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Impact of Web 2.0

Automating Transactions Enabling collaboration and participation

ERP, CRM, SCM
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Web 2.0 Technologies

Web 2.0 Technologies

Category of Technologies

Wikis, commenting, shared workspaces

Broad collaboration

Blogs, podcasts, videocasts, peer to peer

Broad communication

Prediction markets, information markets,
polling

Collective estimation

Tagging, social bookmarking/filtering, user
tracking, ratings, RSS

Metadata creation

Social networking, network mapping

Social graphing
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Use of Web 2.0 Technologies

% of respondents reporting at least 1 measurable benefit from using given Web 2.0 technology
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Capabilities Unlocked by Participation

Solution
Content | Mass internal | sourcing from External
Creation content internal & collaborative
creation external contribution
experts
Purpose Community Large -scale Participatory
Building community building marketing
Decision Harnessing information markets
Support (Collective Estimation)

Internal to the External to the

enterprise enterprise

Participation
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