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Increasing access to technologies “... have 
p t the po er of comm nicationput the power of communication, 
information gathering, and analysis in the 
hands of the individuals of the world.”

George Freedman, The Changing Nature of Museums, 
20002000



TitleWhat is Web 2 0?TitleWhat is Web 2.0?

‘Web 2.0 is a term coined by O'Reilly Media 
in 2004 to describe blogs wikis socialin 2004 to describe blogs, wikis, social 
networking sites and other Internet-based 

i th t h i ll b ti dservices that emphasise collaboration and 
sharing, rather than less interactive 
publishing (Web 1.0). It is associated with 
the idea of the Internet as platform.’the idea of the Internet as platform.

h // i l di iki /Sh AZhttp://socialmedia.wikispaces.com/ShortAZ



Web 1.0 access to information

Web 2.0 access to people

John Seely Brown and Richard Adler, Minds on Fire: 
O Ed ti th L T il d L i 2 0Open Education, the Long Tail, and Learning 2.0, 
January/February 2008



TitleWhat is social media?TitleWhat is social media?

‘Social media is a term for the tools 
and platforms people use to publish, 
converse and share content online. 
The tools include blogs, wikis, 
podcasts and sites to share photospodcasts, and sites to share photos 
and bookmarks.’

http://socialmedia.wikispaces.com/ShortAZ





Title
Reasons why we need to engage 

ith W b 2 0Titlewith Web 2.0

• That’s where our audiences are
It’ tl f !• It’s mostly free!

• The wisdom of crowds
• Young people know no other world

Y ’ll b l ft b hi d• You’ll be left behind:
– then © 1999 “Do not distribute”
– now © 2009 “Click here to share”



Australian data (n=2,006)
43% t h id

Museum/gallery visitors 
(n=829)

• 43% watch a video
• 34% use social networking site
• 32% participate in discussion

( )
• 46% watch a video
• 36% use social networking site32% participate in discussion 

board/forum
• 37% read customer  

ti / i

• 39% participate in discussion 
board/forum

• 48% read customerratings/review
• 27% read blogs
• 19% tag web pages

48% read customer  
ratings/review

• 34% read blogs19% tag web pages
• 16% listen to podcasts
• 15% use a wiki

• 27% tag web pages
• 23% listen to podcasts
• 20% use a wiki• 15% post ratings/reviews

• 13% comment on blogs
12% upload video/audio

• 20% use a wiki
• 21% post ratings/reviews
• 18% comment on blogs• 12% upload video/audio 

created
• 10% publish own web page

g
• 15% upload video/audio created
• 13% publish own web pages

• 8% publish/maintain a blog
• 8% use RSS feeds

• 9%  publish/maintain a blog
• 11% use RSS feeds



People in developed countries are 
spending 82% more time on social mediaspending 82% more time on social media 
sites ... Australia is number 1 globally

Nielsen Report January 2010Nielsen Report, January 2010,
http://blog.nielsen.com/nielsenwire/global/led-by-
facebook-twitter-global-time-spent-on-social-media-sites-g p
up-82-year-over-year/



Title
Not having the web is like not 
b i bl tTitlebeing able to…

• Walk, breathe, talk, eat, survive, socialise
• Get access to water• Get access to water
• Get an education
• Access a whole new world

Wear clothes and be fashionable• Wear clothes and be fashionable
• See the sun
• Travel around the world, explore my inner 

self or broaden my horizonself or broaden my horizon
http://australianmuseum.net.au/blogpost/Kids-talk-about-the-Internet/



TitleHow to do it?TitleHow to do it?

• Define purpose/goals
• Identify resources/boundariesIdentify resources/boundaries
• Develop ideas and explain the plan
(Nina Simon, June 2009)

• Just give it a go!
L k d th lf• Lurk around those spaces yourself

• Learn together – check with your peersg y p
(Lynda Kelly, February 2010)



Title
Organisational change in 

& i l diTitlemuseums & social media

• Let go
Ri k t ki• Risk-taking

• Go for it
• Networks & connections

S ff ldi• Scaffolding
• Self-monitorSelf monitor
• Participation



Title6 ways to make Web 2.0 work Titley
(HBR)

T l l d th h i f l h l• Top people lead through informal channels
• Users determine how they do things: not y g

imposed
• Needs to be integrated as part of work• Needs to be integrated as part of work 

processes: not an add on
• Appeal to people's desire for recognition
• Never know where solutions will come from• Never know where solutions will come from
• Balance freedom and control



Play

ShareTrust ShareTrust

Web 
2 0 CollaborateUser- 2.0 

mindset
Collaboratecentred

ChangeLearn Change

Adapt

Learn



“Web 2.0 puts users and not the 
i i h f h iorganisation at the centre of the equation. 

This is threatening, but also exciting in g g
that it has the potential to lead to richer 
content, a more personal experience.”content, a more personal experience.

Mike Ellis and Brian Kelly, Web 2.0: How to Stop 
Thinking and Start Doing: Addressing Organisational 
Barriers April 2007Barriers, April 2007



Title
That’s all very well, but how do 
I d it?TitleI do it?

• It’s called repurposing content:
– “write once, publish broadly across a range 

of mediums”

http://museum30 ning com/forum/topics/repurposinghttp://museum30.ning.com/forum/topics/repurposing
-content-making-web



Content 
Mgmt:

Blog
E_news

Write 
once,

Social 
Networks:

Facebook
Documents:

content once, 
reuse 
often

Facebook
LinkedIn

Flickr
YouTube

content 
research
objects

YouTube

Q i kQuick 
updates:

Twitter
RSS

Email alerts





http://www.australianmuseum.net.au/


