Language:

Title:

Authors:

Name:

University:

Address;

EUROPEAN BUSINESS SCHOOL

International University Schlof3 Reichartshausen

Submitted to the
9th International Conference Marketing Trends
Venice, 21st-23rd January 2010

English
Online Communication Platforms as a nearkéting- and Distribution Chan-

nel: A Critical Analysis on the Basis of Selectecamples

Mr. Benedikt Harren / Mr. Sebastian Behre
European Business School — Internatibmaversity Schlof3 Reichartshausen
Moreller Weg 16a, 52074 Aachen, Germany

Office Phone: + 49 — 178 — 8288871

E-Mail:

Benedikt.Harren@ebs.de



Table of Contents

1 INEFOAUGCTION ...t e e e e e 1

1.1 Problem Definition and Objectives.............cooovviii i, 1

1.2  Course of the Investigation...............cooviiiiiiiiii e e een 2

2 Paradigm Shift - a new Understanding of the Intemet.......... 2
21 TheWebD 2.0 .. e 2
2.2 ANEW SPECIES Of USEIS......u e ieee et e e e e ee e 3
2.3 An Overview of Web 2.0 Applications...........ccoveiiiiiiiiiiiiiinn e, 4
2.3.1 User-Generated Content Portals...........c.ccoiiiiiiiiii e 4
2.3.2  Online communication platforms and Social Netwagkin.. 5
3 Marketing in Online Communication Platforms................... 6
3.1 Online Communication Platforms as Innovativerkéting Channels...... 6
3.1.1 Social Network-Based Marketing Approaches......................... 6.
3.1.2 Brand Communities as a new Marketing Instrument................ 7

3.2 Online Communication Platforms as Infrastruetiar Promising Marketing Ap-

proaches 9
3.2.1  Unlocking Word-of-Mouth............ccoiiiiiiii e, 9
3.2.2 The Product as the Topic of Communication................ccceeuen.. 9
3.2.3  Strengthening AWArENESS. .. .. .. et e e e e e aaens

3.3 Social Commerce as the new User-Generatediigstm Channel....... 11

3.4  Online Communication Platforms: impact on pdanovation ................ 12

4 Practical Examples of Online Communication Platirm Market-

4.1 Coca Cola: The Use of FacebookK.......cveeveeii i 212

4.2  StudiVZ: First Steps in the Commercialization.............................. 14
4.3  Second Life: Marketing in a Virtual World.......coeeevooeiii i, 16
4.4 Risks of Virtualization.............coooiiii e 18
5 CONCIUSION. .. e 19

R (=] (=] 1o =1 TR ||



1 Introduction

1.1  Problem Definition and Objectives

“Homo est animal sociale” (Humans are social bgimg nature) -Aristotle

With increasing interconnectedness and speed aftgroonline communication platforms
enjoy great popularity and are swiftly resoundesbulghout the globe. During the hype and
fall of the New Economyn the ninetiescompanies used the Internet to commence a new era
of online-based businesses. The major boom, howsvek place on the private sector yet
involving a complete new understanding of commuioca Today, high-speed Internet ac-
cess combined with easy-to-uSecial Softwarenables people to maintain interaction with
peers worldwide: to a striking extent for ententa@nt purposes. Usergenerated-content is the
buzz and given the vast potential to growth thiltlsts ahead, it has only reached its infancy
(Muhlenbeck & Skibicki, 2007, pp. 16-18).

Communication platforms such as online communicatitatforms, blogs and wikis are
springing up like mushrooms, and instant informatpyovides almost full market transpar-
ency (Bollhéfer, 2007, p. 81). As a result, consisrigecome increasingly mature and are
hence able to recapture their active role withen¢bnsumer-seller relationship, thus recover-
ing the balance of powers. (Meckel, 2006, pp. 849k especially in online communication
platforms, where these collective consumer powessiafolded; mainly by the use of Word-
of-Mouth (WOM), a phenomenon that apparently dot@isdoday’s open “net-multilogue”.
Personal recommendations have always been a eebabkce that inhibited or impeded pur-
chase decisions. The dynamics of online commumicgilatforms, however, add a multiply-
ing effect since vast audiences can be reachednitasteously (Urchs & Kérner, 2007, p.
672). As companies gradually recognize this tréiney understand that customer interaction
is an essential link to sustain a competitive edfyen though WOM has in a multitude of
cases shown to be a serious threat, it can adeellvaluable weapon for modern businesses.
Today, millions of people have registered in onlam@nmunication platforms, in which they
reveal their preferences, favourite brands andests.

Quintessentially, a huge pool of data is generatduch readily lies at companies’ disposi-
tion to be used for targeted advertisement (G20f)8). The balancing act, however, is to
commercialize communities in a sensitive way. Sinembers generally refuse advertise-
ments within platforms, companies need to applyrsyet unconventional strategies, which
are entertaining and viral and inspire participatwithout interfering community principles
(Wiedmann, 2007, pp. 683-685).



This paper is to analyze the chances and pitfdllsnbne communication platforms as new
marketing and distribution channels, and succelsillastrates the use of coeval tools for
community marketing by means of selected examples.

1.2 Course of the Investigation

Within the course of the investigation, the phenoameof online communication platforms
and their potential as new marketing and distrdouthannels will be examined while taking
into consideration the functionalities of relatedriketing approaches. On the basis of selected
examples, strategies that have been applied withimmunities in different countries will be
highlighted.

After Web 2.0 and selected corresponding applioatiare introduced, a main focus of the
paper is to explain how marketing tools can besafygied best in communities and to spec-
ify possibilities how these can be used as margetimannels. Appropriate marketing ap-
proaches in communities and reasons for their emosnsuccess will be given. Furthermore,
different forms of WOM with illustrations of thefunctionality are explained on the basis of
selected examples. Finally, communities are rebedrapon their potential as distribution

channel and future developments in the sector @dnemerce will be depicted aiming at the
explanation of marketing approaches in use as agetheir potentials and application meth-
ods. Practical examples will be used to introdingerhost promising contemporary platforms
and related advertisement formats and to give lsstieaevaluation of the impact of commu-

nity marketing. All examples contain controversaafjumentations and highlight both advan-
tages and disadvantages. To wind up, a closeriot@ken on possible risks of gradual virtu-
alization and the loss of privacy as well.

2 Paradigm Shifts Towards a new Understanding of th Internet

When Tim Berners-Lee created the Internet in 19 jnitial idea of the web as a two-way
medium could not yet be realized. Since then, titerhet has grown up fast and the amount
of websites increased from 10,000 in 1994 to faerd00 million today. (Potts, 2007). Dur-
ing the last 15 years, the Internet has been r&waoiaing the way we think, act and live —
even more significantly than any technology bef&ecent numbers show its major impact as
new mass media. Along with the technological dgwelents, user expectations have changed
considerably as well, and drastically transformeslways of communication and information
sharing. (Eimeren & Frees, 2005, p. 362).

21 The Web 2.0
Looking at the remarkable technology headways,ntleeality of using media has changed
sustainably: TV, print media and Internet are ndyywsed more frequently but also simulta-



neously. In 2005, the average citizen used vamoedia up to ten hours a day; one and a half
hours more than only five years before. It is eglgcthe Internet that has become a common
property and it is now used by 60% of all adults<Sermany. (Eimeren & Frees, 2005, pp.
362-363). With the emergence of the Web 2.0, Berher’s initial vision became true, and
today, users are at the same time producers: Theét has finally become a two-way me-
dium. (Potts, 2007). “The second internet goldngsin full swing, and this time it's all about
real people, creating, editing and showcasting then lives and opinions” (Lancaster, 2007,
p. 16). Web 2.0 has become a widespread buzzwatdghused to describe a vast range of
online applications and activities. Contrary to wtie term suggest, Web 2.0 is neither an
update to technological specifications nor a reptaent of the alleged Web 1.0. (O'Reilly,
2005). It is rather an idea based on the commaorvisf its user. “The objective of all Web
2.0 services is to mutually maximize the collectintelligence of the participants” (Hoegg,
Martignoni, Meckel, & Stanoevska-Slabeva, 200612), and further to provide benefits for
every participant through dynamic information shgrand generation.

Consumers becomgrosumersand create the content themselves, referred tsagener-
ated-content. (Muhlenbeck & Skibicki, 2007, pp. Z5- Social Softwareas a generic term
that describes all applications, which enable usemiblish own contributions as uncomplex
as possible in the form of knowledge articles, mugideos, photos and the like. (Gscheidle
& Fisch, 2007, p. 393).

Social Networking is stated as the most strikingfdee, since to maximize collective intelli-

gence, self-regulating communities need to cootdimgormation and communication-based
content. These comunities are benefit-based ahofahe opensource principle. Companies
need to learn how to use the wisdom of crowds oheoto best optimize their products.

(Mihlenbeck & Skibicki, 2007, pp. 20-22).

2.2 A new Species of Users

The biography of users has changed from a nornagiraphy, which was predominantly used
to forecast consumption in the industrial agepttay’s multi-biography. (Dziemba, Rauch, &
Wenzel, 2007, p. 15). Unlike the seventies, conssmewadays appear as indecisive and
changeable (Hilber, 2000, pp. 5-6). A multi-biodrgps characterized by the fact that phases
of life are not straight-line, but rather becommperary and overlapping. The way of using
information has changed. Everybody, whether pradess$ or amateur, is able to produce and
distribute information. The way of socializing hglsifted and it is increasingly carried out
through the Internet. (Meckel, 2006, pp. 8-9).

Depending on the life cycle stage, users will itufa generate about 80% of their social con-
tacts in communities. Moreover, the duration ofgeswill double within the next five years.



Thereby, usage time of social media will add upliout 70% (Kalka, 2006, p. 18). Approxi-
mately 90% state that the Internet is very impdrtan even indispensable in daily life.
(Fittkau, 2007, p. 143). The Next Generation ofntegers — often referred to as the
Generation— which also has a strong entertainment orientatominates communities such
as Facebook or MySpace, where they exchange vied/®waluate products that are recom-
mended to friends. As a result, their buying betiawvis highly dependend on others. (Tap-
scott & Williams, 2007, pp. 46-50).

2.3 An Overview of Web 2.0 Applications

The best known applications of Web 2.0 are blogkiswsocial networks and social software
programmes. As a matter of principle, these apiiina can be differentiated into either a
community with networkingharacteror a consumer-generated-content por{@/iedmann,
2007). The most striking difference in consumeregated-content portals is that the collabo-
rative element is stronger than in communitiescdmmunities, the individual user publishes
content that cannot be worked on by other userg tOuwnitary networks, it can be easily
connected and only made accessible to other nettwerkbers (Klemper, 2006).

2.3.1 User-Generated Content Portals

In contrast to communities, user-generated-cormgertals do not require users to register
themselves (Wiedmann, 2007, pp. 684-685). On the tan, the purpose of these networks is
to take advantage of the global wisdom of crowds.

The termblog is a composition of the words web and log and riless private online diaries,
with chronologically sorted entries. More than 70lion blogs worldwide are listed in the
weblog search enginchnorati.com Weblogs were originally used to make notes of per
sonal thoughts and opinions. Within the courseroéf however, blogs were subject to the-
matic development. Nowadays, the Internet yieldarareaching variety. The main forms
remain online diaries, expert blogs and corporaigs(Schmahl, 2007, p. 83).

A second common application, which is often mergtbim connection with user generated-
content portals aravikis. The term wiki originates from the Hawaiian andame “quick”
(Muhlenbeck & Skibicki, 2007, pp. 38-39). Wikis aregeneral an open collections of web-
sites, on which everybody can easily work on. Thestmwell-known wiki application is the
free online encyclopedia wikipedia.org, launche@®1. (Przepiorka, 2006, pp. 15-16).

A third application type arpodcastsand have a similar functionality as blogs, becaissrs
can produce content in form of short videos or auwtdips (Wunschel, 2007b, p. 648). The
Oxford University Presslefines podcasts as “a digital recording of a rdmmadcasting or
similar programm, made available on the internetifowvnloading to a personal audio player”
(2005). With podcasts, an additional informatiorl @mtertainment channel has been gener-
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ated. After downloading the podcast, consumptiondependent from time and place which

further strengthens the popularity of this mediaufidthel, 2007b, p. 650). However, the

main reason for consumption is the information antértainment aspect of podcasts. Today,
90,000 podcast feeds are registered worldwide wslage still yields high growth rates.

2.3.2 Online communication platforms and Social Networking

In contrast to the previously mentioned applicagioonline communication platforms with a
social networking character are a more complexenattechnical, commercial, psychologi-
cal, and social aspects are connected to a mdtddand interpersonal area of relationships.

The central idea to understand the functionalitycommunities is thdogic of donation
Every online community ultimately begins withreading donationi.e. one person making a
contribution to the community without immediatelgcalling something back. The whole
system is based on free donations, which are nmtexded to commitments. Nobody is in
anybody’s debt. Contrarily, everybody can choosethwr or not something is given back.
The interpersonal approach, however, is that theribmtor, of coursehopesto get a re-
sponse in return.

In general there are two different types of oneenmunication platforms

1. user created online communication platforms
2. company created online communication platforms

In both, users need to register and provide basgisonal information in their profiles to be-
come a member. Most communities feature addres&sbavhich link members to their
friends within the same and even across networbsiabaspects are a matter of special im-
portance. People look for like-minded people, selektification and in turn get feedback,
fairness and acceptance (Wiedmann, 2007, pp. 68B-Bfevertheless, vanity, self-portrayal
and small power games are looming large as wefin@i & Nausner, 2003, p. 62). Profiles
develop towards afrcollage, and as Danah Boyd, social network services (SNSgrexat
Berkeley University states: “Profiles are digitaldies, public displays of identity where peo-
ple can explore impression management. Since tii@lworld requires people to sign them-
selves into being, profiles provide an opportunidycraft the intended expression through
language, imagery and media” (2006). In the finstance, members are not particularly net-
working to find new friends. One reason is to keepuch with people, who are already part
of their extended social network. (Boyd & Ellis&2Q07). Another reason for networking is
that users try to establish relationships with aynpeople as possible, because it makes
them feel more important and popular (Horrigan,2G1 2).

Financial Numbers prove the success of online comcation platforms. The second biggest
online community — Facebook — has an estimatedevafuJSD 15 billion and an approxi-



mate turnover of USD 250 million, even though is meen in business for only four years.
(Hamann, 2007a). Likewise, the Holtzbrinck groupki@ver the most popular German net-
work StudiVZ for EUR 85 million (Kaube, 2007). Cawiently, the question of what asset
makes social networks that expensive and therefoa¢ valuable, needs to be raised
(Pohlmann, 2007). With mega forums such as FacebodkStudiVZ, large companies hope
to benefit from peoples’ social drive, but alongsithis put an end to privacy (Moorstedt,
2006). Unigue advantages that SNS feature are mgtthe immense amount of personal
data, but much rather the network connections efcthmpanies’ existing customers. Due to
the fact that people are more affine to purchaseymts that were recommended by friends,
the WOM effect is extremely well supported by sbaietworks (Hill, Provost, & Volinsky,
2006, p. 256).

3 Marketing in Online communication platforms

With communities as emerging marketing channelsmging approaches can be obtained.
The strategy is to engage customers in an actiwebyaencouraging conversationter se

and directly on a two-way basis with companies.akthngements such as sales, PR, and ad-
vertising focus on existing customers in order tterggthen the respective relationship. An
essential point about community marketing is tlaisfied customers lure new customers by
recommendations trough their social network (Hilhlke, 2006, pp. 256-257).

3.1 Communities as Innovative Marketing Channels

For the following discussion, two types of commumitarketing approaches need to be dis-
tinguished. On the one hand, organic communitiet st StudiVZ, Facebook, and Second
Life are created by their users and marketed bypemies (Lutz, 2007, p. 721). On the other
hand, corporate communities are initiated by cormgsato begin an active conversation with
customers and act as a direct marketing tool.

3.1.1 Social Network-Based Marketing Approaches

Since consumers are facing more than 3,000 adeerntists per day — most of them uncon-
sciously — advertising needs to attract their éibenin an effective manner (Grether & Mark-
arian, 2007, pp. 297-298). Especially emotions amigrtainment became very popular. To-
day’'s consumers are well-informed and demandingoApeople do only want assistance
when they need it and only want to see ads theinterested in.

Social network services provide information to kecthe perfect spot for any advertisement.
The collected techniques that are used for netwaded marketing are taking advantage of
connections between customers. Besides conventiaa) the social network of a consumer
defines an additional variable to adjust marketinfivities more accurate. It is of high impor-



tance for a company to know, if and with whom thmistomers stay in contact. The knowl-
edge can be translated into striking marketingoasti Moreover, the examination of social
networks provides clues about the likeliness oticlpase. The survey “Network-based mar-
keting: identifying likely adopters via consumettwerks” by Shawndra Hill et al. examines
this phenomenon. The study proves that networkhi@igrs who are linked to an existing
customer, are three to five times more likely todmee customers than those who were identi-
fied with traditional methods of market researclil(ét al., 2006, p. 256).

The revolutionarily new approach of network-baseatkating isnetwork-targeting Pursuing
this concept allows companies to adjust their ntarge actions directly to network
neighbours of existing customers. Simultaneously,great disadvantage of WOM marketing
is long overdue, since recommendations can alwayanfitted positively or negatively. With
network targeting, marketers have again influermeuaiwho is receiving what kind of infor-
mation (Hill et al., 2006, p. 257). These effectsrobt result from the fact that customers are
heavy advocats that act as unpaid sales persdnrefather from the fact that people like to
be encircled by likeminded peers. People shariegsime preferences tend to make similar
purchase decisions.

In order to create successful WOM, experts argasdi outstanding importance. They distin-
guish their selves by their all-embracing and deepwledge regarding products and prices
while constantly researching and comparing produdtsreover, they are more than willing
to share their knowledge with network-neighbourseo their high credibility, lead-users
are able to influence opinions and set new impulEspecially with explanation-intensive
and complex products, the opinion of a lead-usesustainably shaping purchase decisions.
Lead-users are loyal customers and distinguishr edves by an outstanding high customer
lifetime value (Urchs & Kérner, 2007, p. 677). Aptom the lead-user, connectors, i.e. peo-
ple with a highly developed network and salesmem @are particularly versatile to persuade
others of new ideas, are core people to succeg&iok off viral campaigns. (Gladwell, 2000,
pp. 30-35).

As a matter of fact, innovative marketing approactiech as viral, buzz, and guerrilla market-
ing become growingly realizable within social netks (Ehrlich, 2007, p. 270). The viral
structures of online communication platforms cateesively be used, and hence be benefited
from people’s openness and social orientation. Negkess, classical advertisement is not to
be considered superfluous or obsolete, it is ratiercommunity-based marketing is the per-
fect supplement for conventional marketing actat(Breitenbach, 2006a).

3.1.2 Brand Communities as a new Marketing | nstrument
Contrary to social networks, corporate-created dbremmmunities are initialized by compa-
nies to intensify the contact with their customéfsiniz and O’Guinn define a brand commu-



nity as “[...] a specialized, non-geographicallyubd community, based on a structured set of
social relations among admirers of a brand. Thesedocommunities exhibit three traditional
markers of community: shared consciousness, ritardistraditions, and a sense of moral re-
sponsibility” (2001, p. 412).

As a matter of fact, the addressed moral respditgilsi an important reason for companies to
build brand communities. Their members show stromgnmitment to the brand and try to
contribute to its performance by helping the conypaentify business and marketing related
issues (Hanlon & Hawkins, 2008). An average brasrdraunity involves 300 to 500 custom-
ers and prospects, who brainstorm ideas and disrgds (lves, 2007). The main motivation
for creating brand communities is to establish araintain loyalty, moreover link customers
to the brand and ultimately lure prospects (Mich@807, p. 72). Furthermore, brand com-
munities optimize customer communication, suit ag@uitment platform, and generate as
well as manage knowledge. Consequently, a valustilece of customer research is created,
while increasing both online and offline reputat{@&tk, 2007, p. 638).

Furthermore, trust is created with the company@ayging an important role for member par-
ticipation in all community activities. However, timow many brand community approaches
appear incredulous and fail to match customer ester The Brand Science Institute (BSI)
discovered that existing communities often centdr-lsrands and are not about the actual,
well-established brand. In many cases, brand contiesirare misleadingly limited to their
online presence, which leads to considerable ¢rafffuit does not influence the real purchase
behaviour of participating users. Especially in Beginning, brand communities need direct
and honest moderation in order to increase the agmtyncontinuously (Brand Science Insti-
tute, 2006a). As soon as community members are greanily and actively integrated, sus-
tainable effects for the brand can be generated aapasitive spreading of brand issues
through consumers can be achieved. The aim isrtongbthe user to the community and to
turn the enthusiasts into co-marketers (Jac, 2006inpanies which use their communities
strategically will most benefit and translate thamo a valuable asset (Hanlon & Hawkins,
2008).

A central point in brand community management iagsure instant gratification by offering
incentives to ensure the quality of community ideasl to make consumers enjoy their time
spent in the community (Kalmann, 2005, pp. 3-4)e Oneat challenge companies need to
overcome is to provide absolute transparency aadots of a piece of ownership to the cus-
tomers (Brand Science Institute, 2006b). In rettmay gain profound knowledge about con-
sumers’ values and perspectives (Radzievsky, 2006).



3.2  Online Communication Platforms as Infrastructue for Promising Marketing
Approaches

Social networks offer unique possibilities for imative marketing approaches. Especially
those approaches that are dependent on parti@petdisumer assistance and rely on the in-
teraction and dynamics within communities are higielevant. The following section intro-
duces a selection of very promising marketing astisupported by online communication
platforms.

3.2.1 Unlocking Word-of-Mouth

After several attempts to use WOM strategicallyiirencommunication platforms seem to be
the decisive evolution push. In general, WOM ddésgiall communication modalities about
products and brands on a consumer-to-consumer. Ieskertheless, it has to be mentioned
critically that WOM requires one significant suceagiver: The person offering advice has
best interests at heart (Hollis, 2006). Recommeaoidgiare based on personal experience and
require intense individual examination of the pradWwsually, people with close- and long-
term relationships offer advice to their friendsdaherefore have a strong commitment to
their recommendations (Langner, 2006, pp. 218-2A8)a matter of fact, personal recom-
mendations hold the highest credibility among comsts and in turn the highest impact on
purchase decisions. WOM is the oldest and mostieffi marketing technique that — in for-
mer times — has mainly been restricted to direergpsuch as friends and family members.
Therefore, it was extremely difficult to reach add audience within a given time frame.
However, with the occurrence of online communigatglatforms, WOM can massively
spread within just instants (Vivier, 2008).

3.2.2 TheProduct asthe Topic of Communication

WOM can be seen as a generic term for differemh$oof communication, in which context
viral-, buzz- and guerrilla- marketing as well avacacy, influencer marketing and evangel-
ism play a decisive role. Even though these tecleignay seem to be equal, there is a clear
distinction in between. (Vivier, 2008). The mairffeiences between all approaches, is the
adjustment on either creating WOM about the brandbout the way of advertisement. The
shared goal, however, is to make brand and prdteatenterpiece of all communication and
thereby the center of attention (Oetting, 2005)véaacy will be discussed as example in the
context of its online application.

Advocacy describes a form of an opinion-shaping@ss within a social community, where

the decisive stimulus consists of personal persnasi exerts direct influence on an existing

attitude and affects purchase decisions of thimdges. For instance, advocacy is commonly
used by eBay and Amazon in the form of positiveaws, such as customers who bought this
item also bought..(Leskovec, Adamic, & Huberman, 2007, p. 2). Thehuod is not very
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easy to manage at all but as well purposefullyatat. It especially appears appropriate for
products, which emanate emotionality or have a lnigimplexity, which is why consumers

gladly welcome peer support. Nevertheless, the omessage and all efforts belong to the
advertised product (Schmahl, 2007, p. 78). Adddllyn advocacy can as well be found on
social networks as well.

3.2.3 Strengethening Awareness

Viral marketing and guerilla marketing approachgsta release themselves from pure prod-
uct messages and pursue the goal to entertain mensiby extraordinary and shocking ad-
vertisement, which encourages forwarding to frietis spreading it in a virus-like manner.
Social networks provide the perfect infrastructioe epidemic spreading (Urchs & Korner,
2007, p. 676). The challenge is to make people @whthe advertised product, without put-
ting the brand in the foreground. The aim is ta@ase awareness and make people associate
positive and surprising feelings when thinking abibe brand. (Oetting, 2006b). A successful
viral marketing example can be an epidemic sprepdira video clip, podcast, ad, link or any
other transmittable media throughout an entire canity. The idea of viral campaigns is to
produce an intelligent, humorous and worth seelipg which is to be seeded among influen-
tial customers (Langner, 2007, pp. 695-698).

The essence of viral marketing is that the pro@ginbt the most important aspect. Viral cam-
paigns are much stronger depending on the enteréaihfactor, which ultimately encourages
people to spread it. If a clip enjoys great poptyapeople will send it to friends in order to
share the allegedly unique piece of entertainm@ntine communication platforms provide
the perfect infrastructure to spread viral advertient within seconds to a broad, worldwide
audience. (Hollis, 2007). Contrary to product rete¥VOM approaches, viral marketing is not
requiring an individual examination of the prodiself. Much rather, it is seen as a situative,
shortterm recommendation. (Langner, 2006, pp. 2®-1in other words, viral marketing is
indeed spread by WOM, but does not equate to étt{i@®, 2005). With viral methods, adver-
tisers achieve clips to be seen by people, sineg ribceived these from connected peers that
know about their personal preferences. As a readitertisement is not perceived as disturb-
ing any longer: It is perceived as pure entertamimehich people like to share with their
friends without necessarily understanding or qoestig the underlying concept (Nitsche &
Schlossbauer, 2006, pp. 24-25). Viral marketing gaigns aim for increasing brand aware-
ness and feature the brand in a positive lightregting favourite associations.

In contrast to that, guerilla marketing describgshdosophy of extraordinary and unconven-
tional marketing actions, which aim for largest §ibke furor while employing smallest pos-
sible budgets. (Schminke, Koch, & Reimuth, 20073¢). Guerilla actions can be carried out
online, offline, mobile or cross-media. Therebyegila marketing uses viral structures and
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advantages of online communication platforms t@agrmessages to a broad audience. Until
today, the most popular actions took place offlimestly with huge banners and billboards
but nevertheless, online guerilla marketing isiggtincreasingly popular (Holzapfel, 2007,
pp. 126-127). Guerilla and viral marketing use ¢n¢éertaining content of their clips and ac-
tions in order to arouse attention while simultarsdp giving a reason to pass it on. Within
these techniques, WOM is used to spread the message

However, the conversation between consumers witaio the way of advertising instead of
the advertised product. The differences betweeal @nd guerilla spots is that guerilla spots
contain greater provocation. In contrast to vi@henercials, guerilla actions try to shock and
surprise, while using the method of sharp arrowisal\ads rather aim for being spread epi-
demically. (Oetting, 2007a). Online guerilla acBaare used to create dialogues about a prod-
uct in an online community by using any possibigger; even if it is risky, provocative or
controversial. (Vivier, 2006). The triggers of thedialogues are external impulses such as
events,PR-Stuntor specifically placed content that creates suirgisind positive associa-
tions with a brand thus making it a nationwide topf conversation. However, actions re-
quire accurate preparation and legal know-how {QmgtR006b).

Despite these facts, guerilla marketing is nothgesibullet but rather an efficient completion

of a company’s existing media mix. Although thisthus is unconventional, advertisers

should not try to take consumers for fools. The thoesnmon pitfall is to post surreptitious

advertising by paying bloggers and community memb@market people unknowingly. This

form of buzz marketing is very dangerous and canseasustainable image damages
(Mayzlin, 2006, pp. 155-157).

3.3 Social Commerce as the new User-Generated Distition Channel

The question that now needs to be raised is haeramercialize online communication plat-
forms in order to earn money. At a particular pamttime, any successful community
achieves a size where it can not only be finangetbbnders or a few sponsors any more.
The challenge to overcome is to harmonize commleateon with the advertisement aver-
sion of community members. In terms of Web 2.0 tgyments, users need to be encouraged
to generate content in order to maintain trafficvegbsites and not be scared off with adver-
tisement messages.

In the context of communities’ distribution poséties and potentials, social commerce and
affiliate marketing show the most promising attesngt fulfil this role. Social commerce —
derived from the connection between e-commercesacdl software — describes electronic
commerce which is linked to consumer-to-consumeosmanendations. On the virtual market
places of today, the former pure consumer can rfam@e between the roles of a consumer,
producer, consultant, critic, salesperson or vefildthlenbeck & Skibicki, 2007, p. 104).
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In 2008, a highly controversial discussion abouiacadvertising in the form of personalised
ads launched by Facebook in the fall of 2007 tdakg The central idea was that Facebook
users can beconfansof brands by linking their profiles to commerciabples of a certain
brand. While becoming a fan, users agree that corep@&an post certain advertisement mes-
sages on their profiles and moreogend personalised advertisementgdersafter each pur-
chase of the particular brand. Therefore, socialaadomatically inform network neighbours
through messages containing peers’ pictures, thehpsed product and a commercial note.
Each purchase release automizes (positive) WOMvirehmanner. However, the user main-
tains in control since the decision as to whetbdrdcome a friend with the brand or not stays
with the user. A friendship can be cancelled attang, so there are no obligations at all.

This approach is the first attempt veering towaffiiate marketing in social online commu-

nication platforms. Revenue sharing is a furthevetteped technique, which recompenses
fans on a monetary or non-monetary basis. Withiiiaaé marketing, a subset of perform-

ance marketing, a company builds a virtual distrdounetwork on the basis of commercial

and private websites such as profile sites in entimmmunication platforms. (Schmahl, 2007,
p. 51) If, for instance, a friend or network neighb is interested in the product and the pur-
chase was initiated through the link on the Fackhwofile, a commission is paid out. Most

affiliate systems work with pay-per-sale gratuityus, consumers get involved in the profit
of a company (Schmidt, 2006).

3.4  Online Communication Platforms: impact on prodict innovation

Apart from the mere identification and addressihgassible target groups, especially online
communication platforms driven by corporations wettmmercial aim in mind, help extract
valuable market information on current trends aalp lgenerate and set up an informational
basis for new product designs. In such a way, endommunication platforms are used as a
market research tool, benefitting from a produa &rget group specific audience yielding a
maximum of useful information. In brand communitiesembers tend to have a very strong
interest in the product and in the brand itself.s@ish, the typical member engages in product
discussions and tries to participate with his or kreowledge in providing for product en-

hancements.

4 Practical Examples of Online Community Marketing

After the theoretical discussion of selected manketpproaches in the context of online
communication platforms, the functionality and etyiof advertising formats is now exam-
ined from a practical viewpoint on the basis ofes#dd examples in the following section.
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Two examples will be discussed in depth: Firsthe tommercial use of Facebook by the
Coca Cola Company; secondly, future scenarios of peomising marketing approaches will

be examined in the context of Second Life as amgifectical example. To wind up, the risks
of virtualization will be highlighted.

4.1 Coca Cola: The Use of Facebook

Facebook, the second biggest social network semmidéorth America serves more than 60
million active users worldwide. Since January 200@&, average of new registrations per day
counted 250,000, equaling a weekly 3% growth ratend the last year (Owyang, 2008).
Contrary to the general opinion that Facebook ra#fppeals to teenagers, facts show that
more than half of all users are outside of collagd that especially the user group aged 35+
represents the fastest growing fraction (Li, 200Mark Zuckerbergthe 23-year-old Face-
book founder tried to revolutionize online adventiswith Facebooks new advertisement ap-
plications: social advertisement, beacons and péigesise, 2007). Sincdhe Coca Cola
Companyhas been a partner of the Facebook advertising finenbeginning on, it serves as a
well-suited example to be discussed in the cordésttis paper to explain the diverse market-
ing approaches Facebook is currently offering (AdgiPamm, 2007).

In general, there are two basic marketer approachese within Facebook: For guerilla mar-
keters on the one hand and for marketers with ticebudget on the other hand (Smith,
2007). Guerilla approaches offer Coca Cola a aest4ut aggressive and surprising opportu-
nity to mingle with fans. In connection with thewadvertisement offers, companies are now
able to open corporate profiles. Due to these lgsfbrand fans have the opportunity to net-
work with the company by sending friend requestscaCCola already integrated a profile of
their brandSprite On this profile page, an application is downldad&or users where they
can createSips— virtual 3D avatars. Even though most applicafeatures are cost-free, the
“really fancy” ones can simply be activated by codleat are placed inside the cap of Sprite
bottles (Ad-Programm, 2007). When a user beconesds with Sprite, his peers receive an
automatic notification on their news feed (SmitBp2). Thereby, Coca Cola is present as a
product (in this case: Sprite) and at the same tmae to be transparent and creates positive
associations, since the company is directly netimgrkvith friends that have become fans.
Corporate profiles are relatively new. Their pot&nt however — is estimated to be quite
high because they make a brand more personal andable on an easily accessible level.

The most efficient and oldest way to communicatid fans is to build small brand communi-
ties, where customers, friends and partners camaicit and share the brand feeling. Further-
more, groups are the easiest way to do viral miauggdiecause they appear on user profiles
and are often used as status symbols. Due theéh@icprofiles are highly trafficked, the rec-
ognition of the brand is significantly high (SmitB007). Both, Coca Cola as holding and
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Sprite as a sub-brand are each tagged in over &pg Groups concerning tkdoca Cola
Christmas Truck Advettave the highest member rate with about 13,000 fans

Another important guerilla tactic uses the appiaratEventsto promote marketing events,
parties and company milestones. With Facebook sy€idca Cola can invite all friends and
plan the next event interactively. Over 100 evemes promoted by Coca Cola on Facebook
per year and therefore have a great WOM chardutengh enthusiastic fans spreading the
word in an evangelistic marketing way (Smith, 2007)

The most efficient tools for advertisers with butdgee polls, social ads and beacons. Polls are
a very simple and low priced way to conduct redeafo create a poll, one simple question
has to be asked while giving five possible answ@&rsith, 2007). For instance, Coca Cola
asks:What is your favorite soft drink: Coke, Pepsi, Mtaum Dew,Dr. Pepper or Red Bull?
After determining the payment arrangements (usughyto 50 cent per answer) and the de-
sired amount of answers, generally 200, the pglosted on the newsfeed of every welcome
page. Since users only need to tick one answeticipation is indeed convenient. When the
desired amount of answers is reached, the resdtdigded by sex and age and give a first
insight about soft-drink preferences within the é@mok community.

Social ads are one of the most promising marketiethods because they enable companies
to accurately target their ads on the basis ofgpaisdata. While creating an ad, marketers
can limit the target group by determining age, specific keywords, educational level or
leisure time activities (Smith, 2007). Simultandguthey can conduct polls to further divide
target groups. The second approach is to openral lpwofile on Facebook and then try to
become friends with users: This way, the compamutborized to post commercial messages
on fan profiles (Oetting, 2007b).

A rather more aggressive side of social ads i®ddleacons. Beacons track user actions with
cookies from sites other than Facebook (Smith, R0URe central idea is that data from
Facebook can first unfold its real power when itanected to information about purchase
and surf behaviour outside of Facebook (Gerdes3RE@r instance, if Coca Cola is a partner
and a Facebook member purchases fan-itemSama-Cola.coman automatic feed item is
sent to all network neighbors. The initial prograras an opt-out application that required
users to explicitly prevent feeds from being disited (Smith, 2007). However, After launch-
ing the program, privacy advocators claimed privaggrvention by Facebook (Hansell,
2007). As a result of several reviews, the progremow based on an opt-in option, where
users need to explicitly agree that their purcHaeaviour is posted to their friends (Story,
2007). The question is now whether or not commumgmbers (want to) become unaware
buzz agents by recommending products to their ggees ad tagged by their name and pic-
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ture. These sharp reactions show that Faceboolsreaex/ercome the challenge of balancing
user-friendliness with advertising revenue (Ostra@Q7, p. 1).

However, recent developments show that there igmifisantly high potential to further
enlarge the possibilities to entertain fans on eafe profiles. For instance, highly frequented
videos and commercials such as the Christmas Tadaan be posted on profiles, so that fans
can forward them in &ouTube-manneBrought about by applications suchSager Wallor
Fun Wallit is already possible to post YouTube videos. Hmvewith the emergence of cor-
porate sites, companies can create their own amierént centers by using viral structures
and the social character of their fans. In ordecramte a win-win situation, it is very impor-
tant that companies use a personal and transpaasmb interact with their fans.

4.2  StudiVZ: First Steps in the Commercialization

StudiVZ is the fastest growing online communityGermany. With 5.3 billion page impres-
sions per month and 4.5 million users it promisesdp a paradise for marketers (Graff,
2008). However, contrary to its competitor Faceh@&tkidiVZ is not yet profitable (Hauck &
Kortmann, 2008). The reason is not only the cadlegtarget group but rather the way of us-
age. Click-through rates of advertisement bannersignificantly lower than those on Inter-
net portals such ag/eb.de, T-Onlineand Spiegel-Online.Since members of StudiVZ are
mainly using the community to flirt, meet friendsdachat, this is not a surprise (Kunath,
2007a). Already shortly after StudiVZ was boughtthg Holtzbrinck group, first plans of
commercialization were announcedarcus RieckeCEO of StudiVZ, explains that targeted
advertisements on the basis of the characteristjes sex, course and place of study are
planned. The true underlying concept, however, teasend personalized advertisement to
cell phones and email addresses. After an outigive of protests, StudiVZ was forced to
ease general terms and conditions and attachegtasuboption (Hamann, 2007b). As a re-
sult, StudiVZ is currently operating with four défient advertisement formats.

Telegramsare exclusive text teasers, which forward usersraatically to the website of
StudiVZ's business customers. Telegrams are plateddividual welcome pages, and can
therefore easily be noticed. Furthermore, Studi¥guaranteeing 20 millioAdImpressions
which equals 1.3 million users and as many as D00dicks on companies’ commercial
websites for a fee of 45,000 Eurdshe BlueMan Group Stage Entertainmeptanned to
strengthen their advertisements offers for theegudite target group and intended to establish
intensive relationships with potential customenodigh the help of an exclusive telegram.
Over 625,000 users were forwarded to the targeé pegere further information about the
show and short video clips were provided. The cligse extremely popular and therefore
spread across the community — soon ranked firsteptm the video platfornMyVideade
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With the support of their online campaign on StuditheBlue Man Groupnstantiated a six-
digit turnover (GWP Online Marketing, 2007).

The second advertising format is callggbnsored groupsSponsored groups describe user
groups whose members were invited through teadaceg on members’ welcome pages.
Within these groups, promotions and special ofégesarranged guaranteeing about 1.6 mil-
lion invited users. The fee of the format amout€tUR 90,000 (GWP Online Marketing,
2007).

Bannersare the most traditional way of online marketingl ame also available on the Ger-
man online community. StudiVZ currently offers ssanner formats, each guaranteeing a
different number of clicks, depending on the lomatwhere they are placed. The banners can
be personalized and tagged on specific memberlgsdiGWP Online Marketing, 2007). Un-
til now, the last commercialization approach is Hoaitique where corporate partners can
post special offers for the community (Suter, 20@8hongst others, members can purchase
laptops, photo albums and the n&egance Calendafeaturing StudiVZ’'s most beautiful
members (Hauck, 2007). Although StudiVZ and Fackhmaotly operate with similar market-
ing approaches, StudiVZ can not (yet) offer beacapplications and parts of social ads,
since the technical requirements are not met (yet).

However, there are some more critical issues tbatino be considered in view of StudiVZ’s

ArviArticArn~aAnt~ fFArmmAatea TChiAan thainialh CHANIT7 AaAahndanicnlh hAabiviAaAan thAa AlhAviA maAntiAKAA
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agersandcollege studentand no specific target groups (Hamann, 2007b). fteutargeting
will be the most important advertisement strategry dnline communication platforms and
therefore any platform that is unable to offer edargeting will lack in competitive advan-
tage on the long run. “Finding a way to use peapipterests and personal connections to
show them relevant ads has always been the proohisecial networking, but we're still
waiting to see the big successes” (Kunath, 2007b).

4.3  Second Life: Marketing in a Virtual World

Second Life (SL) defines itself as virtual 3D commity, which is entirely created by its resi-

dents. Within this community, users can creatatars,a virtual character, which is able to

shop, buy land, build houses, develop and sellyntsd play and meet people. (Second Life,
2008). The virtual world is online since 2003 armimts over 3.2 million registered users.
However, there are only 90,000 active users per sftaywing that about 70% of all users are
nominal members (Breuer, 2007, p. 12). Global p&yich as Starwood Hotels, Adidas,
Toyota and American Apparel had their virtual ssoaémost from the beginning, but the ex-
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pected success could not yet be instantiated. 3ather a culture-phenomenon than a plat-
form for marketing. The advertising industry slovdggins to develop innovative approaches
for a commercial use (Schultz, 2007).

Nevertheless, “brands are underestimating the imasgs required” (Kintz, 2007). A reason-
able online presence starts with investment suom £UR 20,000 onwards. However, there
are further investments necessary — such as vshais that need to be promoted inside and
outside of SL. On top of that, permanent virtudésaersonnel need to be compensated for
attending the store (Breitenbach, 2006b).

Also, most companies do not understand, that thezealready plenty successfalworld
brands to compete with. For example, the avislaopf Murrayowns a very successful com-
pany, which produces and sells roller skateareth Lancastercreator of Moopf Murray,
told that he already sold 50,000 pairs of rollestek. (Walker, 2006). Fashion companies
such as Adidas and American Apparel face even hamdeditions. Designers are popular
avatars within SL, mainly ruled by housewives, wiave plenty of time and astonishing tal-
ent (Wagner, 2007). Moreover, many active usersargvoidreal-timebrands because they
want to create a fantasy world, which shows asdiemarities with the real world as possible
(Walker, 2006).

Virtual worlds are innovative and today’s marketaugivities for this media are not yet fully
developed. The following section tries to descsbene scenarios of how to use SL as mar-
keting and distribution channel. The scenarios aaonlikely developments but also already
realized approaches.

Branded entertainment provides opportunities tater@roduct and brand worlds by present-
ing products in a brand-affine environment. Forregke, Sony BMG opened theMedia
Island in 2006 which mainly consists of chill-out areas, conceatld) clubs and so called
artist-booths where leading BMG artists such as Christina Aggail Justin Timberlake and
Ben Fold are featured. Additionally, songs and manclise products of these artists can be
purchased. Even though the island is not profitabn economic way, the project

offers valuable PR-effects.

SL is also a cost efficient place to develop prygies. The hotel chaitarwood Hotelsises
SL to test the interior and design of its new brauaft, which will be launched in 2008.
Therefore, an entire replica of the new holidayrewas reversely engineered and its devel-
opment can be observed by business associatessargl while being completely detached
from time and space relations. Due to its 3D chara&L can be used for product configura-
tions by customers to purchase in-world or forrémd-world. For instance, Reebok and Nike
use SL to feature the ReebGkistom Lineand the respectivBlikelD. Customers can indi-
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vidualize their shoes by choosing different compagseWhen creating a shoe in SL, the cus-
tomer receives a blank, which can be individualiaed afterwards produced in a real-world
customization store (Breuer, 2007, p. 7; p. 35).

The continuous criticism of e-commerce stores, rathat shopping experience is decreased
to the benefit of profits, can be overcome\l}ommercan SL. Hence, 3D stores allow a
complete store design around the brand. Adidas,nfstance, wants to strengthen brand
awareness and popularity of new products with alvaampaign. The virtual Adidas store
already sold about 23,000 pairsa#-microridesneakers. In addition, the store is used to test
new products to estimate potential success ingakeworld (Haupt, 2007). Finally, events can
be extended with a performance in SL. On the omel hadditional target groups, which could
not physically participate in real-world eventsndae reached, while on the other hand time
limitation can be abolished.

The topic web 3D and its potential are encompasgsedreat discussions. Even though SL
stores and presences can not realize “hard” ecaab@ims, “idealistic” goals such as form-
ing precise brand profiles, building awarenessniiing communities, and the cultivation of
customer relationships can be pursued.

Global players such as IBM and MTV announced thai/ taspire to create virtual worlds,
which will graphically and technologically perforon a significantly higher level. Virtual
showrooms andhgame-advertisementill be marketing techniques of the future, and eom
panies will start preparation (Eichstetter, 2007592). MTV plans to launch a virtual world
based on its very successful selieguna Beachlt is one of three virtual world projects,
with which MTV plans to regain users, who are exieéy engaged in online communication
platforms (Siklos, 2006). SL offers interesting gibdities for product and company presenta-
tions, but whether the online world proves to bleray term pioneer needs to be waited for
(Waschkies, 2007).

4.4 Risks of Virtualization

The above mentioned marketing approaches and fgterarios serve to better understand
the potential that is available in online commutara platforms. It is now to dare future
prospects in order to highlight the risk of thisdmal virtualization. Recent discussions con-
cerning privacy issues resulting from new advergdormats in Facebook highlight this rele-
vance.

The modern generation does not care to share @drdata with the web community, yet
their generosity is risky. Global companies alreaddye accounts in all great communities
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and check profiles of potential employees to geidaa of their personality and attitudes. It is
not uncommon that the Internet destroys careemddfiey have even started. Moreover, the
Internet never forgets; any “awkward” picture, naggsor mail is saved for many years. Even
though this movement of freedom has immense adgastand is not at least the fundament
of the user-generated Internet, it should be usddawareness (Hamann, 2007a).

Apart from privacy concerns, the increasing timepde spend online can cause considerable
forms of addiction. International synonyms for thisease patterns aket Addiction, Online
Addiction, Internet Addiction Disord€ltAD), Pathologicallnternet UsgPIU) andCyberdis-
order. Internet applications such as chats and onlimeneonication platforms are most ad-
dictive. About 32% of all users are classified arne addicts. There are five criteria to iden-
tify addicted people. First of all, addicts suffesm loss of control and can not independently
decide how long they are online or when to go éliSecondly, their behaviour is restricted
and most of the day is spent online. Furthermdwey tlevelop strong tolerance towards Inter-
net activities. Fourth, they show withdrawal syndes such as nervousness, bad temper and
aggressions. Lastly, the addiction has a strongente on their social as well as working
environment. Arguments with friends and family,vasll as decreasing productivity, short
sleep and the unconscious desire of being “onlare” the most common withdrawal syn-
dromes. Endangered persons are in first instamagetivho are labile and have weak self-
confidence.

The Humboldt-Universityof Berlin conducted a study which proves that tgens, unem-
ployed- and lonely people as well as housewivesrast likely to become addicted and es-
cape into virtual worlds where they can pretendhéosomeone else and live a “better” life.
Since the year 2000, the number of web addicteglpen Germany has doubled. In the US,
as many as 200,000 Americans and 7% of the wonbdilation are addicted. The biggest is-
sue is that web addiction is very difficult to idiéyn (Hahn, 2002). People lose connection to
reality and find great acceptance with friendsdasihe virtual-world. They live the life of
their dreams and see no personal advantage irahevorld. Unfortunately, platforms, online
communication platforms and virtual worlds stronglypport these developments. Today,
everything can be done within the Internet. Foodpging, socializing and leisure time
spending. It has thus become extremely easy teefotdse connection to reality (Bollhofer,
2007, p. 77).

5 Conclusion

Within this paper, the potential of online commuation platforms as a new marketing and
distribution channel was depicted. The consumeesetbpment into a multi-optional con-
sumer as well as the technological requirementagly support this development. Further-
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more, companies begin to realize the great impoetar individuality of advertisements and
the development of an increasing demand for adtatiap to individual customer prefer-
ences.

Social networks as well as brand communities careviwith their advantages to create loy-
alty and awareness. Moreover, innovative gueritid aral marketing approaches prove to be
promising methods to target the interconnectedoksecial networks and to unfold their full
potential. However, these marketing approache®ratinengthen idealistic aims such as gen-
eral Public Relations and positive associations gf&t being economically profitable.

Although the practical cases in this paper havenvshthat several pitfalls still need to be
overcome, it becomes clear that online communityketang is an intelligent match to the
overall marketing strategy of a company and thpsoanising endeavor. Notwithstanding, the
future of the Internet is still in mere progressl @nvariety of communities and business ideas
are still mushrooming towards its surface. Manyhafm are likely to disappear again, how-
ever, the stars of the new Internet wave are ajr&aaming. The new generation of Amazon,
Google and Yahoo are now MySpace, YouTube and 6ageb

Currently, the number of online community users mogvadays far over the 100 millions.
Nevertheless, the greatness and transparency wlastonce seen as a unique advantage of
communities is turning into a handicap with rispgpularity. Soon the market of online plat-
forms will differentiate itself. Content and targgbup specific communities will be the next
generation and the new basis of targeted advemtiseriVithin these specific communities,
targeted advertising will be even more effectivd dane to the high involvement of its mem-
bers, create loyalty and credibilty. In additioeeps in these topic-related online communica-
tion platforms will probably be very affine to cairt related and personalized ads of the sub-
ject matter (Hantzschel, 2007). Mega-communitiehsas Facebook and MySpace are likely
to further develop into browsers, where other apions will be made accessible.

Currently, a whole universe consisting of a muttéuof virtual worlds is developing. By
thinking ahead, boundaries will become more indgttand communities and virtual applica-
tions will open up for interaction. Beyond this,vadce notices about next browser genera-
tions let hope for the merger between web browaedsvirtual interfaces as well, thus mak-
ing communities an integrative component of Intennsage. With recent development sce-
narios such as virtually meeting with friends fosleopping trip at Amazon.com to further
visit the concert of a favourite band via MySpacefifes will certainly be realizable in the
near future (Bollhéfer, 2007, p. 79).
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In the meantime, cell phones have developed towantsilti-channel media combining or-
ganisational, entertaining and interfacing funcsi¢Birkel, 2007, p. 482). People are increas-
ingly using cell phones to access time- and contated information and services (Boll-
hofer, 2007, p. 80). Mobile marketing thereforeresgnts another promising approach for the
future development of marketing. Online communaafplatforms such as Facebook already
reacted by creating applications that enable tesprofile sites via cell phones (Birkel,
2007, pp. 482-

483). The commerce with interactive services wdcdme more intuitive and much closer
integrated to consumer habits in the near futuenddforth, the Internet will surround people
like a second skin and lead to an augmented re@dynmunity commercialization in combi-
nation with mobile marketing will be exploiting ttell potential of network marketing: with
the interconnectedness of cell phones and commeanitids can even be adapted to specific
place and time usages (Bollhofer, 2007, p. 80).

Closing up, targeted marketing will most definitggin significant importance in the near
future of community marketing. The Internet will becessible from all different types of
mobile devices from anywhere at anytime. HoweMee, most important aspect companies
need to understand is to let their customers ppatie, even though this also implies to give
away some control of their brands into the handk®fconsumers. Nevertheless, the potential
that it will pay off on the long term is high sinpeople’s social drive can be turned into a
huge benefit and therefore worth the risk becadsenans are social beings by nature.
“Homo est animal sociale”
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