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1 Introduction 
 

1.1 Problem Definition and Objectives 
 

 “Homo est animal sociale” (Humans are social beings by nature) – Aristotle 
 

With increasing interconnectedness and speed of growth, online communication platforms 

enjoy great popularity and are swiftly resounded throughout the globe. During the hype and 

fall of the New Economy in the nineties, companies used the Internet to commence a new era 

of online-based businesses. The major boom, however, took place on the private sector yet 

involving a complete new understanding of communication. Today, high-speed Internet ac-

cess combined with easy-to-use Social Software enables people to maintain interaction with 

peers worldwide: to a striking extent for entertainment purposes. Usergenerated-content is the 

buzz and given the vast potential to growth that still lies ahead, it has only reached its infancy 

(Mühlenbeck & Skibicki, 2007, pp. 16-18). 

 
Communication platforms such as online communication platforms, blogs and wikis are 

springing up like mushrooms, and instant information provides almost full market transpar-

ency (Bollhöfer, 2007, p. 81). As a result, consumers become increasingly mature and are 

hence able to recapture their active role within the consumer-seller relationship, thus recover-

ing the balance of powers. (Meckel, 2006, pp. 8-9). It is especially in online communication 

platforms, where these collective consumer powers are unfolded; mainly by the use of Word-

of-Mouth (WOM), a phenomenon that apparently dominates today’s open “net-multilogue”. 

Personal recommendations have always been a reliable source that inhibited or impeded pur-

chase decisions. The dynamics of online communication platforms, however, add a multiply-

ing effect since vast audiences can be reached instantaneously (Urchs & Körner, 2007, p. 

672). As companies gradually recognize this trend, they understand that customer interaction 

is an essential link to sustain a competitive edge. Even though WOM has in a multitude of 

cases shown to be a serious threat, it can as well be a valuable weapon for modern businesses. 

Today, millions of people have registered in online communication platforms, in which they 

reveal their preferences, favourite brands and interests.  

 
Quintessentially, a huge pool of data is generated, which readily lies at companies’ disposi-

tion to be used for targeted advertisement (Graff, 2008). The balancing act, however, is to 

commercialize communities in a sensitive way. Since members generally refuse advertise-

ments within platforms, companies need to apply smart yet unconventional strategies, which 

are entertaining and viral and inspire participation without interfering community principles 

(Wiedmann, 2007, pp. 683-685). 
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This paper is to analyze the chances and pitfalls of online communication platforms as new 

marketing and distribution channels, and successively illustrates 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 phenomenon of online communication platforms 

and their potential as new marketing and distribution channels will be examined while taking 

into consideration the functionalities of related marketing approaches. On the basis of selected 

examples, strategies that have been applied within communities in different countries will be 

highlighted. 

 
After Web 2.0 and selected corresponding applications are introduced, a main focus of the 

paper is to explain how marketing tools can best be applied best in communities and to spec-

ify possibilities how these can be used as marketing channels. Appropriate marketing ap-

proaches in communities and reasons for their enormous success will be given. Furthermore, 

different forms of WOM with illustrations of their functionality are explained on the basis of 

selected examples. Finally, communities are researched upon their potential as distribution 

channel and future developments in the sector of e-commerce will be depicted aiming at the 

explanation of marketing approaches in use as well as their potentials and application meth-

ods. Practical examples will be used to introduce the most promising contemporary platforms 

and related advertisement formats and to give a realistic evaluation of the impact of commu-

nity marketing. All examples contain controversial argumentations and highlight both advan-

tages and disadvantages. To wind up, a closer look is taken on possible risks of gradual virtu-

alization and the loss of privacy as well. 

 

2 Paradigm Shifts Towards a new Understanding of the Internet 
 

When Tim Berners-Lee created the Internet in 1991, his initial idea of the web as a two-way 

medium could not yet be realized. Since then, the Internet has grown up fast and the amount 

of websites increased from 10,000 in 1994 to far over 100 million today. (Potts, 2007). Dur-

ing the last 15 years, the Internet has been revolutionizing the way we think, act and live – 

even more significantly than any technology before. Recent numbers show its major impact as 

new mass media. Along with the technological developments, user expectations have changed 

considerably as well, and drastically transformed the ways of communication and information 

sharing. (Eimeren & Frees, 2005, p. 362). 

 

2.1 The Web 2.0 

Looking at the remarkable technology headways, the modality of using media has changed 

sustainably: TV, print media and Internet are not only used more frequently but also simulta-
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neously. In 2005, the average citizen used various media up to ten hours a day; one and a half 

hours more than only five years before. It is especially the Internet that has become a common 

property and it is now used by 60% of all adults in Germany. (Eimeren & Frees, 2005, pp. 

362-363). With the emergence of the Web 2.0, Berners-Lee’s initial vision became true, and 

today, users are at the same time producers: The Internet has finally become a two-way me-

dium. (Potts, 2007). “The second internet goldrush is in full swing, and this time it’s all about 

real people, creating, editing and showcasting their own lives and opinions” (Lancaster, 2007, 

p. 16). Web 2.0 has become a widespread buzzword that is used to describe a vast range of 

online applications and activities. Contrary to what the term suggest, Web 2.0 is neither an 

update to technological specifications nor a replacement of the alleged Web 1.0. (O'Reilly, 

2005). It is rather an idea based on the common vision of its user. “The objective of all Web 

2.0 services is to mutually maximize the collective intelligence of the participants” (Hoegg, 

Martignoni, Meckel, & Stanoevska-Slabeva, 2006, p. 12), and further to provide benefits for 

every participant through dynamic information sharing and generation.  

 
Consumers become prosumers and create the content themselves, referred to as usergener-

ated-content. (Mühlenbeck & Skibicki, 2007, pp. 25-26). Social Software as a generic term 

that describes all applications, which enable users to publish own contributions as uncomplex 

as possible in the form of knowledge articles, music, videos, photos and the like. (Gscheidle 

& Fisch, 2007, p. 393).  

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

gence, self-regulating communities need to coordinate information and communication-based 

content. These comunities are benefit-based and follow the opensource principle. Companies 

need to learn how to use the wisdom of crowds in order to best optimize their products. 

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

 

2.2  A new Species of Users 

The biography of users has changed from a normal-biography, which was predominantly used 

to forecast consumption in the industrial age, to today’s multi-biography. (Dziemba, Rauch, & 

Wenzel, 2007, p. 15). Unlike the seventies, consumers nowadays appear as indecisive and 

changeable (Hilber, 2000, pp. 5-6). A multi-biography is characterized by the fact that phases 

of life are not straight-line, but rather become temporary and overlapping. The way of using 

information has changed. Everybody, whether professional or amateur, is able to produce and 

distribute information. The way of socializing has shifted and it is increasingly carried out 

through the Internet. (Meckel, 2006, pp. 8-9). 

 
Depending on the life cycle stage, users will in future generate about 80% of their social con-

tacts in communities. Moreover, the duration of usage will double within the next five years. 
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Thereby, usage time of social media will add up to about 70% (Kalka, 2006, p. 18). Approxi-

mately 90% state that the Internet is very important or even indispensable in daily life. 

(Fittkau, 2007, p. 143). The Next Generation of teenagers – often referred to as the E-

Generation – which also has a strong entertainment orientation, dominates communities such 

as Facebook or MySpace, where they exchange views and evaluate products that are recom-

mended to friends. As a result, their buying behaviour is 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 blogs, wikis, social networks and social software 

programmes. As a matter of principle, these applications can be differentiated into either a 

community with networking character or a consumer-generated-content portal (Wiedmann, 

2007). The most striking difference in consumer-generated-content portals is that the collabo-

rative element is stronger than in communities. In communities, the individual user publishes 

content that cannot be worked on by other users. Due to unitary networks, it can be easily 

connected and only made accessible to other network members (Klemper, 2006). 

 
2.3.1  User-Generated Content Portals 

In contrast to communities, user-generated-content portals do not require users to register 

themselves (Wiedmann, 2007, pp. 684-685). On the long run, the purpose of these networks is 

to take advantage of the global wisdom of crowds.  

 
The term blog is a composition of the words web and log and describes private online diaries, 

with chronologically sorted entries. More than 70 million blogs worldwide are listed in the 

weblog search engine technorati.com. Weblogs were originally used to make notes of per-

sonal thoughts and opinions. Within the course of time, however, blogs were subject to the-

matic development. Nowadays, the Internet yields a far-reaching variety. The main forms 

remain online diaries, expert blogs and corporate blogs (Schmahl, 2007, p. 83). 

 
A second common application, which is often mentioned in connection with user generated-

content portals are wikis. The term wiki originates from the Hawaiian and means “quick” 

(Mühlenbeck & Skibicki, 2007, pp. 38-39). Wikis are in general an open collections of web-

sites, on which everybody can easily work on. The most well-known wiki application is the 

free online encyclopedia wikipedia.org, launched in 2001. (Przepiorka, 2006, pp. 15-16). 

 
A third application type are podcasts and have a similar functionality as blogs, because users 

can produce content in form of short videos or audio clips (Wunschel, 2007b, p. 648). The 

Oxford University Press defines podcasts as “a digital recording of a radio broadcasting or 

similar programm, made available on the internet for downloading to a personal audio player” 

(2005). With podcasts, an additional information and entertainment channel has been gener-
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ated. After downloading the podcast, consumption is independent from time and place which 

further strengthens the popularity of this media (Wunschel, 2007b, p. 650). However, the 

main reason for consumption is the information and entertainment aspect of podcasts.  Today, 

90,000 podcast feeds are registered worldwide whilst usage still yields high growth rates. 

2.3.2  Online communication platforms and Social Networking 

In contrast to the previously mentioned applications, online communication platforms with a 

social networking character are a more complex matter. Technical, commercial, psychologi-

cal, and social aspects are connected to a multifaceted and interpersonal area of relationships. 

 
The central idea to understand the functionality of communities is the logic of donation. 

Every online community ultimately begins with a reading donation, i.e. one person making a 

contribution to the community without immediately recalling something back. The whole 

system is based on free donations, which are not connected to commitments. Nobody is in 

anybody’s debt. Contrarily, everybody can choose whether or not something is given back. 

The interpersonal approach, however, is that the contributor, of course, hopes to get a re-

sponse in return.  

In general there are two different types of online communication platforms 

 

1. user created online communication platforms  

2. company created online communication platforms 

 

In both, users need to register and provide basic, personal information in their profiles to be-

come a member. Most communities feature address books, which link members to their 

friends within the same and even across networks. Social aspects are a matter of special im-

portance. People look for like-minded people, seek identification and in turn get feedback, 

fairness and acceptance (Wiedmann, 2007, pp. 683-684). Nevertheless, vanity, self-portrayal 

and small power games are looming large as well (Eigner & Nausner, 2003, p. 62). Profiles 

develop towards an I-collage, and as Danah Boyd, social network services (SNS) expert at 

Berkeley University states: “Profiles are digital bodies, public displays of identity where peo-

ple can explore impression management. Since the digital world requires people to sign them-

selves into being, profiles provide an opportunity to craft the intended expression through 

language, imagery and media” (2006). In the first instance, members are not particularly net-

working to find new friends. One reason is to keep in touch with people, who are already part 

of their extended social network. (Boyd & Ellison, 2007). Another reason for networking is 

that users try to establish relationships with as many people as possible, because it makes 

them feel more important and popular (Horrigan, 2001, p. 2). 

 
Financial Numbers prove the success of online communication platforms. The second biggest 

online community – Facebook – has an estimated value of USD 15 billion and an approxi-



 - 6 -

mate turnover of USD 250 million, even though it has been in business for only four years. 

(Hamann, 2007a). Likewise, the Holtzbrinck group took over the most popular German net-

work StudiVZ for EUR 85 million (Kaube, 2007). Consequently, the question of what asset 

makes social networks that expensive and therefore that valuable, needs to be raised 

(Pohlmann, 2007). With mega forums such as Facebook and StudiVZ, large companies hope 

to benefit from peoples’ social drive, but alongside this put an end to privacy (Moorstedt, 

2006). Unique advantages that SNS feature are not only the immense amount of personal 

data, but much rather the network connections of the companies’ existing customers. Due to 

the fact that people are more affine to purchase products that were recommended by friends, 

the WOM effect is extremely well supported by social networks (Hill, Provost, & Volinsky, 

2006, p. 256). 

 

3  Marketing in Online communication platforms 
 

With communities as emerging marketing channels, promising approaches can be obtained. 

The strategy is to engage customers in an active way by encouraging conversation inter se 

and directly on a two-way basis with companies. All arrangements such as sales, PR, and ad-

vertising focus on existing customers in order to strengthen the respective relationship. An 

essential point about community marketing is that satisfied customers lure new customers by 

recommendations trough their social network (Hill et al., 2006, pp. 256-257). 

 

3.1  Communities as Innovative Marketing Channels 

For the following discussion, two types of community marketing approaches need to be dis-

tinguished. On the one hand, organic communities such as StudiVZ, Facebook, and Second 

Life are created by their users and marketed by companies (Lutz, 2007, p. 721). On the other 

hand, corporate communities are initiated by companies to 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 advertisements per day – most of them uncon-

sciously – advertising needs to attract their attention in an effective manner (Grether & Mark-

arian, 2007, pp. 297-298). Especially emotions and entertainment became very popular. To-

day’s consumers are well-informed and demanding. Also, people do only want assistance 

when they need it and only want to see ads they are interested in. 

 
Social network services provide information to locate the perfect spot for any advertisement. 

The collected techniques that are used for network-based marketing are taking advantage of 

connections between customers. Besides conventional data, the social network of a consumer 

defines an additional variable to adjust marketing activities more accurate. It is of high impor-
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tance for a company to know, if and with whom their customers stay in contact. The knowl-

edge can be translated into striking marketing actions. Moreover, the examination of social 

networks provides clues about the likeliness of a purchase. The survey “Network-based mar-

keting: identifying likely adopters via consumer networks” by Shawndra Hill et al. examines 

this phenomenon. The study proves that network-neighbours who are linked to an existing 

customer, are three to five times more likely to become customers than those who were identi-

fied with traditional methods of market research (Hill et al., 2006, p. 256).  

The revolutionarily new approach of network-based marketing is network-targeting. Pursuing 

this concept allows companies to adjust their marketing actions directly to network 

neighbours of existing customers. Simultaneously, the great disadvantage of WOM marketing 

is long overdue, since recommendations can always be omitted positively or negatively. With 

network targeting, marketers have again influence about who is receiving what kind of infor-

mation (Hill et al., 2006, p. 257). These effects do not result from the fact that customers are 

heavy advocats that act as unpaid sales personnel, but rather from the fact that people like to 

be encircled by likeminded peers. People sharing the same preferences tend to make similar 

purchase decisions.  

 
In order to create successful WOM, experts are assigned outstanding importance. They distin-

guish their selves by their all-embracing and deep knowledge regarding products and prices 

while constantly researching and comparing products. Moreover, they are more than willing 

to share their knowledge with network-neighbours. Due to their high credibility, lead-users 

are able to influence opinions and set new impulses. Especially with explanation-intensive 

and complex products, the opinion of a lead-user is sustainably shaping purchase decisions. 

Lead-users are loyal customers and distinguish their selves by an outstanding high customer 

lifetime value (Urchs & Körner, 2007, p. 677). Apart from the lead-user, connectors, i.e. peo-

ple with a highly developed network and salesmen, who are particularly versatile to persuade 

others of new ideas, are core people to successfully kick off viral campaigns. (Gladwell, 2000, 

pp. 30-35). 

 
As a matter of fact, innovative marketing approaches such as viral, buzz, and guerrilla market-

ing become growingly realizable within social networks (Ehrlich, 2007, p. 270). The viral 

structures of online communication platforms can extensively be used, and hence be benefited 

from people’s openness and social orientation. Nevertheless, classical advertisement is not to 

be considered superfluous or obsolete, it is rather that community-based marketing is the per-

fect supplement for conventional marketing activities (Breitenbach, 2006a). 

 

3.1.2  Brand Communities as a new Marketing Instrument 

Contrary to social networks, corporate-created brand communities are initialized by compa-

nies to intensify the contact with their customers. Muniz and O’Guinn define a brand commu-
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nity as “[...] a specialized, non-geographically bound community, based on a structured set of 

social relations among admirers of a brand. These brand communities exhibit three traditional 

markers of community: shared consciousness, rituals and traditions, and a sense of moral re-

sponsibility” (2001, p. 412).  

 
As a matter of fact, the addressed moral responsibility is an important reason for companies to 

build brand communities. Their members show strong commitment to the brand and try to 

contribute to its performance by helping the company identify business and marketing related 

issues (Hanlon & Hawkins, 2008). An average brand community involves 300 to 500 custom-

ers and prospects, who brainstorm ideas and discuss trends (Ives, 2007). The main motivation 

for creating brand communities is to establish and maintain loyalty, moreover link customers 

to the brand and ultimately lure prospects (Michael, 2007, p. 72). Furthermore, brand com-

munities optimize customer communication, suit as a recruitment platform, and generate as 

well as manage knowledge. Consequently, a valuable source of customer research is created, 

while increasing both online and offline reputation (Eck, 2007, p. 638). 

 
Furthermore, trust is created with the company and playing an important role for member par-

ticipation in all community activities. However, until now many brand community approaches 

appear incredulous and fail to match customer interests. The Brand Science Institute (BSI) 

discovered that existing communities often center sub-brands and are not about the actual, 

well-established brand. In many cases, brand communities are misleadingly limited to their 

online presence, which leads to considerable traffic, but does not influence the real purchase 

behaviour of participating users. Especially in the beginning, brand communities need direct 

and honest moderation in order to increase the community continuously (Brand Science Insti-

tute, 2006a). As soon as community members are permanently and actively integrated, sus-

tainable effects for the brand can be generated and a positive spreading of brand issues 

through consumers can be achieved. The aim is to commit the user to the community and to 

turn the enthusiasts into co-marketers (Jac, 2006). Companies which use their communities 

strategically will most benefit and translate them into a valuable asset (Hanlon & Hawkins, 

2008).  

 

A central point in brand community management is to assure instant gratification by offering 

incentives to ensure the quality of community ideas, and to make consumers enjoy their time 

spent in the community (Kalmann, 2005, pp. 3-4). The great challenge companies need to 

overcome is to provide absolute transparency and the loss of a piece of ownership to the cus-

tomers (Brand Science Institute, 2006b). In return, they gain profound knowledge about con-

sumers’ values and perspectives (Radzievsky, 2006). 
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3.2  Online Communication Platforms as Infrastructure for Promising Marketing 

Approaches 

Social networks offer unique possibilities for innovative marketing approaches. Especially 

those approaches that are dependent on participative consumer assistance and rely on the in-

teraction and dynamics within communities are highly relevant. The following section intro-

duces a selection of very promising marketing actions supported by online communication 

platforms. 

 

3.2.1  Unlocking Word-of-Mouth 

After several attempts to use WOM strategically, online communication platforms seem to be 

the decisive evolution push. In general, WOM describes all communication modalities about 

products and brands on a consumer-to-consumer level. Nevertheless, it has to be mentioned 

critically that WOM requires one significant success driver: The person offering advice has 

best interests at heart (Hollis, 2006). Recommendations are based on personal experience and 

require intense individual examination of the product. Usually, people with close- and long-

term relationships offer advice to their friends and therefore have a strong commitment to 

their recommendations (Langner, 2006, pp. 218-219). As a matter of fact, personal recom-

mendations hold the highest credibility among consumers and in turn the highest impact on 

purchase decisions. WOM is the oldest and most efficient marketing technique that – in for-

mer times – has mainly been restricted to direct peers such as friends and family members. 

Therefore, it was extremely difficult to reach a broad audience within a given time frame. 

However, with the occurrence of online communication platforms, WOM can massively 

spread within just instants (Vivier, 2008). 

 

3.2.2  The Product as the Topic of Communication 

WOM can be seen as a generic term for different forms of communication, in which context 

viral-, buzz- and guerrilla- marketing as well as advocacy, influencer marketing and evangel-

ism play a decisive role. Even though these techniques may seem to be equal, there is a clear 

distinction in between. (Vivier, 2008). The main differences between all approaches, is the 

adjustment on either creating WOM about the brand or about the way of advertisement. The 

shared goal, however, is to make brand and product the centerpiece of all communication and 

thereby the center of attention (Oetting, 2005). Advocacy will be discussed as example in the 

context of its online application. 

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

the decisive stimulus consists of personal persuasion. It exerts direct influence on an existing 

attitude and affects purchase decisions of third persons. For instance, advocacy is commonly 

used by eBay and Amazon in the form of positive reviews, such as customers who bought this 

item also bought… (Leskovec, Adamic, & Huberman, 2007, p. 2). The method is not very 
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easy to manage at all but as well purposefully initiated. It especially appears appropriate for 

products, which emanate emotionality or have a high complexity, which is why consumers 

gladly welcome peer support. Nevertheless, the core message and all efforts belong to the 

advertised product (Schmahl, 2007, p. 78). Additionally, advocacy can as well be found on 

social networks as well. 

 

3.2.3  Strengethening Awareness 

Viral marketing and guerilla marketing approaches try to release themselves from pure prod-

uct messages and pursue the goal to entertain consumers by extraordinary and shocking ad-

vertisement, which encourages forwarding to friends thus spreading it in a virus-like manner. 

Social networks provide the perfect infrastructure for epidemic spreading (Urchs & Körner, 

2007, p. 676). The challenge is to make people aware of the advertised product, without put-

ting the brand in the foreground. The aim is to increase awareness and make people associate 

positive and surprising feelings when thinking about the brand. (Oetting, 2006b). A successful 

viral marketing example can be an epidemic spreading of a video clip, podcast, ad, link or any 

other transmittable media throughout an entire community. The idea of viral campaigns is to 

produce an intelligent, humorous and worth seeing clip, which is to be seeded among influen-

tial customers (Langner, 2007, pp. 695-698). 

 

The essence of viral marketing is that the product is not the most important aspect. Viral cam-

paigns are much stronger depending on the entertainment factor, which ultimately encourages 

people to spread it. If a clip enjoys great popularity, people will send it to friends in order to 

share the allegedly unique piece of entertainment. Online communication platforms provide 

the perfect infrastructure to spread viral advertisement within seconds to a broad, worldwide 

audience. (Hollis, 2007). Contrary to product related WOM approaches, viral marketing is not 

requiring an individual examination of the product itself. Much rather, it is seen as a situative, 

shortterm recommendation. (Langner, 2006, pp. 118-120). In other words, viral marketing is 

indeed spread by WOM, but does not equate to it. (Oetting, 2005). With viral methods, adver-

tisers achieve clips to be seen by people, since they received these from connected peers that 

know about their personal preferences. As a result, advertisement is not perceived as disturb-

ing any longer: It is perceived as pure entertainment, which people like to share with their 

friends without necessarily understanding or questioning the underlying concept (Nitsche & 

Schlossbauer, 2006, pp. 24-25). Viral marketing campaigns aim for increasing brand aware-

ness and feature the brand in a positive light by creating favourite associations. 

 

In contrast to that, guerilla marketing describes a philosophy of extraordinary and unconven-

tional marketing actions, which aim for largest possible furor while employing smallest pos-

sible budgets. (Schminke, Koch, & Reimuth, 2007, p. 36). Guerilla actions can be carried out 

online, offline, mobile or cross-media. Thereby, guerilla marketing uses viral structures and 
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advantages of online communication platforms to spread messages to a broad audience. Until 

today, the most popular actions took place offline, mostly with huge banners and billboards 

but nevertheless, online guerilla marketing is getting increasingly popular (Holzapfel, 2007, 

pp. 126-127). Guerilla and viral marketing use the entertaining content of their clips and ac-

tions in order to arouse attention while simultaneously giving a reason to pass it on. Within 

these techniques, WOM is used to spread the message.  

However, the conversation between consumers will contain the way of advertising instead of 

the advertised product. The differences between viral and guerilla spots is that guerilla spots 

contain greater provocation. In contrast to viral commercials, guerilla actions try to shock and 

surprise, while using the method of sharp arrows. Viral ads rather aim for being spread epi-

demically. (Oetting, 2007a). Online guerilla actions are used to create dialogues about a prod-

uct in an online community by using any possible trigger; even if it is risky, provocative or 

controversial. (Vivier, 2006). The triggers of these dialogues are external impulses such as 

events, PR-Stunts or specifically placed content that creates surprising and positive associa-

tions with a brand thus making it a nationwide topic of conversation. However, actions re-

quire accurate preparation and legal know-how (Oetting, 2006b). 

 
Despite these facts, guerilla marketing is not a silver bullet but rather an efficient completion 

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

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

advertising by paying bloggers and community members to market people unknowingly. This 

form of buzz marketing is very dangerous and can cause sustainable image damages 

(Mayzlin, 2006, pp. 155-157). 

 

3.3  Social Commerce as the new User-Generated Distribution Channel 

The question that now needs to be raised is how to commercialize online communication plat-

forms in order to earn money. At a particular point in time, any successful community 

achieves a size where it can not only be financed by founders or a few sponsors any more. 

The challenge to overcome is to harmonize commercialization with the advertisement aver-

sion of community members. In terms of Web 2.0 developments, users need to be encouraged 

to generate content in order to maintain traffic on websites and not be scared off with adver-

tisement messages.  

 
In the context of communities’ distribution possibilities and potentials, social commerce and 

affiliate marketing show the most promising attempts to fulfil this role. Social commerce – 

derived from the connection between e-commerce and social software – describes electronic 

commerce which is linked to consumer-to-consumer recommendations. On the virtual market 

places of today, the former pure consumer can now change between the roles of a consumer, 

producer, consultant, critic, salesperson or vendor (Mühlenbeck & Skibicki, 2007, p. 104). 
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In 2008, a highly controversial discussion about social advertising in the form of personalised 

ads launched by Facebook in the fall of 2007 took place. The central idea was that Facebook 

users can become fans of brands by linking their profiles to commercial profiles of a certain 

brand. While becoming a fan, users agree that companies can post certain advertisement mes-

sages on their profiles and moreover, send personalised advertisements to peers after each pur-

chase of the particular brand. Therefore, social ads automatically inform network neighbours 

through messages containing peers’ pictures, the purchased product and a commercial note. 

Each purchase release automizes (positive) WOM in a viral manner. However, the user main-

tains in control since the decision as to whether to become a friend with the brand or not stays 

with the user. A friendship can be cancelled at any time, so there are no obligations at all. 

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

nication platforms. Revenue sharing is a further developed technique, which recompenses 

fans on a monetary or non-monetary basis. Within affiliate marketing, a subset of perform-

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

and private websites such as profile sites in online communication platforms. (Schmahl, 2007, 

p. 51) If, for instance, a friend or network neighbour is interested in the product and the pur-

chase was initiated through the link on the Facebook profile, a commission is paid out. Most 

affiliate systems work with pay-per-sale gratuity. Thus, consumers get involved in the profit 

of a company (Schmidt, 2006). 

 

3.4 Online Communication Platforms: impact on product innovation 

Apart from the mere identification and addressing of possible target groups, especially online 

communication platforms driven by corporations with commercial aim in mind, help extract 

valuable market information on current trends and help generate and set up an informational 

basis for new product designs. In such a way, online communication platforms are used as a 

market research tool, benefitting from a product and target group specific audience yielding a 

maximum of useful information. In brand communities, members tend to have a very strong  

interest in the product and in the brand itself. As such, the typical member engages in product 

discussions and tries to participate with his or her knowledge in providing for product en-

hancements.  

 

4  Practical Examples of Online Community Marketing 

After the theoretical discussion of selected marketing approaches in the context of online 

communication platforms, the functionality and variety of advertising formats is now exam-

ined from a practical viewpoint on the basis of selected examples in the following section. 
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Two examples will be discussed in depth: Firstly, the commercial use of Facebook by the 

Coca Cola Company; secondly, future scenarios of very promising marketing approaches will 

be examined in the context of Second Life as another practical 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 service in North America serves more than 60 

million active users worldwide. Since January 2007, the average of new registrations per day 

counted 250,000, equaling a weekly 3% growth rate during the last year (Owyang, 2008). 

Contrary to the general opinion that Facebook rather appeals to teenagers, facts show that 

more than half of all users are outside of college and that especially the user group aged 35+ 

represents the fastest growing fraction (Li, 2007). Mark Zuckerberg, the 23-year-old Face-

book founder tried to revolutionize online advertising with Facebooks new advertisement ap-

plications: social advertisement, beacons and pages (Mouse, 2007). Since The Coca Cola 

Company has been a partner of the Facebook advertising from the beginning on, it serves as a 

well-suited example to be discussed in the context of this paper to explain the diverse market-

ing approaches Facebook is currently offering (Ad-Programm, 2007).  

 
In general, there are two basic marketer approaches to use within Facebook: For guerilla mar-

keters on the one hand and for marketers with a certain budget on the other hand (Smith, 

2007). Guerilla approaches offer Coca Cola a cost-free but aggressive and surprising opportu-

nity to mingle with fans. In connection with the new advertisement offers, companies are now 

able to open corporate profiles. Due to these profiles, brand fans have the opportunity to net-

work with the company by sending friend requests. Coca Cola already integrated a profile of 

their brand Sprite. On this profile page, an application is downloadable for users where they 

can create Sips – virtual 3D avatars. Even though most application features are cost-free, the 

“really fancy” ones can simply be activated by codes that are placed inside the cap of Sprite 

bottles (Ad-Programm, 2007). When a user becomes friends with Sprite, his peers receive an 

automatic notification on their news feed (Smith, 2007). Thereby, Coca Cola is present as a 

product (in this case: Sprite) and at the same time tries to be transparent and creates positive 

associations, since the company is directly networking with friends that have become fans. 

Corporate profiles are relatively new. Their potential – however – is estimated to be quite 

high because they make a brand more personal and touchable on an easily accessible level.  

 

The most efficient and oldest way to communicate with fans is to build small brand communi-

ties, where customers, friends and partners can interact and share the brand feeling. Further-

more, groups are the easiest way to do viral marketing because they appear on user profiles 

and are often used as status symbols. Due the fact that profiles are highly trafficked, the rec-

ognition of the brand is significantly high (Smith, 2007). Both, Coca Cola as holding and 
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Sprite as a sub-brand are each tagged in over 500 groups. Groups concerning the Coca Cola 

Christmas Truck Advert have the highest member rate with about 13,000 fans.  

 

Another important guerilla tactic uses the application Events to promote marketing events, 

parties and company milestones. With Facebook events, Coca Cola can invite all friends and 

plan the next event interactively. Over 100 events are promoted by Coca Cola on Facebook 

per year and therefore have a great WOM character through enthusiastic fans spreading the 

word in an evangelistic marketing way (Smith, 2007). 

 

The most efficient tools for advertisers with budget are polls, social ads and beacons. Polls are 

a very simple and low priced way to conduct research. To create a poll, one simple question 

has to be asked while giving five possible answers (Smith, 2007). For instance, Coca Cola 

asks: What is your favorite soft drink: Coke, Pepsi, Mountain Dew, Dr. Pepper or Red Bull? 

After determining the payment arrangements (usually up to 50 cent per answer) and the de-

sired amount of answers, generally 200, the poll is posted on the newsfeed of every welcome 

page. Since users only need to tick one answer, participation is indeed convenient. When the 

desired amount of answers is reached, the results are divided by sex and age and give a first 

insight about soft-drink preferences within the Facebook community. 

 

Social ads are one of the most promising marketing methods because they enable companies 

to accurately target their ads on the basis of personal data. While creating an ad, marketers 

can limit the target group by determining age, sex, specific keywords, educational level or 

leisure time activities (Smith, 2007). Simultaneously, they can conduct polls to further divide 

target groups. The second approach is to open a brand profile on Facebook and then try to 

become friends with users: This way, the company is authorized to post commercial messages 

on fan profiles (Oetting, 2007b).  

 

A rather more aggressive side of social ads is called beacons. Beacons track user actions with 

cookies from sites other than Facebook (Smith, 2007). The central idea is that data from 

Facebook can first unfold its real power when it is connected to information about purchase 

and surf behaviour outside of Facebook (Gerdes, 2008). For instance, if Coca Cola is a partner 

and a Facebook member purchases fan-items on Coca-Cola.com, an automatic feed item is 

sent to all network neighbors. The initial program was an opt-out application that required 

users to explicitly prevent feeds from being distributed (Smith, 2007). However, After launch-

ing the program, privacy advocators claimed privacy intervention by Facebook (Hansell, 

2007). As a result of several reviews, the program is now based on an opt-in option, where 

users need to explicitly agree that their purchase behaviour is posted to their friends (Story, 

2007). The question is now whether or not community members (want to) become unaware 

buzz agents by recommending products to their peers by an ad tagged by their name and pic-
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ture. These sharp reactions show that Facebook needs to overcome the challenge of balancing 

user-friendliness with advertising revenue (Ostrow, 2007, p. 1). 

 

However, recent developments show that there is a significantly high potential to further 

enlarge the possibilities to entertain fans on corporate profiles. For instance, highly frequented 

videos and commercials such as the Christmas Truck ad can be posted on profiles, so that fans 

can forward them in a YouTube-manner. Brought about by applications such as Super Wall or 

Fun Wall it is already possible to post YouTube videos. However, with the emergence of cor-

porate sites, companies can create their own entertainment centers by using viral structures 

and the social character of their fans. In order to create a win-win situation, it is very impor-

tant that companies use a personal and transparent way to interact with their fans. 

 

4.2  StudiVZ: First Steps in the Commercialization 

StudiVZ is the fastest growing online community in Germany. With 5.3 billion page impres-

sions per month and 4.5 million users it promises being a paradise for marketers (Graff, 

2008). However, contrary to its competitor Facebook, StudiVZ is not yet profitable (Hauck & 

Kortmann, 2008). The reason is not only the collegiate target group but rather the way of us-

age. Click-through rates of advertisement banners are significantly lower than those on Inter-

net portals such as Web.de, T-Online and Spiegel-Online. Since members of StudiVZ are 

mainly using the community to flirt, meet friends and chat, this is not a surprise (Kunath, 

2007a). Already shortly after StudiVZ was bought by the Holtzbrinck group, first plans of 

commercialization were announced. Marcus Riecke, CEO of StudiVZ, explains that targeted 

advertisements on the basis of the characteristics age, sex, course and place of study are 

planned. The true underlying concept, however, was to send personalized advertisement to 

cell phones and email addresses. After an outright wave of protests, StudiVZ was forced to 

ease general terms and conditions and attached an opt-out option (Hamann, 2007b). As a re-

sult, StudiVZ is currently operating with four different advertisement formats. 

 
Telegrams are exclusive text teasers, which forward users automatically to the website of 

StudiVZ’s business customers. Telegrams are placed at individual welcome pages, and can 

therefore easily be noticed. Furthermore, StudiVZ is guaranteeing 20 million AdImpressions, 

which equals 1.3 million users and as many as 100,000 clicks on companies’ commercial 

websites for a fee of 45,000 Euros. The Blue Man Group Stage Entertainment planned to 

strengthen their advertisements offers for the collegiate target group and intended to establish 

intensive relationships with potential customers through the help of an exclusive telegram. 

Over 625,000 users were forwarded to the target page where further information about the 

show and short video clips were provided. The clips were extremely popular and therefore 

spread across the community – soon ranked first place on the video platform MyVideo.de. 
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With the support of their online campaign on StudiVZ, the Blue Man Group instantiated a six-

digit turnover (GWP Online Marketing, 2007). 

 
The second advertising format is called sponsored groups. Sponsored groups describe user 

groups whose members were invited through teasers placed on members’ welcome pages. 

Within these groups, promotions and special offers are arranged guaranteeing about 1.6 mil-

lion invited users. The fee of the format amounts to EUR 90,000 (GWP Online Marketing, 

2007). 

 
Banners are the most traditional way of online marketing and are also available on the Ger-

man online community. StudiVZ currently offers six banner formats, each guaranteeing a 

different number of clicks, depending on the location where they are placed. The banners can 

be personalized and tagged on specific member profiles (GWP Online Marketing, 2007). Un-

til now, the last commercialization approach is the boutique, where corporate partners can 

post special offers for the community (Suter, 2007). Amongst others, members can purchase 

laptops, photo albums and the new Elegance Calendar featuring StudiVZ’s most beautiful 

members (Hauck, 2007). Although StudiVZ and Facebook partly operate with similar market-

ing approaches, StudiVZ can not (yet) offer beacons, applications and parts of social ads, 

since the technical requirements are not met (yet).  

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

advertisements formats. Even though StudiVZ can distinguish between the above mentioned 

four characteristics, companies mostly want to reach specific target groups such as graduates, 

football fans or beer drinkers, which accurately denominates StudiVZ’s economical problem. 

Currently, the great majority of StudiVZ users are represented almost solely by German teen-

agers and college students and no specific target groups (Hamann, 2007b). Accurate targeting 

will be the most important advertisement strategy for online communication platforms and 

therefore any platform that is unable to offer precise targeting will lack in competitive advan-

tage on the long run. “Finding a way to use people’s interests and personal connections to 

show them relevant ads has always been the promise of social 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 community, which is entirely created by its resi-

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

shop, buy land, build houses, develop and sell products, play and meet people. (Second Life, 

2008). The virtual world is online since 2003 and counts over 3.2 million registered users. 

However, there are only 90,000 active users per day, showing that about 70% of all users are 

nominal members (Breuer, 2007, p. 12). Global players such as Starwood Hotels, Adidas, 

Toyota and American Apparel had their virtual stores almost from the beginning, but the ex-

-15- 
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pected success could not yet be instantiated. SL is rather a culture-phenomenon than a plat-

form for marketing. The advertising industry slowly begins to develop innovative approaches 

for a commercial use (Schultz, 2007). 

 
Nevertheless, “brands are underestimating the investments required” (Kintz, 2007). A reason-

able online presence starts with investment sums from EUR 20,000 onwards. However, there 

are further investments necessary – such as virtual shops that need to be promoted inside and 

outside of SL. On top of that, permanent virtual sales personnel need to be compensated for 

attending the store (Breitenbach, 2006b).  

 
Also, most companies do not understand, that there are already plenty successful in-world 

brands to compete with. For example, the avatar Moopf Murray owns a very successful com-

pany, which produces and sells roller skates. Gareth Lancaster, creator of Moopf Murray, 

told that he already sold 50,000 pairs of roller-skates. (Walker, 2006). Fashion companies 

such as Adidas and American Apparel face even harder conditions. Designers are popular 

avatars within SL, mainly ruled by housewives, who have plenty of time and astonishing tal-

ent (Wagner, 2007). Moreover, many active users try to avoid real-time brands because they 

want to create a fantasy world, which shows as few similarities with the real world as possible 

(Walker, 2006). 

Virtual worlds are innovative and today’s marketing activities for this media are not yet fully 

developed. The following section tries to describe some scenarios of how to use SL as mar-

keting and distribution channel. The scenarios contain likely developments but also already 

realized approaches.  

 

Branded entertainment provides opportunities to create product and brand worlds by present-

ing products in a brand-affine environment. For example, Sony BMG opened their Media 

Island in 2006, which mainly consists of chill-out areas, concert halls, clubs and so called 

artist-booths, where leading BMG artists such as Christina Aguilera, Justin Timberlake and 

Ben Fold are featured. Additionally, songs and merchandise products of these artists can be 

purchased. Even though the island is not profitable in an economic way, the project 

offers valuable PR-effects. 

 

SL is also a cost efficient place to develop prototypes. The hotel chain Starwood Hotels uses 

SL to test the interior and design of its new brand Aloft, which will be launched in 2008. 

Therefore, an entire replica of the new holiday resort was reversely engineered and its devel-

opment can be observed by business associates and users while being completely detached 

from time and space relations. Due to its 3D character, SL can be used for product configura-

tions by customers to purchase in-world or for the real-world. For instance, Reebok and Nike 

use SL to feature the Reebok Custom Line and the respective NikeID. Customers can indi-
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vidualize their shoes by choosing different components. When creating a shoe in SL, the cus-

tomer receives a blank, which can be individualized and afterwards produced in a real-world 

customization store (Breuer, 2007, p. 7; p. 35). 

 

The continuous criticism of e-commerce stores, namely that shopping experience is decreased 

to the benefit of profits, can be overcome by V-commerce in SL. Hence, 3D stores allow a 

complete store design around the brand. Adidas, for instance, wants to strengthen brand 

awareness and popularity of new products with a viral campaign. The virtual Adidas store 

already sold about 23,000 pairs of a3-microride sneakers. In addition, the store is used to test 

new products to estimate potential success in the real-world (Haupt, 2007). Finally, events can 

be extended with a performance in SL. On the one hand, additional target groups, which could 

not physically participate in real-world events, can be reached, while on the other hand time 

limitation can be abolished.  

 

The topic web 3D and its potential are encompassed by great discussions. Even though SL 

stores and presences can not realize “hard” economical aims, “idealistic” goals such as form-

ing precise brand profiles, building awareness, founding communities, and the cultivation of 

customer relationships can be pursued.  

 

Global players such as IBM and MTV announced that they aspire to create virtual worlds, 

which will graphically and technologically perform on a significantly higher level. Virtual 

showrooms and ingame-advertisement will be marketing techniques of the future, and com-

panies will start preparation (Eichstetter, 2007, p. 592). MTV plans to launch a virtual world 

based on its very successful series Laguna Beach. It is one of three virtual world projects, 

with which MTV plans to regain users, who are extremely engaged in online communication 

platforms (Siklos, 2006). SL offers interesting possibilities for product and company presenta-

tions, but whether the online world proves to be a long term pioneer needs to be waited for 

(Waschkies, 2007). 

 

4.4 Risks of Virtualization 

The above mentioned marketing approaches and future scenarios serve to better understand 

the potential that is available in online communication platforms. It is now to dare future 

prospects in order to highlight the risk of this gradual virtualization. Recent discussions con-

cerning privacy issues resulting from new advertising formats in Facebook highlight this rele-

vance.  

 

The modern generation does not care to share personal data with the web community, yet 

their generosity is risky. Global companies already have accounts in all great communities 



 - 19 -

and check profiles of potential employees to get an idea of their personality and attitudes. It is 

not uncommon that the Internet destroys careers before they have even started. Moreover, the 

Internet never forgets; any “awkward” picture, message or mail is saved for many years. Even 

though this movement of freedom has immense advantages and is not at least the fundament 

of the user-generated Internet, it should be used with awareness (Hamann, 2007a). 

 

Apart from privacy concerns, the increasing time people spend online can cause considerable 

forms of addiction. International synonyms for this disease patterns are Net Addiction, Online 

Addiction, Internet Addiction Disorder (IAD), Pathological Internet Use (PIU) and Cyberdis-

order. Internet applications such as chats and online communication platforms are most ad-

dictive. About 32% of all users are classified as online addicts. There are five criteria to iden-

tify addicted people. First of all, addicts suffer from loss of control and can not independently 

decide how long they are online or when to go offline. Secondly, their behaviour is restricted 

and most of the day is spent online. Furthermore, they develop strong tolerance towards Inter-

net activities. Fourth, they show withdrawal syndromes such as nervousness, bad temper and 

aggressions. Lastly, the addiction has a strong influence on their social as well as working 

environment. Arguments with friends and family, as well as decreasing productivity, short 

sleep and the unconscious desire of being “online” are the most common withdrawal syn-

dromes. Endangered persons are in first instance those who are labile and have weak self-

confidence. 

 

The Humboldt-University of Berlin conducted a study which proves that teenagers, unem-

ployed- and lonely people as well as housewives are most likely to become addicted and es-

cape into virtual worlds where they can pretend to be someone else and live a “better” life. 

Since the year 2000, the number of web addicted people in Germany has doubled. In the US, 

as many as 200,000 Americans and 7% of the world population are addicted. The biggest is-

sue is that web addiction is very difficult to identify (Hahn, 2002). People lose connection to 

reality and find great acceptance with friends inside the virtual-world. They live the life of 

their dreams and see no personal advantage in the real world. Unfortunately, platforms, online 

communication platforms and virtual worlds strongly support these developments. Today, 

everything can be done within the Internet. Food shopping, socializing and leisure time 

spending. It has thus become extremely easy to loosen the connection to reality (Bollhöfer, 

2007, p. 77). 

 

5  Conclusion 

Within this paper, the potential of online communication platforms as a new marketing and 

distribution channel was depicted. The consumers’ development into a multi-optional con-

sumer as well as the technological requirements strongly support this development. Further-
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more, companies begin to realize the great importance of individuality of advertisements and 

the development of an increasing demand for ad adaptation to individual customer prefer-

ences.  

 

Social networks as well as brand communities convince with their advantages to create loy-

alty and awareness. Moreover, innovative guerilla and viral marketing approaches prove to be 

promising methods to target the interconnectedness of social networks and to unfold their full 

potential. However, these marketing approaches rather strengthen idealistic aims such as gen-

eral Public Relations and positive associations than yet being economically profitable.  

 

Although the practical cases in this paper have shown that several pitfalls still need to be 

overcome, it becomes clear that online community marketing is an intelligent match to the 

overall marketing strategy of a company and thus a promising endeavor. Notwithstanding, the 

future of the Internet is still in mere progress and a variety of communities and business ideas 

are still mushrooming towards its surface. Many of them are likely to disappear again, how-

ever, the stars of the new Internet wave are already looming. The new generation of Amazon, 

Google and Yahoo are now MySpace, YouTube and Facebook. 

 

Currently, the number of online community users are nowadays far over the 100 millions. 

Nevertheless, the greatness and transparency which was once seen as a unique advantage of 

communities is turning into a handicap with rising popularity. Soon the market of online plat-

forms will differentiate itself. Content and target group specific communities will be the next 

generation and the new basis of targeted advertisement. Within these specific communities, 

targeted advertising will be even more effective and due to the high involvement of its mem-

bers, create loyalty and credibilty. In addition, peers in these topic-related online communica-

tion platforms will probably be very affine to certain related and personalized ads of the sub-

ject matter (Häntzschel, 2007). Mega-communities such as Facebook and MySpace are likely 

to further develop into browsers, where other applications will be made accessible.  

 

Currently, a whole universe consisting of a multitude of virtual worlds is developing. By 

thinking ahead, boundaries will become more indistinct and communities and virtual applica-

tions will open up for interaction. Beyond this, advance notices about next browser genera-

tions let hope for the merger between web browsers and virtual interfaces as well, thus mak-

ing communities an integrative component of Internet usage. With recent development sce-

narios such as virtually meeting with friends for a shopping trip at Amazon.com to further 

visit the concert of a favourite band via MySpace profiles will certainly be realizable in the 

near future (Bollhöfer, 2007, p. 79). 
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In the meantime, cell phones have developed towards a multi-channel media combining or-

ganisational, entertaining and interfacing functions (Birkel, 2007, p. 482). People are increas-

ingly using cell phones to access time- and context-related information and services (Boll-

höfer, 2007, p. 80). Mobile marketing therefore represents another promising approach for the 

future development of marketing. Online communication platforms such as Facebook already 

reacted by creating applications that enable to access profile sites via cell phones (Birkel, 

2007, pp. 482- 

483). The commerce with interactive services will become more intuitive and much closer 

integrated to consumer habits in the near future. Henceforth, the Internet will surround people 

like a second skin and lead to an augmented reality. Community commercialization in combi-

nation with mobile marketing will be exploiting the full potential of network marketing: with 

the interconnectedness of cell phones and communities, ads can even be adapted to specific 

place and time usages (Bollhöfer, 2007, p. 80). 

 

Closing up, targeted marketing will most definitely gain significant importance in the near 

future of community marketing. The Internet will be accessible from all different types of 

mobile devices from anywhere at anytime. However, the most important aspect companies 

need to understand is to let their customers participate, even though this also implies to give 

away some control of their brands into the hands of the consumers. Nevertheless, the potential 

that it will pay off on the long term is high since people’s social drive can be turned into a 

huge benefit and therefore worth the risk because: Humans are social beings by nature. 

“Homo est animal sociale” 

 



 

 XXII

References 

 
Adidas. (2006, July 23). The impossible field. Retrieved February 4, 2008, from You-

Tube: http://www.youtube.com/watch?v=wD94-O9aUVw 

 

Ad-Programm. (2007, November 7). Facebook rühmt sein Ad-Programm mit bekannten 

Namen. Retrieved February 8, 2008, from Digital:Next Informations-Blog für die Digi-

tale Wirtschaft: http://www.digitalnext.de/facebook-ruehmt-sein-adprogramm-mit-

bekannten-namen/ 

 

Algesheimer, R., Utpal, M. D., & Herrman, A. (2005). The social influence of brand 

communities: evidence from european car clubs. Journal of Marketing, 69(3), 19-34. 

Retrieved February 5, 2008, from EBSCO Host database. 

 

Almeida, S. O., Utpal, M. D., & Vianello, S. (2007). Understanding the differences be-

tween firm-managed and customer-managed brand communities. Retrieved January 31, 

2008, from EBSCO Host database. 

 

Birkel, M. (2007). Mobile Lifestyle: Das Herz des Kunden gewinnen. In T. Schwarz 

(Ed.), Leit-faden Online Marketing: Das kompakte Wissen der Branche (pp. 481- 485). 

Waghäusel: Marketing Börse. 

 

Bollhöfer, K. W. (2007, February). Future Web - Wie die Grenzen von Realwelt, Inter-

net und Second Life zukünftig verschimmen werden [Electronic version]. Retrieved 

February 18, 2008, from Oscar: http://www.oscar.de/magazin/Evolution_Web_06_ Fu-

ture_Web_Wie_die_Grenzen_von_Realwelt,_Internet_und_Second_Life_zukuenftig 

_verschwimmen.pdf 

 

Boyd, D. (2006, February 19). Identity production in a networke culture: why youth 

heart MySpace. Retrieved February 15, 2008, from The American Association for the 

Advancement of Science: http://www.danah.org/papers/AAAS2006.html 

 

 

-II- 



 

 XXIII  

Boyd, D., & Ellison, N. (2007, October). Social network sites: definition, history, and 

scholarship [Electronic version]. Journal of Computer-Mediated Communication, 13(1). 

Retrieved February 10, 2008, from 

http://jcmc.indiana.edu/vol13/issue1/boyd.ellison.html 

 

Brand Science Institute. (2006a, October 18). Principles. Retrieved February 1, 2008, 

from Brand Science Institute: http://b-s-i.org/blog_ba/ 

 

Brand Science Institute. (2006b). Brand communities. Retrieved February 1, 2008, from 

Brand Science Institute: http://b-s-i.org/blog_ba/about-3/brand-communities/ 

 

Braun, G. (2006). Medien im Vergleich. In T. Schwarz, & G. Braun (Eds.), Leitfaden 

Integrierte Kommunikation: Wie Web 2.0 das Marketing revolutioniert (pp. 143-151). 

Norderstedt: Books on Demand. 

 

Breitenbach, P. (2006a, Dezember 6). Marketing im Web 2.0: Community Manage-

ment. Focus Media Line. Retrieved January 29, 2008, from http://wissensforum.media 

line.de/2006/12/06/marketing-im-web-20-communitymanagement/ 

 

Breitenbach, P. (2006b, November 23). Second Life: Chancen und Risiken für Unter-

nehmen. Retrieved February 9, 2008, from Buenalog: http://buenalog.de/2006/11/23/ 

second-life-chancen-und-risiken-fuerunternehmen/ 

 

Breuer, M. (2007). Second Life and Business in virtuellen Welten [White Paper]. Ber-

lin, Germany. 

 

Carroll, L. (2007, January 17). 'Cloverfiel' producer talks about the viral-marketing 

campaign driving movie fans crazy. Retrieved February 14, 2008, from MTV: 

http://www.mtv.com/movies/news/articles/1579793/story.jhtml 

 

Casalò, L. V., Flaviàn, C., & Guinalìu, M. (2008, February). Promoting consumer’s 

participation in virtual brand communities: a new paradigm in branding strategy. 

Journal of Marketing Communication, 14(1), 19-36. 

 

-III- 



 

 XXIV

Center of Management Research. (n.d.). Marketing 'The Da Vinci Code'. Retrieved 

January 29, 2008, from Center of Management Research: http://www.icmrindia.org/ 

casestudies/catalogue/Marketing/The%20Da%20Vinci%20Code.htm 

 

Cook, B. (2003, May 26). Membership has its privileges. Retrieved February 2, 2008, 

from Brandhome: http://www.brandchannel.com/features_effect.asp?pf_id=159 

 

Dziemba, O., Rauch, C., & Wenzel, E. (2007, October). "Lebensstile 2020" – Die Zu-

kunft des individualisierten Konsums ist planbar. Marketing Journal, 40(10), 14-17. 

 

Eck, K. (2007). Corporate blogging. In T. Schwarz (Ed.), Leitfaden Online Marketing: 

Das kompakte Wissen der Branche (pp. 638-647). Waghäusel: Marketing Börse. 

 

Ecko, M. (2006, May 18). Still free: the tagging of Air Force One. Retrieved February 

5, 2008, from Still Free: http://www.stillfree.com/ 

 

Ehrlich, M. (2007). Die Entwicklung der Online-Werbung. In T. Schwarz (Ed.), Leitfa-

den Online Marketing: Das kompakte Wissen der Branche (pp. 265-270). Waghäusel: 

Marketing Börse. 

 

Eichstetter, H. (2007). Kundenkapitalbezogene Bewertung von Web 2.0-Portalen. In T. 

Schwarz (Ed.), Leitfaden Online Marketing: Das kompakte Wissen der Branche (pp. 

585-592). Waghäusel: Marketing Börse. 

 

Eigner, C., & Nausner, P. (2003). Willkommen, "Social Learning". In H. Leitner, C. 

Eigner, P. Nausner, & U. Schneider, Online-Communities, Weblogs und die soziale 

Rückeroberung des Netzes (pp. 52-94). Graz: Nausner & Nausner. 

 

Eimeren, B. von, & Frees, B. (2005, August). ARD/ZDF Online Studie 2005: Nach dem 

Boom: Größter Zuwachs in internetfernen Gruppen [Electronic version]. Media Pers-

pektiven, 362-379. 

 

-IV- 



 

 XXV

Eimeren, B. von, & Frees, B. (2007, August). ARD/ZDF Online Studie 2007: Internet-

nutzung zwischen Pragmatismus und YouTube-Euphorie [Electronic version]. Media 

Perspektiven, 362-378. 

 

Facebook. (2008a). Groups tagged with Coca Cola. Retrieved February 8, 2008, from 

Facebook: http://www.facebook.com/s.php?q=Coca%20Cola&k=200000010 

 

Facebook. (2008b). Events tagged with Coca Cola. Retrieved February 8, 2008, from 

Facebook: http://www.facebook.com/s.php?q=coca+cola&k=400000010&nstart=10&n 

skip=4&s=10&hash=662de1efedd29b0d4482f02711d8ef90 

 

Facebook. (2008c). Creation of a poll. Retrieved February 8, 2008, from Facebook: 

http://www.facebook.com/polls.php?poll_id=2406636306&ref=bp 

 

Facebook. (2008d). Poll results by softdrink. Retrieved February 8, 2008, from Face-

book: http://www.facebook.com/polls.php?poll_id=2406636306&ref=bp 

 

Facebook. (2008e). Poll results by age and sex. Retrieved February 8, 2008, from Face-

book: http://www.facebook.com/polls.php?poll_id=2406636306&ref=bp 

 

Facebook. (2008f). Poll results by age per softdrink. Retrieved February 8, 2008, from 

Facebook: http://www.facebook.com/polls.php?poll_id=2406636306&ref=bp 

 

Farah, H. (2007, February 7). Formlose Angst. Vanity Fair (7), 70-71. 

 

Farhi, P. (2005, May 29). Mama warned us about fast food and fast women. Washing-

ton Post. Retrieved February 4, 2008, from http://www.washingtonpost.com/wpdyn/ 

content/article/2005/05/28/AR2005052800979.html 

 

Fittkau, S. (2007). Nutzer und Nutzung des Internets. In T. Schwarz (Ed.), Leitfaden 

Online Marketing: Das kompakte Wissen der Branche (pp. 139-147). Waghäusel: Mar-

keting Börse. 

 

 

-V- 



 

 XXVI

Gerdes, A. (2008, January 10). Das alternative Massenmedium. Die Zeit. Retrieved 

February 8, 2008, from http://www.zeit.de/2008/03/Facebook 

 

Gladwell, M. (2000). The tipping point: how little things can make a big difference. 

United States of America: Littel, Brown and Company. 

 

Goetz, S. (2007, May 18). Viral marketing fuels communities - Interview with Markus 

Roder, Strategy Leader of the Dialog Solution GmbH. Retrieved February 1, 2008, from 

Adzine: http://www.adzine.de/de/site/contentfcmsv4464c7d9923e89/artikel.xml 

 

Graff, B. (2008, January 10). Die Glasperlen des 21. Jahrhunderts. Süddeutsche Zei-

tung. Retrieved February 16, 2008, from http://www.sueddeutsche.de/computer 

/artikel/206/151824/ 

 

Grether, M., & Markarian, R. (2007). Markenwerbung im Internet. In T. Schwarz (Ed.), 

Leitfaden Online Marketing: Das kompakte Wissen der Branche (pp. 297-306). Wag-

häusel: Marketing Börse. 

 

Gscheidle, C., & Fisch, M. (2007, August). ARD/ZDF Online Studie: Onliner 2007: 

Das "Mitmach-Netz" im Breitbandzeitalter [Electronic version]. Media Perspektiven, 

393-405. 

 

GWP Online Marketing. (2007). StudiVZ Basisdaten [Electronic version]. Retrieved 

February 16, 2008, from GWP Online Marketing: http://www.gwp.de/data/download 

/A4/studiVZ-Basisdaten_1_0.pdf 

 

Hahn, A. (2002, October). Internetsucht: Jugendliche gefangen im Netz: Phänomene, 

Beispiele, Forschungsergebnisse und Hilfen zur Früherkennung/Behandlung [Electronic 

version]. Retrieved February 10, 2008, from Humboldt-Universität zu Berlin: 

http://www.internetsucht.de/publikationen/Bonn-2002-Internetsucht.pdf 

 

Hamann, G. (2007a, November 1). Meine Daten sind frei. Die Zeit. Retrieved January 

28, 2008, from http://www.zeit.de/2007/45/01-Internet 

 

-VI- 



 

 XXVII

Hamann, G. (2007b, Dezember 27). Ein Schatz für Werbekunden. Die Zeit. Retrieved 

February 16, 2008, from http://www.zeit.de/2008/01/Studi-VZ 

 

Hanlon, P., & Hawkins, J. (2008, January 7). Expand your brand community online. 

Advertising Age, 79(1). Retrieved, January 27, 2008, from EBSCO Host database. 

 

Hansell, S. (2007, November 7). Facebook's next privacy problem. New York Times. 

Retrieved February 8, 2008, from http://bits.blogs.nytimes.com/2007/11/07/facebooks-

next-privacy-problem/ 

 

Häntzschel, J. (2007, March 6). Das Ende der Massen. Süddeutsche Zeitung. Retrieved 

January 24, 2008, from http://www.sueddeutsche.de/,tt4m1/kultur/artikel/472/104368/ 

 

Hauck, M. (2007, Dezember 14). Wer keine Werbung will, fliegt. Süddeutsche Zeitung. 

Retrieved February 16, 2008, from http://www.sueddeutsche.de/computer/artikel/627 

/148277/ 

 

Hauck, M., & Kortmann, C. (2008, January 22). Das Original jagt die Kopie. Süd-

deutsche Zeitung. Retrieved February 16, 2008, from http://www.sueddeutsche.de 

/computer/artikel/113/153718/ 

 

Haupt, H. (2007, April 4). Falscher Goldrausch in Second Life. Netzeitung. Retrieved 

February 10, 2008, from http://www.netzeitung.de/internet/604970.html 

 

Hickman, T., & James, W. (2007). The dark side of brand community: inter-group 

stereotyping, trash talk, and Schadenfreude [Electronic version]. Advances in Consumer 

Research - North American Conference Proceedings, 34, 314-319. Retrieved February 

1, 2008, from EBSCO Host database. 

 

Hilber, A. (2000). Category Management: Werkzeuge der Zukunft für Handel und In-

dustrie [Electronic version]. Retrieved January 18, 2008, from Institut für betriebswirt-

schaftliche Forschung der Universtät Zürich: http://www.ifbf.uzh.ch/ifbfsite/newsletter 

/files/newsletter2000.pdf 

 

-VII- 



 

 XXVIII

Hill, M. (2003). Your most unhappy customers are your greatest source of learning. 

Retrieved January 23, 2008, from Customer Focus Consulting: 

http://www.customerfocusconsult.com/articles/articles_template.asp?ID=43 

 

Hill, S., Provost, F., & Volinsky, C. (2006, September 8). Network-based marketing: 

identifying likely adopters via consumer networks [Electronic version]. Statistical Sci-

ence, 21(2), 256-276. Retrieved January 28, 2008, from 

http://arxiv.org/vc/math/papers/0606/0606278v1.pdf 

 

Hoegg, R., Martignoni, R., Meckel, M., & Stanoevska-Slabeva, K. (2006, September 

28). Overview of business modells for Web 2.0 communities [Electronic version]. Re-

trieved January 14, 2008, from Universität St. Gallen: 

http://www.alexandria.unisg.ch/Publikationen/31411 

 

Hollis, N. (2007, April). To pass or to pass it on: that is the viral question [Electronic 

version]. Retrieved February 3, 2008, from Millward Brown: 

http://www.millwardbrown.com/ Sites/MillwardBrown/Media/Pdfs/en/POV/72541 

D2.pdf 

 

Hollis, N. (2006, April). What's the word [Electronic version]. Retrieved February 3, 

2008, from Millward Brown: 

http://www.millwardbrown.com/Sites/MillwardBrown/Media/Pdfs/en/POV/D6C8 

B67C.pdf 

 

Holzapfel, F. (2007). Überraschend. Anders. In T. Schwarz (Ed.), Leitfaden Online 

Marketing: Das kompakte Wissen der Branche (pp. 126-136). Waghäusel: Marketing 

Börse. 

 

Horrigan, J. B. (2001, October 31). Online communication platforms: networks that 

nurture longdistance relationships and local ties [Electronic version]. Retrieved Febru-

ary 7, 2008, from http://www.pewinternet.org 

 

 

 

-VIII- 



 

 XXIX

Hülsen, I., & Spiller, K. (2006, April 11). Witzischkeit kennt keine Grenzen. The 

Financial Times. Retrieved February 5, 2008, from http://www.ftd.de/technik 

/medien_internet/64452.html 

 

Iribarren, J. L., & Moro, E. (2007, June 5). Information diffusion epidemics in social 

networks [Electronic version]. Retrieved January 29, 2008, from Cornell University: 

http://arxiv.org/PS_cache/arxiv/pdf/0706/0706.0641v1.pdf 

 

Ives, B. (2007, April 10). Communispace: using extranet 2.0 to collect the wisdom of 

customer crowds. Retrieved January 31, 2008, from EBSCO Host database. 

 

Jac, A. (2006). Potential von Brand Communities weiterhin unterschätzt. Retrieved 

February 1, 2008, from Die offene Artikelschmiede: http://artikel.4.am/archives/2462-

Potential-von-Brand-Communities-weiterhinunterschaetzt.html 

 

Kalka, J. (2006). 70 Prozent Social-Media-Nutzung - Markenkommunikation im neuen 

Internet. Marketing Journal – Sonderheft Web 2.0 (39), 17-19. 

 

Kalmann, D. M. (2005). Brand Communities, Marketing, and Media [Electronic ver-

sion]. Retrieved February 1, 2008, from Terella Media: 

http://www.brandmagnet.com/pdf/bcmarketingwpfinal.pdf 

 

Kaube, J. (2007, January 9). Studenten treibt es ins Netz. Frankfurter Allgemeine 

Zeitung. Retrieved January 28, 2008, from 

http://www.faz.net/s/Rub117C535CDF414415BB243B181B8B60AE/Doc~E140 

B18EE26694809AE48C6F110B1D9CB~ATpl~Ecommon~Scontent.html 

 

Keegan, V. (2007, June 2). Watch out Second Life: China launches virtual universe 

with seven million souls. The Guardian. Retrieved February 9, 2008, from 

http://www.guardian.co.uk/china/story/0,,2093757,00.html 

 

Kintz, E. (2007, April 2). Top 10 reasons as to why I still need to be convinced about 

marketing on Second Life. Retrieved February 9, 2008, from The Digital Mindset 

Blog: http://h20325.www2.hp.com/blogs/kintz/archive/2007/04/02/2964.html 

-IX- 



 

 XXX

Kleingers, D. (2008, January 29). Der Horror mit dem Hype. Spiegel Online. Retrieved 

February 14, 2008, from http://www.spiegel.de/kultur/kino/0,1518,531770,00.html 

 

Klemper, A. (2006). Wikipedia. Marketing Journal – Sonderheft Web 2.0 (39), 14-16. 

 

Komjuniti. (2007, March 19). Erste Kundenzufriedenheitsstudie in Second Life. 

Retrieved February 9, 2008, from Internet-Nachrichtenagentur: 

http://www.inar.de/blog/technik--co/20070319/erste-kundenzufriedenheitsstudiein- 

second-life--mangelnde-kundenbetreuung-und-interaktionsmoeglichkeitenzwischen- 

second-life-usern-und-unternehmen-als-hauptschwaechen-identifiziert- 

.html 

 

Kunath, J. (2007a, Juni 12). 2.594.074.988 Pageimpressions. Retrieved February 16, 

2008, from Archive for the 'Monetarisierung' category: 

http://www.jenskunath.eu/category/monetarisierung/ 

 

Kunath, J. (2007b, September 7). Facebook arbeitet an Lösungen für User Targeting. 

Retrieved February 16, 2008, from Archive for the 'Monetarisierung' Category: 

http://www.jenskunath.eu/category/monetarisierung/ 

 

Kung, M. (2008, January 13). The marketing of 'Cloverfield' has been as mysterious as 

the movie itself. Boston Globe. Retrieved Feburary 14, 2008, from 

http://boston.com/ae/movies/articles/2008/01/12/the_marketing_of_cloverfield_ha 

s_been_as_mysterious_as_the_movie_itself/ 

 

Lancaster, J. (2007). Verkaufsweg Social Commerce: Blogs, Podcasts, Communities - 

Wie man mit Web 2.0 Marketing Geld verdient (Vol. 2). (F. Mühlenbeck, & K. Skibi-

cki, Eds.) Norderstedt: Books on Demand. 

 

Langner, S. (2006). Viral Marketing - Mundpropaganda in der integrierten Kommunika-

tion. In T. Schwarz, & G. Braun (Eds.), Leitfaden Integrierte Kommunikation: Wie 

Web 2.0 das Marketing revolutioniert (pp. 215-232). Norderstedt: Books On Demand. 

 

 

-X- 



 

 XXXI

Langner, S. (2007). Viral Marketing. In T. Schwarz (Ed.), Leitfaden Online Marketing: 

Das kompakte Wissen der Branche (pp. 659-671). Waghäusel: Marketing Börse. 

 

Leitner, H. (2003). Online-communities, "Hands on"! In H. Leitner, C. Eigner, P. Naus-

ner, & U. Schneider, Online communication platforms, Weblogs und die soziale Rück-

eroberung des Netzes (pp. 11-51). Graz: Nausner & Nausner. 

 

Leskovec, J., Adamic, L. A., & Huberman, B. A. (2007, April 20). The dynamics of 

viral marketing [Electronic version]. Retrieved February 5, 2008, from Cornell Univer-

sity: http://arxiv.org/PS_cache/physics/pdf/0509/0509039v4.pdf 

 

Li, C. (2007, October 8). Big brands & facebook: demographics, case studies & best 

practices. Retrieved February 8, 2008, from Forrester Reseach: 

http://www.hotdocs.jp/upload_file/119882356868701451.swf 

 

Lutz, A. (2007). Networking-Plattformen richtig nutzen. In T. Schwarz (Ed.), Leitfaden 

Online Marketing: Das kompakte Wissen der Branche (pp. 721-726). Waghäusel: Mar-

keting Börse. 

 

Mayzlin, D. (2006, March-April). Promotional chat on the internet [Electronic version]. 

Marketing Science, 25(2), 155-163. Retrieved February 12, 2008, from 

http://www.som.yale.edu/faculty/dm324/Promo_final.pdf 

 

Meckel, M. (2006). Wir sind das Web! Marketing Journal – Sonderheft Web 2.0 (39), 

8-9. 

 

Michael, B. M. (2007). Online werben: Zwischen Effizienz und Chaos. In T. Schwarz 

(Ed.), Leitfaden Online Marketing: Das kompakte Wissen der Branche (pp. 67-79). 

Waghäusel: Marketing Börse. 

 

Moorstedt, T. (2006, March 10). 59 Millionen Freunde. Süddeutsche Zeitung. Retrieved 

January 24, 2008, from http://www.sueddeutsche.de/computer/artikel/740/71669/ 

 

 

-XI- 



 

 XXXII

Mouse. (2007, October 8). Word of mouse. The Economist. Retrieved February 8, 2008, 

from http://www.economist.com/business/displaystory.cfm?story_id=10102992 

 

Mühlenbeck, F., & Skibicki, K. (2007). Verkaufsweg Social Commerce: Blogs, Pod-

casts, Communities - Wie man mit Web 2.0 Marketing Geld verdient. Norderstedt: 

Books on Demand. 

 

Muniz, A. M., & O'Guinn, T. C. (2001, March). Brand community. Journal of Con-

sumer Research, 27(4), 412-432. Retrieved January 18, 2008, from EBSCO Host data-

base. 

 

Nielsen BuzzMetrics. (2008). CGM overview. Retrieved February 15, 2008, from Niel-

sen BuzzMetrics: http://www.nielsenbuzzmetrics.com/cgm 

 

Nike. (2006, September 15). Cosplay. Retrieved February 4, 2008, from YouTube: 

http://www.youtube.com/watch?v=2ry41RIkqHA 

 

Nitsche, M. (2007). Social Commerce. In T. Schwarz (Ed.), Leitfaden Online Marketing 

(pp. 691-697). Waghäusel: Marketing Börse. 

 

Nitsche, M., & Schlossbauer, L. (2006). Viruswarnung. Marketing Journal – Sonderheft 

Web 2.0 (39), 24-25. 

 

Nowak, M. (2006). Eignen sich Podcasts als Werbe-Instrument [Electronic version]. 

Werben & Verkaufen (25), 54-55. 

 

Oetting, M. (2005, April 19). Achtung Polemik: Unterschied Guerilla-Marketing und 

Viral Marketing. Retrieved February 5, 2008, from Connected Marketing: 

http://www.connectedmarketing.de/cm/2005/04/achtung_polemik.html 

 

Oetting, M. (2006a). Wie Web 2.0 das Marketing revolutioniert. In T. Schwarz, & B. 

Gabriele (Eds.), Leitfaden Integrierte Kommunikation: Wie Web 2.0 das Marketing 

revolutioniert (pp. 173-195). Norderstedt: Books On Demand. 

 

-XII- 



 

 XXXIII

Oetting, M. (2006b, July 18). Viral Advertising: Grundlagen. Retrieved February 6, 

2008, from Connected Marketing: 

http://www.connectedmarketing.de/cm/2006/07/viral_advertisi.html 

 

Oetting, M. (2007a, January 19). Mal wieder Viral Marketing und Guerilla Marketing in 

einem Topf. Retrieved February 5, 2008, from Connected Marketing: 

http://www.connectedmarketing.de/cm/2007/01/mal_wieder_vira.html 

 

Oetting, M. (2007b, November 12). Facebook "Social Advertising". Retrieved February 

7, 2008, from Connected Marketing: 

http://www.connectedmarketing.de/cm/2007/11/facebook-social.html 

 

O'Murchu, I., Breslin, J. G., & Decker, S. (2004, August 11). Online social and business 

networking communities [Electronic version]. Retrieved January 23, 2008, from Digital 

Enterprise Research Institute: 

http://www.deri.ie/fileadmin/documents/DERI-TR-2004-08-11.pdf 

 

O'Reilly, T. (2005, September 30). What is Web 2.0: design patterns and business mod-

els for the next generation of software. Retrieved January 5, 2007, from O'Reilly Net-

work: http://www.oreilly.com/pub/a/oreilly/tim/news/2005/09/30/what-is-web-20.html 

 

Ostrow, A. (2007, October 22). Facebook flyers 2.0: the promise and pitfalls of social 

networking ads. Mashable, 1. Retrieved January 15, 2008, from EBSCO Host database. 

 

Owyang, J. (2008, January 9). Social network stats: Facebook, MySpace, reunion. 

Retrieved February 8, 2008, from Web Strategy by Jeremiah: http://www.webstrategist. 

com/blog/2008/01/09/social-network-stats-facebook-myspace-reunionjan-2008/ 

 

Oxford University Press. (2005). "Podcast" is the word of the year. Retrieved January 

24, 2008, from Oxford University Press: 

http://www.oup.com/us/brochure/NOAD_podcast/?view=usa 

 

Paramount Pictures. (2008, January 18). Cloverfield. Retrieved February 14, 2008, from 

Facebook: http://www.facebook.com/cloverfieldmovie?ref=s 

-XIII- 



 

 XXXIV  

Pinedo, A. T., & Tanenbaum, J. R. (2007). The Danger of blogging. International Fi-

nancial Law Review, 26, 130-131.Retrieved February 2, 2008, from EBSCO Host data-

base. 

 

Placentra, G., & Gerteis, T. (2007, July-August). Second Life - Umsatzmotor oder Sei-

fenblase. Marketing Journal, 40(7), 42-44. 

 

Pohlmann, M. (2007, January 9). Was StudiVZ teuer macht. Retrieved January 28, 

2008, from Themenblog Kommunikation 2.0: 

http://www.themenblog.de/2007/01/was_studivz_teuer_macht.html 

 

Potts, A. (8. March 2007). Watching the web grow up. The Economist. Retrieved Janu-

ary 2, 2008 from http://www.economist.com/printedition/displaystory.cfm?story 

_id=8766093 

 

Przepiorka, S. (2006). Weblogs, Wikis und die dritte Dimension. In A. Picot, & T. Fi-

scher (Eds.), Weblogs professionell: Grundlagen, Konzepte und Praxis im unternehme-

rischen Umfeld (pp. 15-16). Heidelberg: Dpunkt Verlag. 

 

Radzievsky, Y. (2006, September). Technology's impact on branding: in a tech-driven 

customer world, CEOs need to stay on top of brand building. The Entrepreneur. Re-

trieved February 1, 2008, from 

http://www.entrepreneur.com/tradejournals/article/153519258.html 

 

Roder, M., & Wilfer, C. (2007). Buzz Marketing. Retrieved February 2, 2008 , from 

Viralmarketing: http://www.viralmarketing.de/2006/10/06/buzz-marketing/ 

 

Sallach, S. (2007, Mai). Was bringt ein Auftritt in Second Life? Erwartungen sind über-

zogen. Marketing Journal, 40, 6-7. 

 

Schmahl, D. (2007). Moderne Online-Marketing-Methoden: Affilitate Marketing, 

Suchmaschinen Marketing, Viral Marketing und das Web 2.0. Saarbrücken: VDM Ver-

lag Dr. Müller. 

 

-XIV- 



 

 XXXV

Schmidt, H. (2006, May 8). Aus E-Commerce wird Social Commerce. Frankfurter All-

gemeine Zeitung. Retrieved February 7, 2008, from 

http://www.faz.net/s/RubE2C6E0BCC2F04DD787CDC274993E94C1/Doc~E73 

C523000F6F4BD7862AA6D1A2F00BAC~ATpl~Ecommon~Scontent.html 

 

Schminke, L. H., Koch, K., & Reimuth, C. (2007, Mai). Guerilla Marketing - außerge-

wöhnliches Marketing für KMU. Marketing Journal, 40(5), 36-39. 

 

Schneider, U. (2003). Online communication platforms - neues Medium und/oder neue 

Sozialform. In H. Leitner, C. Eigner, P. Nausner, & U. Schneider, Online-Communities, 

Weblogs und die soziale Rückeroberung des Netzes (pp. 95-113). Graz: Nausner & 

Nausner. 

 

Schultz, S. (2007, June 2). Der Millionen-Dollar-Friedhof. Spiegel Online. Retrieved 

February 9, 2008, from http://www.spiegel.de/netzwelt/web/0,1518,486198,00.html 

 

Schulze-Geißler, A. (2007, March 23). StudiVZ startet in die Monetarisierungphase - 

Interview with Carsten Schwecke, Chief of Crossmedia/Online Commerzialization of 

GWP. Retrieved January 29, 2008, from Adzine: 

http://www.adzine.de/de/site/contentfcmsv44602fe36c58a4/artikel.xml 

 

Schütte, C., & Diederich, L. (2006). Neues aus der Blogosphäre – digitale Mundpropa-

ganda via Weblog. Marketing Journal – Sonderheft Web 2.0 (39), 26-28. 

 

Second Life. (2008). What is Second Life? Retrieved February 9, 2008, from Second 

Life: http://de.secondlife.com/whatis 

 

Siklos, R. (2006, September 18). Not in the real world anymore. New York Times. Re-

trieved February 9, 2008, from 

http://www.nytimes.com/2006/09/18/business/media/18avatar.html 

 

 

 

-XV- 



 

 XXXVI  

Smith, J. (2007, December 7). The Facebook marketing bible: 24 way to market your 

brand, company, product, or service inside Facebook. Retrieved February 8, 2008, from 

Inside Facebook: Tracking Facebook and the Facebook Platform: 

http://www.insidefacebook.com/2007/12/09/inside-facebook-marketing-bible-24- 

ways-to-market-your-brand-company-product-or-service-in-facebook/ 

 

Story, L. (2007, November 29). The evolution of Facebook's beacon. New York Times. 

Retrieved February 8, 2008, from 

http://bits.blogs.nytimes.com/2007/11/29/theevolution-of-facebooks-

beacon/?st=cse&sq=facebook+beacon&scp=2 

 

StudiVZ. (2008). Boutique. Retrieved February 16, 2008, from StudiVZ: 

http://www.studivz.net/l/boutique 

 

Subramani, M. R., & Rajagopalan, B. (2003, December). Knowledge-sharing and 

influence in online social networks via marketing [Electronic version]. Retrieved 

February 5, 2008, from ACM Portal: http://delivery.acm.org/10.1145/960000/ 

953514/p300subramani.pdf?key1=953514&key2=2336022021&coll=GUIDE&dl=GUI

DE&CFID=53467358&CFTOKEN=82297384 

 

Suter, D. (2007, Juni 27). Klartext: Wir machen Werbung! Retrieved February 16, 

2008, from StudiVZ: http://www.studivz.net/Newsroom/Detail/92dfa7f4f06c61d0 

/backPg/5 

 

Tapscott, D., & Williams, A. D. (2007). Wikinomics - how mass collaboration changes 

everything. New York: Penguin Group. 

 

Taylor, M. L. (2006). Generation NeXt comes to college: today's postmodern student 

[Electronic version]. Retrieved January 18, 2008, from 

http://global.cscc.edu/tlrc/blog/files/Gen%20NeXt%20handout%2006%20oln.pdf 

 

The Coca Cola Company. (2008a). Profile site: Sprite Sips. Retrieved February 8, 2008, 

from Facebook: http://www.facebook.com/spritesips?ref=s 

 



 

 XXXVII  

 

The Coca Cola Company. (2008b). Sips application. Retrieved February 8, 2008, from 

Facebook: http://apps.facebook.com/sipsvone/postAdd.sip?auth_token=c1ec3f80eb3dc 

4362f900ceab0d5ac83&installed=1 

 

The Coca Cola Company. (2008c). Application invitation. Retrieved February 8, 2008, 

from Facebook: http://www.facebook.com/home.php? 

 

The Coca Cola Company. (2008d). Profile box. Retrieved February 8, 2008, from Face-

book: http://www.facebook.com/profile.php?id=690430057 

 

Unilever. (2007). Dove Evolution. Retrieved February 3, 2008, from Unilever: 

http://www.unilever.de/ourbrands/werbespots/dove-evolution.asp 

 

Urchs, O., & Körner, A. (2007). Mundpropaganda Marketing. In T. Schwarz (Ed.), 

Leitfaden Online Marketing: Das kompakte Wissen der Branche (pp. 672-680). 

Waghäusel: Marketing Börse. 

 

Vivier, E. (2008, January 18). A short introduction to WOM and viral marketing. Re-

trieved February 6, 2008, from Culture-Buzz: http://www.culturebuzz. com/a_short 

_introduction_to_wom_and_viral_marketing_article_1538.html 

 

Vivier, E. (2006, July 17). Buzz marketing & influentials. Retrieved February 6, 2008, 

from Culture-Buzz: http://www.culturebuzz. com/buzz_marketing_influentials_article 

_716.html 

 

Volkswagen. (2006). Volkswagen: un-pimp your ride I, II & III. Retrieved February 3, 

2008, from YouTube: http://www.youtube.com/watch?v=cv157ZIInUk & 

http://www.youtube.com/watch?v=xCIF6JF1O5U & 

http://www.youtube.com/watch?v=0I0WfnhVs2s 

 

Wagner, J. A. (2007, April 4). Marketing in Second Life doesn't work...here is why! 

Retrieved February 9, 2008, from Gigacom: http://gigaom.com/2007/04/04/3- 

reasons-why-marketing-in-second-life-doesnt-work/ 

-XVI- 



 

 XXXVIII

 

Walker, R. (2006, October 1). Selling to avatars. New York Times. Retrieved February 

9, 2008, from http://www.nytimes.com/2006/10/01/magazine/01wwln.consumed.html 

 

Waschkies, O. A. (2007). Produkt- und Unternehmenspräsentationen in Second Life. In 

T. Schwarz (Ed.), Leifaden Online Marketing: Das kompakte Wissen der Branche (pp. 

713-715). Waghäusel: Marketing Börse. 

 

Wiedmann, R. (2007). Web 2.0 Plattformen für das Marketing nutzen. In T. Schwarz 

(Ed.), Leitfaden Online Marketing: Das kompakte Wissen der Branche (pp. 683-690). 

Waghäusel: Marketing-Börse. 

 

Wunschel, A. (2007a, January). "Die deutschen Podcast-Hörer" Zusammenfassung der 

Ergebnisse und Erkenntnisse der zweiten Podcastumfrage [Electronic version]. Re-

trieved January 24, 2008, from Podcastumfrage: 

http://www.wunschel.net/podcast/Podcastumfrage_2006_Ergebnisse.pdf 

 

Wunschel, A. (2007b). Ein Blick auf Podcasting in Deutschland. In T. Schwarz (Ed.), 

Leitfaden Online Marketing: Das kompakte Wissen der Branche (pp. 648-658). Wag-

häusel: Marketing-Börse. 

 

Wunschel, A. (2007c). Werbung in audiovisuellen Onlinemedien. Leitfaden Online 

Marketing: Das kompakte Wissen der Branche (pp. 315-318). Waghäusel: Marketing 

Börse. 

-XVII- 

-XVIII- 


