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Introduction

The aim of this book is to highlights new products, services, strategies and
philosophies drawn from an emerging collaborative information platform. The World-
Wide Web has metamorphosed into a powerful multimedia, multipurpose, multipoint,
and creative vehicle for development and delivery of new, emergent products and
services.

This book explores symbiotic connections between the development of new e-
business technologies with new users and consumers, existing and new businesses,
and links to social and political visions and strategies.

Friedman’s (2006) conceptualization and discussion of a “Flat World” with an
advanced collaborative platform expressed through “Globalization 3.0”, provides a
strong underpinning description of the new platform. This book explores and
discusses the new platform that is relevant — indeed critical — to existing and new
small and medium businesses — who may in turn become new industry leaders in the
coming decade.

E-NOVATION starts with businesses using the new platform to research, develop and
market new things within and out from that platform. E-NOVATION is viewed from
businesses who already have basic or more advanced E-Business features, but should
move on take advantage of more features within the new platform.

E-NOVATION explores a new composition of marketing elements relevant to
competing in a new collaborative business world. E-Novation Marketing Elements
incorporating Web 2.0 concepts include Collaboration, Pricing, Online Presence &
Branding, Curriculum, and Deployment.

Book Objectives

The book recognizes a revolutionary change in E-Business to a new advanced
collaborative information platform that supersedes previous E-Business information
systems, perspectives and business and marketing philosophies. The book introduces
relevant advancing new information thinking for new agendas of marketing and
business research and practice — and indeed for new research and practice with and
from the new information platform.



The Target Audience

The proposed book will be useful to academics, teachers and researchers,
professionals in the field of e-learning, and to people that belong to the broader field
of education. The book builds on new conceptualisations of a new collaborative
platform — but encapsulates philosophies, strategies and actions under an E-Novation
umbrella expressed in useful terms for business researchers and managers. These
approaches may also be of significant importance to researchers in the area of the
semantic web, especially when the semantic augmentation of the data concerns those
interested in using online communities for business processes.

Suggested chapters with details may focus on, but are not restricted to:
Contents
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