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Executive Summary

The exp loitation plan of the WeKnowlt project is managed in three
phases: an initial  one followed by two updates . The current document
comprises the initial phase of the exploitation plan, and describes the
exploitation possibilities and paths that can be followe d and defines the
appropriate exploitation paths for each IP asset, according to the
WeKnowlt [PR Plan and Consortium Agreement.

The main p arts of this deliverable include the identif ication of the potential
market sectors and sub  -sectors targeted by  WeKnowilt , including revenue
prediction and market timing. Then, performing an external environment
analysis of STEP factors (Social, Technological, Economic, Political) and
competitive analysis in order to predict the market conditions in which
WeKnowlt based products, systems and services will be exploited

Given the size and scope of the WeKnowlt project, a range of exploitation
options are possible.  Exploitation models involving joint ventures are the

most ambitious strategies, but individual partner exploit ation is also
possible, as well as options for the SMEs and academic partners to exploit
WeKnowlt technology individually or in joint ventures. This deliverable
briefly describes some of the possible exploitation options, and all partners

describe their sp ecific exploitation strategies for WeKnowlt .
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Abbreviations and Acronyms

AOL America Online Inc.

API Application Programming Interface
ARPU Average Revenue Per User

BW Bandwidth

CE Consumer Electronics

DVB -x Digital Video Broadcasting (family)
ER Emergency Response

Fiber-To-The-x
FTTE : Fiber To The Enclosure
FTTB: Fiber To The Building

FTTx
FTTC: Fiber To The Curb
FTTH: Fiber To The Home
FTTN: Fiber To The Node/Neighbourhood
GPS Global Positioning System
GSM Global System for Mobile Communic ations
HSDPA : High Speed Downlink Packet Access
HSxPA HSPA : High Speed Packet Access
HSUPA : High Speed Uplink Packet Access
ISDN Integrated Services Digital Network
ISP Internet Service Provider
IT Information Technology
LTE Long Term Evolution
MAN ETs Mobile Ad Hoc Networks
MVNO Virtual Mobile Network Operator
PANs Personal Area networks
PC Personal Computer
RIM Research In Motion Ltd (Blackberry wireless device)
RSS Really Simple Syndication
SaaS Software -as-a-Service
SMS Short Message Se rvice
SOA Service -Oriented Architecture
TV Television
UGC User generated content
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UMTS
URL
USP
uwB
VANETs
WiBro
WIMAX
WLAN
xDSL

Universal Mobile Telecommunications System
Uniform Resource Locator

Unique Selling Point

UltraWide -band

Vehicular Ad Hoc Networks

Wirel ess Broadband

Worldwide Interoperability for Microwave Access
Wireless Local Area networks

an undetermined type of Digital Subscriber Line
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1 Introduction

Due to advances in communications, mobile devices and Web
technologies, it is nowadays easy for users and organi sations to generate
and share content, individually or within communities. However, such

digital content rapidly reaches a mass that makes relevant information
extremely complex and costly to handle. Yet, current applications do not

fully support intellige  nt processing and management of such information.
Thus, users fail to access it efficiently and cannot exploit the underlying
knowledge.

The main objective of WeKnowlt is to develop novel techniques for
exploiting multiple layers of intelligence from user -contributed content,
which together constitute Collective Intelligence, a form of intelligence

that emerges from the collaboration and competition among many
individuals, and that seemingly has a mind of its own.

To this end, input from various sources is analyzed and combined: from
digital content items and contextual information ( Media Intelligence ),
massive user feedback ( Mass Intelligence ), and users social interaction
(Social Intelligence ) so as to benefit end -users ( Personal
Intelligence ) and organiz ations ( Organizational Intelligence ).

The automatic generation of Collective Intelligence constitutes a
departure from traditional methods for information sharing, since for
example, semantic analysis has to fuse information from both the content

itself an d the social context, while at the same time the social dynamics

have to be taken into account. Such intelligence provides added -value to
the available content and renders existing procedures and workflows more
efficient [ WEKNOWIT 07].

WeKnowlt will demonst rate the wide applicability of its achievements
through the elaboration on two distinct case studies

u an Emergency Response case study where users can provide
intelligence about large scale emergencies (e.g. the Kyrill storm
which hit Europe), both empower ing a more effective and informed
emergency action, and receiving information on how to act (e.g.
how to leave the city, etc.).

i A Consumers Social Group case study providing enhanced
publishing tools to support group activities (e.g. organisation of
team events such as travel events), and the ability to extract meta -
information from content sources and groups discussions to leverage
Collective Intelligence for private, commercial and public purposes
[WeKnowlt 08].
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Technical details

The driving vision beh ind WeKnowlt is the opportunity to analyse user
contributed content by integrating research and development in
personalisation, content processing, user feedback, social analysis and
knowledge management to automatically generate Collective Intelligence

and make it accessible to end users and organisations. Currently Web 2.0
methodologies  miss an ‘Intelligence’ layer over existing manually
generated information that would enable the exploitation of the knowledge

hidden in the user contributed content. Altho ugh current Web 2.0
applications allow and are based on annotations by the users or 'tags’,

these are not sufficient because user generated tags lack clear
semantics , therefore these social annotations are not of much use for

web agents and applications.

WeKnowlt will not just try to automate the content annotation processing

but will also exploit and analyze all available information related to user
submitted content by researching novel methods for content processing

and analysis, analyse mass user feedb ack and social interactions. The
WeKnowlt approach is built around different Intelligence Layers , which
address various aspects of user contributed and consumed content.

Users submitting content will benefit from the advances of WeKnowlt for
bringing Web 2 .0 and user contributed content applications to users of
mobile devices

> Web 2.0 Knowledge Sharing Organlsatlonal
> Knowledge Management -

> Knowledge Sharing Interaction J “

> Text / Speech / Visual Analysis
> Context-based Analysis
‘ > Social Media Analysis

L2 & 233333

Social > Mass Question Answering .
> Community Services \~J > Mass Interaction Feedback Analysis
> Community Administration Personal > :lll gln'llfllcallkon & ?I\mering
> Community Analysis Tools > Mass Evolution Analysis
> Visualisation of Communities > User Profiling & Personalization

> Information Uploading & Access
> User intelligence Management
> Dialogue Management

Figure 1: Layers of Intelligence in WeKnowlt
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U The Personal Intelligence layer will enable users to efficiently
submit their content but it also involves m odelling and extraction of
user preferences, enabling personalised access to the content and
knowledge available from the WeKnowlt applications. Once content
is submitted, a series of processing and analysis procedures take
place in order to exploit all av ailable sources of information.

U The Media Intelligence layer applies semantic analysis to the
content items, taking into account the content itself (text, images,
video, speech), existing tags, personal, social and contextual
information (e.g. position, t ime). This way, a nhumber of semantic,
consistent, machine -processable tags are added to the already user
defined tags, while the existing tags through reasoning services are
checked for consistency and are corrected.

U Mass Intelligence combines the informat ion from mass user
feedback in order to extract patterns and trends that cannot be
extracted by single content items. This adds an additional layer of
semantic description to the content or can describe overall
situations.

u In parallel, Social Intelligence analyses the usage and
communication interaction patterns taking into account the needs
and capabilities of communities and provides useful output both for
the creation of the Media and Mass as well as for the WeKnowlt
applications. For example, the ident ification of 'authorities’ among
users can be of benefit for Media and Mass Intelligence creation,
since the analysis can place more emphasis on the content of such
users. At the same time, WeKnowlt content pushed to 'hub' users
ensures faster distribution within communities.

U After processing takes places in a continuous interaction way during
the creation of Media, Mass and Social Intelligence, the generated
Collective Intelligence comprising of all Intelligence Layers is made
available to the users throu gh the Personal Intelligence to end users

and the Organisational Intelligence to users of organisations.
Organisational Intelligence allows support of decision making
through workflows exploiting the knowledge generated by WeKnowlt

and taking into account existing procedures within the organisation.

The aggregated benefits of Collective Intelligence acquired through
the various Intelligence Layers are, in particular, realised by both the end

users and the organisations when uploading, searching for, browsi ng and
consuming the content. Each research activity in WeKnowlt does not only
contribute to the generation of Collective Intelligence resulting from each
innovation separately, but the integration of these varied activities results

in an overall project i nnovation which exceeds the aggregate of the
individual innovation parts[ WEKNOWIT 07].
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Cases of studies

WeKnowlt has chosen two radically different but complementary use
cases to demonstrate the wide applicability of its technologies and
research activit ies, Emergency Response case, Consumers Social Group
case study. After the current situation was analysed, a phase of
requirements gathering followed: different scenarios have been written for
each use case:

U In particular, in the Emergency Response scenari 0 citizens
distributed across the region will be able to participate in the
monitoring of an incident or event. This will benefit Emergency
Response planners that will have real time information available on
which they can base their decisions and strategi es, enabling them
to better react to an Emergency. Moreover, the system will
automatically gather information available elsewhere on the
network to aid the Emergency Response, thus making possible for
an emergency planner to find exactly the needed knowled ge
amongst all the available information and to selectively make this
knowledge available to the citizens (e.g. information about open
roads, information about relatives involved, etc.) in a largely
automated way. The technologies in use will therefore als 0
encourage and enable dialogue between the Emergency Responders
and individuals, groups and communities

U For the Consumer Social Group case study WeKnowlt will provide
the ability to extract meta -information from various content sources
and user generated  content within the system and will furthermore
provide enhanced publishing tools to support travel activities for
single persons and groups. WeKnowlt will automatically analyze the
upl oaded content, user o0s profiles
improve kno wledge about the community. Based on the travel
behaviour of all users and an analysis of their profiles, WeKnowlt
will extract information about the most preferred travel destinations
and the trends and changes in user behaviour. This information will
be used to make recommendations to the users and support the
decision making process before (e.g. destination) and during the
trip (e.g. restaurant).

Conclusions

The major strategic objective of WeKnowlt may be summarized in
extracting and leveraging Collect ive Intelligence by understanding mass
user -generated content with emphasis on integration and bridging (e.g.

social and content dimensions) and the mobile and organizational -
business aspects
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1.1 Exploitation plan context

WeKnowlt draws together fundamental research in  personalisation,
multimedia processing, analysis of large datasets and social analysis for
users and organisations related applications. Specific ~ WeKnowilt

subsystems that correspond to the outcomes of the core research
workpackages will be cre ated ( Collective Intelligence Layers ). Therefore,
apart from the overall Collective Intelligence objective, WeKnowlt may
create exploitable elements from individual modules within each
subsystem, as well as exploitable elements being themselves subsystems,

and exploitation at a system level.

In concrete terms, the project will produce a set of intelligent component
technologies able to model and extract knowledge from texts, images,
videos and mass feedback, novel interaction methodologies for personal
user s accessing the knowledge, new methods of knowledge management
derived from Collective Intelligence and novel support for community self
organisation. These modules and methodologies will be integrated and
inserted in a generic architecture that will be ma de available in the form of
the reference kernel implementation. This implementation will be:

0 A working example and bootstrapping environment for application
developers, to be used to build applications within the project

0 An integrated reference sharing environment to b e used for
dissemination, demonstration and exploitation activities.

In order to set some context to the analysis contained in this deliverable,
some of the key technologies we anticipate to be developed in the project
are listed below.

1.1.1 Tec hnology background

The WeKnowlt DoW states that we expect to create a paradigm shift,
providing a foundation for a new generation of services and tools. It will

define new ways of capturing, sharing and reusing information and
intelligence provided by sin  gle users and communities, as well as
organisations by enabling the extraction, generation, interpretation and
management of Collective Intelligence from user generated digital
content. " Examples, by WP , of what we anticipate include

Work -package Exploit able elements

WP1 Personal | User modelling technologies
Intelligence User profiling technologies

Personalisation technologies

Human -computer interaction technologies

Extension of user profiing methods to group profiling, contextual
personalization

Tracki ng profiles following social behavior patterns
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Work -package

Exploit able elements

WP2

Media
Intelligence

Information mining technologies
Text analysis technologies
Imagel/video analysis technologies

Multimedia retrieval technologies

Fusion mechanisms, representation of mixed media documents
under

Speech recognition unconstrained vocabularies,

independence

speaker

Contextual media analysis / fusion /interoperability employing
metadata and personal context

Social media intelligence, employing workspace statistics and social
content (tags, rati  ngs, profiles)

WP3

Mass
Intelligence

Collaborative methods for data analysis
Peer-to - peer clustering and classification
Statistics and data mining

Mass user feedback

Peer-to - peer clustering and classification
Recommender systems

Models for predicting sys tem dynamics

WP4

Social
Intelligence

Community management platform:
access to community resources

Right -management -models for

Recommendation systems for social networks:
update algorithm based on restricted random walks

Scalable clustering

Social network analysis : initial and advanced s
simultaneous analysis of complete group structures

calable algorithms for

Graph navigation and visualization: Graph visualization (e.g. fish eye)
and navigation techniques, adapted to the multi -layered community
structure

WP5

Organizational
Intelligence

Knowledge management
Organizational modeling schemes such as CommonKADS
Modeling approaches for dynamically determined roles

Modeling of workflows including modeling of stations with explicit trust
relationships

Integration and management of knowledge in terms of events and
objects from all intelligence layers

WP6
Architecture

System architecture and integration technologies
Multimedia storage technologies
Semantic storage technologies

WP7
Case studies

Case study provision

Search & navigation technologies
Application design and development
Application integration and Ul
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Work -package Exploit able elements

Human factors science / evaluation
Service operation

Table 1: Exploitable elements of WeKnowlt & Work -Package s

1.2 Document outline

The purpose of this deliverable is making a n initial description of the
exploitation possibilities for the WeKnowlt project. In order to provide a
solid basis for the exploitation of the WeKnowlt project results, this
document performs a market overview on the potential impact of the

expected research outcomes and potential parties of interests.

To achieve this , the deliverable has been  organized in the following way:
The first chapter is an introduction of  the WeKnowlt project, highlighting
the main explo itable aspects of the project such as the technology
background .

In the second chapter of this document a market analysis is reported.
Both market sides (supply and demand) are analysed in order to predict

the market conditions in which WeKnowlt based prod ucts, systems and
services will be exploited. The market analysis considers the specific
characteristics of the ~ WeKnowlt user profiles and the specific technologies

in which the WeKnowlt project is based and tries to identify potential
market sectors and s  ub-sectors targeted by  WeKnowlt .

The third chapter reports a business model that can provide the
commercial viability for the WeKnowlt concept identifying the key players,
and investigat ing the business relationship and interactions that are
formed between them. The business proposals have been based on
practices that are prevalent or already tested and succeeded in the market

of Web 2.0 and Web 3.0 services.

Finally , Chapters 4 and 5 report the plans prepared by each partner of

the consortium with the aim of exploiting the results of the project in their
commercial or academicals activities. For the first version of the
exploitation plan, we have used two different template types (academic

and industrial) to collect per -partner exploitation intentions in or der to
collect further information on exploitation possibilities. These plans for
exploitation include the identification and the description of the possible
opportunities or results to be exploited, including for each individual

result: its description, t he benefits and impact expected, end users
targeted, actions planned for exploitation, or further additional research

and development work, patents or other IPR protection. In the Industrial
plans are also included information about timetable and revenue
expectation for each individual opportunity identified. The plans for the

exploitation described in this document will be extended in the final
exploitation plan (M33)
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2 Market Analysis

In order to achieve a sustainable approach for the commercial exploita tion
of the contributions made in the WeKnowlt project , a market study has
been performed to identify how promising the obtained results can be

turned into revenue s. The existing market evaluation and the main
competitor analysis (compa  nies, technologies a nd services) are of great
importance in order to identify suitable business opportunities. It is also
very important to know  who are the users expected to use the WeKnowilt
services.

In this chapter we identify what the market segments targeted by
WeKnowlt are, describing their current status in terms of users, types of

usage, trends, existing services , etc. and how they have evolved. Then, a
more specific analysis  regarding the WeKnowlt placement in the market
includ ing a market timing and market competit ion analysis , follows .
Finally , we conclude with the description of the expected value added by
the WeKnowlt project inthe identified markets.

WeKnowlt  will research and apply user, content, social, mass user

feedback and organisational knowledge processi ng and management in a
Web 2.0 supporting mobile access framework , using state of the art
communication access in order to automatically achieve Collective

Intelligence. In the next section, we start with the description of the

technologies relevant to WeKnowlt (Web 2.0, Web 3.0, Collective
Intelligence) and their impact on the market sector.

2.1 Web Technologies

The Web ha s experienced a strong social change in the last years. As the
result of this change, the concept of the Web 2.0 has appeared as an
evolut ion of the traditional = Web. But this evolution has been a social
evolution more than a technological one. The importance of the content

and services generated by the users has obtained a major efficiency and
importance in the use of Internet, and the numbe r of services and
business es on Internet has also been increased.

The concept of the Web 2.0 does not have a hard boundary [ORe05]. As

such, it is difficult to describe and to define it. The foundations of the Web
2.0 can be found i n t od aMeld-based aesvices ancho u n t 0 1
applications. These include services or , better said , user-centered

processes such as blogs, wikis, content sharing, content syndication and

content tagging [And07]. Thus, an essential part of the Web 2.0 is based
on user contribute d content and knowledge creation. In the Web 2.0, the

users change their role from passive consumers 0 as they used to be in the
traditional media industry 0 towards active producers.
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After the Web 1.0 (Internet prior to 2000) and the Web 2.0 (2000 -
2010), the expectations from the Web and its possibilities are growing.

The Web 3.0 or the Semantic Web marks the third generation of the
Internet that is supposed to coincide with the third decade of the Web
browsing and usage (2010 -2020). The Web 3.0 works on stan dards for
the representation of the information and it promotes the development of

tools to organize the Web as a great content and services repository. On

the other hand, = Semantic s is the basic technology that allows computers

to understand the meaning of the information on the Web, process it and
approximate it a step closer on its role of helping people . For this reason,
the Semantic Web works on standards and mechanisms that allow the
Web to think like  people do as wellas to make intelligent decisions.

Looking back since the early years when the World Wide Web  appeared , a

lot of new concepts and technologies have been developed as a way to

migrate local desktop -based applications to web -hosted ones, including

the storage and i nt egr atan intetopevable web space 6 dat a
(Figure 2). Similarly , this trend exhibits an expansion of the Internet in

terms of both the semantics of the information exposed and and the
semantics of its social connections (i.e.t he connections and inter  -relations

of the Web community members).
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Semantic Web Web 3_0 Distributed Search
owL SWRL .-“2010 - 2020
SPARQL .-~ Semantic Databases
OpeniD AJAX -~"Semantic Search
RSS ATOM .-~ Widgets
P2P RDF Office 2.0 Mashups
sasert .. Web 2.0 o
SOAP XML Jiva .-" 2000 - 2010 Weblogs  Social Media Sharing
World Wide Web HTML

HTTP.-" Directory Portals ~ Wikis =g, ~Social Neiworking

Semantics of Information Connections

VR ’ . . .
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BBS Web 1.0 websies
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Desktop WindowsseM!',.-" Databases
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Source: Radar Networks & Nova Spivack, 2007 — www.radarnetworks.com
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Figure 2: Timeline through the evolution of the Internet
The objective of this section is to study how the advancement of these

Web technologies ( Web 2.0 and Web 3.0) have impacted or will impact
the relevant market sector s.
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2.1.1 Web 2.0

As described in the previous section, t he rising popularity of user  -driven
online services, including MySpace, Wikipedia, and YouTube, has drawn
attention to a group of technological d evelopments known as Web 2.0.

These technologies, which rely on user collaboration, include Web
services, peer -to-peer networking, blogs, podcasts and online social
networks [Mck07].

The Web 2.0 consists of a set of principles, business practices, social
networking, community collaboration and implementation technologies
which has quickly revolutionized the Internet. The Net is now a
participation vehicle, thus providing more value to the users.

Small Facos
T Laoselytoinad
e wab ag companants

Emengent Usar
behanor not
predetermined

Figure 3:Web 2.0 Meme Map

The Web 2.0 framework embodies not only collaboration enablers but also

builds on an approach of services rather than products (i.e., Software -as-
a-Service (SaaS) and Service -Oriented Architecture (SOA) ), Some Web
2.0 technologies are currently available in a hos ted or SaaS model, thus
reducing cost and complexities.

Organizations seeking to quickly increase productivity and to gain
competitive advantage place the Web 2.0 as a high priority. Consequently,
some companies are actively taking steps to evolve themsel ves to the

Web 2.0 framework as a way to quickly adaptto change s and transform
their business. Many of them have already implemented some Web 2.0
technologies (such as wikis, blogs, podcasts, instant messaging and RSS),
causing an explosive growth  of this market [Out08] .
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The benefits provided by the Web 2.0 framework are enormous . For
example , it enables the quick development of situational applications
through mashups, where developers integrate data from various
applications into a new application provi ding a new dimension to
information and where the cost of software developmentis lower [Out08] .

The level of satisfaction from the use of Web 2.0 technologies by
companies is enormous , too. Respondents to a recent McKinsey survey
[MckO7] show a widespread but careful interest in this trend. They say
that Web 2.0 technologies are strategic and that they plan to increase
these investments.

More than half of the executives surveyed say they are pleased with the

results of their investments in Internet techno logies over the past five
years, and nearly three -quarters say that their companies plan to
maintain or increase the investments in Web 2.0 technologies in the
coming Yyears. Only 13 percent of the respondents say they are
disappointed with previous investm ents. Companies that acted quickly in

the previous wave of investment are more satisfied than late movers. Less

than a fifth of all the respondents say they are very satisfied with their
returns. Of those who rate themselves as very satisfied, 46 per cent are
Aearly adopter cént aenfilf &<t pfeoal | ower so.

% of respondents!

How satisfied are you with vour company’s financial return on
investment in Web 2.0 technologies over the past 5 years?

Early adopter Fast follower 1M0% n=

Very satisiec? NN TR |
somewhat satisted” | NN 1,008
Neutral? | HETETE 744
Dizzatizfied? | IETHIINNEEEEE 182

Figure 4: Company6s Financial SMeb2 9f acti on

Revenue Models and Business Models
New revenue and business models [MutO8] have been created due to the
fast gro wth of initiatives like Myspace, Youtube or Facebook and the use
of the Web 2.0 technologies by companies like Google, Yahoo, Microsoft
and AOL.

For example , the revenue models used in the Web 2.0 market, are the
following:

U Advertising [1]: The web site provides content and services mixed
with advertisement information in the shape of banners. The
advertisers will pay a fee for including the banner and t he price will
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be different depending on its location, size of the banner , the
hosting page and the quan tity of times that is visualized and / or
accessed.

Outline advertising [2]: The banner or advertisi ment is located on
the homepage or other alternative locations where the user could
distinguish it better

Subscription model [3]: In this model , users are charged a
periodic (annual, monthly) fee to subscribe to a service.

Pay for use [4]:

o Pay for the services used: Fee per the use of operations,
functionalities or services whenever they are used

o Pay for SMS:  The user pays for using SMS to send or receive
contents in his mobile.

o Credit Sales: Fee per credits that allow buying products or other
elements related to the target site.

Transaction commission [5 ]: Fee an additional commission for

the commercial transaction. Several sites dedicated to sales or
auctions charge a percentage on the final price of every sold
product.

Product Sales [6]: Revenues can be based on the sale of real
products such as books. Revenues are not obtained by means of
subscriptions, contextual advertisements or other uses.

Pay tous ers[7]: Some sites offer incentives to users according to
their level of activity in the site. Th ese sites often offer incentives if
the user uploads files or if he promotes his articles or if advertising

is allowed in the user space.

Donations [8]: Users can contribute to site development or
subsistence by means of free donations

The Business Models are followings:

i

i

100% Free: All Services are free for everyone

Freemium  (Free and premium payment mix): Free basic services
for all; premium paid services f or those who want to buy them

100% Payment: The final service offered is not free. Some sites

let users have a look  at the results of searches but they do not let

them access their details.

Users

As far as the users of Web 2.0 are concerned, most users do not want to
pay for stuff. They want free content (60% of time); either free or fee if it
serves their needs (36%).

Page 22



weknowit

D8.3.1 T v. 0.11

Most users want to receive content by email alerts (85%), blogs (47%),

intranet posting (41%), podcasts (23%), RSS feeds (21%), videocast ing
(16%). But 31% of the received content does not provide the information
users want. (Source: Outsell's information markets & users database).

Market Analysis versus Re ve nue Models

The analysis of the 100 most popular Web 2.0 sites in the Alexa rankin g
shows the following results [Mut08]:
U Advertising is the main source  of revenue of the Web 2.0 (86%) . It
is followed by annual or monthly subscription model with 26%
of the analyzed sites and product sales with 17% (especially in
communities and more vert ical social networks).
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BO0% 1
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60,0%
50,0%
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Figure 5:Web 2.0 revenue models
u There are 3 important points in this analysis to which we have to
pay special attention: The Pay for use model is almost not
supported (only 7%). The supporting of the Pay to the users

model is out -standing with 12% (especially in storage sites and files,
photos and video share sites). And up to 10% of sites invite users to
realize voluntarily  donations . In all of them, advertising is the main
source of income with the exc eption of the Wikipedia.org.

U Inthis analysis , social networks correspond the 16% of the Web 2.0
sites analyzed. As a result of this analysis, we can conclude that
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social networks are  type of Web 2.0 application in which advertising
is the main source  of revenue .

In the following graph  , we can see that the 100 % free model is supported
by almost 2/3 (62%) of the analyzed webs, while only 37% of them
support a freemium or payment model.

1,0%

0 100% free
Free and payment mix

0 100% payment

Figure 6:Web 2.0 business models

These resu Its become more obvious in the social networks domain where
up to 93,8% support a 100% free model and in the content share sites ,
such as YouTube or Wikipedia , where the 76,3% of them support the
100% free model.

100,0%

90.0% 7

800% 1

700%
60.0% -

¥ Tools and applications

¥ Social networks

» Classified advertising and contacts
# Content sharing

» Community

Figure 7:Revenu e models versus type of Web 2.0 applications

The freemium payment model (37%) usually mixes the advertising model
based on free limited access with some of the other functionalities like, for
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example, the model of fee paying for using the services marked a S
premium (based on the subscription model).

The nature of the Web 2.0 site determines clearly its model of business.
The revenue possibilities on social networks or the communities are
different from the rest of the Web 2.0 applications [Mut08].

100,0%
90,0% -~ |
B0 0% d W Tools and applications
70,0%
’ Social networks
60,0% -
50,0% - Classified advertising
40.0% and contacts
30.0% B Content sharing
20,0%
10,0% - B Community
|,
0,0% !
100%: Free and 100%
free payment mix payment
Figure 8: Business models versus type of Webs 2.0
Conclusions

A successful revenue model for the Web 2.0 has yet to be discovered and

the advertising continues as the main revenue source. But the
advertising is overestimated as  a sourc e of income. In the future, if the
most interesting initiatives want to succeed, they should support the
subscription model , the payment for the use of certain functionalities
or the commercial  exchange commission

On the other hand, the future of freemium models is not good, if we
consider that only 1 -2% of the users are ready to pay for a premium
account subscription.  The important thing here is that users are not ready

to pay in the future for something which is free now, and introducing a

payment model can represent a big risk. The tendency to the payment is
normally | ow for a user accustomed to
anythingo.

The big challenge of the Web 2.0 is to find successful advertising
formulae to maximize revenues in the future. The b est advertising

position is using the user behaviour and his profile to offer him the more
related commercial offers.

On the other hand, the social networks can learn our likes and interests
across how we behave in them and which contents and advertisings we
are interesting in. This is certainly the best opportunity to create a
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successfully advertising model. The aptitude to create such a model will
determine, no doubt, the Web 2.0 roadmap [Mut08] .

The number of Web 2.0 applications will be increased in th e near future
but it will need to be more fragmented and specialized.

To this respect, the  behavioural targeting , in which the user messages
are personalized depending on his behaviour inside the web, will have a
huge potential. In the Web 2.0, the use of business rules and intelligence
based on user profile s and behaviour to  modify the user's experience

and the contents that appear first, is the highest priority.

In fact, the key to the success of the Web 2.0 applications is how

effectively they can harn  ess the information provided by users. The more

personalized your service, the better you can match a user to the content

of her choice. For this reason, the use of collective knowledge to
personalize the userds experience 6nevisul d be
music or trips. More specifically, understanding Web 2.0 applications

content at a deeper level, using technologies such as the ones

developed by WeKnowlt , allows to build more personalized

applications, which are not possible b y just collecting an d aggregating

information.

On the other hand, the Web 2.0 will have to be reinvented when mobiles

become the most popular Internet access mean . Devices such us the
iPhone where the geo -location is available, will increase the
opportunities for communities , contact webs, social network, and so on,
since it will let users always be on -line. Besides, advertisers may take
advantage of our geographical location to improve their promotions
[Mut08] . WeKnowlt will  develop exactly such technologies :
addressing mobi le users and applications requirements.

2.1.2 The Web 3.0 or the Semantic Web

The further evolution of the Web 2.0 is nowadays moving its path into the

realm of the so -called Web 3.0 . Even though there is still not a
unanimously agreed definition of the Web 3 .0 and it is yet to be seen how
this next generation of the Internet is to be solidified in its widespread
deployment of Web services, nevertheless, it is without doubt that Web
3.0 is already happening and will revolutionise once again the way we
think of the Internet. Despite the fact that there are different flavours by
which people visualise the future shape of the web, however we can think

of the following possibilities as its determinant characteristics:

U Web as a Semantic Database : A Web having intell igence on its
own, where machines can read sites (almost) as easily as humans
read them. E.g. you ask your machine to check your schedule
against the schedules of all the dentists and doctors within a 10 -mile
radius & and it obeys.
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0 The 3D Web: A Web you can walk through. Without leaving
desk, you can go house hunting across town or take a tour

your

Europe. Or you can walk through a virtual world, surfing for data

and interacting with others in 3D.

0 The Media -Centric Web: A Web where you can find media

using

other media 9 not just keywords. You supply, say, a photo of your
favourite painting and your search engines turn up hundreds of

similar paintings.

U The Pervasive Web : A Web that's everywhere. On your PC, on
O0spreadsé6
throughout your home and office. Even your bedroom windows
could be online, checking the weather, so they know when to open

your cell phone, on your clothes and jewellery. It

and close.

Semantic technologies are based on the separated codification of data
meaning and computing content in a way t hat will allow machines, besides

persons, to understand, share and rationalize information in a similar way

as persons do. From this process , It is possible to build a semantic
: ontol ogi
that a llows obtaining comprehension of stored data in information

infrastructure through taxonomies

systems.

An initial use of this technology is to improve management information
systems for companies and make them available as Web services.
Semantic Infrastructure it is possible to off er a solution for one
main problems in computing: semantic interoperability of data (

also known as Semantic Web Services or SWS).

Using a

of the
wchich

There are initial examples of services such as semantic search engines
that might compete with the current we b search tools (Powerset, Hakia or
TrueKnowledge), semantic wikis (Freebase) or semantic social networks

(Twine).

is

In the longer term | they will be used as a basis to the so -called Semantic

Web. In the way towards the Semantic Web, two trends will

come

toge ther: "the bottom -up"”, based on the use of micro -formats as

principal elements, involving the user when the information is edite

d; and

another one, "the top  -down", based on the use of recognition of formal

representations (ontologies).

When could it e merge?

Although m any companies are adopting the Semantic Web standards

or

are using and developing structures and technologies that closely

resemble the Web 3.0, the appearance of A Kk it lisl netr

the

expected, but, rather, a smooth introduction of these technologies in

traditional applications in order to improve the way information is tr
and exploited inrelation to other  applications [Tec08].

eated
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What would be the consequences?

These technologies would allow computers to begin to solve proble ms,

apparently simple for persons, but still complicated for machines because

of the need of managing the meaning of the information . So far this type

of problems have only been solved when they were an easytask or people

were involved like, for example, services as Amazonds fAMeche
With these technologies, a bigger number of tasks would be performed by

computers [Tec08] .

2.1.3 Collective Intelligence

In Gartner's 2007 Emerging Technologies Hype Cycle Highlights Key
Technology [GatO6] , the technolog ies which will have the greatest impact
on businesses over the next 10 years were identified. In this survey one of

the Web 2.0 hot areas named was Collective Intelligence, rated as
potentially transformational to businesses.

For Gartner, 0 Co |l | e c ntél ligence 6 was defined as an approach to
developing intellectual content, such as code and documents, through
individuals working together with no centralized authority. 'This is seen as

a more cost -efficient way of producing content, metadata, software and
certain services'.

Figure 9: Gartner6s Hype Cycle for Emerging Technol
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