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Part One

Activation (@ Find out the meaning of the following v

booming capitalize on
traffic portfolio
savvy whim

@ Explain the meaning of the following term:

blog domain name
Nasdaq RSS

SMB Web 2.0

wiki

€@ Have you heard of the following Web sites? Ch
out what they do.
Buzzlogic

del.icio.us
Salesforce.com

: ==
g { ; A« wene HDO
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Part Two

Warm-up

Activities The Internet is rapdly evolving from a choannel for content distribution to a platform for activity —
collaboration, publishing, sharing and imnovation. It has currently undergone a comprehensive
software upgrade, representing several initiatives collectively known as “Web 2.0.”...8implicity
and convenience are driving the rapid adoption of Web 2.0. In 2005 | started reading the blog of
the CEO of Sun Microsystems, Jonathan Schwartz. At that time he said, “Simplicity changes the
world. Convenience i3 a force multiplier.”

Kathleen Gilroy

R Py

Have you ever heard of Web 2.0? What are the main features of Web 2.0?

1 Are people becoming more dependent on the Internet? In what way?
Can you describe some of the major changes that the Internet has brought us during the last
decade? In what sense do we say that it brings convenience and simplicity?

[S9]

1 What is online business like in real life?
2 Does the Internet offer a favorable environment for small and medium businesses? Or do
larger businesses tend to swallow up the smaller ones?

Where There's a Web, There’s a Way:

Denise J. Deveau

Kathleen Gilroy, cofounder of Swift Media Networks in Boston, eats, lives and
breathes Web 2.0. Not only is her latest business venture focused on Web 2.0 services for
conferences, but she’s also used just about every Web-based tool there is to run her own
various startups. With five full-time staff members, she has become a well-seasoned user
of blogs, wikis, collaboration tools and just about any other free or low-cost service she s
can make use of.
“What’s interesting about Web 2.0 is that it gives you access to markets a small-
business owner couldn’t normally reach,” Gilroy told the E-Commerce Times.
Right now, her application “portfolio” includes:
* A wiki to coordinate efforts between programmers in Boston, Idaho and the 10
Ukraine;

* Basecamp, a Web-based project management tools (about US$40 a month);

e Highrise to track contacts and activities (much like a small business version of
Salesforce.com); and

e A collection of Google (Nasdaq: GOOG) tools (e.g. Google Docs spreadsheets, 15
Google Notebook for blogging, Google AdWords for keyword searches, etc.).

The World Wide Web 3



On occasion she even touches base with people through Facebook and LinkedIn;
and she’s a fan of the likes of Twitter microblogging and del.icio.us social bookmarking
service.

Blogs for Dogs

Gilroy has also applied her Web 2.0 thinking to help out a friend whose dog breeding
business went downhill when some more tech savvy competitors made their names
known. All it took was setting up a blog and registering the right keywords with Google
AdWords, and business was soon booming again.

The tactic, according to Gilroy, was not about simply setting up a blog on a whim.
“Any small-business owner can use a blog as an online marketing tool, but it’s more
effective to combine it with Google AdWords to drive traffic. A lot of professionals are
also combining Google AdWords with online scheduling services and seeing an enormous
increase in profits.”

It pays to be specific. “It’s easy to start a blog, but it’s another to create an
environment that’s engaging enough to be an impactful part of your business,” confirmed
Bill Rielly, SMB Marketing Director for Microsoft (Nasdaq: MSFT). “Your efforts must
be driven by core business needs and tightly aligning them with specific tactics.”

Little Fish in a Big Pond

Web 2.0, according to Rielly, has actually put small businesses at a decided advantage
when it comes to reaching out and touching potential customers. “They’ve taken the
driver’s seat by becoming the early adopters,” he told the E-Commerce Times. “That’s
because Web 2.0 enables them to achieve a scale at an affordable price, which was never
possible before.”

Microsoft Office Live Small Business tools launched this past February, for example,
enable companies to get on the Web; generate branded e-mails; execute e-mail campaigns;
create blogs, wikis and discussion forums; and market over the Internet through banner
ads. Basic services are free of charge.

20
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New Words
and
Expressions

Keeping Your Eye on the Prize

However, with a potential market of millions of consumers, the key to any Web
2.0 outreach is getting a handle on your goals and your real audience. There are some
additional types of on-demand Web-based services that can help small businesses
capitalize on the power of word-of-mouth referrals,

If influential blogs in your particular market are where you want to invest your limited
marketing dollars, services like San Francisco-based BuzzLogic can help find the right
influencers in the blogosphere for targeted outreach or advertising campaigns. As CEO
Rob Crumpler explained, “If you can identify and reach out to influencers on a one-on-
one basis, it can be very fruitful. With 100 million consumers actively reaching blogs,
businesses need to know the right place to get to the right audience with the right message
at the right time.”

When targeting the blogosphere, he recommends that business first define their
topic areas of interest and identify the key influencers in those areas. The next step is to
understand the audiences. “Once you’ve done your flight planning, then you can start
doing outreach,” Crumpler told the E-Commerce Times.

A Brave New World

Whatever the market of choice, at the heart of Web 2.0 is the fact that it helps
companies build communities, John Kembel, CEO HiveLive in Boulder, Colo., an on-
demand platform for building online communities, told the E-Commerce Times. “You can
tap into customers. You can compete and innovate efficiently and effectively. You can
integrate blogs, forums, wikis and RSS feeds to support activities that are unique to your
products and ideas.”

Even at this point, small businesses have barely scratched the surface of [what] Web
2.0 has to offer, Microsoft’s Rielly said. “Delivery cycles are getting short, and we’re
seeing a lot more tools and content [for small business]. That’s the exciting part. We're
only in the first innings in terms of small businesses engaging in this stuff.”

(Total Words: 813)

(L*This text is taken from E-Commerce Times, with abridgment. w
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venture /'ventfa/ n. a business project or activity,
especially one that involves taking risks T{EI B}
B (LIEFRER) ik,

seasoned /'si:znd/ a. (of a person) having a lot of
experience of a particular activity (¥ A) @13 LM
LR

collaboration /ka.l®ba'rerfon/ n. the act of working
with another person or group of people to create or
produce sth &1E. ME

portfolio /pa:t'fovliou/ n. the range of products or services
offered by a particular company or organization #&#%

HE (MEFFRE)

coordinate /kau'a:dinxt/ v. to organize the different parts of
an activity and the people involved in it so that it works

well £ (&85, BEF) iR, thEanE

savvy /'sevi/ a. (informal, especially NAME) having practical
knowledge and understanding of sth; having common

sense ({2) IR, M8

tactic /'tektik/ n. the particular method you use to achieve

sth FE, g

whim /(h)wim/ n. a sudden wish to do or have sth,
especially when it is sth unusual or unnecessary —&f

BINEL. RRFA

The World Wide Web
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traffic /'trefik/ n. the movement of messages and signals
through an electronic communication system B F3i&Eifl

ABPHERANESHE

lmpactfula BHEEWEH
impact /'tmpzkt/ n. the powerful effect that sth has on

sb/sth %uﬁ

confirm /kan'fa:m/ v. to state or show that sth is deflnrtely

true or correct, especially by providing evidence §iE3E,
UERR

potential /pa'tenfal/ a. that can develop into sth or be

affordable /3" f:) dabl/ a. can be afforded ﬁ%ﬁ%&&’]

developed in the future X TRESEBREEHEHE
7]&’]

launch /1o: mf/ v. to make a product avallable to the publlc

for the first time &‘PFE (FH=&)

generate /'d3en9.ren/ v. to produce or create sth Fi;ﬁﬁlj

BXEY

”execute i eksxkju t/‘v (formal) to do a plece of work perform

aduty, put a plan into action, etc. #17, B4T. e

Comprehension Check

6 IUNIT 1

0 Reading for general ideas

banner ad an advertisement across the top or bottom or
down the side of a page on the Internet T3 TREREL JE
"‘Bﬂ’hé#“}""t

outreach /aut'ri: tj/ n. the actlvlty of an organization thal
provides a service or advice to people in the community,
especially those who cannot or are unlikely to come to
an ofﬂce ahosplta| etc. for help (E) BE%

caprtalrze on 1o gain a further advamage for yourself from

 asituation %'Jﬁ%%!!rﬁ M%E%FF%‘NJ

referral /rr'fa:ral/ n. the act of sending sb who needs
professional help to a person or place that can provide it

(I“Jﬂ'lJ.A) ?E%

target /'ta:grt/ v. 1o try to have an effect ona partlcular
group. of people i3 (i"ﬁﬁi)

tap /laep/ V. to obtaln or make use of sth ﬂ'—“i &%ﬂ FF]

scratch the surt'ace to deal wlth understand or flnd out
about only a small part of a subject or problemit {3 s 4b
BEEBRRAE

Read the text through quickly and answer the following questions.

1 How do you define Web 2.0?

2 In what way does Kathleen Gilroy find Web 2.0 a useful approach?

3 Why does Web 2.0 seem to be especially helpful to small businesses? You do not need to give

details.

@ Reading for specific information

Read the text again more carefully and decide whether the following statements are true or

false.

L

If you have limited capital and you want to find influential blogs in your particular market,
services like San Francisco-based BuzzLogic can help find the right influencers in the

blogosphere for targeted outreach or advertising campaigns.

L

Rielly thinks that Web 2.0 has actually put the majority of businesses at a decided

advantage when it comes to reaching out and touching potential customers.

LD

effectively.

Small businesses depend heavily on blogs to advertise their products.
Small businesses are very experienced in taking full advantage of Web 2.0.

Web 2.0 enables small businesses to reach out to their potential customers more



@ Further underst
Discuss the following questions with your partner. Do not worry if you have
different ideas.

1 What is recommended as online marketing tool?

2 Why is the combination of a blog and Google AdWords seen as an application of the
concept of Web 2.0 ?

3 Why is it useful for small businesses to define their topic areas of interest and identify
the key influencers in those areas?

4 Why do small businesses need to build community?

5 What do you think is the attitude of the author toward Web 2.0? Based on what do you
say that?

6 Why does Microsoft’s Rielly say that small businesses have barely scratched the surface of
what Web 2.0 has to offer?

@ Reading and making interpretations

Read the text again more carefully. Paraphrase the following sentences from the text, paying
particular attention to the italicized words.

1 With five full-time staff members, she has become a well-seasoned user of blogs, wikis, collaboration
tools and just about any other free or low-cost service she can make use of.

2 Gilroy has also applied her Web 2.0 thinking to help out a friend whose dog breeding business went
downhill when some more tech savvy competitors made their names known.

3 The tactic, according to Gilroy, was not about simply setting up a blog on a whim.

4 They ve taken the driver’s seat by becoming the early adopters.

5 We’re only in the first innings in terms of small businesses engaging in this stuff.

6 When rargeting the blogosphere, he recommends that business first define their topic areas of interest
and identify the key influencers in those areas.

The World Wide Web
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!Part Three
ures?

. ~41 J 2 t

_reading Questions ot are their fea

Pre-reading Sbout virtual goods? wh il
| What do you know ourchase virtual g

ons for people O

2 What might be the reas LW
Key Words
and itar f@eva'ta:/ n. ['travfi/ n. ious ['tidres/ a.
Expressions ing /bli/ n. o ['stegorin/ a. vicld fjild/ v.
ether [i:09/ n. /'baeris/ n. payoff ['pera:f/ n.
sible ['tendzabl/ a. /troud/ v. ['abrtridz/ n.
wendous /tr'mendoas/ a. xplode /1k'sploud/ v. is ty /dis'periti/ n.
fuel /fjual/ v. I » Jtreen'zek[an/ n. idicrous [Tu:dikras/ a.
/'&naoki/ n. de [maltitju:d/ n. 1oc ['etkoridz/ n.
/plart/ n. /T'kwivalont/ n. \y /o'’kampani/ v.
/pri:'pkjupai/ v. ntal fiInkrr'mental/ a. ['®set/ n.
/mok/ v. ( ['widzit/ n. /II'’kwidati/ n.
/gb'sg:dItI/ n. /difa'renf1ert/ v. i /'b3:dzonin/ a.
/kom'pauvnant/ n. /ak'sesar1/ n. i wcture [infrastraktfaf n.
/['atkpn/ n. [meesivll/ ad.

Virtual Goods: The Next Big Business Model
Susan Wu

People spend over $1.5 billion on virtual items every
year. Pets, coins, avatars, and bling: these virtual objects
are nothing more than a series of digital 1s and Os stored
on a remote database somewhere in the ether. What could
possibly possess people to spend real, hard earned cash on 5
“objects” that have no tangible substance?

The virtual worlds space has received tremendous
press attention in the last year, fueled in no small part by
Wild West stories of fortune and anarchy in worlds like
Second Life and the plight of the Chinese gold farmer in 10
World of Warcraft. But people aren’t paying attention to
the bigger story. While people preoccupy themselves with
mocking the absurdities of some of these virtual worlds,
the reality is that there are many businesses out there
making meaningful amounts of money in virtual goods. 15

So why do people spend real money on virtual
objects? There are four major reasons:

8 JUNIT I
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Virtual objects aren’t really objects— they’re services

Virtual objects aren’t really objects — they are graphical metaphors for packaging up
behaviors that people are already engaging in. As James Hong from HotorNot tells it, his
virtual flower service has 3 components: there’s the object itself represented by a graphical
flower icon, there’s the gesture of someone sending the flower to their online friends, and
finally, there’s the trophy effect of everyone else being able to see that you got a flower.
People on HotorNot are paying $10 to send the object of their affection a virtual flower —
which is a staggering 3-4x what you might pay for a real flower! Of the 3 components, the
two that James says are most important to his users are the trophy effect and the meaning
of the gesture itself. As the barriers between peoples’ online and offline selves continue to
erode, this market for virtual goods is going to explode. People are going to continue to seek
out ways to show real emotional engagement online. Virtual gifts are a particularly effective
way to package your attention.

Virtual objects create real value for people

Each day, thousands of transactions take place in markets such as eBay for virtual swords,
currency, or clothing across a multitude of virtual world environments. For people who purchase
virtual items such as swords or armor, buying these items increases the overall satisfaction she
receives from spending time in this virtual world / online community / online game. For example,
struggling along as a level 20 character might give her 20 units of personal satisfaction per hour,
whereas progressing as a level 20 character with a very powerful sword could bring 50 units per
hour. In this case, she would be willing to pay the equivalent of whatever amount generates an
incremental 30 units of personal satisfaction for the sword.

Probably the most powerful way that virtual objects create real value is through self expression.
RockYou is now serving 150 million+ widgets a day — widgets that people put on their Facebook
profiles to differentiate themselves — much as they do in the real world with accessories
and bling. The US retail market for clothes is ~$300 billion — there’s good
reason to believe that people’s strong drive to personalize and differentiate
in the real world will work online as well. Widgets are a form of virtual
good — though most widget companies are ad supported today, I see
widgets fueling a massively distributed microtransaction economy
in the not too distant future.

The cost of buying objects can be cheaper than
“earning” them

Who hasn’t heard of the Chinese gold farmers in
World of Warcraft? Typically, these farmers are young
students who spend up to 12-14 hours a day playing the
game. They can then sell these goods or characters to
US based players for US dollars. The term “farming”
refers to the fact that they spend hours performing
the same tedious in-game action over and over
again to yield a certain payoff. This industry
has arisen to take advantage of arbitrage
opportunities that result from the disparity
in opportunity costs. The Chinese farmers
value their time much less than American

The World Wide WebI 9
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players. This isn’t a moral statement ; it’s just one of economic fact. While it might take both
players 60 hours to progress a character up to level 40, the opportunity cost for the American
player could be $900 (60 hours* $15/hr,) whereas the opportunity cost for the Chinese player
could be $30 (60 hours* $.50/hr). The American player is willing to pay up to $900 for a
level 40 character, creating profit opportunities for the Chinese player.

You can make money off of virtual objects

Last year we have many stories about Second Life’s first real estate millionaire. Though
it might seem ludicrous to spend as much money on a virtual island that you could otherwise
use to purchase real acreage in the physical world, the buyer in this case could actually be
quite financially savvy. Buying an island in this virtual world is accompanied by obtaining
certain rights — such as mining for other virtual assets and real estate development. The

- buyer could in turn subdivide the island into multiple parcels and make a healthy return

reselling the land to other players. Of course, this type of investment strategy requires market
liquidity; that is, a sizeable and willing market of buyers willing to pay your desired price.
With the rapid growth in number of players in virtual world environments and burgeoning
market infrastructure, market liquidity is likely to increase with time.

(Total Words: 933 )

( * This text is taken from http://www.techcrunch.com/2007/06/20/virtual-goods-the-next-big-business-model, with abridgment. ]

Comprehension Check

@ Answer the following questions ac

1 How much do people spend on virtual goods each year?
2 What does “the bigger story” refer to (para. 2)?

3 According to the author, why do people spend so much on virtual goods?

@ Match the following words with their

tangible completely unreasonable,stupid, or wrong

component something thatis keptin memory of avictory orsuccess
disparity i that canbe clearly seen to exist

differentiate inequality; difference

ludicrous one of severalparts of whichsomethingis made

trophy make one thing or person clearly different from another

@ Explain why you agree or disagree with the following sta 3t

10 JUNIT 1

1 As the barriers between peoples’ online and offline selves continue to erode, this market for

virtual goods is going to explode.

2 With the rapid growth in number of players in virtual world environments and burgeoning market

infrastructure, market liquidity is likely to increase with time.



