://web2.socialcomputingmagazine.com/10_issues facing web 20 going into 2
006.htm)

AR
http://www.oreillynet.com/pub/a/oreilly/tim/news/2005/09/30/what-is-web-20.html
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Web 2.0 — 7195 f5 ¥ Tim O'Reilly % ( Web 2.0: Compact
Definition? ) Hq:ggﬂ .22

Web 2.0 is the network as platform, spanning all connected devices;
Web 2.0 applications are those that make the most of the intrinsic
advantages of that platform: delivering software as a continually-
updated service that gets better the more people use it, consuming
and remixing data from multiple sources, including individual users,
while providing their own data and services in a form that allows
remixing by others, creating network effects through an "architecture
of participation," and going beyond the page metaphor of Web 1.0 to

deliver rich user experiences.

Media=*Web 2.0 34 ¥ Richard MacManus® T;T%’}j@i'ﬁ[ i~ 2 Blweb
2.0 “fHEHEHTWeb 2.0 ot FuE ¢ >

John Battelle: "eTech is where the seeds of new and interesting

22 ('Web 2.0: Compact Definition? )
(http://radar.oreilly.com/archives/2005/10/web_20 compact definition.html)
3 web2.0 workgroup (http://web20workgroup.com/) Z*Read/WriteWeb
(http://www.readwriteweb.com/about.php) E’J‘F’Q *E‘?f@ﬁﬁ ’ ﬂ‘%%???{ﬁlﬁ‘ b
(http://www.readwriteweb.com/about.php) °
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technologies are first discovered, whilst Web 2.0 is where they take

root in the soil of business."

Kingsley Idehen: "...a Point of Presence on the Web for exposing
of invoking Web Services and/or Syndicating or Subscribing to XML

based content."

Wirearchy: "According to the experts, Web 2.0 is on its way to
the workplace soon — it's an infrastructure that's decentralized and

more open than that which exists today."

Jon Udell: "Don't think of the Web as a client-server system that
simply delivers web pages to web servers. Think of it as a distributed
services architecture, with the URL as a first generation "API" for

calling those services."

The World 2 Come (talking about the Web 2.0 Conference in
October 04): "The conference will debut with the theme of 'The Web
as Platform," exploring how the Web has developed into a robust
platform for innovation across many media and devices - from

mobile to television, telephone to search."”

Deep Green Crystals: "The next generation of web applications
will leverage the shared infrastructure of the web 1.0 companies like
EBay, Paypal, Google, Amazon, and Yahoo, not just the "bare bones

transit" infrastructure that was there when we started..."

Jeff Bezos: "web 2.0...1s about making the Internet useful for

computers."

computeruser.com: "Yesterday’s challenge of producing elegant
and database-driven Web sites is being replaced by the need to create

Web 2.0 'points of presence'

Adam Rifkin: "They don't see that the power of Weblications is
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that "simplicity and flexibility beat optimization and power in a

world where connectivity is key", as Adam Bosworth put it."

Mitch Kapor: "The web browser and the infrastructure of the
World Wide Web is on the cusp of bettering its aging cousin, the

desktop-based graphical user interface for common PC applications."
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Paul Boutin, “Web 2.0-The new Internet "boom" doesn't live up to its name. "
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~ ~ 3 8 Blog ¢ 7 (Blogging Instead of Doing )

1 ~ %2 o @A d (Not Facing Hard Truths )

L ER* fE T 42 7N 3K 3 1058 ( Adopting The Lightweight Creation
Model )

Web 3.0 ¢ & &4 ?

WA e % 1% PCHome online 51 % 247,
=R EL Web 3.0 IO G 2T o1

Web 3.0 LA @584 7 iPod ~ Skype TR 2 141 Hi s
F i SKype ?TI"E?'T%‘&W‘( R R AR o ERY Y Fé, Fu iy 5 S
ﬁ'}'ﬁFﬁEﬁW By 2~ ERPE - PR IF—TJ’FE’JT' REIZETRR NS C I Vi 2
4 IETEE device ﬁflﬁ J*E*}“ﬁ

pIgt - Web 3.0 Al e fr e v i T S F e A’Sf’i%fﬁ'ﬁ S
R SRR 8 % fﬁ’H‘ﬂ “RITEE Al R o —
B ARl e z@“—’ B3nE i%ﬂzvmﬁvﬁﬁ”é"#""i i E g
R oom AR DL S ARM il 5 T HUERY guide = review BT
BEAMRIE ! » HBIPY Nate fibpl- W@F,ﬁ 2.0 H=ap J?(ﬁfﬁ

BRI - A PSR R RO 2.0 A BlEY
P IAES > RLESSEER 3.0 ;—{ﬂy; fl, ~ BRI -

BTN VI L BIBE S IR Bt Web 2.0 S A

Hip A mgER g -m%\ AFHTHEEERIAERE? Jm;‘v_ﬁi‘bié’;—;}
Wodrk A K EHF A A3 e Web3.0 it Bij— T § 7R S AT
B o g i & o)

I Pt iR (B 1.0 F S pud$ - 2.0 [ o)
L 7FIR * Web 2.0 fi Jﬁw FoTEREETE | o PIGPEVRIPN AT RS |

> f* flhttp://cLitri.org.tw/webx/
index.php?option=com_content&task=view&id=17&Itemid=36 o

TR > (Web2.0 Hify (=) FFPES )
(http://www.digitalwall.com/scripts/display.asp?UID=342 ) > 2007/04/06 -
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s = gk mmﬁﬁ’@@Tﬁﬁﬁ%%Wﬁ@°WFﬁﬁ
' rfirf L{fg@ ST BRI L i | (e
(i 7 LARRRERE P 1 T A U R - LRI
BOERREET » SHRRL T ) o SR GRS A
3@§W@Mﬁﬁﬁﬁ%°ﬁﬁj@%%&N5¢VEﬁQMF?$

fRm 1.0 0 SEIERR = fAlR i o

=t 2.0 ﬁJiJDE’Iﬁ"J Google - %E"“ RS :”Jjéﬂ’?%&‘f‘l'[ﬁ‘ > Si I
é‘%ifﬁﬁﬁa‘ NI R > PR i

B 3.0 1 P2P fldm s VISR L = F 2 RTE gl A
[ S

BB 3.0 : FRPPEEE S « DE R AR R A LRENE ¢
: WL 2 T F RS
2| ‘ - = HEL
gr i
S
R i Search! LEEEearchl
g g
oL e
HELA EBEFF &8  httpifchinadigitalwall com
Tony Patton™

2 fhd “Fﬁ”é‘,ﬁ'{ﬂﬁfﬁ*ﬁhckr (http://www.flickr.com/) » {AET [ 1Nz %}H’ﬁ'*ﬁ 73
K AR ) p%ﬁghﬁ%}’& ERR RS AL A, o p&iﬂrﬁ“ ? gﬁ*ﬁ( Social
Bookmark - {J[J[I5_[gdel.icio.us )
¥R - (Web2.0 iy () S 3.045)

( http://www.digitalwall.com/scripts/display.asp?UID=346 ) > 2007/04/06 -
> Tony Patton { Web 2.0 ™~ — 2 B L1H ’T_}fE ?)
(http://taiwan.cnet.com/enterprise/technology/0,2000062852,20113892,00.htm) °
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T - Bk Web € AP A K AR 7 - B ommE e
BT AL AR AR Mo AR PRI T
A fRACEF ORI RL > Tl ARKAR S 0 A T 5 D] Web

Tim O'Reilly is the founder and CEO of O'Reilly Media, Inc.,
thought by many to be the best computer book publisher in the world, and
an activist for open standards. O'Reilly Media also publishes online
through the O'Reilly Network (http://www.oreillynet.com/) and hosts
conferences on technology topics, including the O'Reilly Open Source

Convention, the O'Reilly Emerging Technology Conference, and the Web

4% 31 O'Reilly ,Tim (2005)"What Is Web 2.0 : Design Patterns and

Business Models for the Next Generation of Software” >

2.0 Conference. Tim's blog, the O'Reilly Radar "

(http://radar.oreilly.com/)watches the alpha geeks" to determine emerging
technology trends, and serves as a platform for advocacy about issues of

importance to the technical community. For everything Tim, see

¥ JFU S 5 (http://www.oreillynet.com/pub/a/oreilly/tim/news/2005/09/30
/what-is-web-20.html) » [ F" 4 & =17% Eﬁ’ﬁ%}ﬂl@%¢ AT
(http://www.enet.com.cn/article/2005/1122/A20051122474593.shtml) > I'} 7&/%?"?%‘,, Fly
$3EFY > ' fl(http://www.itmag.org.tw/magazine/article single 138.htm) - {%{&
F 1Y g.01g g
PR PIETT ISP SR 2 A
36 A" L (http: /tim.0rei11y.com/pub/au/27§

o
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tim.oreilly.com (http://tim.oreilly.com/) .
(What is Web 2.0) by Tim O'Reilly 09/30/2005

Féf%’\ "Web 2.0 | ;ﬂ?hip,u » fLTE- OReilly =2 MediaLive & ﬁ]‘ i R
:fﬁﬂ% IEJ > O'Reilly *F F' H JF VARAEZE] Dale Dougherty » 1= Hi |
_ I[—{qiﬁh > E[ <{-—2001 o ﬂFﬁ?ﬁH’?* *I/ ,,L ’ :r %ﬁfjiﬁf};ﬁlﬁéajlﬁﬁﬁfﬁ

CHoRL e PR R (LCOMY) B pIVRE & oAt~ il > e |~ U
E’!" lﬁpi_l[ HifRER (LCOM) i - A folpiva ﬁfj“ﬁﬁﬁﬁ%ﬁ Ay H
FHIPTRCT Eeag FE R B RFEEL T Web 2.0 pﬁi‘?i& (HE S
Web 2.0 U3 =R Rl 7320 | ) 2 AEE F-aLDElE % Web 2.0
ORI

SRS ’Web201FL E,ﬂ’@’?l VIRHT o TENTIIRE JJ\E‘A}FIJ@&:\‘J‘#LEI
éf‘jff—:—“ ?:t"uﬁﬂ | UL~ PET RV T S o [E F\Il?;i FF"'?,
F“Jfffg}'“'F FIEEEAT) Web 2.0 sefiefioffns o -

PITNRFHEL T Web 1.0 2 T web 2.0 [UFiE :

In our initial brainstorming, we formulated our sense of Web 2.0 by example:

Web 1.0 Web 2.0
DoubleClick --> Google AdSense
Ofoto  -->  Flickr

Akamai -->  BitTorrent
mp3.com --> Napster
Britannica Online -->  Wikipedia
personal websites -->  blogging
evite --> upcoming.org and EVDB
domain name speculation --> search engine optimization
page views --> cost per click
screen scraping -->  web services
publishing -->  participation
content management systems -->  wikis
directories {taxonomy) --> tagging ("folksonemy")
stickiness --> syndication

The list went on and on. But what was it that made us identify one application or

O'Reilly 755 Web 2.0 gBfivGie CUFph » =4 BL% 2 AR 4 [
ELSFRLT > (REVHE ] i Web 2.0 RLiH e » L = AR RL © -
e HE EJj ¢ Web 2.0 R | » AU HiE T 1L {5 ﬁﬁ’" KR Napster .

BitTorrent » [X[F=O'Reilly 5 H%‘HT} Web 1.0 == Web 2.0 pUEfik 1> §511
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- ; R -
e %ﬁ R £ F "1 (The Web As Platform )

rJ Iﬁlﬁ‘fﬁg HEE (Harnessmg Collective Intelligence )

e[ £l ™ — [ "Intel Inside ; (Data is the Next Intel Inside )

i ’I??‘E‘v‘[ Al U2 FPE (End of the Software Release Cycle )

PR A = F@ﬁﬁ'@“ ( Lightweight Programming Models )

'?F,J - %{f‘%,‘ FlfJﬁf{'?E ( Software Above the Level of a Single Device )

SrH i [ H YR (Rich User Experiences )

.\‘.O\.U‘:';.“’!\)._‘

L eRRBFHARG LT D

E%iﬁﬁfflﬁlf'@?‘*ilﬁ@ﬂ%ﬁz B> Web 2.0 203 B i s
i I'Eﬁ = [#E1 8%~ (gravitational core) ° ' H“'Web20ﬁu
R FE— 32 TURLH = T8 | (aset of principles and practices ) >
ﬁljrﬁk_p [=F %ﬁﬁfﬁﬁﬁgg&;gg«[@ 7 g@;@fﬁﬁﬂﬁ& %Fg 'J’\%EF'EJ_JEF;LE?
U (EREE= NP 2 poAg & o (05 7 T — AV IRRE -
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EL LS 4
nsh s LA F 6

L LE B i
"hCEMTTEIR

Mkomnensenn
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"ﬁ%’\'f"" Web 2.0 ElfJﬁﬁfZH =0y Q%"ﬁ' (meme map ) ° L7 O'Reilly ﬁ%’ﬁ%}
- SPTE A ] B FOO PHHET & IR s S e ey o SRl
lﬁrrﬂgﬁﬂsﬂlﬁ ViR o LS ENFRLE Web 2.0 Ry “ffl /H’?ﬁ?” =5
[ o

el )N = R p K BT Web 2.0 Web 1.0 VR
EIHVRIZR o

% b]— : Netscape £2.Google z. Fent i

315l Netscape fL Web 1.0 fff[RE Aoi » ﬂﬂ’ﬁﬁ Google F[[%l- Web 2.0
BRI -

Netscape @;{L— _Iﬁl:lﬁcgi;,tfj F'J F”g*hﬁj&?ﬂq il f' |%|FEJFIJQFI
S L ~%iwﬁ“%“’ﬁﬁwm% LB |
R T ﬁilﬁ A E RS I upﬁbés | > T

P A FLF”EIF'@’A%E'J@# etk N g PRy ST
(~W%WEPCﬁ%m%)

Google [I[Jf§-— Jﬁfq_’_ﬁii FuAfgE s T‘éﬁjgﬁ9é§'£ kL
ST L afﬁﬁﬁwrﬁiﬁw%@[mﬂwfﬁmaay q%‘
P PR ORI 15RO R s
hE&@W%g’PE@“ I PR FI R R
ﬁt%ﬁ”ﬁ%ﬁ Fﬁuﬁ[ﬁl“ fi B - Google '*“ﬁﬁh”s"rl I fER LY

(AR as - b ORLFIP = ARV R 0 2 BRURASEY TR -
_Hht ot fglq',J;DEgEllj%:Jrﬁ GRSV T 1

Google ““F15! i~ “HHFEIH RS- = = T1kL Netscape = E |1V £ 7F]
TIFTE - Google T FLRLETHT S/p & SIS RURLEITfoevh]
e E OPRIBAETE T A IR DR R B e
TR RS EET | R o 5l B 1 Pl DR R PR S5 APLs
RSt > 23 I+WF*€JE‘E' PUESHURR T Sife sl Ra A5 e > PUFel f
s oo (ﬁj nT;'I:’ e *L'E%' E*?Hﬁ”ﬂ (R ﬂﬁ%ﬁﬁ?ﬁ‘fﬂ H F‘&FIJH
e g T RPN » SV SRR O bﬁ R
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% 5= : DoubleClick ¥2. Overture 2 AdSense 2_ F et &

DoubleClick [ 1544 liﬂﬁﬁ:’_ "Jfl P ES F?E’F,IHWI#\ AT
jjq_uu,ﬁﬁ,[,’?wlﬁllﬁjj > (R Yahoo' H Jf&zsujffﬁ ( Yahoo! Search
Marketing » #iRLY FijfY Overture ) > Google fiY AdSense ?" i e RS
RURRSS - PUFy ~ S GO T, £ S £ STR 5 - Overture
1 Google IV ErI" | 5% s> VAT Chris Anderson El’ﬁ%fﬁﬁl@ 2= | (the
long tail ) # &, -

1 Web 2.0 [ T FIR SRR+ 911 eBay Biifi-
T VGBS (=9 1 197 TS R S BT - o) 7 o
_[*}'EIEE"_I'—'«T(‘ EJ: o

Web 2.0 :”Y,?:F,/&IFEJFI URL T BRI S s ;wg,gFJqFjr
PR AR %Wﬂ‘éﬂv?f?‘i g wi«f% RS LR SO
Ho P EEEPECAEIURIR]H o (The Web 2.0 lesson: leverage
customer-self service and algorithmic data management to reach out to

the entire web, to the edges and not just the center, to the long tail and
not just the head. )

% = : Akamai & BitTorrent 2 fF et fi

Akamai F”FF?%{ SE TR RL bIrrjj—kFlJ-PFI‘FIT ;;ﬁ,n_éﬁ pJE‘J
L }"F]ﬁ[ﬁ,{-i—]/&[j[ | #7 R [EIREFH Jr*,u&}'p JEELF i SR HFFW S
RISV s

BitTorrent FI[] k! ﬂxgﬁ;ﬁ%ﬁ‘( P2P) ﬁtﬁ*}‘?—ﬁ‘,ﬁi?“ NS S L d
AR T B > B [ [ A~ f}l’ﬁﬁ@%ﬁ °

BitTorrent &g+ — f[ﬁ*%%%lfl Web 2.0 R[] - &% iR > Py
?g'lgﬁ%ﬁ@fﬁ Ri#= (the service automatically gets better the more
people useit.) - gl Akamai 1B prﬁ eI Ed qﬁﬁ'ﬁf’f’{ @ffﬁﬂj‘ ;
£ b BitTorrent 95 [FTRLE TESFR G P HEE | perifl o jﬂ?ﬂﬁ S s
s %EDF% ( Architecture of Participation ) | fl— FEF 1T} E*%lp JF [ IEIF'J
B Wi SRS SR 8 R AR 2
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Elﬁfﬁ Fle e [P &l

2. SATHMAE

Web 1.0 i f*“ﬁ%ﬁl’?&ﬁlﬁ'iﬁm I i’ﬁﬁ@*& Web 2.0 i |'435J il
Ff“?ip J;Fﬁmﬁf[ N JEIfF"J": pJHI ur}glglﬂi_ FIE e TAYR Fﬁ?ﬁ‘ulﬁ:fﬁflj
ERRR]Y o iy S e S [ SRR EEE - R fﬂ R )P R g
e R £' EIEQ WA PR ERpEehl 2 al o raltE O e Y
& ?ﬁ Yahoo! ~ Google - eBay ~ Amazon = Barnesandnoble.com ; & #
HIlkL Wikipedia - del.icio.us ~ Flickr + Cloudmark 3~ - ?‘%\ﬁﬂ FpRL -
e Web 2.0 [5 {3V IR 7] S0 Jlliss i ORERE - 0 e 1o TRt
Bk fAiEE 3k - (Network effects from user contributions are the key to
market dominance in the Web 2.0 era. )

ME R 2 EMIATE (Blogging and the Wisdom of Crowds )

Web 2.0 [ {3 A b RLIIPH] B — SERLHEASIO0HE - HR
) 7i35‘\%fﬁ§dfs‘ﬁgp kf" L Eﬁ%ﬂ’f/%g‘;ﬁww% JV— kL RSS H: e
RSS 055 1 3fls ,;[ﬁEIEJ[gﬁn FBE S BV Y
J‘JfﬂFJjFDFTTEJELJ?FﬁEI[ FL F’?EIFI*J Rich Skrenta °13 fﬁ?{ﬁ*ﬁ't i 7
?E'“‘ﬁﬂ"  (Incremental web ) » Kl & * FI[[FE 1/ £, riﬁ%’[ﬁ*ﬂ‘ (Live web) -

— {[&* RSS &kﬁfUp J%,@g@%;g (Bookmark ) g5 ff— A FIfysgad » R
A AR AV R -

SRS 1A Gl IEL RS i ST Rl B el R (A e (N R
{E{"i_%iﬁ*é‘rﬁw HWE‘ lﬂj’ TR e lﬁﬂ F,Ji_qﬁif##“[/ N Fuwﬂ' ,
R [l e AR gt Web 2.0 poti] pil [l Eﬂﬁ“‘li_ Dan Gillmor
*EJJ/ By T IS IMERLER G ) (We, the media) [ 4 > T‘H%Juﬁﬁti_
FIfe P o P FIRLIA S T 7 B R TR DR - o R TR
By -

—.E

3. F#E T - ® "intel Inside
TG B S E RO R R ,?ﬁ[héj— I’[aigfiﬁfmgfﬁ
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l

I SR HEINE ¢ T ? T
EJ]: o Fe ] dEETRE ’Ehj:ﬁf‘ﬁ“ﬂ B PO I AN

P TP RS RS IRV BRLE T B [ ﬁ]f%'ﬁ“lﬁﬁd
o YR PYED El‘[@ﬁﬁ@['fﬁ] Intel Inside — 4% > FF'IJB“?‘ N puRy b oo

=EIb Eeﬁ[ﬁ%%qﬁq W] | e e AR A o R
AVEIfel 15‘}[—Jf}‘\:’f BESTRY P o Amazon AU RUE Ig‘rﬂ’_ﬁ[g‘ﬁ“‘”l?ﬁ@[l
Barnesandnoble.com ™~ *7 [F[ » s i’ﬁl?ﬂi R.R.Bowker ##{i{ iy ISBN
@ <R [ET [ﬂ FY£L > Amazon.com & T %f‘r‘\ﬂf ] R }%L ElerR o
S AT R O3 B~ 18R T R R
RIEIflfRL > MRS iﬁmﬁhﬁvl HL'ﬁTﬁ:t AL ORI
ﬁ:s‘uafg:Amazon 2238 a= "Ej‘j:j:*’);iytr, F)}EJ—FUTF ‘}éxp e %[1\@ > Amazon
T EHER 'ﬁﬂﬂ‘i ASIN ZER 5 > i STrplF) IspN Wﬁﬁ , i
AR IR A PALE ISBN » IR Al - vk .
Amazon E 351y Ty F“Vflﬁu FUQ PRl

AEEYR - 72 ?ﬁ% Nl e | e S H S ]
A PR R TR %%#‘ﬁm ° IHE‘W:P g Qe
R p P R L Jpr ]‘E;MMF] T 4[@

0[‘%’#’?1@,‘3’?(’?51@?‘?&'1&‘lﬁf&”ﬁg‘iﬁéﬂﬁfﬁ%ﬂﬁéﬁ%l S e

e EW@L@;&/ CETH R RS vl g [y
;8 /ﬁﬁ' b - L BRTRRIFT SRR IR (Wikipedia) - (I
fit (Creative Commons) - I'| Ml #IF & U[1 GreaseMonkey ?BFV N
HE] > A HERI B - SRR e VR DR PR

4 BHABHAINEH

(/Ujuﬂ'ﬁ:f Google #I Netscape .V ][ E ﬂ%{ ’ “[ﬁ" EST P prf e J
B I B BERLY VIG5 » 2 e S
AR I\ "B F”FF9§[»ﬁTL§§1EI"\E'WE

pP¥FELEL L 4 (Operations must become a core competency ) :
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e

[17 @Fﬁjﬁﬁi’r T P o IR
o R T RIS R P LR
FTERE 557« I Google Sf1T SIS TR
G RS 1 SR T 4 B
TP D S B R i
o R O B R -

y—
‘_,_.

& * —ﬁ PRy EXFEE —g (Users must be treated as co-developers ) :

HIRCRURAY EiF, T B 2 SR, o A 2 R
M= T o mpuEt o 45 | (the perpetual beta) -
S B R IR i:{gmﬁ B o o BT B
SR s N RV T R ] -

T EﬁZDnetE@?\E}ﬁE{ﬁ (il ’I?JE’) b = 7 P Google rf%’(ﬁﬁ’
Fllfpﬁiﬁﬂil@%lﬁl HIRER s = F AR JGoogleE'[Jlﬂé%@ H
J—\?ﬂ T AR Iz: IFIJF%qEI{E"_l[t%i%L °o |

5. #EITefg ;8 % B0

— RIREEE TS ey WA R SRR R [y T~
%ﬁE‘ETEJF Flfﬁg/l =Y j\lq%*:f » RSS VAT Ry EREH | ﬁ? ﬁ/FILJ;T ElﬁqB7jj
SERLD R < 5 BP9 TE RS ) AR - (R T EIER
(E3ERE R
T S B RO

LAFETORSERRFRG > 3RSt s o 0 L gy
AEE AT = AT B RLEL I B E‘IFTJ [ o w2
m’ﬁ"{g’:gj‘u]i;l ) ’]j&lw E[ ;JFIJ@BE% R T | Fl H *E[%ﬁﬁlf‘ S
AFVRT £ Web 2.0 % JUGRAY IT RIS HAE - ATLE = |

> Wainewright,Phil { Why Microsoft can't best Google )
(http://blogs.zdnet.com/SAAS/?7p=13)
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2 . ¢ f# (Syndication) » @ 2£42%#% (Coordination) : ETT@'F{FILJ‘[ﬁE' AR
i) RSS == REST ERFLHHVAfEE 1755 - AL AR YR [ ﬁﬁf i
UEN O =R i SR S LT T

3.k B#’ﬁ‘&—%’ & ¥ %iEd (Hackability) 2 v £ %] (Remixability) : 4{
Ve U Eop A= TP 5 o s P poalg e Ty FL k)
A VR E AR e 1 2P [y [Fl Al E A (Creative Common )
F: ?E—{IE s TR fff Uif#F], (some rights reserved ) - FEISEFSAUN EAY

TE JE’?E ?F@?[J (all rights reserved ) » i 5F o

2 %35 41%7 (Innovation in Assembly )

SRS o VIR OB R R - SR
(nghtwelght business models are a natural concomitant of

lightweight programming and lightweight connections. )

Web 2.0 H1— l'[*'l?ﬁ%ﬁﬁ LI > 2SR 8% T A2 eV 4]l#r ) (Innovative
in assembly) ° FJIFFQ ,pﬁ A T i’ B JTgEH]f PRI - %Etié?ﬂ F‘f‘ﬁ&
7 ZOARAE > Rkl & PRI > R R g A e
SRR - W% 2 AT Dell IRALAGRIGBE b ] -
- & AR ﬂ'w FTE il < PR BT S (R R L R
RS il > 25 (PO S9BH Web 2.0 [ % > IR 50 ﬁfﬂ“ﬂ
9 M RIS Tl I ERRpe s 55=

6. AZAZE - XE HH
Web 2.0 i) ) BRL T (RIEUS i~ FERET £ F = (One

other feature of Web 2.0 that deserves mention is the fact that it's no

longer limited to the PC platform. )

7. EF R Fg R

RI7E 1992 F Pei Wei IV Viola T&ETRS Eﬂj RE fﬁf‘%‘;ﬁﬁlﬁ}@ﬁ%ﬁ o
Fi% T applets | (RIS AR PafE ) 1) 10 H P2 EOY - 1995 5 Java
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L BIECEHEH applets ${F o 4 JavaScript 2 DHTML I #5538 4]
'J‘F’fjgjﬁiﬁﬂﬁi R R I‘Ij?:E LH T EEE @F' HpuaERE

i ’*\Fﬁ%%ﬁj %»WEB Fﬁj}fgﬁj y — @[ %] Google Hfif Gmail -
I Google Maps lﬂ?ﬁpqﬁﬁ'ﬁ"r@' PSS T
W SRR ?EMEE V1] - Google T [fi9 7
%[HT@P“ 155 AJAX > Adaptive Path [ﬁE’éﬁF F g f[ [p~ Jesse James
Garrett 7+ % B ngp F' g‘ gl flIE 0T AJAX LRl PR HvE Eo
S RLBERL ST £ 55 o ST o TR R AR o R 7 i p
AoRI% - AJAX EIJFA :
o FH[fR¥ERY XHTML #1 CSS [}l (standards-based presentation
using XHTML and CSS; )
o W FPIFFMIEIE BT T @ (dynamic display and
interaction using the Document Object Model; )
e "| XML == XSLT “{&=e¥R| L% (data interchange and
manipulation using XML and XSLT; )
e ''| XMLHttpRequest 3%~ E’Efﬁﬁﬁ TRV ; (asynchronous data
retrieval using XMLHttpRequest; )
o M] JavaScript K FiEI| ';ﬁZﬁ o (JavaScript binding everything

together )
AJAX fL Web 2.0 =" i Jrﬁfﬁ%li IS EE T - U IR
fi P'fﬂﬂﬂ?ﬁ O AR T P R A B T *IWE P

Sl J;Fﬁm&@nj .

}Jpjf.\_ ; j‘ﬁ yERAR: IS =t pﬁflj 090 & [N PogH Hﬁf«ﬂl
Netscape?ﬂ éﬁ’ﬁlﬂﬁ'@j?%’\ﬂ’tﬁ'ﬁ[ NI UF'LJE'EF‘J il [‘ﬁﬁ Ejj: Al
A BV G SRR T ARSI R I O R i E IR
PUTET g g R =1 > 5 LIRS Y JARYE e o R Y g

Web 2.0 2 & s o 35 4

Web 2.0 7 Filfiof) - l&_,mﬂ\ﬂm :
o SRS [y PRLBAERE {0 A SR LS



38 Faik & 57 5 (13)

( Services, not packaged software, with cost-effective scalability )
o PLHIPRAGHY ~ BB F SRR IR R 8 2 b R AR
YR (Control over unique, hard-to-recreate data sources that get

richer as more people use them)

I-—‘If

° f ['E[l HHELH [ﬂ HEF 58 ¥ (Trusting users as co-developers )
o XML MIIE FE‘ =t (Harnessing collective intelligence )

% ’F”ﬁ[ H i‘»fﬁ SRR

( Leveragmg the long tail through customer self-service )
%@%ﬁ Fﬁ;@E SHi JF}EITgFI

( Software above the level of a single device )

TRV R T s BEAEASLEE o R =Y ((Lightweight user

interfaces, development models, AND business models )

VPR E TR AL Web 2.0 R RS i) B BRI
e kL HE |t fﬂ?m & LIRS FE R r:t'|~ TR E I |[a{TJﬁJ£E§Hu?§
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More than 40,000 documentaries have

bean released, according to the Internet

Movie Database. Of those, Amazon.com carries
40 percent, Netflix stocks 3 percent, and the
average Blockbuster just .2 percent.

Documentries available

Amazon.com Netflix Local Blockbuster

Online music services don’t incur
packaging, distribution, and retail fees
- and they should charge accordingly.

CREATION COSTS

$7.46 |wmd divided by
12 tracks

b2¢/track
PRODUCTION COSTS

17¢ online
delivery cost

$7.76

$15.21 79¢

per CD per song
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Frofit threshold

for phiysical stores
(like Tower Records)

Profit thrashold for atores
with mo retail overhead
like Amazon.com|

Profit threshold for stores
with no physical goods
(like Rhapsody)

Just as lower prices can entice
consumears down the Long Tail,
recommendation engines drive
them to obscure content they
might not find otherwise.

Amazon sales rank
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Hinchcliffe,Dion,(2005) (10 Issues Facing Web 2.0 Going Into
2006 ) ,( http://web2.socialcomputingmagazine.com/10_issues_facing_

web 20 going into 2006.htm)
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The Key to Web 2.0:
Explicitly Leveraging Network Effects

mechanisms:
lowebamier participation

. . connedtion enablement
connection type=s unique usger-built data sources
content (blogawikis) o small pieces, loosely joined

people (zocial networks) \3-':'\ N applications as platforms
group aclivites (i.e. Katrinalist) - ‘:\d \I’O‘ syndication
\ -;\9"‘ ﬁac{':? feedback loops
N
L @O0

Source: htip:/fwebZ wsjZ com

community creation/growih
process invigoration
fostering/harvesting innowvation
attention (e=p. advertizing)

A3 ep ¥+ (Explicitly Leveraging Network Effects )

© %ﬁﬁ?ﬁj ( connection types)
H %’7 (content) : (blogs/ wikis)
~ (people) : (ﬁﬂﬁ?ﬁ?é Social Networks )
il (group actives) © (Y[ : Katrinalist )

© J[%‘}ﬁﬂ ( mechanisms)
=== AFME  (low barrier participation )
'35 1% (connection enablement )
FETRLERR I S UpE— YR (unique user-bulit data sources )
R REIEES %ﬁ?ﬁ%@?ﬁ ('samll pieces,loosely joined )
£ BELpsEie ] (application as platforms )

A7 [~ (syndication )

g [ BB (feedback loops )

© [”F'? i f 1A= I(Jvalue target(intent) )
R E =Y X (community creation/growth )
ik = (process invigoration )
i"Fﬁ &/ All#Fr  (fostering/harvesting innovation )
| &= di (attention )
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A profound change is happening on the cutting-edge of web
development: we are relinquishing control of information. No longer are
sites working independently from each other; no longer is information
sitting in 1solation with no interaction between sites. Rather, the best web
programmers are now creating sites that allow information to be reused
anywhere. It means instead of having a static map on your contact page
you can include a map from Google that can be annotated, dragged
around, and zoomed in and out. Ultimately, it means people will no
longer need to get your information directly from your web site. That
may sound terrifying to some but once you embrace this new paradigm its

benefits become obvious.

This new evolution of the Web has been termed "Web 2.0." The
technologies behind Web 2.0 provide for a richer user experience and
make use of information in unique ways. Web 2.0 is more than just a
collection of technologies, as it encompasses social interactions and a
variety of business models. Its concepts attempt to combine technical,
social, and business theories. We find this mix to be intriguing, and will
focus much of our paper on these aspects. We will identify the key
drivers behind this technology trend. Then we will use a case study on
Yahoo! to exemplify Web 2.0 at work. Lastly, we will summarize the
primary Web 2.0 attributes at work behind this new web social

phenomenon.
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O'Reilly, Tim(2006), Web 2.0 Report, O'Reilly Media.

Product Description®

Web 2.0 is here today and yet its vast, disruptive impact is just
beginning. More than just the latest technology buzzword, it's a
transformative force that's propelling companies across all industries
towards a new way of doing business characterized by user participation,
openness, and network effects. What does Web 2.0 mean to your
company and products? What are the risks and opportunities? What are
the proven strategies for successfully capitalizing on these changes?
O'Reilly Radar's Web 2.0 Principles and Best Practices lays out the
answers the why, what, who, and how of Web 2.0. It's an indispensable
guide for technology decision-makers executives, product strategists,
entrepreneurs, and thought leaders who are ready to compete and prosper
in today's Web 2.0 world.

Amazon# ¥ # 3296

The term "Web 2.0" has started to become the hot new label slapped
on internet sites to make them "cool". As such, the words have become
somewhat muddled as far as what it actually means. Since O'Reilly came
up with the term, perhaps it's best to go back to that source to discover
what Web 2.0 really means. John Musser (with Tim O'Reilly and the
O'Reilly Radar team) does just that in the O'Reilly Radar report Web 2.0

65 3@;} I EI
(http://www.amazon.com/Web-2-0-Report-OReilly/dp/0596527691/ref=pd bbs sr 5/
002-1839585-9543201?1e=UTF8&s=books&qid=1180089183&sr=8-5)

% So what *is* Web 2.0? You'll find out here..., December 8, 2006 By Thomas Duff
"Duffbert" (Portland, OR United States).
(http://www.amazon.com/Web-2-0-Report-OReilly/dp/0596527691/ref=pd bbs sr 5/
002-1839585-9543201?ie=UTF8&s=books&qid=1180089183&sr=8-5). 7% = & {5

I A=
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Principles and Best Practices. I found this really cuts through the hype
and confusion...
Contents:
Executive Summary
Section 1 - Market Drivers of Web 2.0: Six Key Market Drivers
Section 2 - Ingredients of Web 2.0 Success: The Eight Core
Patterns; Web 2.0 Patterns and Practices Quick Reference
Section 3 - Web 2.0 Exemplars: Web 2.0 Profile - Amazon.com;
Web 2.0 Profile - Flickr.com
Section 4 - Web 2.0 Assessment
Appendix A - Web 2.0 Reading List
Appendix B - Technologies of Web 2.0

Endnotes

Because this is a 100 page report and not a book that's fluffed out to
300 pages, you are getting core information distilled down to the
essentials. Musser starts out with a summary that explains how the web
has changed in terms of applications and usage, broken down into eight
core patterns. Using real examples of companies like MySpace.com,
eBay, and many others, he notes how the time of static web pages and

PC-only access has gone by the wayside.

Section 1 goes into what is driving this dramatic change in thinking
and interaction. The global nature of customers, "always-on" connectivity,
and connectivity everywhere are a few of the forces that are shaping the
evolution and direction of how sites have to interact with users. Section 2
gets into the meat of the eight patterns, such as harnessing collective

"m

intelligence, "data is the next 'Intel Inside', and rich user experiences.
Each of the eight patterns has an overview, benefits, best practices, issues
& debates, misconceptions, Enterprise 2.0 recommendations, and related
patterns. So in the space of six to eight pages, you get a complete

understanding of how Web 2.0 has changed the thinking behind what's
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important, as well as real examples (good and bad) of sites who have
made it happen. I found myself thinking about sites like Amazon and
eBay much differently, knowing how they've implemented many of these
patterns. Their actions have truly revolutionized what the web is all

about.

Section 3 goes more in depth, examining Amazon and Flickr in a
case study format. Amazon went from Web 1.0 to Web 2.0 and learned
along the way. Flickr started at the Web 2.0 mark and incorporated much
of the learning that was taking place. Again, these studies made me think
about my own work and how it measures up to these standards. Section 4,
the assessment section, is where you ask yourself a number of questions
related to each of the patterns. These questions are designed to help you
think about your company and product in terms of Web 2.0 principles and
best practices, and guides you towards the changes in thinking that will

help you make the transition to today's leading edge practices.

Overall, I thought this was a great read. Concise, logical, and backed
up by excellent examples. If I were going to try and explain the whole

Web 2.0 phenomenon to someone, this report is where I'd like to start...

Anderson,Chris(2006) The Long Tail: Why the Future of Business Is

Selling Less of More, Hyperion.
[ - (R 8020 1 HIFUFREer) » (= -

Editorial Reviews®’
From Publishers Weekly

Wired editor Anderson declares the death of "common

67 il

I
(http://www.amazon.com/Long-Tail-Future-Business-Selling/dp/1401302378/ref=dp
return_2/002-1839585-9543201?1e=UTF8&n=283155&s=books&qid=1180089183&
sr=8-5).
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culture" —and insists that it's for the best. Why don't we all watch the
same TV shows, like we used to? Because not long ago, "we had fewer
alternatives to compete for our screen attention," he writes. Smash hits
have existed largely because of scarcity: with a finite number of
bookstore shelves and theaters and Wal-Mart CD racks, "it's only sensible
to fill them with the titles that will sell best." Today, Web sites and online
retailers offer seemingly infinite inventory, and the result is the
"shattering of the mainstream into a zillion different cultural shards."
These "countless niches" are market opportunities for those who cast a
wide net and de-emphasize the search for blockbusters. It's a provocative
analysis and almost certainly on target—though Anderson's assurances
that these principles are equally applicable outside the media and
entertainment industries are not entirely convincing. The book overuses
its examples from Google, Rhapsody, iTunes, Amazon, Netflix and eBay,
and it doesn't help that most of the charts of "Long Tail" curves look the
same. But Anderson manages to explain a murky trend in clear language,

giving entrepreneurs and the rest of us plenty to think about.
From Bookmarks Magazine

In The Long Tail, Chris Anderson offers a visionary look at the
future of business and common culture. The long-tail phenomenon, he
argues, will "re-shape our understanding of what people actually want to
watch" (or read, etc.). While Anderson presents a fascinating idea backed
by thoughtful (if repetitive) analysis, many critics questioned just how
greatly the niche market will rework our common popular culture.
Anderson convinced most reviewers in his discussion of Internet media
sales, but his KitchenAid and Lego examples fell flat. A few pointed out
that online markets constitute just 10 percent of U.S. retail, and
brick-and-mortar stores will never disappear. Anderson's thesis came
under a separate attack by Lee Gomes in his Wall Street Journal column.

Anderson had defined the "98 Percent Rule" in his book to mean that no
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matter how much inventory is made available online, 98 percent of the
items will sell at least once. Yet Gomes cited statistics that could indicate
that, as the Web and Web services become more mainstream, the 98
Percent Rule may no longer apply: "Ecast [a music-streaming company |
told me that now, with a much bigger inventory than when Mr. Anderson
spoke to them two years ago, the quarterly no-play rate has risen from 2%
to 12%. March data for the 1.1 million songs of Rhapsody, another
streamer, shows a 22% no-play rate; another 19% got just one or two
plays." If Anderson overreaches in his thesis, he has nonetheless written
"one of those business books that, ironically, deserves more than a niche

readership”
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The long tail is the colloquial name for a long-known feature of

"n n

statistical distributions that is also known as "heavy tails", "power-law
tails" or "Pareto tails". In these distributions a high-frequency or
high-amplitude population 1is followed by a low-frequency or
low-amplitude population which gradually "tails off". In many cases the
infrequent or low-amplitude events--the long tail--can cumulatively
outnumber or outweigh the initial portion of the graph, such that in
aggregate they comprise the majority. In this book the author explains
how due to changing technology it is now not only feasible but desirable

in business to cater to the "long tail" of this curve.

% Ties an old familiar statistical graph to current consumer trends, July 23, 2006 By
calvinnme "Texan refugee"
(http://www.amazon.com/Long-Tail-Future-Business-Selling/dp/1401302378/ref=dp _
return_2/002-1839585-9543201?ie=UTF8&n=283155&s=books&qid=1180089183&

sr=8-5). i?{ﬁigﬁﬁg‘JAmammFﬁTﬁ?}?ﬁfﬁj ErtEH -
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The author explains how in traditional retail, you have the 80/20 rule,
with 20 percent of the products accounting for 80 percent of the revenue.
Online, instead, he sees the "98 percent rule." Where 98 percent of all the
possible choices get chosen by someone, and where the 90 percent that is
only available online accounts for half the revenue and two-thirds of the
profits. He also explains how filters and recommender systems that help
people find what they are really looking for are crucial ingredients. Thus,
in a nutshell, Anderson's theory is that mass culture is fading, and being
replaced by a series of niches. Thus the subtitle of his book, "Why The

Future of Business Is Selling Less of More."

The author explains that the three forces of the long tail are:
1. Democratization of the tools of production such as GarageBand for
musicians.
2. Minimization of the costs of distribution which in turn minimize the
cost of consumption such as wideband internet connections.
3. The connection of consumers to one another to minimize the noise

down the tail, such as this Amazon review system.

In this brave new world of niche markets, the author explains the
new producers, markets, and tastemakers all of which are largely driven
by the technological forces of cheap hardware and increasingly
sophisticated recommender systems that tap the on-line purchasing habits
of consumers and match individuals with the products that are likely to
interest them the most. Anderson goes on to explain the power of Long
Tail economics by citing sales and trend data in three media: books
(Amazon), music (Rhapsody) and movies (NetFlix). He postulates the
seemingly incredible claim that Walmart is in fact elitist, since they are
constrained by physical space to offering only the most popular products.
This is another basic premise of the book - that until the birth of the
Internet physical space constrained retailers to offering only the most

popular 20% of items because they represented 80% of the purchasing
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power.

The author's arguments hold up the best when he examines the
entertainment industry. It is obvious that the recording industry is at a
loss as to what to do about the fact that their sales are fading fast other
than to blame piracy and sue consumers that dare decide that an
overpriced vanilla-sounding boy-band CD is not worth the price. You can
also see the desperation in the movie industry too, that has resorted to
begging people to go to the theaters at the Academy Awards, but
continues to mainly output recycled and formulaic products and reaps the

expected mundane ticket receipts.

However, I think that the author overlooks two points. First, people
crave some kind of common conversation with their fellow man. If we
are all broken up into groups of a dozen each that all have the same
politics, like the same music, and watch the same movies, then the
community at large is duller for it. Take "American Idol" for example. It
is obvious that this is not a hit show because America thinks that the
winner is going to be the next Elvis Presley. In fact, the winners usually
represent the plain vanilla output that has brought the recording industry
to its knees in the first place. Can you see someone as gritty as Joe
Cocker ever winning this contest? It is the audience participation and the
feeling that you are part of the outcome that is the appeal. Also, people
flocked to the very successful Harry Potter movies and the Lord of the
Rings trilogy just as much because everyone else was going and taking
their kids to see them and thus they were part of society's "common
conversation" as they were because of the quality of the films. The
second point that the author overlooks is that the monopolies whose death
he cheers due to the "long tail" are simply being replaced by other
monopolies. Who else but large businesses with the resources to mine the
hugely diverse "long tail" shall prosper in the long term? A case in point

is that the author himself keeps coming back to the same companies when
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he talks about "long tail" success stories.

In summary, although this book is a bit repetitive at times, it makes
some good points. The author does a good job of tying the old familiar
"long tail" statistical graph to the rapid change in purchasing habits over
the last ten years, which is something that nobody else had succeeded in

doing until he articulated the trend.

Scharl,Arno & Klaus Tochtermann (Editor)(2007),The Geospatial
Web: How Geobrowsers, Social Software and the Web 2.0 are

Shaping the Network Society, Springer.

Book Description”

The Geospatial Web will have a profound impact on managing
knowledge, structuring workflows within and across organizations, and
communicating with like-minded individuals in virtual communities. The
enabling technologies for the Geospatial Web are geo-browsers such as
NASA World Wind, Google Earth and Microsoft Live Local 3D. These
three-dimensional  platforms revolutionize the production and
consumption of media products. They not only reveal the geographic
distribution of Web resources and services, but also bring together people

of similar interests, browsing behavior, or geographic location.

This book summarizes the latest research on the Geospatial Web’s
technical foundations, describes information services and collaborative
tools built on top of geo-browsers, and investigates the environmental,
social and economic impacts of geospatial applications. The role of
contextual knowledge in shaping the emerging network society deserves

particular attention. By integrating geospatial and semantic technology,

70 i) | F 1 (http://www.amazon.com/Geospatial-Web-Geobrowsers-Information
-Processing/dp/1846288266/ref=sr 1 30/002-1839585-9543201?ie=UTF8&s=books
&qid=1180094107&sr=1-30).
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such contextual knowledge can be extracted automatically — for example,
when processing Web documents to identify relevant content for

customized news services.

Presenting 25 chapters from renowned international experts, this
edited volume will be invaluable to scientists, students, practitioners, and
all those interested in the emerging field of geospatial Web technology.
Updates and additional resources are available at

www.geospatialweb.com.

Foreword by Patrick J. Hogan, Program Manager of NASA World
Wind.

Solomon,Gwen & Lynne Schrum(2007),Web 2.0: New Tools, New
Schools, Intl Society for Technology inc.

Product Description”

Web 2.0 has arrived--find out how it can transform teaching and

learning!

What is Web 2.0? Once upon a time, Web sites were isolated
information "silos"--all content and no functionality. Today, the next
generation of Web sites gives power to the end-user, providing visitors
with a new level of customization, interaction, and participation. Many
Web sites now allow users to upload, categorize, and share content easily.
Weblogs and podcasts allow anyone to publish or broadcast on any topic.
Wikis provide information that is constantly updated by the end-user.
Open-source software is free and customizable. These new technologies

are changing our relationship to the Internet.

T o
el

(http://www.amazon.com/Web-2-0-New-Tools-Schools/dp/1564842347 /ref=sr 1 27/

002-1839585-9543201?1e=UTF8&s=books&qid=1180094107 &sr=1-27).
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What can Web 2.0 tools offer educators? Web 2.0: New Tools, New
Schools provides a comprehensive overview of the emerging Web 2.0
technologies and their use in the classroom and in professional
development. Topics include blogging as a natural tool for writing
instruction, wikis and their role in project collaboration, podcasting as a
useful means of presenting information and ideas, and how to use Web
2.0 tools for professional development. Also included are a discussion of
Web 2.0 safety and security issues and a look toward the future of the
Web 2.0 movement. Web 2.0: New Tools, New Schools is essential
reading for teachers, administrators, technology coordinators, and teacher

educators.

Scoble,Robert & Shel Israel(2006),Naked Conversations: How Blogs
are Changing the Way Businesses Talk with Customers, Wiley.

FI A = (R R i ) > et T

Editorial Reviews> Amazon.com
About the Authors:

Robert Scoble helps run Microsoft’s Channel 9 Web site. He began
his blog in 2000 and now has more than 3.5 million readers every year.
Scoble’s blog has earned acclaim in Fortune magazine, Fast Company,

and The Economist.

Shel Israel played a key strategic role in introducing some of
technology’s most successful products, including PowerPoint, FileMaker,
and Sun Microsystems workstations.He’s been an expert on innovation

for more than twenty years.

An Excerpt from Naked Conversations:

72 @ [ F 1(http://www.amazon.com/Naked-Conversations-Changing-Businesses-
Customers/dp/047174719X/ref=pd_bxgy b _text b/002-1839585-9543201?ie=UTF8
&qid=1180089183 &sr=8-5).
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Bloggings's Six Pillars: There are six key differences between
blogging and any other communications channel. You can find any of
them elsewhere. These are the Six Pillars of Blogging:

1. Publishable.Anyone can publish a blog.You can do it cheaply and post
often. Each posting is instantly available worldwide.

2. Findable. Through search engines, people will find blogs by subject, by
author, or both. The more you post, the more findable you become.

3. Social. The blogosphere is one big conversation. Interesting topical
conversations move from site to site, linking to each other. Through
blogs, people with shared interests build relationships unrestricted by
geographic borders.

4. Viral. Information often spreads faster through blogs than via a
newsservice. No form of viral marketing matches the speed and
efficiency of a blog.

5. Syndicatable. By clicking on an icon, you can get free "home delivery"
of RSS- enabled blogs into your e-mail software. RSS lets you know
when a blog you subscribe to is updated, saving you search time. This
process is considerably more efficient than the last- generation method
of visiting one page of one web site at a time looking for changes.

6. Linkable. Because each blog can link to all others, every blogger has
access to the tens of millions of people who visit the blogosphere

every day.

You can find each of these elements elsewhere. None is, in itself, all
that remarkable. But in final assembly, they are the benefits of the most

powerful two-way Internet communications tool so far developed.
From Publishers Weekly

For the past five years, Microsoft employee Scoble has maintained
one of the most popular blogs on the Internet. Mixing personal notes with

passionate, often-controversial commentary on technology and business,
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his blog is "naked"—i.e., not filtered through his employer's marketing or
public relations department—a key part of its appeal. In this breezy book,
Scoble and coauthor Israel argue that every business can benefit from
smart "naked" blogging, whether the company's a smalltown plumbing
operation or a multinational fashion house. "If you ignore the
blogosphere... you won't know what people are saying about you," they
write. "You can't learn from them, and they won't come to see you as a
sincere human who cares about your business and its reputation." To
bolster their argument, Scoble and Israel have assembled an enormous
amount of information about blogging: from history and theory to
comparisons among countries and industries. They also lay out the dos
and don'ts of the medium and include extensive statistics, dozens of case
studies and several interviews with famous bloggers. They consider the
darker aspects of blogging as well—including the possibility of getting
fired by an unsympathetic employer. For companies that have already

embraced blogging, this book is an essential guide to best practice.
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People familiar with my reviews will know that I'm not much given

to hyperbole, but on the occasion it is absolutely justified.

I've been a late recruit to the Blogosphere, but I'm now lapping up
everything that I can find. One of the most fascinating things to someone
who's taught neurology for years, is the way in which links are
developing in almost exactly the same way as occurs in the developing
brain, and the same principles apply in the Blogosphere, and in the brain

of mature individuals as they learn new information.

This book starts with a quick overview of why blogging is becoming
such an important part of our lives, and then we're off. We get straight

into tons of practical advice.

Although I'm an admitted newbie, I think that even experienced

users will likely find a lot to interest them here.

The book identifies eleven tips on how to Blog, with a nice section
on each:

1. Get found easily

™ Outstanding, Practical and Brilliant, March 7, 2006 By Dr. Richard G. Petty
(Atlanta) (http://www.amazon.com/Naked-Conversations-Changing-Businesses-
Customers/dp/047174719X/ref=pd_bxgy b text b/002-1839585-9543201?1e=UTF8

&qid=1180089183&sr=8-5). T EIF X" Amazonalfts 71 [Tz #17" f{Hist i 4 -
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. Read and comment on blogs before starting your own
. Keep if simple and focused
. Show passion

. Demonstrate authority

AN D K~ WD

. Allow comments (Not everyone does, but the authors are quite
right in saying that a good blog is a conversation)

7. Be accessible

8. Tell a compelling personal story

9. "Be linky"

10. Build real world relationships

11. Use your referrer log
All of this 1s sage advice, and the book contains loads more.

By the way, it's also a fun read: so naturally, it is highly

recommended

Battelle,John(2006),The Search: How Google and Its Rivals Rewrote
the Rules of Business and Transformed Our Culture, Portfolio Trade.

HIAy - (FR= A ) o pplat iy o 75

Editorial Reviews’®
Amazon.com

If you pick your books by their popularity--how many and which
other people are reading them--then know this about The Search: it's
probably on Bill Gates' reading list, and that of almost every venture

capitalist and startup-hungry entrepreneur in Silicon Valley. In its

» Tﬁ]?ﬁ’qé%ﬁf}ﬁ'%?g{}ﬁﬁ—fﬁ | BERE - Bl
http://www.books.com.tw/exep/prod/booksfile.php?item=0010329972 -
76 gHie) | F 1 (http://www.amazon.com/Search-Rewrote-Business-Transformed-Culture

/dp/1591841410/ref=pd_sim_b 2/002-1839585-9543201?ie=UTF8&qid=118008918
3&sr=8-5).
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sweeping survey of the history of Internet search technologies, its gossip
about and analysis of Google, and its speculation on the larger cultural
implications of a Web-connected world, it will likely receive attention
from a variety of businesspeople, technology futurists, journalists, and

interested observers of mid-2000s zeitgeist.

This ambitious book comes with a strong pedigree. Author John
Battelle was a founder of The Industry Standard and then one of the
original editors of Wired, two magazines which helped shape our early
perceptions of the wild world of the Internet. Battelle clearly drew from
his experience and contacts in writing The Search. In addition to the
sure-handed historical perspective and easy familiarity with such dot-com
stalwarts as AltaVista, Lycos, and Excite, he speckles his narrative with
conversational asides from a cast of fascinating characters, such Google's
founders, Larry Page and Sergey Brin; Yahoo's, Jerry Yang and David
Filo; key executives at Microsoft and different VC firms on the famed
Sandhill road; and numerous other insiders, particularly at the company

which currently sits atop the search world, Google.

The Search is not exactly the corporate history of Google. At the
book's outset, Battelle specifically indicates his desire to understand what
he calls the cultural anthropology of search, and to analyze search
engines' current role as the "database of our intentions"--the repository of
humanity's curiosity, exploration, and expressed desires. Interesting
though that beginning is, though, Battelle's story really picks up speed
when he starts dishing inside scoop on the darling business story of the
decade, Google. To Battelle's credit, though, he doesn't stop just with
historical retrospective: the final part of his book focuses on the potential
future directions of Google and its products' development. In what
Battelle himself acknowledges might just be a "digital fantasy train", he
describes the possibility that Google will become the centralizing

platform for our entire lives and quotes one early employee on the
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weightiness of Google's potential impact: "Sometimes 1 feel like I am on
a bridge, twenty thousand feet up in the air. If I look down I'm afraid I'll
fall. I don't feel like I can think about all the implications."

Some will shrug at such words; after all, similar hype has
accompanied other technologies and other companies before. Many
others, though, will search Battelle's story for meaning--and fast. --Peter

Han --This text refers to the Hardcover edition.
From Publishers Weekly

Rather than write a book strictly about the rise of Google as a
business, technology journalist Battelle targets his research on the
concept of Internet search, beginning the book with a discussion of an
abstract idea he terms the "Database of Intentions," defined as the sum
total of all queries that pour into search engines daily, revealing the
intricacies and idiosyncrasies of our culture. Though most of the book is
devoted to the search engine giant (which Battelle reports corners 51
percent of the search engine market), the author also includes chapters on
"Search, Before Google" and the "Who, What, Where, Why, When. And
How (much)" of search. Battelle is at his best when describing the
creation of Google, especially through the yin-yang personalities of its
founders, Larry Page and Sergey Brin, and in describing the company's
culture. Though Battelle's descriptions of Internet search technology can
get too technical for readers without a computer science background, the
book is a deeply researched and nimbly reported look at how search has
defined the Internet and how it will continue to be a tremendous

reflection of culture.
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The book is excellent, although if you are a true techno-geek it will
be pedestrian from a technical sense. However, for the novice it is a great
overview on the history of search engines and the power they are just
starting to demonstrate. I found the history of all the various engineers
and technology overlaid against the backdrop of luck, economics and
timing, to be a fascinating glimpse into the reality that the best

technology is not usually what makes the most money.

At the core of the book though is the concept of what a search
engine can do. Obviously there are as many possibilities to develop and
implement search algorithms as there are creative people to invent them

(Microsoft MSN, Yahoo and others have products that compete directly

78 Will "search engines" change the world as we know it?, October 8, 2005 By
Michael Erisman (Seattle, WA)
(http://www.amazon.com/Search-Rewrote-Business-Transformed-Culture/dp/159184
1410/ref=pd_sim_b 2/002-1839585-9543201?ie=UTF8&qid=1180089183&sr=8-5).
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with, and in many cases outperform the more well known brand the book
focuses on), but essentially they have the power to pull together
unbelievable amounts of formerly disconnected data, and create a

targeted marketing aimed at you personally.

The potential danger of all of this technology is that depending on
how you set the algorithm, you no longer simply search reality, but
actually create it. For example, a change in how the search engine works
can drive business to some on line retailers while destroying the business
of others. It can conceivably literally create trends, and promote views, all
through the seemingly blind eye of the program. The problem is that
these programs are anything but blind, and we are on the verge of
tremendous legal battles due to the creativity of those trying to use the
system to deflect traffic from the owner of a trademark, to their own

competing brand, with full compliance by the folks at Google.

Overall, this book is an excellent way for the novice to understand
this phenomenon a little better, and be more aware of how our world is
changing. Sure, there are valid literary criticisms of the book, and the
author is biased towards (seems enamored with) Google, but it is a very
interesting book that is informative, and certainly not dull.

Recommended.

Cohen,Adam(2003),The Perfect Store: Inside eBay, Back Bay Books.

Editorial Reviews” Amazon.com

In the short but wild history of the Internet, few companies have
developed such an ideal approach to utilizing the uniqueness of the

medium for business as eBay--hence the title of Adam Cohen's colorful

7§l | 1 (http://www.amazon.com/Perfect-Store-Inside-eBay/dp/0316164933
fref=pd_sim b_3/002-1839585-9543201?ie=UTF8&qid=1180089183&sr=8-5).



(B 3E)WEB20# B 1 & 101

and insightful corporate biography The Perfect Store. Cohen, chief
technology writer for Time magazine before joining The New York
Times' editorial board, is the only journalist to receive complete
cooperation from the company for such a project, and the combination of
access and experience leads to a well-researched and well-written tale
capturing the essence of this online auction-house phenomenon. In the
process, Cohen reveals how the pioneering site first developed into a
vibrant virtual community, then a cultural icon and a model for

Web-based commerce that reported revenue of $749 million in 2001.

From its beginnings as a hobby site on a Silicon Valley PC, to its
maturation as a real company under the burgeoning fiscal pressures of
cyberspace, to its present status as one of the few original e-business
practitioners to survive the dot.com implosion, eBay has always been part
of the crowd while managing to stand out from it. Cohen helps us
understand why by taking us inside the heads of major players like Pierre
Omidyar, the cofounder who imbued his site with a Libertarian
philosophy responsible for its heart and soul, and Meg Whitman, the
seasoned manager who brought business savvy and a Harvard MBA to its
roller-coaster world. What helps make the book so readable and
informative, though, are Cohen's accompanying observations of the many
other people and events that also helped eBay develop its trademark
direction and characteristic personality: the company that formulated its
distinctive logo, the Kansas City clothing-iron collectors whose pastime
was transformed by the upstart Web site, the quirky listings that
generated controversy (and publicity) like the one in 1999 for a "fully
functional kidney," even detractors who decry its big-business
underpinnings. Fans of the site, along with students of the online world in
general, will find Cohen's account both instructive and enjoyable.
--Howard Rothman --This text refers to an out of print or unavailable
edition of this title.
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From Publishers Weekly

This book's huge cast of supporting characters is considerably more
interesting than its nominal stars, eBay's founders and senior management.
To some extent that's unavoidable. How can anyone be more colorful
than the Elvis aficionados and bubble-wrap entrepreneurs that inhabit
eBay's virtual landscape? Yet readers may wish for a little more meat to
the descriptions of those who built eBay into the leading online auction
site. Cofounder Jeff Skoll and CEO Meg Whitman, MBAs from Stanford
and Harvard, never come across as anything but one-dimensional. The
most refreshing detail about Pierre Omidyar, eBay's other cofounder, is
that before making his billions in the company's [PO he always knocked
off work after eight hours. Unfortunately, with Omidyar the book
descends into the usual hagiography of high-tech entrepreneurs. Cohen, a
New York Times editorial board member and former technology reporter
for Time, is much more evenhanded toward the hordes of eBay loyalists
and more than a few detractors. Their zeal supports his claim that part of
the company's market dominance is based on a sense of community. The
company has carefully cultivated this perception, one of the book's most
fascinating revelations. In the early days, staffers routinely sounded off
on the site's bulletin boards using pseudonyms, even denying that they
worked for eBay when asked. Cohen's quality of writing and research is
above average for a high-tech tome. One wonders, however, if his insider
access he claims to be the first journalist to be granted this at eBay makes

him a little too nice to the principals.

Spector,Robert(2002),Amazon.com: Get Big Fast,Collins.

Editorial Reviews®® Amazon.com

80 izl [p
I
(http://www.amazon.com/Amazon-com-Get-Fast-Robert-Spector/dp/0066620422/ref
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The tale of Amazon.com is well known to anyone who follows the
stock market, the book business, the Internet explosion--heck, it's hard to
imagine not knowing at least a piece of this extraordinary story. But few,
it would seem, know the entire story, and it's these gaps that Robert
Spector's Amazon.com: Get Big Fast attempts to fill (or at least the
information available in early 2000, when the book was published). For
example, those who know about Amazon.com's paradigm-shifting
influence on the book business may not know it wasn't even the first
online book retailer, or the second or the third. (It was preceded by
clbooks.com, books.com, and wordsworth.com, the last of which beat
Amazon.com to the Internet by almost two years.) Those who've heard
quirky stories about Amazon.com founder Jeff Bezos--for example, that
he built his own desk out of a door, and that his mother bought the desk at
an online charity auction in 1999 for $30,100--may not know that he was
a studious overachiever from an early age. As a 12-year-old in Houston,
he was even profiled in a book on gifted education in Texas. And those
who marvel at the company's multibillion-dollar stock valuation may not

know that it was broke and nearly out of business in the summer of '95.

Put it all together and you have a book that should be interesting to
many different readers. As a pure business read, it certainly provides a
blow-by-blow account of an important company's critical decisions. And
anyone looking for a brief history of e-commerce will see how one
idea--Bezos's realization in 1994 that Web usage was growing 2,300
percent a year--set the entire online retailing phenomenon in motion. If
nothing else, that last fact should propel parents to pay very careful
attention to their kids' math scores. Had Bezos, a summa cum laude
Princeton grad in computer science, not realized the implications of
exponential growth ... well, let's just say you wouldn't be reading this

review right now. --Lou Schuler --This text refers to an out of print or

=pd_sim_b_2/002-1839585-9543201?ie=UTF8&qid=1180089183&sr=8-5).
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unavailable edition of this title.
From Publishers Weekly

Amazon.com founder and CEO Jeff Bezos declined to be
interviewed for this book, relates Spector, a journalist who has written for
USA Today and UPI. But Bezos had nothing to fear. Spector has taken an
extremely benign look at the so-called e-commerce success story,
beginning with Bezos's career as an investment banker, passing through
Amazon.com's early days in a dingy warehouse, the search for investor
dollars, the company's transformation from a virtual to a physical entity,
skirmishes in the marketplaces and the courts and, finally, the improbable
expansion into other products (besides books) and countries. Sometimes
chronological, sometimes topical, this comprehensive overview is filled
with interesting trivia (e.g., the company initially protected itself against
credit card theft by walking a floppy disk from one PC to another instead
of transmitting information over the Net). Unfortunately, Spector writes
with a glibness that leaves the reader wondering exactly what he means:
"Setting about to run a corporate culture from the ground up, Bezos
focused on hiring the absolute best people he could find." In other cases,
he starts down a promising road but never brings us to the end; for
example, he writes that "in reality, in the quest to get big fast, the
seemingly mild-mannered Bezos i1s a fierce, take-no-prisoners
competitor," and proceeds to fuzzily document how Amazon gets closer
to the consumer. Those looking for a quick primer on the growth of one
of the world's most famous dot-coms will find this useful. Readers
looking for a journalistically penetrating account, readers will be better

served by the business press.

Amazon & 3=

* THE RISE OF A CORPORATE AND CULTURAL E-COMMERCE
LEVIATHAN..., July 24, 2005 By Lawyeraau (Balmoral Castle)
(http://www.amazon.com/Amazon-com-Get-Fast-Robert-Spector/dp/0066620422/ref
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This is an unauthorized account of an e-commerce leviathan's rise
from obscurity. So, if one is looking for a detailed business module or a
blue print of its technology, look elsewhere, as this is not the book for
you. What this book offers is a very interesting, well-organized narrative
on the early, heady days of Amazon.com. when it was just an upstart
internet bookseller looking to make its mark big time, as well as a look at
its founder, Jeff Bezos, painting a flattering and intriguing portrait of this

now multi-billionaire.

For its founder, Jeff Bezos, it was not, however, just about the
money. If that were the case, he would never have left his seven figure
Wall Street job. For him, it was about the opportunity to be on the ground
floor of a business that would change the retailing community forever.
Jeff Bezos, a true visionary, chose to take that challenge, and in doing so,
he would forever change the dot.com world and the retailing community.
The author, a business reporter for various publications, delineates just
how it was that Jeff Bezos did so.

This book offers up an interesting summary on how Jeff Bezos was
able to take the online community by storm and upset the status quo. The
author provides a biographical narrative on who Jeff Bezos is. It is
grounded in the context of where he grew up, his schooling, as well as his
early interests. It segues from his Ivy League educational underpinnings
to his foray into the upper echelons of Wall Street, deriving the
experience that he needed in order to take on the risky proposition of
starting up his own dot.com company. It is clearly the story of a visionary

and decision maker with heart.

The book succinctly details the rise of Amazon.com as an

e-commerce force with which to be reckoned. It tracks its growth and

=pd_sim_b_2/002-1839585-95432012ie=UTF8&qid=1180089183&sr=8-5) 3 2
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change from an upstart, fledging, by- the-seat-of-its-pants-company to
one that is now a staple of the popular lexicon. It superficially explores
the philosophy of Jeff Bezos in terms of having his business "get big fast"
and the technological, financial, and logistical hurdles that the business
needed to overcome in order to do so. The author also keys in on the
ability of Jeff Bezos to think out of the box, when so many business

pundits said that what he sought to do could not be done.

The overall texture of this book is enhanced by Information provided
by those with some insider knowledge, such as those who knew Jeff
Bezos, those who worked with him in those early halcyon days, rival
"brick and mortar" executives, business analysts, and financiers, among
others. This book, which is a look at a visionary and his company, details
how that visionary was able to transform his company into a veritable
cultural phenomenon unto itself. Those who are devotees of Amazon will
find this well-written book heady stuff, indeed, as it makes for absorbing

reading.

Bausch,Paul(2003),Amazon Hacks: 100 Industrial-Strength Tips &
Tools, O'Reilly Media.

Editorial Reviews®?>  Amazon.com

At its core, Amazon.com is a great big database concerned with lots
of stuff--books, of course, but also tools, clothing, films on DVD, kitchen
equipment, and lots and lots (and lots) of Harry Potter paraphernalia.
Want to wear an Anna Kournikova exercise brassiere while juicing celery
(presumably with considerable vigor)? Amazon can help. Need a cricket

bat, radar gun, dietary fiber supplement, or vibrasonic molechaser?

82 i
e

(http://www.amazon.com/Amazon-Hacks-Industrial-Strength-Tips-Tools/dp/0596005

423/ref=pd_sim b 5/002-1839585-9543201?1e=UTF8&qid=1180089183 &sr=8-5).
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Amazon has what you need. Which is all great, but the real value of
Amazon.com isn't that these things are in the database. The real value of
this site lies in the information about all that stuff--reviews, sales rankings,
recommendations, and the like--and the large number of ways to access it.
Amazon Hacks explains how to get the most out of Amazon.com as an
ordinary customer with a Web browser and as a software developer

interested in the site's considerable collection of Web Services.

In Amazon Hacks, Paul Bausch documents most of the avenues
Amazon.com has opened up for exploration of the database. A lot of his
coverage borders on the obvious: Sections on how to "Power-Search for
Books" and "Put an Item Up for Bid at Amazon Auctions" aren't too
different from Amazon's own explanatory articles. Coverage of how to
add an Amazon search box to your own site, and add Amazon Associates
item links to various kinds of Weblogs (including Blosxom and Moveable
Type) are much handier. Bausch really shines when explaining
Amazon.com's Web Services (AWS), the remotely accessible software
interfaces that enables programs to search the database. He includes
AWS-enabled programs in PHP, Python, and Perl. --David Wall

Topics covered: How to use Amazon.com as a Web surfer, Web site
publisher, and software developer. Detailed coverage goes to advanced
product search techniques, managing the characteristics associated with
your Amazon login, selling through Amazon Auctions and zShops, and
the Amazon Web Services (AWS) API for Perl, PHP, and Python.

Book Description

Amazon Hacks is a collection of tips and tools for getting the most
out of Amazon.com, whether you're an avid Amazon shopper, Amazon
Associate developing your online storefront and honing your
recommendations for better linking and more referral fees, seller listing

your own products for sale on Amazon.com, or a programmer building
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your own application on the foundation provided by the rich Amazon
Web Services API. Shoppers will learn how to make the most of
Amazon.com's deep functionality and become part of the Amazon
community, maintain wishlists, tune recommendations, "share the love"
with friends and family, etc. Amazon Associates will find tips for how
best to list their titles, how to promote their offerings by fine tuning
search criteria and related titles information, and even how to make their
store fronts more attractive. And the real power users will use the
Amazon API to build Amazon-enabled applications, create store fronts
and populate them with items to be picked, packed and shipped by
Amazon. And just about anyone can become a seller on Amazon.com,
listing items, deciding on pricing, and fulfilling orders for products new

and used.
Amazon# ¥ # 328

In "Amazon Hacks" author Paul Bausch presents 100 "hacks" that
will help customers and sellers get the most out of Amazon's vast
database. The book is organized into 6 chapters. The first three are
dedicated to hacks that customers will find useful: "Browsing and
Searching", "Controlling Your Information", and "Participating in the
Amazon Community". Chapters 4-6 present hacks that will be useful to
Marketplace Sellers, Amazon Associates, and web developers: "Selling
Through Amazon", "Associates Program", and "Amazon Web Services".
The complexity of each hack is rated beginner, moderate, or expert. Most
of the hacks in Chapters 1-3 are suitable for beginners, with some
moderate and advanced hacks in there as well. Chapters 4-6 contain

mostly moderate to expert hacks, with Chapter 6 leaning toward expert.

8 For Customers, Sellers, Amazon Associates & Web Developers, November 29,
2003 By mirasreviews (McLean, VA
USA),(http://www.amazon.com/Amazon-Hacks-Industrial-Strength-Tips-Tools/dp/05
96005423/ref=pd_sim b 5/002-1839585-9543201?1e=UTF8&qid=1180089183 &sr=
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I commonly spend several hours per day on Amazon (ahem, cough,
cough!). The site is constantly changing, and there is always something
new to discover. But I have acquired a decent familiarity with Amazon
through all of my countless (and they shall remain that way) hours of
clicking around the site. From this standpoint, I would say that the first 3
chapters of "Amazon Hacks" don't provide any understanding of the
Search, Community features, or Account information that someone who
has been around a while would not already have. In fact, the book's
information on Amazon Community features isn't comprehensive. On the
other hand, there are hacks for getting additional utility out of Amazon
such as: configuring Internet Explorer to search Amazon from its address
bar or any web page, adding an Amazon sidebar to Mozilla, prioritizing
your wish list using a third-party service, sorting recommendations and
items by average rating, finding a purchase circle by zip code, tracking
the sales ranks of items over time, and how to perform a lot of tasks

remotely.

I am not a programmer or an Amazon Associate, so [ am not in the
best position to judge the helpfulness of Chapters 4-6. But it looks to me
like Amazon Associates who want to integrate more information from
Amazon's database into their site could benefit immensely from Chapter 5.
You will find how to: allow customers to purchase items or add them to
Amazon wish lists through your site, do that using pop-up windows,
create Amazon banner ads that include product recommendations, show
Amazon search results on your site, add an Amazon Box to your site,
measure and publish your Associates sales statistics, and more hacks
along these lines. Chapter 6, "Amazon's Web Services", basically
provides hacks that web developers can use to acquire any information
from Amazon's database in machine-readable format. Amazon released
their Web Services API in 2002, so they are inviting developers to build

applications using the Amazon platform. You will need a developer's
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token, which you get by opening an Associate's account, then

screen-scrape to your heart's content!

Morville,Peter(2005),Ambient Findability, O'Reilly Media, Inc.

Book Description™

How do you find your way in an age of information overload? How
can you filter streams of complex information to pull out only what you
want? Why does it matter how information is structured when Google
seems to magically bring up the right answer to your questions? What
does it mean to be "findable" in this day and age? This eye-opening new
book examines the convergence of information and connectivity. Written
by Peter Morville, author of the groundbreaking Information Architecture
for the World Wide Web, the book defines our current age as a state of
unlimited findability. In other words, anyone can find anything at any

time. Complete navigability.

Morville discusses the Internet, GIS, and other network technologies
that are coming together to make unlimited findability possible. He
explores how the melding of these innovations impacts society, since
Web access is now a standard requirement for successful people and
businesses. But before he does that, Morville looks back at the history of
wayfinding and human evolution, suggesting that our fear of being lost

has driven us to create maps, charts, and now, the mobile Internet.

The book's central thesis is that information literacy, information
architecture, and usability are all critical components of this new world
order. Hand in hand with that is the contention that only by planning and

designing the best possible software, devices, and Internet, will we be

8 4 | F 1 (http://www.amazon.com/Ambient-Findability-What-Changes-Become
/dp/0596007655/ref=pd _bbs_sr 1/002-1839585-9543201?ie=UTF8&s=books&qid=1
180522138&sr=8-1).
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able to maintain this connectivity in the future. Morville's book is
highlighted with full color illustrations and rich examples that bring his

prose to life.

Ambient Findability doesn't preach or pretend to know all the
answers. Instead, it presents research, stories, and examples in support of
its novel ideas. Are we truly at a critical point in our evolution where the
quality of our digital networks will dictate how we behave as a species?
Is findability indeed the primary key to a successful global marketplace in
the 21st century and beyond. Peter Morville takes you on a
thought-provoking tour of these memes and more -- ideas that will not
only fascinate but will stir your creativity in practical ways that you can

apply to your work immediately.
Amazons ¥ § 328

Wow, wow, holy cow....I am rushing to finish up a book on
Information Operations: All Information, All Languages, All the Time,
and I am so very pleased to have gotten to this absolute gem of a book
before closing out. Compared to the other 200 or so books I have
reviewed--including such gems at ATTENTION, Real-Time, Early
Warning, and so on, this is clearly a "top ten" read in the literature on

information art & science.

Halfway through the book I was torn by a sense of anguish (the U.S.
Intelligence Community and the beltway bandits that suck money out of
the taxpayers pocket through them have no idea how to implement the
ideas in this book) and joy (beyond Google, through Wikis and other

collective intelligence endeavors facilitated by open source software,

85 Wow--Core Reference for Large Scale Information Access, October 20, 2005
By Robert D. Steele (Oakton, VA United States) ,
( http://www.amazon.com/Ambient-Findability-What-Changes-Become/dp/059600
7655/ref=pd_bbs_sr 1/002-1839585-9543201?1e=UTF8&s=books&qid=11805221
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relevant findability is possible).

This is a truly gripping book that addresses what may be the most
important challenge of this century in a compelling, easy to read, yet

intellectually deep and elegant manner.

The author is a true guru who understands that in the age of a
mega-information-explosion (not just in quantity, but in languages,
mediums, and nuances) the creation of wealth is going to depend on
information being useful, usable, desireable, findable, accessible, credible,

and valuable (page 109).

Especially important in the first half of the book are the author's
focus on Mooers (not to be confused with Moores) who said in 1959 that
users will make do with what information they have when it becomes too
inconvenient to go after better information. This is key. At the same time,
he focuses on the difference between precision and recall, and provides
devasting documentation of the failure of recall (1 in 5 at best) when
systems scale up, as well as the diminuition of precision. Bottom line: all
these beltway bandits planning exobyte and petabyte databases have
absolutely no idea how to actually help the end-user find the needle in the

haystack. This author does.

The book is without question "Ref A" for the content side of
Information Operations. On page 61 I am just ripped out of my chair and
on to my feet by the author's discussion of Marcia Bates and her focus on
an integrated model of information seeking that integrates aesthetic,
biological, historical, psychological, social, and "even" spiritual layers of
understanding. This is bleeding edge good stuff, with nuances that secret

intelligence world is not going to understand for years.

There is a solid discussion of geocoding and locationally aware
devices, and I am very pleased to see the author recognize the work of

four of my personal heroes, Stewart Brand, Bruce Sterling, Kevin Kelly,
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and Howard Rheingold.

Halfway through the book he discusses the capture of life
experiences, and the real possibility that beyond today's information
explosion might lie an exo-explosion of digital data coming from wired
individuals feeding what they see and hear and feel into "the web". The
opportunities for psycho-social diagnosis and remediation, and

cross-cultural communication, are just astounding.

The book wraps up with a great review of findability hacks,
semantic tricks, and the trends to come in inspired and informed decisions.
Like Tom Atlee, the author sees the day of collective intelligence enabled
by the web, but I have to say, I thought I knew a lot, after reading this

book I have the strongest feeling that my education has just begun.

This is one of those books that could help define an era. It is about as
thoughtful, useful, and inspiring a book as I have read in the past several

years.
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