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IV        Jeffrey Revoy is the Vice President of Search and Social Media for Yahoo! Europe.  As a pure online player, Yahoo! increasingly finds itself competing for audiences – and therefore advertisers – with traditional media players who are rapidly expanding their presence on the web.  How does Jeffrey view these attempts by traditional media companies to join the online bandwagon?

IE
Well, how we, we view it as really looking, you’re seeing why these media companies are trying to acquire this type of assets is really, frankly the risk to their businesses right.  You know, when you look at a Yahoo or any in the other tradition of Yahoo, you know, half a billion people visit Yahoo on a monthly basis, that’s a massive audience that most likely any traditional media company that’s focussed on our particular space, wouldn’t have anything on that type of scale, or the users coming to it.  The other thing is, we talk about the advent of these networks, where people are within a social network, or within a social media site, consuming this content, the delineation of brand, or the need to go to a destination, a content provider, becomes diminished, right.   Users are just consuming their content within the social environment that they’re in, be it on Flickr, be it on My Space, or Facebook, or etc.  Music is another example, right.  We have, there’s a number of strong music properties, we have a very strong music property within Yahoo, it’s really, it’s a community as well.  People are just consuming information, or, or listening to that content within that environment, as opposed to, necessarily going to, you know, I need to go to a universal site, or somewhere else to consume music.  I thing it’s really the challenge to the media companies, of how they keep themselves relevant within the changing online world, where people don’t necessarily think of, I need to go to News Corp site, instead, why I don’t just tap into, into Yahoo search, or into search.  This is the subject I’m looking for and then get a collection of the best information background, the most relevant information back on the subject you’re thinking about.
IV
At one stage, many online providers aimed to be the equivalent of a one-stop shop – the best online portal.  But in Jeffrey’s view, even that concept is now ready to move on.

IE
You know, the concept of a portal, will adapt as well, but really it’s about people finding information, and you know we talk about, in our case we even talk about our mission statements, you know, it’s connecting people to their passions, communities and worlds now.  A portal may not necessarily mean you go to that particular place, and that’s where everything has to reside, that’s traditionally what Yahoo has been, where it’s been an aggregator of that information.  But, if you go to Yahoo, it will connect you to wherever that information will be.  Maybe that you’re pulling out feeds from your most popular places, and maybe that you use our search to connect to the most relevant information, and maybe communities that we provide within our network.  It’s really like, again, it’s really the connection piece which is the key.  And that’s a challenge for a traditional media company, who may only have expertise in a particular, particular content type, or may not be surfacing content from their competitors, right, so it’s really tied to their own original content.
IV
All of which suggests, perhaps, a limited future for sites that lack breadth and don’t have interactive or community elements.
IE
You know, I can only talk about the direction we see it going, and others may have different point of view.  I don’t think you, you can’t put the genie back in the bottle, so to speak.  People are, for the reasons I said in the beginning, majority users that will be engaged online, will want these types of elements, and will be, actively want to participate in a, in a very engaged, not a passive experience on the internet.
IV         Among the products Jeffrey’s successfully launched is Yahoo! Answers, a forum which lets users respond to questions on a range of topics, from the factual to the downright quirky.   With its reliance on users’ willingness to get involved, could a product like Yahoo! Answers have been launched successfully five years ago?
IE
That’s an excellent question, right, and uh, it is, I think that again is really changing, the, broadband and tools have changed people’s, sort of inhibitions, eliminated their inhibitions to really start to be active contributors as well as, as consumers on the internet.   And that is actually, the third area I was going to say, there’s really three areas around traditional social networking.  There’s social media, which are You Tube, or Flickr, are equally, you know, big successes in number, you know, number of products in that area.  And then the third area is really around this, what we call social search, or research, and we have Wikipedia, is all user generated content, Answers is all user generated content.  But it’s, it’s ah, it’s again it’s, that is about creating knowledge, right, in both those cases.  But that is done by users, not by editors employed by Yahoo, or Wikipedia or.  So all three of those areas we see as all having a tremendous amount of growth really, quite frankly, at a very early stage, we think with all of them.
IV
With responsibility for both product development and the bottom line across Yahoo! Europe, Jeffrey clearly needs to understand what it is that advertisers are looking for online.  With big names often hesitant about exposing their brands in user-driven spaces, are new approaches emerging that will help them to feel more comfortable? 

IE
Yes, it is a great question.  There is a lot of, there’s a lot of traditional advertisers standing on the side, wondering, is this one of those events where I have to jump in, even though it makes me feel very uncomfortable, or is this something that will, you know, evolve and I can, you know, I can participate at a later time, or when the risk is significantly lowered.  You know, we, at our core, we are, our revenue is generated through advertising, or even through search marketing, or through traditional graphical advertising, we’ve long been really the industry leader in that.  One area of [unclear] I can give.  There’s two examples, and one is, I actually talk about within You Tube, where a number of brands we’re starting to see, they’re starting to create channels, and Yahoo is doing this as well, within, within some of our products.  Our video offering, and looking at this in Flickr as well, people create channels within that environment, and it’s a branded channel and the user generated content, it’s a way for an advertiser to participate in that environment, without, necessarily the risk of the content really damaging their brand.  They’re really sponsoring a channel.  Doesn’t necessarily result in direct revenue to them, but it’s more about a brand building.  Or at least associating themselves with it.  The other way, is what we’re starting, you know, we’re looking at in Yahoo Answers, as an example, where you actually start to take the advertisers, or customers actually and start to take their content and actually make it part of the user generated content.  There’s no reason why an advertiser can’t contribute content any different than an individual user.  So, we’ve started to test this within, within Yahoo Answers, and a couple of examples, which we’re calling our, knowledge partner program.  Where, very explicitly it’s called out that it’s being answered by, that, that particular advertisers are actually answering questions, and having an area of expertise.

IV
As advertisers start to become more active participants on user-generated sites, questions are inevitably raised about the potential impact on their brand and image.  As Jeffrey sees it, the need for alignment between the physical and virtual worlds can’t be avoided.
IE
Well, it comes back to, what we talked about earlier within a product like this is, you clearly want to surface high quality content.  Nothing that’s abusive, or just not contributory to the product, those kind of things that we obviously filter out in our filtering out through a combination of technology, and user reviews.  However, as an advertiser, you have, I think it’s, you know, even as an individual, you have to be bold and be able to stand up to criticism, because actually that’s, in some ways, the best response that advertisers can give, right.  You know, honest user criticism can allow them to address user needs.  Surfacing it here, versus, if it’s true, users are having bad experience with the product, the advertiser, it’s going to be surfaced either through, people not buying it, or through their customer care centres, so.  You can’t hide, if you’re not providing a high quality product or services.  If you participate in this kind of environment, or not, it’s not going to change, change users’ perception.
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