
Nowadays, online commu-
nities are springing up like 
mushrooms. Online com-
munities refers to the 
gathering of people in an 
online "space" where they 
come, communicate, and 
connect via special cre-
ated platforms dealing 
with their areas of inter-
est. 

Efficient online communi-

ties such as YouTube are 
excellent meeting spaces, 
where community mem-
bers get involved. A com-
mitment, that you as a 
potential advertising com-
pany could make use of, 
assuming your community 
feels good in the environ-
ment of the platform. But 
what are online communi-
ties good for? This is a 
question that has recently 

T H E  D O ’ S  A N D  D O N ’ T S  O F  B U I L D I N G   
A N  O N L I N E  C O M M U N I T Y   

If you intend to build up a 
brand or a product-
specific corporate online 
community, it is critical to 
have a strategy in place 
and also be aware of all 
the pitfalls. This article 
could support your efforts 
in finding a comprehen-
sive community strategy 
that fits you best. 

Particularly for marketers, 
engaging and building re-
lationships with your com-
munity is a bit of a mind-
shift from thinking 
"quarterly-driven cam-
paigns". Don’t expect to 
have the same criteria for 
success with community 
building efforts as you do 
with a print campaign.  

You won't retain control of 
messaging. You have to 
be willing to invest the 
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gathered momentum due 
to online communities’ 
increasing focus on com-
mercial revenue. 

This issue of Asian e-
marketing is exclusively 
devoted to the topic 
"online communities & 
Web 2.0" to give insight 
into the advantages and 
disadvantages of using it 
as a marketing tool and to 

O N L I N E  C O M M U N I T I E S :  
H E R E  T O  S T A Y  A N D  A L W A Y S  E V O L V I N G  

W E B  2 . 0  A N D  T H E  E N T E R P R I S E :   
C R E A T I N G  A  B U S I N E S S  R E V O L U T I O N  

A 2007 McKinsey survey 
has revealed that compa-
nies are beginning to un-
derstand that Web 2.0 
technologies present sig-
nificant business benefits 
that will transform the 
whole business commu-
nity. Web tools improve 
employee communication, 
enhance customer service 
and spur productivity. 

Many leading-edge com-
panies have already em-
braced these tools to en-
hance content manage-
ment, corporate culture, 
peer data sharing and 
communications, recruit-
ment and customer ser-
vice, as well as marketing. 

At its core, Web 2.0 is 
about technologies that 
enable new platforms for 

user interaction. By giving 
users the tools to create, 
contribute and customize 
their experiences, Web 
2.0 service providers lev-
erage people to help build 
and add value.  These ser-
vices have grown from 
product reviews and blogs 
through social networks to 
‘mash-ups’ of mapping 
data and classified ads to 
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examine whether and how they 
bring companies added value.  

In my opinion it can in general not 
hurt to give your usual web- and ad-
vertising performance on the Inter-
net a personal touch by expressing 
your very own opinion and expertise. 
So why not start your very own 
online community? Don’t be afraid 
to show your human side when writ-
ing comments, but choose a topic 
that fits to you and your perform-
ance/areas of interest, passing gen-
eral, yours, or researched informa-
tion to interested parties.  

Everything you have sent so far on a 
business level to the 'Unknown', 
gains in importance, from which you 
can benefit as well. Dealing with 
your blog and its content will focus 
your perception a little more, too. At 
the same time you show a part of 
you that is perceived positively by 
readers. Their confidence increases 
due to better assessment and you 
know what that means. 

But be aware that discipline, time 
and commitment are crucial. Who 
doesn’t take care of the blog and 
keep it updated, will very quickly 
become again invisible on the Inter-
net.  

And we should also keep in mind 
that although the ability to interact 
with like-minded individuals instan-
taneously from anywhere on the 
globe has considerable benefits; 
virtual communities have bred some 
fear and criticism, too. They can 
serve as dangerous hunting 
grounds for online criminals, such 
as identity thieves and stalkers, with 
children being particularly at risk. 
Others fear that spending too much 
time in virtual communities may 
have negative repercussions on 
real-world interaction. 

Well, these are concerns of today, 
but did you know the idea that me-
dia could generate a community is 
quite old? Progressive thinkers al-
ready envisioned in the early 20th 
century a nation whose members 

were united strongly because of the 
increased use of mass media.  

You may have heard by now the 
term “community without propin-
quity”, phrased by sociologist Melvin 
Webber in 1963, or of Benedict 
Anderson's book Imagined Commu-
nities that describes how different 
technologies contributed to the de-
velopment of a national conscious-
ness among early nation-states. Par-
ticularly relevant is his description 
of how national newspapers, which 
collected and presented news from 
a certain geographical areas soon 
made it natural to think of that geo-
graphical area as comprising a sin-
gle entity. 

The term "community", when used 
about virtual communities however 
is quite contentious today. The tradi-
tional definition of a community is of 
a geographically circumscribed en-
tity and virtual communities, of 
course, are inherently dispersed 
geographically, and therefore are 
not communities under the original 
definition. But, if one considers 
communities to simply possess 
boundaries of some sort between 
their members and non-members, 
then a virtual community is certainly 
a community. The idea of neatly 
bounded communities is also being 
critiqued, since communities are 
fluid just as much as they are static, 
with members joining and leaving 
and even being part of different 
communities simultaneously. 

Today, the term ‘online community’ 
can be used loosely for a variety of 

B E S T  P R A C T I C E S  &  S T R A T E G I E S  

social groups interacting via the 
Internet. It does not necessarily 
mean that there is a strong bond 
among the members, although 
Rheingold mentions that virtual 
communities form "when people 
carry on public discussions long 
enough, with sufficient human feel-
ing, to form webs of personal rela-
tionships". I think I don’t have to tell 
you that the term virtual community 
is attributed to the book of the 
same title by Howard Rheingold, 
published in 1993. The book dis-
cussed his adventures on The WELL 
and onward into a number of com-
puter-mediated communication and 
social groups. Rheingold pointed 
out the potential benefits for per-
sonal psychological well-being, as 
well as for society at large, of be-
longing to such a group. It’s more 
remarkable as the World Wide Web 
as we know it today was not yet 
used by many people. 

Virtual communities may synthesize 
Web 2.0 technologies with the com-
munity, and therefore have been 
described as Community 2.0, al-
though strong community bonds 
have been forged online since the 
early days of USENET. Virtual com-
munities depend upon social inter-
action as well as an exchange be-
tween users online. This empha-
sizes the reciprocity element of the 
unwritten social contract between 
community members.  

Web 2.0 is essentially characterized 
by virtual communities such as 
Flickr, Facebook, and Del.icio.us. 
Different virtual communities have 
different levels of interaction and 
participation among their members. 
This ranges from adding comments 
or tags to a blog or message board 
post to competing against other 
people in online video games. Not 
unlike traditional social groups or 
clubs, virtual communities often 
divide themselves into cliques or 
even separate to form new commu-
nities.◊ 

By Daniela La Marca 
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time to build relationships with 
members - even one on one – so 
be prepared for a time-consuming 
process. 

Knowing the factors to accomplish 
success in the virtual world and 
being well informed in what online 
community builders should be 
aware of and taking into considera-
tion in planning their venture, is 
often the most appropriate start.   
 

Critical success factors 

1. Fulfill a purpose 

The purpose is what can make or 
break a community and nothing 
can be accomplished without any – 
be it an expatriate online commu-
nity, a book or fan club etc. Evalu-
ating members’ needs and busi-
ness goals side by side should pro-
vide you with the direction on the 
types of community opportunities 
to engage in.  

2. Be one of a kind 

Keep in mind that your virtual com-
munity must be unique and guaran-
tee that you are not competing with 
an already existing and thus larger 
community on the same subject. 
So ask yourself the question: 
“What value does my community 
add to existing communities that 
makes it unique?" 
 

3. Enable communication between 
your community members 

An online community can only be 
effective when members can actu-
ally communicate with each other 
as users expect to get the chance 
to discuss questions with like-
minded people. 

So, don’t forget to provide the nec-
essary tools, like a forum and a 
community mail system. 
 

4. Enable identification of commu-
nity members to experience a so-
cial process 

Most people become a member be-
cause of their interest in the subject 
of the community searching for 
more information about it. . But of-
ten there is more then only one 
community available on the same 
subject, so community builders 
must work hard to keep their mem-
bers. This is when virtual relations 
between members become of great 
importance, as the relationships 
built retain members, preventing 
them from going over to another 
community. Members can build 
their non-physical relations with 
support of the provided tools, such 
as a mail system, forums and the 
possibility of seeking other mem-
bers’ profile. 
 

5. Protect and respect the privacy of 
t h e  c o m m u n i t y  m e m b e r s 
This is the most important critical 
success factor as you have to guar-
antee your members that they can 
trust you. So, don’t take advantage 
of their trust and know what you are 
allowed to do with their personal 
data and what not. As an online 
community owner under no circum-
stances should you sell your mem-
bers’ profiles to other companies, 
unless you are authorized to do so. 
 

6. Used technology must be rock-
solid 

Any online community is doomed to 
fail if the used technology isn’t rock-
solid. Online users are very impa-
tient these days, regarding an 
online community portal without 
exception. When there are failures 
in using the platform, e.g. when 
posting messages, people get irri-
tated and loose their enthusiasm. 
So keep in mind that every technical 
issue you might encounter during 
the building process has to be taken 
care off before you launch. 
 

7. Keep records of your commu-
nity's history 

As an online community owner you 
should keep track of the commu-

nity's history, so members can look 
back in time once in a while. People 
are very keen on looking back at 
earlier correspondence with other 
members to look up specific infor-
mation or see how discussions 
within the forum developed. 
As you see, there are a lot of points 
to consider when building communi-
ties online if you want to be on the 
safe side. These critical success 
factors listed above are not just to 
keep in mind, but to live by and you 
should keep an eye on online com-
munity pitfalls as well.  

It is true, when you step in even just 
one of these pitfalls listed below, 
your community is doomed to fail, 
so pay close attention. 
 

Online community pitfalls 
 

1. Expectations are too high regard-
ing visits 

Many online community builders 
believe their duty is done once the 
site’s launched, but actually their 
job has just started. Nowadays, visi-
tors just don’t happen to come to 
your portal on their own, so you are 
forced to promote your online com-
munity actively as competition is 
tough. 

Talk about your community often to 
as many as you can and place ad-
vertisements online and offline. Off-
line is important too, because not 
everybody seeks information online 
only. Finally community administra-
tors should work hard to make their 
community an active one from the 
start, by initiating interesting discus-
sions and lots of messages. 
 

2. Being a control freak 

It is a good thing to keep control 
over activity within your community, 
but don't overdo it. Community ad-
ministrators tend to enforce the 
rules which apply to their commu-
nity strictly, which is understand-
able, but can be annoying to regular 
visitors who start to be less sponta-

From Page 1 — The Do’s and Don’ts of building an online community   
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that you run into a community and 
couldn’t grasp after 5 minutes what 
it is all about? Or you get it but you 
just can't find the section you are 
looking for? To avoid this, make 
sure that your community is not too 
complicated.  

Organize it well so that even non-
specialist visitors on the subject can 
easily find what they are looking for 
without losing too much time. 
 

5. Don’t be too serious 

When you have finished building 
your community it may feel like giv-
ing birth to a new born child - you 
love it, you cherish it, you take eve-
rything about it seriously and you 
show that with your comments on 
members posts which can irritate 
your members. Therefore, it is rec-
ommended that you step a little bit 
back after building up your online 
community to calm down again and 
to realize that people don't always 
mean what they say or type or what 
they are making fun off – so don't 
take everything too seriously. 

6. Don’t act as the community is all 
yours 

I think you know what I mean. You 
have created a community and now 
you want it to succeed “in your 
way”. Most community builders 
think they own their community, 
which is one of the biggest mistakes 
that can make. You may technically 
own a community, but the power is 
with the people. Remember that a 
community can only succeed if you 
realize that the community owner-
ship lies with the community mem-
bers. They can make or break the 
community, no matter how much 
effort you took in building it.  
 

Let me tell you that you never “own” 
your own online community and 
consider all mentioned rules I men-
tioned. Live by them and you might 
succeed in an area many have 
failed in.◊ 

By Daniela La Marca 

neous. Of course you should watch 
the activities that take place in your 
community and remove SPAM, but 
don't overdo it is the best advice I 
can give here, too. 
 

3. Don’t forget about your commu-
nity 

This sounds weird, but happens in 
fact quite often. Being full of enthu-
siasm while building the online com-
munity, the owner thinks he’s done 
once he’s completed the set-up. The 
community builder or administrator 
suddenly loses interest or just does-
n't pay much attention to the new 
community. Community members 
like to have contact with the com-
munity administrator(s) who they 
believe are trustworthy. When the 
community administrator fails to 
show-up, it casts a cloud over the 
whole online community. So, partici-
pate actively in your own community 
and make it alive! Kick it off! 
 
4. Community is too complicated 
It may have happened to you as well Click here to return to the contents page 
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W H A T ’ S  T H E  C O M M E R C I A L  V A L U E  O F  A N  O N L I N E  C O M M U N I T Y ?   

It remains hard determining the real 
commercial value of communities 
as it is still not easy making a living 
out of it. Many have tried and failed 
and only a handful has made it.  

The fact is that online communities 
are increasingly becoming part of 
our daily life and this phenomenon 
has in turn aroused businesses in-
terest. Online communities provide 
a highly-targeted marketing channel 
to reach a specific target audience, 
so when customers form alliances 
with others to share their views, 
business needs, and interests, it 
can forge stronger emotional ties to 
a company’s brand.  

Therefore it is no surprise that 

online communities are popping up 
everywhere on the internet, however 
the question how money is actually 
made out of it remains. Maybe this 
article can shine some light on that 
subject. 
 

Online communities’  
revenue models 
There are two revenue models avail-
able for virtual communities, each 
with there own subset of revenue 
generating options. The first is the 
subscriber-based revenue model 
and the second is the advertising 
revenue model, which doesn't only 
apply for online communities, but 
for the internet in general. 

1. Subscriber-based revenue model 

In the subscriber-based revenue 
model, income is generated through 
the members of the community. 

continues on Page 6 
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munity will never grow to a respect-
able level. Do it too late and will 
most likely drive your community 
members away, alienating them for 
making them pay for services which 
were free at first. 

 

The subscriber based revenue 
model is best suited for large com-
munities with a lot of valuable infor-
mation to offer. 

2. Advertising revenue model 
 

The advertising revenue model is 
not unique for virtual communities 
and has been around since the be-
ginning of the internet. Still, there 
are some models to consider for 
your online community. 
 

a) Advertising period model 

You can rent out some space of 
your website to an advertiser, who 
pays for a certain period in which 
the advertisement is visible. This 
model is mostly used for banner 
advertisements. 
 

b) Sales revenues 

In this model, actual products are 
offered on the online community 
portal. The products aren't of the 
community, but can be bought 
through the community. As commu-
nity owner you will receive a sales 
commission for every sale made 
through your community. 
 

c) Advertising CPC 

Cost Per Click (CPC) is an interesting 
revenue model when you have a 
large community with a lot of visi-
tors.  

As in the advertising revenue model, 
you rent the space of your commu-
nity platform to an advertiser, most 
likely banner space, and here the 
advertiser pays a fee for every click 
made on the banner. 
 

Attention: When using an advertis-
ing revenue model for your commu-
nity, be careful with the amount of 
banners, pop-ups etc. Visitors really 
tend to be irritated by them and 
might stay away from your online 
community because of them. Mod-
els which are best suited, if you 
wish to use the advertising revenue 
model, are the sales revenues and 
the adverting model in the form of 
advertorials.  

With the sales revenues model you 
can create a separate section on 
your community, so visitors who 
don't want to be bothered with prod-
ucts, won't be.  

With advertorials about some of 
those products, you can provide 
useful information about those 
products which are likely to be of 
interest to your community mem-
bers and they are much less irritat-
ing then pop-up banners. 
 

The new kid on the block: Informa-
tion selling based revenue model 

Information selling based revenue 
models are not a lot around yet, but 
they will be in future. Not to sell the 
member profiles of course, that 
would be bad, but to sell valuable 
information only large groups of 
members can generate. 
 

Conclusion 

Indeed, in the future, online commu-
nities can really show value to their 
members which means information, 
more information and even more 
valuable information – so sub-
scriber based revenue models will 
become more crucial than ever.◊ 

By Daniela La Marca 

There are several options available, 
depending on your community type, 
and you have to figure out which 
one suits best to your community. 
 

a) Subscription fee 

In this model the community owner 
charges the members of the com-
munity a fee for a certain period of 
time. The first community that 
started this (and still does today) is 
the Well. 

b) Usage fee 

You can charge your members a 
usage fee for downloading from 
your virtual community. In this case 
the member pays for every minute 
they are online. This method is not 
suited if you wish members to ac-
tively participate on your community 
for long periods of time and is 
mostly used by the type of commu-
nities most male surfers will deny 
knowing about. 
 

c) Download fee 

This fee is rather specific. Communi-
ties who use this type of revenue 
model offer in general a free mem-
bership and make members pay for 
specific documents which they can 
download. These documents usually 
are filled with very valuable informa-
tion. This type of revenue model can 
be used for communities of practice 
for example. 
 

d) Service fee 

If you as a community owner really 
want to squeeze your members’ 
wallets you can charge a service 
fee, for specific services offered to 
the community members. The types 
of services offered vary greatly 
among the different types of com-
munities. 
 

Attention: One of the great pitfalls 
when using a subscriber based 
model is the timing. When will you 
begin to charge your members 
fees? Do it too early and your com-

Click here to return to the contents page 
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security and so on). In addition, 
blogs can also be used to keep busi-
ness partners and customers up-to-
date on important issues.  

One of the most popular blogging 
tools is Google’s Blogger. Here, 
blogs can either be hosted internally 
by Blogger itself, or externally on a 
business’s own domain or on the 
business’s own server. 

News Feeds 

RSS and other news-feed tools are 
the Web 2.0 way of bringing vital 
information from a variety of in-
formed sources to employees, busi-
ness partners and customers. An 
RSS feed contains either a sum-
mary of content from an associated 
web site or the full text. RSS makes 
it possible for people to keep up 
with their favorite web sites in an 
automated manner that can be 
piped into special programs or fil-
tered displays. 

RSS content can be read using soft-
ware called an ‘RSS reader’, feed 
reader or an aggregator. The user 
subscribes to a feed by entering the 
feed’s link into the reader or by 
clicking an RSS icon in a browser 
that initiates the subscription proc-
ess. The reader checks the user’s 
subscribed feeds regularly for new 
content, downloading any updates 
that it finds.  

Content Tagging/Social Bookmark-
ing 

Content tagging and social book-
marking are yet another powerful 
information Web 2.0 technology. 
They are applications that let em-
ployees quickly share important 
Web pages and documents.  

Bookmarks are usually public and 
can be saved privately, shared only 
with specified people or groups, 
shared only inside certain networks, 
or another combination of public 
and private domains. The allowed 
people can usually view these book-
marks chronologically, by category 
or tags, or via a search engine. 

Most social bookmark services en-
courage users to organize their 
bookmarks with informal tags in-
stead of the traditional browser-
based system of folders, although 
some services feature categories/
folders or a combination of folders 
and tags. They also enable viewing 
bookmarks associated with a cho-
sen tag, and include information 
about the number of users who 
have bookmarked them. Some ser-
vices also draw inferences form the 
relationship of tags to create clus-
ters of tags or bookmarks. 

Many social bookmarking services 
provide web feeds of their lists of 
bookmarks, including lists organized 
by tags. This therefore allows sub-
scribers to become aware of new 
bookmarks as they are saved, 
shared, and tagged by other users. 
Extra features that have been intro-
duced include ratings, comments, 
the ability to import and export 
bookmarks from browsers, emailing 
of bookmarks, web annotation and 
so on.  

Podcasting 

It has been said that Podcasting is 
where blogs and radio intersect. 
Podcasting is quickly emerging as a 
media that stands completely on its 
own. Podcasting has significant 
business marketing potential. If the 
business Podcast strategy and 
online visibility plan is properly exe-
cuted, podcasting has the potential 
to be a marketing tool that delivers 
great marketing results. 

Web 2.0 is definitely here to stay. 
However, its vast and disruptive im-
pact in only just beginning. It is 
much more than simply the ‘latest 
technology buzzword. In fact, it is a 
transformative force, propelling 
companies in all industries towards 
a new way of doing business char-
acterized by more user participa-
tion.◊ 

By Shanti Anne Morais 

“produced” content like videos and 
MP3s. 

However, it’s important for enter-
prises to note that not all Web 2.0 
applications are created equal. 
While there are extremely useful 
next-generation Web tools, there are 
also a whole slew which can burn 
away time and productivity and 
even more damaging, expose enter-
prises to security threats.  

It is therefore extremely important 
to know the difference between 
Web 2.0 ‘must-haves’ and the 
‘must-nots’ at work (such as iTunes, 
YouTube and SecondLife). Once this 
is done, you can be ensured that 
you are well on the way to creating 
an enterprise that fully leverages 
Web 2.0. 

Rich Internet Applications 

Web 2.0 has paved the way to a 
wealth of Rich Internet Applications. 
These include Ajax, Adobe Flash, 
Silverlight, Java and Flex which im-
prove the user-experience. These 
technologies allow a web-page to 
request an update for some part of 
its content, and to alter that part in 
the browser, without the need to 
refresh the whole page at the same 
time. 

Wikis 

Arguably one of the most powerful 
of Web 2.0 applications is wiki tech-
nology. While Wikipedia has been 
criticized over the years, this has 
not stopped the rise of enterprise 
wikis, which are controlled solely by 
in-house managers, and which pro-
vide a fast and efficient way of shar-
ing information. Major enterprises 
that use wikis include Nokia, Dis-
ney, Intuit and IBM.  

Blogs 

Blogs have become so widely used 
and are now so much a part of our 
lives. In the enterprise, this Web 2.0 
tool is useful for expressing man-
agement’s communication to em-
ployees (for e.g. on sales, strategies, 

Click here to return to the contents page 
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They may be clustered around a 
popular blog in your industry. They 
may be using a popular (or not-so-
popular) form of social media. The 
point is: find out where your cus-
tomers are and go there. 

• Promote your business blog. De-
pending on how much of an in-
vestment you have in your com-
pany’s blog, you may want to con-
sider advertising it in order to 
draw in new traffic. Search engine 
optimization (SEO) can also help 
bring traffic to your blog. Make 
sure to consider online and uncon-
ventional forms of advertising 
along with traditional advertising. 
Get your employees and partners 
to also promote it. 

• Consider hiring a professional 
community or social media man-
ager. If your company can afford 
it, then hiring a professional com-
munity or social media manager 
can really pay off. Not only can 
this individual oversee your busi-
ness blogs, but they can also en-
sure that your company has a 
presence in the right social media. 
However, don’t make the mistake 
of thinking that this is a part-time 
position. Nine times out of ten, it 
won’t get done. 

• Post on current topics. Make sure 
what you have on your blog is a 
draw for your audience. 

• Ensure your blog has a direction/
purpose. This is closely linked to 
posting on current topics. It is im-
portant to not blog aimlessly, so 
have a strategy in place. If the pur-
pose of your business blog is to 
establish your expertise, then your 
blog needs to contain posts that 
show that you really know your 
stuff. If the purpose of your busi-
ness blog is to improve customer 
relations, then you need to make 
sure that your blog addresses is-
sues that your customers are con-
cerned about. If the purpose of 
your business blog is to generate 

leads, then you need to find a way 
to drive potential customers to 
your business blog. 

• Invite guest bloggers. Invite promi-
nent bloggers, industry experts, 
and other influential people to 
guest edit your blog for a day or a 
week. You may have to provide 
some incentive to get them to help 
you out. Other bloggers, however, 
will undoubtedly talk about guest-
blog gigs and this in turn, brings 
traffic to the site. The real payoff 
is in the promotion you can do to 
bring readers in during that time. 
Be sure to talk with the guest 
about appropriate topics, writing 
style, and your expectations on 
the number of posts to be pro-
vided. If you plan to edit the guest 
blogger’s work, state this up front 
as well. 

• Add photos. This adds variety to 
your blogs. Remember, a picture 
says a thousand words, breaks 
the monotony of text and remains 
imprinted in the mind longer. So, 
spice up your blog entries.  

• Get your own domain name. If you 
haven’t already done so, get a do-
main name specifically for your 
blog. An easy-to-remember, easy-
to-spell domain name looks better 
in marketing materials and adver-
tising — and it is easier for people 
to remember if they see it and 
can’t immediately visit the blog.  

Business benefits from blogging 
include: 
• Establishing your business as an 

expert 
• Improving customer relations 
• Generating leads 
• Branding 
• Showing a “human” side to your 

company 
None of the above can happen on 
their own, so start communicating 
effectively with your blog now!◊ 

By Shanti Anne Morais 

Blogs have infiltrated the business 
world, and in fact, have been 
around for quite a few years. Part of 
online communities, blogs stand out 
because of their importance to 
search engines. Most people use 
search engines to find information 
and products, making it imperative 
for companies who want in the end 
to ensure their high-ranking on 
search engines. Blogs help compa-
nies gain high rankings because of 
the method by which people com-
municate when using them – they 
tend to link back and forth between 
blogs when discussing issues.  

However, many business blogs to-
tally fail to reach and engage their 
intended audience. 

Here are some tips to ensure your 
company’s blog is the channel of 
communication it was originally in-
tended to be: 

• Don’t hide your business blog’s 
URL. If you have a corporate web-
site, make sure that it contains a 
prominent link to your company’s 
blog. Print the blog’s URL on your 
company’s stationary and busi-
ness cards. Encourage your com-
pany’s employees to read the blog 
and talk about it to their contacts.  

• Don’t close comments. Your cus-
tomers and potential customers 
can’t communicate with you if 
your comments are closed. If they 
don’t comment, then you can’t 
answer, so what’s the point then?  
Blogging is supposed to be a con-
versation, and it takes two to have 
a conversation. Blogging is also 
not just about writing, but about 
building relationships, so remem-
ber to: create a dialogue, monitor 
and interact. 

• Know who your customers are and 
go where they go. No matter what 
type of product or services you are 
selling, chances are good that 
there is already a community of 
your customers somewhere on the 
Internet. They may be in a forum. 

I S  Y O U R  C O M P A N Y  B L O G  R E A C H I N G  Y O U R  C U S T O M E R S ?  

Click here to return to the contents page 
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Podcasting in the business environ-
ment 

As subscribers to podcasts RSS 
feeds automatically receive new 
podcasts when they are published, 
businesses that create podcasts 
can have a direct communication 
and marketing channel online. 

Podcasting stands out as a very 
valuable business tool because cus-
tomers can subscribe to programs 
they are interested in. This means 
that free and easy-to-use podcast-
ing  sof tware  automat ica l l y 
downloads new podcasts to your 
customers’ computers as soon as 
they are available. 

Businesses are waking up to the 
idea that podcasting is a cheap way 
to advertise to groups with very spe-
cific interests. Many large compa-
nies have begun producing pod-
casts, both to communicate with 
their customers, and also with their 
own employees as well as partners. 

There is no denying that podcasting 
has significant business marketing 
potential. Apple iTunes 4.9 for ex-
ample, has added Podcast subscrip-
tions thereby giving information 
marketers the ability to have their 
podcasts listed in their vast direc-
tory, translating to potentially, even 
more customers. 
 

When developing an effective busi-
ness podcast, the first thing to bear 
in mind is targeting. Here, develop a 
plan that identifies your company’s 
ideal customer.  
 

Another key is to find a subject that 
your target market will find useful. A 
good point to remember is that you 
are trying to get a group of regular 
listeners and therefore should avoid 
making your podcast an advertise-
ment of your products/services, 
which could be a turn-off to many. 

Remember, popu-
lar podcasts spread 
more readily over 
the Internet and in 
this way, tend to 
give companies more cost-effective 
advertising and PR. 

Ideally, podcasts should be in the 
form of a themed series with each 
episode lasting between 15-30 min-
utes. A planned format will ensure 
your program remains flowing and 
varied.  

Also, encourage feedback, com-
ments and suggestions from your 
audience. This helps keep your pod-
cast engaging. 

Some ideas on what can be in-
cluded in your podcast include inter-
views, best practice guides, reviews, 
latest breaking news and so on. As 
there are no set rules for podcast 
content, don’t be afraid to use your 
imagination and creativity. In fact, 
do endeavor to make sure your con-
tent is unique and stands out. 

How to profit from Podcasting: 

Design is key 
A good design for your podcast says 
it all – more easily selling your prod-
uct to your intended audience.  

Know your audience 
Design again factors here. Why? 
Well, knowing what your audience 
wants to see/hear will only help you. 

Ensure quality 
Make sure your sound and picture 
quality is good because once you 
turn your audience away; it’s ex-
tremely hard to draw them back. 

Technical astuteness 
Besides knowing how to convert 
your podcast to MP3 or WAV for-
mats, it is imperative you under-
stand how you are going to get your 
podcast published.  

The Internet and Web 2.0 have cre-
ated a global marketplace. With the 
online aspect of businesses becom-
ing more of a mainstay, it has be-
come even more crucial to look at 
different Internet marketing oppor-
tunities. Enter podcasting, which is 
quickly emerging as a media that 
stands completely on its own. 
 

Why podcasting?  

A podcast is an audio file stored on 
the Internet that customers can 
download to their computers or 
MP3 players and listen to whenever 
they want, where-ever they are.  

Podcasting is simply an easy and 
powerful way to communicate ideas 
and messages. A podcast user can 
potentially reach anyone with a 
broadband connection who is 
searching for podcasts and who 
subscribes to the show. 

People who start podcasts usually 
want to deliver their content in a 
series, stretched out over a period 
of time. Minimal equipment is 
needed and costs tend to be low if 
you already own a computer and 
have a broadband connection. Fur-
thermore, for your customers/
audience, any podcasting software 
they may need also tends to be free. 
These are also easy to find and easy 
to use. 

Podcasters often start shows with 
the intention of building online com-
munities, asking for comments and 
feedback regarding their programs. 
Web blogs, forums and groups are 
used to communicate with other 
listeners and also the show’s pro-
ducer(s).  

Podcasting is also 
a medium that 
offers unparalled 
access to niche 
markets 

T H E  C A S E  F O R  B U S I N E S S  P O D C A S T I N G   
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Keep your podcast updated and 
relevant: 
Most likely, your audience is very 
Internet-savvy and therefore pretty 
well updated. Ensure your topics are 

always new and keep your Podcast 
updated so as to keep people inter-
ested.◊ 

By Shanti Anne Morais 

You can hire a pro-
fessional podcast 
server but make 
sure it has a good 
reputation. 

Click here to return to the contents page 

Knowing this, it is recommended to 
start a conversation with customers 
and consumers as peer-to-peer. For-
ward-looking companies already 
started to obtain their market re-
search data from non-moderated 
and moderated chat forums, which 
they operate on their own. No pay-
back or other customer loyalty card 
gets even close to the potential of 
this data density in real time and 
the cost of such communications 
activities are comparatively low. Fur-
thermore, these data are more rele-
vant, more accurate and genuine 
than what market research insti-
tutes can provide.  
 

What the customer really wants to 
discuss in the community of like-
minded people can be done without 
detours. Communication, expanded 
with the P2P idea, makes compa-
nies both a member and partner. 
That here again morals and ethics 
in dealing with the findings are es-
sential goes without saying. 
 

A consumer, who gets the product 
that largely lives up to his expecta-
tions, will notify the community and 
thus name the supplier. This indica-
tion could - if several like-minded 
experienced similar things – create 
a high momentum on its own, lead-
ing to a sustainable viral prolifera-
tion. Providing corporate- and prod-
uct features which a company can 
use to communicate with its con-
sumers is a good idea.  

It can be used to identify and create 
the image of a company that even 
gets delivered by members to their 
respective communities. 

You have to consider the symbolism 
in view of brands and products ap-
plied by the company and its 
agents. Making use of a testimonial 
signifies a company or its products, 
which will thus become the nomi-
nated beneficiary. The acceptation 
is significant, since each of the in-
cluded elements, as well as the sum 
of relations, communicate coher-
ences to the recipients. There could 
be stories, inspiring signals, as well 
as associative constructs that offer 
the respective recipients a more or 
less close-knitted network for their 
own interpretation.◊ 

By Daniela La Marca 

Communities will be more powerful 
than the media ever were. Barely 
any futurologist mistrusts this cir-
cumstance today. And there can 
certainly be drawn parallels to politi-
cal structures, of which so far also 
none survived when fronting a peo-
ple's power.  

Communities reveal, inform each 
other, and move power relations. 

So it is only a matter of time before 
calls to boycott companies that are 
perceived ethically improper or inap-
propriate in the interest of society 
arise. And we all know that these 
boycott calls can develop a very 
strong impact. Web 2.0 is a concept 
that promotes these developments 
significantly. Another aspect is that 
these citizens, and in their capacity 
as consumers respectively, are of-
ten becoming members of several 
communities, so that ideas and in-
formation are carried back and 
forth.  
 

Well, for sure such scenarios can be 
endangering for those companies 
which still have not been able to 
find the access to the future, as 
communities are in general consis-
tently positive. They even welcome 
the participation of companies “that 
do not understand that their mar-
kets are now connected from indi-
vidual to individual, which results in 
more intelligence due to a concen-
tration of talks and knowledge. Fact 
is that these companies miss their 
best chance." (Cluetrain Manifesto. 
Thesis #18).  

Click here to return to the contents page 
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H O W  W E B  2 . 0  U S E R S  T I C K  A N D  C L I C K  

Surprisingly, it is not socio-
demographic facts such as age, sex, 
education or income that determine 
the behavior of Web 2.0 users, but 
personality characteristics and atti-
tudes. That’ s the result of a repre-
sentative study, conducted in the 
form of an online panel of 2,000 
individuals aged 14 years and older, 
by the Munich based market re-
search company PbS AG.  

The survey tackled, inter alia, with 
topics such as communication pat-
terns, interaction, and Web 2.0 af-
finity. On this basis, a solid Web ty-
pology has been developed which 
enables advertisers and community 
operators to manage marketing ac-
tivities in the context of Web 2.0 
much more efficiently than in the 
past.  
 

The survey is divided into eight tar-
get groups that differ regarding Web 
2.0 affinity and their personality pro-
file respectively:  
 

Web 2.0 enthusiasts with high ex-
pectations and immense communi-
cation needs  
 

1. "The yearners" - contact seeking 
follower 

They are shy and are looking for in-
teresting contacts to other via the 
Internet. Typical Web 2.0 relevant 
motives are dating/partner search - 
on platforms such as single.com 
and in video communities. 
 

2. "The reasoners" - demanding 
strategists 

They are "brain-driven" persons that 
are planning and thinking analyti-
cally and versatile interested. The 
driving force of Web 2.0 is the 
knowledge expansion in form of 
user-generated content. 
 

3. "The sensitives" - emotional opti-
mists  

They belong to the group of "human 
belly" - with a preference for con-
tacts, Schoenberg Intellectual and 
shopping. Among the relevant Web 
2.0 interests include social-life inter-
actions on the implementation of 
life feelings. 
 

4. "The easy-going" – consume-
oriented individualists 

They are educated, flexible, unat-
tached, rarely assume responsibili-
ties and show a much higher con-
sumer orientation than the afore-
mentioned Web 2.0 core target 
group. The social network is impor-
tant, but not to retain. Drivers of 
their Web 2.0 use are mobility, flexi-
bility, and consumption. 

Types with a low Web 2.0 affinity 
and limited communication needs  
 

5. "The relaxed" – entertainment-
oriented individuals  

They have hardly high personal 
goals and interests respectively and 
even no intense relationship with 
family and friends. On the Internet, 
they look for games, entertainment, 
and relaxation – so they rather drift 
without looking for preferred ad-
dresses. They represent the majority 
of Web 2.0 users.  

6. "The driven" - informed realists  

They are factual, analytical, health-
conscious, and have high goals and 
aspirations. They are aware of 
online networks, but they contribute 
to online discussions only rarely. 
They use Web 2.0 primarily to get 
informed.  
 

Types that use the Internet only spo-
radically 
 

7. "The inactive" - conservative ob-
servers  

They are sophisticated, educated, 
attribute a high importance to ethi-
cal values and have the highest net 
income per household. As they are 
mere spectators, they rank among 
the oldest user group with little af-
finity for communities. 
 

8. "The skeptics" – down-to-earth 
passersby  

They comply with the rules, behave 
reasonable and objective, cultivate 
traditional values and cavort on the 
Web at most to pursue their infor-
mation and entertainment needs.  
 

Conclusion:  

The Web 2.0-core target groups are 
not only more communicative than 
others, but also more willing to pay 
for Internet offers - especially when 
it comes to professional and per-
sonal contacts, music and videos. 
Moreover, the acceptance of adver-
tising is higher than among tradi-
tional Internet users. And finally, 
among this group are multipliers, 
which significantly more likely dis-
cuss new products and services 
online than other users.◊ 

 
Source: PbS AG, Munich;  

Study: "Web 2.0 offensive!"  
(08/2007) 
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search. “Whatever happens, some 
areas of Web 2.0 will strongly affect 
how companies conduct business, 
the way they view and treat their 
employees and the way the reach 
their customers. Our survey shows 
both Asian enterprises and consum-
ers see great potential in Web 2.0 in 
all of those areas.” 

More than half of the companies 
surveyed said they do not allow em-
ployees to access typical Web 2.0 
services from work –such as social 
networking sites (Facebook and 
Friendster), Internet video sites 
(YouTube) or virtual worlds (Second 
Life) – because they view such ser-
vices a waste of the employee’s and 
the company’s time. The consumer 
component confirmed that such 
concerns are well founded: 20% or 
more of the respondents said they 
were accessing services like You-
Tube, downloading and uploading 
video and music or even playing 
online games and using pier-to-pier 
programs like BitTorrent during their 
time at work. 

On the other hand, consumers also 
said they are actively using Web 2.0 
services for work purposes, with 
almost 50% accessing online com-
munities to network with other col-
leagues, and 23% to network with 
clients and customers. 

In most areas, enterprises and con-
sumers were consistent in their 
views of how Web 2.0 can help work 
performance. However, most con-
sumers view Web 2.0 as a way to 
have “more fun or enjoyment” at 
work, but only 17% of the compa-
nies thought their work environ-

ments needed any significant im-
provement in this area. 

“Perhaps this is a sign that many 
Asian companies are still focused 
more on the bottom line and less on 
the morale of their employees,” 
Mortensen notes. 

The term “Web 2.0” refers to sec-
ond-generation Internet applica-
tions. These online applications and 
services are generally rich in user 
experience and allow for users to 
also become contributors (wikis) or 
participants (e-commerce site re-
views, blogs). Often, Web 2.0 tools 
are collaborative, socially-oriented 
and are perceived to be personally 
enjoyable and beneficial (for exam-
ple, social network sites like Face-
book). 

IDC began conducting the survey 
among medium and large enter-
prises in December 2007 and 
among consumers in January 2008. 
The enterprise component included 
80 phone-based questions with 220 
companies across six Asian markets 
(Australia, China, Hong Kong, India, 
Korea and Singapore). The con-
sumer component included more 
than 100 web-based questions, 
with 783 respondents across seven 
markets (Australia, China, Hong 
Kong, India, Korea, Singapore and 
Taiwan). 

The survey is the first of a series of 
monthly surveys that IDC will con-
duct in 2008 to examine the impact 
of Web 2.0 on Asian enterprises and 
consumers. ◊ 
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IDC’s very first regional survey ex-
ploring the impact of Web 2.0 on 
the enterprise reveals that almost 
50% of companies view second-
generation Internet applications as 
a significant business opportunity. 
However, almost 8% view these ap-
plications as a threat.  

On average, 30% of companies sur-
veyed said they needed “fair” or 
“significant” improvement in areas 
such as internal workflow and com-
munications, networking with cus-
tomers and sales and marketing. A 
similar number of companies see 
Web 2.0 as a “fairly” or “extremely 
helpful” tool for improving in these 
areas – even as a way to improve 
sales. Companies in India and Ko-
rea were most likely to see Web 2.0 
as a way to improve their business 
followed by companies in China, 
Hong Kong and Singapore. But sur-
prisingly, Australian companies ap-
peared less open to Web 2.0. 

“There has been a lot of buzz sur-
rounding Web 2.0 in the last couple 
of years, even to the extent that 
some have predicted it as the next 
big bubble,” observes Claus 
Mortensen, Principal, IDC Asia/
Pacific Emerging Technologies Re-

Claus Mortensen 

http://www.mediabuzz.com.sg


continues on Page 15 

R E V I E W  O F  W E B  2 . 0  C O M P A N I E S   

Page 14 

1.6 billion dollars for YouTube, 
580 million dollars for MySpace 
- are these astronomical ratings 
of the so-called Web 2.0 compa-
nies justified or not? This can’t 
be determined quickly, as it re-
quires as a first step a precise defi-
nition of what Web 2.0 really 
means:  

Web 2.0 puts to a certain extent the 
editing of content - and often expen-
sive customer service - into the 
hands of users and customers. A 
further characteristic is the possibil-
ity of a direct linking and network 
formation by the users that visit 
these sites. 
 

There are two groups of Web 2.0 
sites/operators simply because of 
the business model used and refi-
nancing concepts used.  
 

The first group finances the Web-
sites directly by users. Revenues are 
generated, for example, through 
subscriptions like Xing or LinkedIn. 
Funding here can also occur 
through cost savings. For example, 
through the outsourcing of cus-
tomer service tasks to the customer 
himself.  
 

The second group earns money 
through indirect sales initiated by 
the user - that means advertising 
revenue. This group represents by 
far the largest part of the Web 2.0 
companies. Also, all stars of the 
Web 2.0 wave mentioned above are 
planning, based on our current state 
of knowledge, to get financed 
mainly through advertising. The 
online advertising markets are cur-
rently booming and this is not ex-
pected to change in the foreseeable 
future. And deservedly so: In the 
light of the still huge difference be-
tween the Internet media usage by 
more than twenty percent and the 
low seven percent underlying share 
of online advertising in the total 

global advertising pie, it is quickly 
clear that there remains for sure a 
significant growth potential. How-
ever, despite this boom, many Web 
2.0 companies will not be able to 
transform their millions of users 
automatically into advertising dol-
lars. 

Paradigm shift is needed 
 

Are the reviews for the stars of the 
Web 2.0 scene, the many imitators, 
and the companies in the starting 
blocks justified? The answer re-
quires a realistic assessment of the 
extent to which this new mass me-
dia can market successfully to the 
advertising driven economy.  
For quite some decades, advertising 
has been planned, purchased and 
placed in all media genres - TV, 
print, radio - according to the princi-
ples as explained in the following 
example of a publisher: 
 

A team of editors produces weekly 
or monthly a business magazine. A 
publishing house sells the magazine 
in which it has created a high-
quality editorial environment to its 
readers. The publisher now discov-
ers due to extensive market re-
search how many and what type of 
readers have read the magazine. 

These results are used again by the 
adverting team to attract advertis-
ers for the next edition. In reality 
however, readers’ analysis and mar-
ket research data that are often 
used tend to be more than a year 
old. Many things could happen 
within this period, for example, the 
closure of a once successful web-
site. Nevertheless, according to 
such "environment" methods billion 
of media money is invested annually 
in this way. 

The Internet, however, leads this 
method to a certain extend ad ab-
surdum. As you may know an Inter-
net media can develop sometimes 
so fast and dynamically that tradi-
tional marketing methods cannot 
keep pace with its actual state and 
current developments.  
 

The technological development and 
by now existing quality of technolo-
gies in all facets - bandwidth, data-
analysis tools, and so on – signifi-
cantly contribute to this phenom-
ena. 

 At the same time, these new Inter-
net media - and hence all those 
Web 2.0 companies, which intend 
to refinance themselves through 
advertising - face a big challenge: 
they often have only minimal or no 
real editorial environments to offer 
in the classical sense. 
 

The challenge, however, is that the 
above-described advertising has 
been learned for many decades and 
the advertising industry is known for 
being a very conservative industry. 
Under these conditions it could be a 
good first approach to offer the cer-
tain mass of existing users and 
page impressions, instead of the 
non-existent environments of the 
advertising industry. How big the 
chances of success are you will see 
and prove easily.  

R E S E A R C H ,  A N A L Y S I S  &  T R E N D S  
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If you are the mother or father of an 
at least ten year old child - gender 
doesn’t matter - then watch your 
child once while he surfs the Web. 
With 99 percent probability your 
child will encounter and watch 
sooner or later MyVideo or YouTube 
videos. Now ask yourself the ques-
tion, if you -as an advertising man-
ager of a large soft drink manufac-
turer- would place advertising 
there. 
 

Away from the environment - di-
rectly to the users!  

However, prospects of success of-
fer viable concepts of a user-
oriented or better user behavior-
oriented advertising marketing, 
called behavioral targeting, which 
means addressing the behavioral-
oriented user or target groups.  
 

The fundamental difference with 
this method is that the media cir-
cuits are not planned, purchased 
and placed on the basis of environ-
ment, but directly by means of inter-
ests of the users. At this, for a cer-
tain time and then continually, the 
surfing behavior of a user is ob-
served anonymously which provides 
then a behavioral- and interest pro-
file, which in turn is used for adver-
tising circuits in real-time. With this 
method, it is completely irrelevant in 
its pure form which editorial envi-
ronment the user is currently linger-
ing. What counts is the interest pro-
file of the user, which enables the 
advertising industry to spend their 
advertising money more efficiently. 
Studies like that of T-Online/
Interactive media regarding 
"success factor targeting” have 
proved this impressively.  
 

You could also say: Intelligent online 
advertising finds its own way to the 
right receiver.  

As profiles develop as well as get 
addressed in real-time, which do not 
only take into account the current 
environment, but the user on the 
whole with his real interests, this 
method is several times superior 
over the traditional method. This is 
clearly confirmed by the current 
market trend, both in the USA and 
Europe.  

If you try to envision the truly lasting 
consequences, we have to talk 
about a paradigm shift, perhaps 
even a revolution of the entire me-
dia industry.  
 

For example, with Internet Protocol 
Television (IPTV), it can already be 
foreseen that television will be mov-
ing into the Internet. This is of 
course a process of years, but with 
the current momentum it could be 
also only a few years. What is also 
obvious: There will be no complete 
substitution of the environment 
method. The exact percentage, will 
be known in the next few exciting 
years to come.  
 

Let us come after this trip back to 
our initial question. Web 2.0 compa-
nies which take up the new ap-
proaches for its marketing of pro-
motional items and implement it 
consistently on the market and com-
municate it, have a good chance to 
refinance themselves by creating it 
through their millions of users and 
billions of today’s hardly marketable 
page impressions. If so, the current 
ratings are not astronomical but 
only courageous. What we know for 
sure is that with the paradigm shift, 
this is only the beginning.◊ 

By Daniela La Marca 

R E S E A R C H ,  A N A L Y S I S  &  T R E N D S  
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H E R E  C O M E  T H E  B U S I N E S S  M A S H U P S  

Mashups are fast becoming a huge 
trend in the consumer world now, 
but the business world is slowly be-
ginning to feel its impact. Oracle 
and Cisco for example have teamed 
up to mash-up their on-demand ser-
vices. In September last year, 
Serena Software launched its busi-
ness mash-up - Mashup Composer - 
a web 2.0 tool that enables users to 
visually design mash-ups that auto-
mate business activities. The tool is 
designed to address projects that 
individually are too small to warrant 
dedicated IT support. More recently, 
IBM joined the business mashup 
race, announcing announced Lotus 
Mashups. 

First things first: exactly what is a 
Mashup? A mashup (sometimes 
known as custom applications) is a 
Web site or more usually, a Web-
based application, comprised of two 
or more components from different 
sources, but presented to the user 
as a single, seamless experience or 
application. 

Mashups, which have previously 
been the sole domain of specialist 
web developers using consumer 
centric content from Google (such 
as Google Maps), Amazon and eBay 
for example, combine data from 
multiple sources to create an inte-
grated web application. There has 
been a movement to put the ability 
to create mashups directly into the 
hands of the end customer. As the 
frameworks to create mashups are 
becoming simpler to use and the 
message formats are becoming 
more standardized, the next logical 
step is to build tools that can create 
mashups. Some of these tools are 
targeted at the consumer while as 

mentioned, quite a few are being 
created solely for business users. 
Pipes by Yahoo and Popfly by Micro-
soft are examples of frameworks 
and tools for allowing users to cre-
ate their own mashups.  

Mashups offer real promise for the 
enterprise, both within companies 
and among customers as well as 
partners. Because mashups use 
technology that you already have -- 
JavaScript, XML, and DHTML, plus 
fast Internet connections to support 
graphical and functional richness -- 
there’s no huge investment re-
quired. Hence, it is no surprise that 
the enterprise is starting to take 
mashups seriously as quick, easy 
solutions to IT integration problems 
that previously seemed like a daunt-
ing amount of work. 

Business mashups are said to be 
capable of bringing gains in produc-
tivity and creativity without burden-
ing the IT department. Businesses 
are increasingly using mashups to 
improve workflow efficiencies at a 
time when knowledge workers are 
looking to get information faster. In 
addition, yet another major benefit 
of mashups are their rapid applica-
tion development. 

Skeptics of business mashups ar-
gue that the technology traditionally 
exists in a non-business environ-
ment, and that it may not have 
evolved enough.  

They say that often-times, the tools 
that are used in mashups and the 
information  

processed, are only geared to cater 
to the needs of the customer. Secu-
rity is another issue that poses a 
challenge for many. 

Despite all this, there is no denying 
that there is both interest and ac-
ceptance of mashups in the enter-
prise space. Organizations are start-
ing to realize that they can put their 
well-defined services that do dis-
crete bits of business logic together 
with other existing services, internal 
or external to the organization, to 
provide new and interesting views 
on the data. 

Businesses are already using mash-
ups in various ways. One common 
application is data mashups, which 
are used to combine multiple data 
sources into a single source. A very 
simple example of this in an intra-
net portal. Another use of mashups 
is for getting data out of ERP appli-
cations and into desktop productiv-
ity tools. Companies are also using 
mashups for more complex tasks 
that require integrating different 
applications. 

While still in its infancy, mashups 
for the enterprise are definitely go-
ing to make their presence felt in 
the world of business and Web 2.0. 
Mash-ups in the enterprise will help 
business users address their own 
ever-changing information needs, 
freeing IT to move on to other inno-
vative solutions.◊ 

By Shanti Anne Morais 
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M I N D T O U C H  U P S  T H E  W I K I  A N D  M A S H - U P  A N T E  

Open source wiki platform company 
MindTouch started off 2008 with a 
bang. In January this year, the firm 
announced a substantial upgrade to 
its Deki Wiki, a free open source 
wiki and application platform for 
communities and enterprises. A so-
phisticated wiki for authoring, aggre-
gating, organizing, and sharing con-
tent, it is also a platform for creating 
collaborative applications, or adding 
wiki capabilities to existing applica-
tions.  

But Deki Wiki is much more than 
just a wiki. It’s a wiki interface to a 
composition of loosely coupled web 
services that serve as a distributed 
application platform. Meaning, us-
ers of Deki Wiki get the immediate 
value of a wiki: improved collabora-
tion around text, file, and email, but 
on top of this, are also able to con-
nect and mashup systems (see 
story on Page 17) , databases, ex-
ternal services, and Web 2.0 appli-
cations in the form of composite 
applications and data mashups. 
This is achieved while still allowing a 
site administrator, presumably an 
enterprise IT professional, to pro-
vide governance of the data and 
services that users can access. The 
end result is a user-centric interface 
to data that is dynamically gener-
ated from data silos and the ability 
to create business user specific ap-
plications (situational applications). 

According to the company, the new 
release makes it easier to extend 
the platform for almost any environ-
ment with the addition of a built-in 
scripting engine.  It eliminates the 
need to use a separate program-
ming environment to add widgets, 
external services, or javascript li-
braries to Deki Wiki.  Instead, now 
extensions can be developed en-
tirely in Deki Wiki as if they were a 
natural part of the platform. 

MindTouch’s dekiscript makes it 
easier for site administrators to cus-

tomize interaction within the wiki 
and external applications as well as 
simplifies and extends the ability to 
create mashups. In addition, Deki 
Wiki offers Dapper integration, ena-
bling the creation of “‘dapps’” that 
query the Internet as one giant da-
tabase directly from within the wiki. 
This enables the creation of new 
mashups that leverage web ser-
vices, widgets and applications to 
improve how people obtain and in-
teract with data. For example, ad-
ministrators can quickly create a 
“dapp” that queries particular stats 
from around the Web, which can 
feed into Google Charts for a visible 
display of the real-time results.  
Deki Wiki also features native sup-
port for Amazon S3, which automati-
cally stores all file attachments in 
“the cloud.”  And on S3, all files are 
versioned, searchable, and preview-
able with the inclusion of ThinkFree, 
an alternative Web-based suite for 
viewing MS Office documents, 
spreadsheets, and presentations. 
Furthermore, the addition of multi-
tenant support now makes it possi-

ble to run thousands of wikis with a 
single setup.  

One inherent challenge with wikis 
has been edit conflicts, which occur 
when one user attempts to edit a 
page, but another user has already 
modified it. MindTouch’s new merge 
engine does word-level analysis to 
merge edit conflicts and formatting 
changes, making tedious correc-
tions a thing of the past. 

This month, MindTouch introduced 
another major upgrade to Deki Wiki, 
bringing support for Microsoft Silver-
light, Microsoft ADO.NET Data Ser-
vices (code-named “Astoria”), and 
new Windows Live services to enter-
prise wiki users and mashup mak-
ers.  

At the same time, the company also 
announced Wik.is (http://wik.is), a 
new free online-hosted offering of 
Deki Wiki for enterprise teams, 
workgroups, and power users. With 
mashups being a hot buzzword, 
MindTouch has now added an easy 
to use mashup code generator to 
Deki Wiki that makes it point-and-

continues on Page 19 
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click simple to create composite 
applications and data mashups by 
connecting services from Microsoft, 
Yahoo!, and other vendors with en-
terprise applications and data-
bases. With the new support for Mi-
crosoft ADO.NET Data Services, us-
ers can embed and visualize data 
from any data source either online 
or behind their firewall, creating dy-
namic, real-time reports of critical 
business information. 

Also new to Deki Wiki is user pres-
ence and instant messaging, a sta-
ple of enterprise collaboration. Us-
ing Microsoft's new Windows Live 
Messenger library, Deki Wiki mash-
ups can take advantage of user 
presence and instant messaging to 
bring real-time collaboration around 

dynamic information to a new level. 
With the addition of support for 
Silverlight, Deki Wiki users can cre-
ate compelling new experiences 
right inside their wiki without requir-
ing additional tools. 

This suite of new features is avail-
able at MindTouch Wik.is, the 
hosted version of Deki Wiki, which is 
open to the general public for the 
first time. This service offers what 
Mindtouch says is “an unparalleled 
user experience”, a complete REST 
API that exposes the platform's en-
tire functionality, automatic data 
aggregation tools, and rich mashup 
capabilities to over 100 services 
from Microsoft, Google, Yahoo!, and 
other vendors. 

Site registration at Wik.is is fast and 
instantly creates a new Deki Wiki 
site for authoring and sharing con-
tent. This service is ideal for enter-
prise teams, workgroups, and power 
users who need a highly usable and 
functional online tool for sharing 
information, creating dynamic re-
ports, and building powerful mash-
ups. 

Wik.is is free with 100MB of stor-
age, unlimited users, unlimited 
pages, unlimited access to the API, 
and, most importantly, without ad-
vertising! A “Pro” upgrade is avail-
able for US$99 a year and unlocks 
10GB of storage and full site cus-
tomization.◊ 

By Shanti Anne Morais 
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Did you know that according to 
ComScore data (August 2007), Win-
dows Live Spaces is the world’s 
largest blogging and social network-
ing site with over 111 million unique 
users worldwide and more than 2.4 
billion page views each month? On 
top of this, internal data shows that 
more than 100 million Windows 
Live Spaces exist. 
 

Windows Live Spaces is Microsoft’s 
social networking site, offering cus-
tomizable social networking and 
blogging services and instant mes-
saging, providing people with a 
place to connect with friends, ex-
press their individuality and tell their 
story using blogs, photos and more.  

Windows Live Spaces is an upgrade 
of the service called MSN Spaces. 
According to Microsoft, customers 
were seamlessly transitioned to 
Windows Live Spaces and inte-
grated with the Windows Live ser-
vices which are designed around 

making it easier for customers to 
move seamlessly between services, 
as well as enabling them to share 
more with the people that matter 
most to them. 
 

Barry Ooi, acting product manager, 
Windows Live and MSN, Microsoft 
Online Services Group says, “We 
believe these services and integra-
tion with other tools are unique. 
They will provide a great deal of cus-
tomer value and help connect peo-
ple in a more personalized way.” 
 

Available in 59 markets and 39 lan-
guages around the world, it comes 
with a rich notification system that 
informs people’s contacts about 
changes to their Windows Live 
Spaces. Ooi adds, “We are excited 
by the adoption of our services in 
markets, particularly those in Asia 
who are becoming increasingly con-
nected to the Internet and spending 
time online.” 

According to Ooi, connecting and 
sharing online is very important to 
Asians. This is substantiated by the 
third annual Synovate Young Asians 
survey which was released on 12th 
March 2008. The survey revealed 
that amongst younger users in Asia 
(aged below 24), 51% are increas-
ingly spending time online and are 
extreme multi-taskers – they seek 
information, news and contact with 
their friends, share photos, 
download entertainment or games. 
 

“This is where the Windows Live 
services as a whole, help millions of 
Asians connect and share with their 
friends and family on a daily basis. 
In fact, MSN and Windows Live us-
ers access the Internet more than 
other users, with an average of 5.7 
hours per day online versus 2.7 
hours average,” says Ooi.  

“That said, online trends change 
very quickly and Windows Live  

continues on Page 20 
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mail, Windows Live Events and 
more. In addition, the Windows Live 
Calendar and Windows Live Sky-
Drive services are being rolled out 
across markets around the world 
and can be accessed through 
http://www.windowslive.com Here, 
users can download the Windows 
Live suite of services, sign-up for a 
new @live.com Windows Live ID, or 
access individual services they are 
interested in using. 
 

Advertisers are already taking ad-
vantage of Windows Live Spaces’ 
‘Sponsored Spaces’, which Ooi de-
scribes as allowing advertisers to 
immerse themselves in the social 
networking scene by communicat-
ing directly to consumers through a 
blog and allowing other Spaces us-
ers to add the Sponsored Site to 
their friends’ lists, extending the 
impact of a campaign. With Spon-
sored Spaces, advertisers can use 
popular Windows Live Spaces fea-
tures such as Photo Albums, Gadg-
ets, Video Players and Update Alerts 
to bring a higher degree of customi-
zation and creativity to their Spon-
sored Spaces while matching it with 
campaign themes. 
 

Ooi is also certain that social net-
working is really the next big thing. 
“Social networking includes key 
business network opportunities like 
‘LinkedIn’ which connect clients, 
customers and their partners. Busi-
nesses are looking at blogs as a way 
to communicate with their employ-
ees, customers and their critics. We 
are really in a new era where we can 
access and participate in conversa-
tions with brands like never before,” 
he elaborates.  
 

He adds, “These trends have signifi-
cant implications for advertisers. As 
media consumption patterns con-
tinue to change and advertisers 
adapt, innovative advertisers in the 
region such as Lenovo in Singapore 

and ANZ in Australia are already 
tapping into the online communi-
ties’ phenomenon. As social net-
working becomes an even bigger 
part of the social fabric of communi-
ties across Asia, more brand adver-
tisers will begin to use this dynamic 
advertising medium. If you think 
about it, it is funny that the busi-
ness world used to rely on technol-
ogy like the fax to increase commu-
nication efficiency!” 
 

Windows Live Spaces is in place to 
take social networking to the next 
level as the concept of social media 
takes off and makes even more of 
an impact on users’ lives. Windows 
Live Spaces is a prime example of 
this because it facilitates sharing 
and communication. “Microsoft Live 
Spaces is not optimized for large 
anonymous networks. Instead, it is 
about extending existing contact 
networks, starting from close 
friends in services like Windows Live 
Messenger. Because the Windows 
Live Spaces service builds on top of 
the other Windows Live and MSN 
communication services customers 
know and love today, not only do 
customers get to build and manage 
their social network, but also get to 
communicate with that network 
much more seamlessly. Through 
gleaming on profiles and presence 
information, users will be able to 
keep track of a wider network of 
friends, customers and partners, 
and communicate with them in the 
most efficient manager,” Ooi ex-
plains. 
 

Users are definitely getting more 
tech-savvy and know what they 
want, resulting in user experience 
becoming more and more impor-
tant. Consumers want the best pos-
sible integration across their web 
regardless of what device they de-
cide to use. Technology therefore 
has to keep pace with this. 

Spaces will continue to evolve as 
the needs of our users evolve. At 
Microsoft, our goal is to provide the 
services that allow these users to 
do all of the activities they want in a 
seamless approach. Our commit-
ment is to provide the best experi-
ence on the web for our customers 
no matter where they want to be 
connected,” he adds. 
 

“We continue to make every effort 
to enhance the user experience and 
since the upgrade in November 
2007, users are allowed to do a va-
riety of things to personalize their 
space and share with friends and 
family,” Ooi elaborates. 
 

Specifically, Microsoft released a 
unified suite of free downloadable 
Windows Live services including a 
new Windows Live Messenger, Win-
dows Live Mail, Windows Live Photo 
Gallery, Windows Live Writer and 
Windows Live OneCare Family 
Safety, marking the final major re-
lease milestone for a new genera-
tion of Windows Live overall. 
 

Other services in this Windows Live 
family include Windows Live Hot-

From Page 19 —  Connecting and Communicating with Live Spaces 
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An exciting development for Win-
dows Live, notes Ooi, is its integra-
tion with other popular services in-
cluding Xbox. In addition, Microsoft 
is providing more customizable 
gadgets, and allowing consumers to 
click straight to their Space through 
the Windows Live Toolbar. 

Ooi also shares that another area 
where we will see much more devel-
opment on is the Windows Live 
gadget platform. This platform is 
designed to foster innovation and 
the widespread deployment of gadg-
ets on the web and on client de-
vices. Gadgets will be able to run in 
a variety of locations (for example, 
Windows Live Spaces, customers’ 
Live.com homepage, Windows Vista, 
etc).  For gadget users, this means 
their favorite gadgets can become 
part of their core Windows Live ex-
periences wherever and whenever 
they need them. Developers are not 
left out – they get the benefit of de-
veloping gadgets with a broad user 
base. 

Security on Web 2.0 is under heavy 
scrutiny and Ooi emphasizes that 
Microsoft takes customer safety 
very seriously- concerns about con-
tacts by people with ill intent and 
viewing/posting inappropriate con-
tent and more- are addressed 
swiftly.  

In addition, when it comes to secu-
rity, Microsoft believes education 
and consumer guidance, support 
through technology, and support for 
law enforcement are the three ar-

eas a responsible service provider 
should focus on. 
 

Elaborating on this, Ooi shares that 
Windows Live Spaces has a number 
of key security features including:  

• Users are able to manage their 
own settings so they are in con-
trol of who is in their social net-
work and who views their Win-
dows Live Spaces site 

• Users under 18 years of age are 
automatically defaulted to a 
more restrictive setting for others 
to view their Space - in fact, only 
their Messenger contacts may 
access their Spaces site 

Microsoft encourages users to keep 
from posting personally identifying 
information about themselves, exer-
cise care when posting photos with 
personal details, and remember 
that if they do arrange to meet 
someone they have met online in 
person, this should never be done 
alone. 

Read more about Microsoft’s safely 
recommendations on Page 41. This 
can also be accessed via:  

http://www.microsoft.com/athome/
s e c u r i t y / o n l i n e /
community_safety.mspx 
 

However, security concerns will not 
stand in the way of Web 2.0’s ad-
vancement and adoption. In fact, 
Ooi states, “By 2011, 800 million 
phones in Asia will be able to con-

nect to the Internet and we want 
Windows Live to be the doorway to 
how Asian consumers live a mobile 
lifestyle. This is why we are working 
to make our services as easy, fun, 
secure and social for users as say, 
sending a text message or MMS.” 

Microsoft has already begun to offer 
Windows Live services with their 
partners Nokia N-Series. This team-
up allows customers to extend their 
online experience as easily as send-
ing out a SMS. According to Ooi, this 
partnership also sets new standards 
for combining customers’ mobile 
and online worlds with services like 
Hotmail, Messenger, Live Contacts 
and Spaces. “User’s switch seam-
lessly between contacts, mail, mes-
senger, phone calls, text messaging, 
camera, and gallery and browsing 
all in an integrated way,” he ex-
plains. The service is currently avail-
able for Nokia customers in eight 
Asian countries - Australia, India, 
Indonesia, Malaysia, New Zealand, 
Singapore, Thailand and Vietnam.  

Microsoft knows it faces stiff com-
petition in the social networking 
space but they are not fazed. Why 
should they be when their goal is to 
keep winning business every day by 
delivering the best services for con-
sumers worldwide? Right now, the 
figures prove they are on the right 
path.◊ 

By Shanti Anne Morais 
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I B M  S P I C E S  U P  W E B  2 . 0  W I T H  L O T U S  M A S H U P S  

At its annual Lotusphere conference 
in January this year, IBM unveiled 
the early version of its Lotus Mash-
ups, which the company says will 
provide a lightweight mashup  
((More information on Mash-ups 
can be found on Page 17)  environ-
ment for rapidly assembling Internet 
and enterprise content into simple, 
flexible, and dynamic Web applica-
tions.  

Targeted at non-technical business 
users rather than professional pro-
grammers, it enables the quick as-
sembly of web applications, allowing 
people to combine, or mash up, 
data from enterprise applications 
and the Web to address their imme-
diate business needs. 

Lotus Mashups, which will be avail-
able in the middle of this year, uses 
a browser-based visual tool and a 
set of pre-built widgets for display-
ing information. The widgets can 
also be put on a server that others 
can build on.  

The launch of Mashups can be seen 
as another step in IBM’s composite 
applications strategy, whereby busi-
ness users can now create widgets 
that access enterprise systems with 
builder tools. 

Lotus Mashups is expected to in-
clude: 

• A graphical, browser-based tool  
that will help enable easy, on-the-
glass assembly of new applica-
tions by Web-savvy business us-
ers 

• A Mashup catalog which will help 
facilitate the sharing and discov-

ery of mashup components, with 
planned, built-in community fea-
tures like ratings, tagging, com-
menting 

• An easy-to-use development envi-
ronment rapid creation of dy-
namic widgets 

• A rich set of out-of-the-box, busi-
ness-ready widgets 

The solution aims to: 

• Increase agility by fostering the 
reuse and rapid remixing of con-
tent into new, compelling Web 
applications 

• Support innovation and new busi-
ness opportunities by helping to 
create situational applications 
that address ad-hoc business 
requirements 

• Gain valuable insights and solve 
business problems more effec-
tively by empowering business 
users to assemble disparate 
feeds and widgets into new appli-
cations for personal or team use 

• Better align IT and business 
through rapid prototyping and 
self-service 

• Extend the reach and value of 
SOA by helping simplify how ser-
vices are consumed 

IBM has also announced new ver-
sion of Lotus Connections in the 
Web 2.0 space, intended to be eas-
ier to customize than the earlier 
version, with a new homepage 
based on Lotus mashup technology. 

In addition, Lotus Connections 2.0 
will allow users to create widgets to 
connect to other social networks, 
and enhancements are being made 
to the community component of 
Lotus Connections to integrate wiki 
services from Quickr, SocialText 
and Atlassian. 

In line with this, updates to Quickr 
are planned in order to bring Quickr 
technology in line with the rest of 
the portfolio. Quickr 8.1 will acceler-
ate personal file sharing, including 
content libraries, team discussion 
forums, blogs and wikis. Steps are 
also being been made by IBM to 
connect Quickr with FileNet P8 and 
IBM content manager. 

Jeff Schick, Lotus social computing 
software vice president, notes, “As 
we employed version one, we found 
that people wanted to customize 
the capability in Connections by 
modifying the profile information 
and the community and integrating 
an extensive set of services. We’ve 
taken all this and more into ac-
count.”◊ 

By Shanti Anne Morais 
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With Salesforce.com’s acquisition of 
Koral last year, the on-demand stal-
wart stormed into the Web 2.0 en-
terprise arena, taking its strategy of 
making successful consumer tech-
nology applications and making this 
viable for the business world. The 
company is a firm believer in and 
advocate of making business appli-
cations easier to use. 
 

Koral is a key enabling technology 
for Salesforce ContentExchange, the 
company’s content management 
product for unstructured data such 
as html, video/audio files, office 
documents and email, and Apex 
Content, a content platform that 
enables the use of all Sales-
force.com solutions to help users 
manage and share documents. The 
solution includes online storage, 
management and search of office 
documents, library services features 
as well as a full text index, a content 
classification schema, and workflow 
services. Salesforce Content Ex-
change serves as a way for compa-
nies to search through this informa-
tion, using a Web 2.0-like interface 
to share, tag, recommend, rate, and 
comment on content. 
 

The release of Apex Content and 
ContentExchange was a leap for-
ward in Salesforce.com’s efforts to 
encourage the wider usage of Sales-
force.com among all users in an 
enterprise. At the same time, the 
solutions helped create a broader 
expanse of functionality for Sales-
force.com as a vendor. 
 

Elaborating on this, March Benioff, 
chairman and CEO, Salesforce.com 
said, “Salesforce Content repre-
sents a decisive step towards our 
vision of managing all information 
on demand. With Salesforce Con-
tent, we not only manage a com-
pany’s traditional structured infor-

mation, but their unstructured infor-
mation as well. In 1999, Sales-
force.com revolutionized the SFA 
market by removing the cost and 
complexity associated with client/
server software like Siebel. Now, 
Salesforce Content will liberate cus-
tomers from complex content man-
agement software like EMC Docu-
mentum and Microsoft SharePoint 
by extending the on-demand model 
and Web 2.0 innovation throughout 
the enterprise.” 

 

Apex Content - Building Content-
Based On-Demand Apps  

With Apex Content, companies no 
longer need to buy bloated on prem-
ise document management soft-
ware to build applications that are 
based around documents and other 
content. Apex Content provides a 
content platform that fuels Sales-
force applications, including App-
Space, Salesforce PRM, and Sales-
force Wealth Management Edition, 
to manage and share all kinds of 
documents on demand.  With Apex 
Content, developers can create new 
kinds of content applications for 
compliance, clinical trials, digital 
asset management and more. 
Moreover, Apex Content allows busi-

ness applications to utilize these 
technologies in order to manage 
and share unstructured data. Appli-
cations built with Apex Content also 
have an AJAX user interface for eas-
ier customization. Capabilities of 
Apex Content include:    

• Workspace Management - Work-
spaces are virtual locations 
where defined groups can se-
curely manage and share infor-
mation. They allow companies to 
collaborate across departments 
and even across companies 
where different user groups will 
need different access rights to 
information.  They also make 
rapid set-up and tear-down of 
project-based collaboration easy 
to manage.  

• Library Services – This includes a 
content repository, check-in / 
check-out services for locking 
documents while they are being 
edited, and version control to 
manage the history of changes 
and provide the ability to revert 
to old copies. Apex Content em-
beds intelligent IDs into every 
document, helping ensure that a 
company's knowledge base does-
n't contain multiple versions of 
the same document.  It also pro-
vides comprehensive auditing 
that records every event associ-
ated with a piece of content - 
whether it has been shared, 
downloaded, printed or changed - 
providing insight into the quality 
of information and how it is being 
used.  

• Content Classification Schema - 
The consumer Internet has re-
vealed that lightweight collabora-
tion and content management is 
best served by a community-
based classification schema 
known as "tagging."  However, 
there are many business scenar-
ios in which a more controlled 

continues on Page 24 
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approach to corporate content is 
required.  Apex Content allows 
companies to more easily config-
ure customizable content types 
and determine what meta-data 
should be captured with each 
content type.  

• Full Text Index – This provides a 
Full Text Index service that scans 
all contributed content, creates 
rich search indexes, ensuring 
that users can more accurately 
locate relevant content. The Full 
Text Index is horizontally scalable 
allowing rapid search results 
even across large data sets and 
large user communities.  

• Workflow - Building business 
processes around corporate con-
tent requires rules that help con-
trol the flow of unstructured data 
around the organization allowing 
interactions such as document 
approvals, routing documents for 
work management and concur-
rent review of documents, such 
as CAD files, across many peo-
ple.  Apex Content Workflow Ser-
vices allows rules-based interac-
tions to be defined and workflow 
interactions to be initiated.  

 

Web 2.0 Content Management ca-
pabilities for the enterprise 

Features of Salesforce ContentEx-
change include:  

• Share - One of the biggest barriers 
to adoption in legacy content 
management systems has been 
the difficulty in how users contrib-

ute their documents and knowl-
edge to the system to share with 
the rest of the company. Sales-
force ContentExchange enables 
users to easily publish their con-
tent and share it with other users.   

• Tag - Much like Flickr showed con-
sumers how to tag photos with 
labels such as 'Venice' and 'canal' 
making it easier for groups to find 
these photos, ContentExchange 
lets users tag business docu-
ments.  Using tags such as 
'competitive' and 'presentation', 
users will be able to easily find 
relevant documents without know-
ing the name of the docu-
ment.  The more the community 
adds tags to corporate documents 
the easier it becomes for others to 
find them.  This approach, popu-
larized in the consumer Internet 
world as "folksonomy," enables 
users to tap into the wisdom of 
the crowd.  

• Subscribe – This enables applica-
tions to operate on a subscription 
model. When users are sub-
scribed to documents, they will be 
automatically alerted whenever 
the document is updated. Sales-
force ContentExchange also al-
lows users to subscribe to topics 
or authors so that users are in 
control of what information they 
receive. For example, if an em-
ployee wants to know any time the 
head of the department writes a 
new report, he can subscribe to 
that individual and will automati-
cally be alerted when she pub-
lishes something new.  

• Rate & Comment - Just as con-
sumers check online ratings and 
comments before booking hotels 
or buying a digital camera, Sales-
force ContentExchange  provides 
a rating system for end-users to 
score content quality and to write 
comments about the content - 
providing a feedback loop not 
only to the creator of the content 
but also to all future potential us-
ers.   

• Recommend - Much like Netflix 
lets users recommend movies, 
ContentExchange recommends 
the best documents for users 
based on keywords, tags, and 
user ratings.  With recommenda-
tions, business users are able to 
more easily find the right docu-
ments for their needs.  

• Content Connect - Contributing a 
document or other content to 
Salesforce ContentExchange is 
effortless - content is simply 
dragged and dropped into Con-
tent Connect, to be added to the 
application. ContentExchange 
also automatically recommends 
how to classify documents and 
automatically indexes all submit-
ted content, making it easier to 
find. This functionality makes col-
laboration simple, which in turn 
leads to improved business pro-
ductivity. ◊ 

By Shanti Anne Morais 
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Web 2.0 is fast catching-on in the 
business world. However, while it 
does lift the user-experience and 
increase productivity, like other 
technologies, it is open to security 
risks. So, what’s the dark side of 
Web 2.0 and exactly how insidious 
is it? How much at risk are business 
users and their organizations using 
Web 2.0 technology? What can we 
do to protect ourselves? Asian 
eMarketing caught up with Syman-
tec’s Philip Yeap, vice president 
marketing for Asia Pacific and Ja-
pan, to find out more about security 
and Web 2.0. 

What are the security dangers of 
Web 2.0? Do you think Web 2.0 se-
curity is “seriously flawed” or a high 
security risk? 

People are now making use of Web 
technologies, applications and web-
sites to engage in activities such as 
tagging, blogging, podcasting, and 
uploading interactive forms of con-
tent to the Internet. This more col-
laborative, two-way Internet phe-
nomenon is often referred to as 
“Web 2.0.”  

Web 2.0 doesn’t comprise any one 
technology or solution, but rather it 
relies on user-created content and 
collaboration. While a lot of Web 2.0 
is about making social connections, 
this collaborative, connected envi-
ronment also has the potential to 
benefit businesses in a number of 
ways. The possibilities of Web 2.0 
applications seem limitless — but 
businesses have to be aware of the 
risks involved. 

Unfortunately, the technology be-
hind Web 2.0 is not immune to se-
curity threats.  

Web 2.0 applications and sites are 
often feature-rich, enabling users to 
share personal information and 
multimedia files with others. Attack-
ers see these forms of content as 
new vectors to attack unsuspecting 
users. Web 2.0 platforms such as 
blogs and user-created content can 
host browser exploits, and become 
distribution points for links to 
fraudulent websites, malicious code 
and other security threats, such as 
spyware. These sites can also easily 
be compromised due to the preva-
lence of Web application vulnerabili-
ties present.  

Social networking sites, another 
popular aspect of Web 2.0, are also 
increasingly targeted by attackers, 
who take advantage of the implied 
trust among the communities found 
on those sites. Social networking 
sites are built on the premise that 
people share information and ex-
periences with each other in a 
trusted environment. It is precisely 
this level of trust that allows attack-
ers to lure users into visiting their 
site or use a particular Web 2.0 ap-
plication. Consequently, the at-
tacker is able to compromise the 
user’s computer, or gain access to 
confidential user information which 
can, in turn, be used for identity 
theft and fraud.  

Web 2.0 has created an important 
shift in the way we think about and 
use the Internet. There are many 
ways that Web 2.0 can be used to 
benefit businesses by saving them 
time and money, and offering a new 
mode of interaction with customers. 
However, as Web 2.0 is built on 
technologies that may be relatively 
new or are still being refined, secu-
rity vulnerabilities that can be ex-
ploited may still exist. In the rush to 
develop Web 2.0 technologies and 
services, the underlying Web appli-
cations that use them may not re-
ceive the same level of security au-
diting or assurances as traditional 
client-based applications and ser-
vices. 

Businesses should approach Web 
2.0 with an open mind to enjoy the 
benefits the technology has to offer, 
but should always make sure to do 
so with proper security measures in 
place. 
 

Why do organizations need to worry 
about Web 2.0 safety? 

With the increased use of Web 2.0 
technologies, such as employees 
surfing social networking sites at 
the workplace, subscribing to RSS 
feeds and accessing blogs and com-
munity forums, businesses need to 
examine and understand the issues 
around safe Web 2.0 behavior. 
 

People often divulge considerable 
amounts of personal information on 
social networking sites, including 
details about their employment. At-
tackers use information gathered 
from social networking sites to carry 
out targeted social engineering at-
tacks, tr icking victims into 
downloading malware or into divulg-
ing sensitive company information.  

Another threat to consider is the 
possibility that a Web 2.0 site itself 
could get compromised.  

continues on Page 26 
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If an attacker is able to compromise 
the website with malicious code, 
any visitor who happens to surf to 
that website would be susceptible 
to attack. Hackers have also found 
ways to insert malicious code into 
advertisements, which are often 
provided to social networking sites 
through third party vendors. 

Social networking sites and other 
sites that utilize Web 2.0 technolo-
gies provide users with a wide vari-
ety of customization options and 
third party applications. Users can 
customize details in their profile, 
include links to other sites, upload 
images, videos, and in some cases 
users are even allowed to embed 
code into their profile page.  

The problem is that hackers can do 
all of these things as well and they 
see all of these features as poten-
tial attack vectors. For example, 
they can customize their own profile 
or hijack another user’s profile to 
gain access to a social network and 
use information gathered from oth-
ers to carry out a social engineering 
attack. By posing as a member of a 
social network, hackers can also 
post links, videos, and images to 
distribute malware. 
 

Why do you think Web 2.0 is so 
open to phishing attacks in particu-
lar? 

Attackers rely on users posting sig-
nificant amounts of personal infor-
mation on Web 2.0 sites (e.g. social 
networking sites) to help them craft 
phishing attacks. With information 
so easily obtained through various 
means, phishing attacks are becom-
ing more targeted, sophisticated 
and can thwart existing security 
measures. Also, these attacks make 
use of social engineering tech-

niques to increase their effective-
ness. A method of deceiving users 
into divulging private information, 
social engineering takes advantage 
of our natural tendency to trust one 
another rather than relying solely on 
technological means to steal infor-
mation. A social engineering attack 
increases the likelihood that the 
recipient will read the phishing 
email and click on the links included 
within. 

The easy availability of phishing 
toolkits adds to this problem as it 
makes it easy for non-highly skilled 
individuals to conduct phishing ac-
tivities too– known as rock phishing. 
In fact, Symantec’s Internet Security 
Threat Report Vol. XII (an update of 
Internet threat activity in the Asia-
Pacific/Japan region in the first half 
of 2007) observed that 3 phishing 
toolkits accounted for 42% of phish-
ing sites in the first half of 2007. 

 

How big an issue is security when it 
comes to online communities? How 
much at risk are Asia Pacific online 
community users? 

Online communities have grown 
steadily in popularity in Asia as a 
convenient and fun way to keep in 
touch with family, friends and col-
leagues. However, some of these 
sites utilize third-party widgets that 
aren’t tested comprehensively and 
may contain malware or tracking 
bots. With more and more people 
accessing such sites in the work-
place, organizations have to be on 
their guard against malicious at-
tacks. One way could be to disable 
access to social networking sites as 
it poses a double threat to organiza-
tions – it impacts security and pro-
ductivity. However, there are organi-

zations that use such sites for 
team-building or for keeping in 
touch with business contacts. In 
these instances, organizations have 
to ensure their security software is 
kept up-to-date, educate employees 
on the dangers of online attacks, 
and for network administrators to 
keep abreast of the latest security 
threats to enterprises. 
 

What is Symantec’s strategy when it 
comes to security and Web 2.0/
online communities? 

Symantec has recently seen dra-
matic changes in the Internet and 
networked environments along with 
changes in how people connect and 
interact online. This has led to an 
explosive growth in new connec-
tions through Web 2.0 technologies 
between people, applications and 
devices. At the same time it has 
also introduced a host of new con-
cerns around the security, reliability 
and integrity of our connected ex-
periences. 

Consumers want to be able to take 
full advantage of this new connec-
tivity – they want to be able to shop, 
bank, share photos, download mu-
sic or just connect with friends and 
family. But they shouldn’t have to 
be burdened with figuring out how 
to protect themselves while they 
interact online. 

Businesses are looking to build and 
maintain a growing number of con-
nections with customers, suppliers, 
partners and employees. Yet, they 
are dealing with increased complex-
ity due to the growth of information 
and risks to performance, availabil-
ity, security and compliance.  
 

Symantec's vision for security in the 
Web 2.0 world - “Security 2.0” – 
covers how the security market-
place is changing, what it means to 
IT, and how we think security needs 
to evolve as a result.  

continues on Page 27 
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Our vision is to transform security 
from inhibitor to business enabler. 
We call this Security 2.0.  

It is about keeping both the bad 
things out but also the good things 
in, such as sensitive information or 
intellectual property. Security needs 
to focus more on protecting our in-
formation and online interactions, 
and not just the systems on which 
that information resides. 

Symantec aims to enable customers 
to have confidence in a connected 
world, by protecting their infrastruc-
ture, information and interactions in 
this new Web 2.0 world. Symantec 
protects consumers’ and busi-
nesses’ connected experiences so 
they can enjoy the best of what Web 
2.0 and online communities have to 
offer.  
 

Is Symantec seeing any key security 
trends and issues in the online com-
munity/Web 2.0? 
 

According to Symantec’s Internet 
Security Threat Report Vol. XII, Web 
2.0 security threats are expected to 
increase in 2008. 

Web 2.0 technologies present a 
number of areas for security con-
cern. Because individuals are able 
to create and host content on vari-
ous collaboration platforms such as 
blogs and social networking sites, 
these sites can easily be compro-
mised by savvy attackers. Certain 
sites allow responses or comments 
with HTML codes to be posted, and 
these can be used to embed refer-
ences to scripts hosted on another 
website. Attackers will often take 
advantage of the implied trust be-
tween the community of individual 
developers and the sites hosting 
content to compromise individual 
users and/or websites. 

Additionally, Web 2.0 technologies 
rely heavily upon Web services.  

Web services are services designed 
to support interoperability between 
hosts over a network. Symantec has 
already observed one worm that 
used the Google Search Web ser-
vice.36. This attack provided evi-
dence that well-known services are 
not immune to these sorts of at-
tacks and that the number of users’ 
using these services present an at-
tractive prospect for an attacker’s 
efforts. 

As adoption rates for web services 
and syndicated content models in-
creases (e.g. RSS feeds), Symantec 
has observed more advanced web 
threats as well. Perl.Santy was one 
of the first instances of malware to 
effectively leverage a web service 
(Google Search) to locate vulnerable 
hosts, which it would then infect. As 
the number of available web ser-
vices increases and as browsers 
continue to converge on a uniform 
interpretation standard for scripting 
languages, such as JavaScript, Sy-
mantec expects the number of new 
and advanced web-based threats to 
continue to increase. 

Web-based applications built on 
AJAX* create content-rich user ex-
periences. However, the potential 
amount of data that AJAX-based 
applications can store client-side 
has major privacy implications.  Ad-
ditionally, AJAX applications allow 
for great code scrutiny by potential 
attackers who might seek vulner-
abilities to leverage in a variety of 
attack types. 

*AJAX stands for Asynchronous 
JavaScript and XML, a web develop-
ment technique used for creating 
interactive web applications. It 
makes web pages feel more respon-
sive by exchanging small amounts 
of data with the server behind the 
scenes, so that the entire web page 
does not have to be reloaded each 
time the user requests a change.  
 

What should users be aware of 
when joining an online community? 

In general, business-oriented online 
communities can be safe as long as 
users take some precautions.  

First, be careful with information 
you put on your profile. Any informa-
tion you disseminate to a social net-
working site is no longer in your con-
trol. Don’t reveal anything that you 
wouldn’t want to be made public.   

Also, be selective of people you al-
low into your network. It is generally 
not a good idea to link to someone 
you do not know, even if they say 
they know you. One risk lies in the 
sometimes automatic nature in 
which users accept invitations from 
people claiming to be past business 
acquaintances. Once you allow 
them into your network, they can 
more easily gain access to all of 
your contacts and subsequently at-
tempt to target them.  

The human element presents enter-
prises with perhaps the greatest 
danger of social networking. In the 
case of phishing, users are often 
too trusting and open themselves 
and their employer up to attack. If a 
hacker wants to target a company, 
it’s not difficult to find an employee 
from that company on a social net-
working site. All an attacker would 
have to do is make friends with one 
or several employees, gather sensi-
tive information about the company 
and its IT infrastructure, and launch 

continues on Page 28 
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an attack. Another precaution is 
not to run programs sent to you by 
others, even your own friends or 
contacts, without first confirming 
via a side channel that it is legiti-
mate.  

Also, when you browse to a social 
networking site, have the latest 
version of a reputable Internet se-
curity suite on your machine. For 
example, the software you use 
should have browser protection 
that is capable of blocking a wide 
class of web-based threats. Also, if 
the social networking site has pri-
vacy options, make sure that these 
are set as strictly as your normal 
usage of the site allows. 
 

How can users and organizations 
better protect themselves here? 
Are there any particular tools they 
should use or bear in mind? 

Ensuring that IT infrastructure is 
running good and up-to-date secu-
rity software is always important. 
Policy compliance software can 
also go a long way to ensure that 
unauthorized client software is not 
installed on corporate com-
puters. Beyond that, unless the 
company requires it, consider dis-
abling access to popular social net-
working sites at the perimeter for 
both security and productivity pur-
poses. One must not assume they 
are entirely safe due to the soft-
ware and tools they use. Users 
across the enterprise need to mod-
ify their behavior as well.   

IT administrators should keep in 
mind that it is human nature to 
want to take the short and quick 
path.  

Companies should train employees 
and executives to question the va-
lidity of URLs they see or receive in 
emails, even if they come from 
friends and coworkers. Enterprise 
users should also be wary about 
opening and viewing emails sent 
from users they do not know. For 
example, social networking also ex-
tends beyond sites and reaches us-
ers through chain-letter emails and 
e-cards as well. These can be used 
to both infect user systems with 
malware or to harvest email ad-
dresses. Each time an email is read, 
a request can be sent to the server 
hosting the image divulging the 
user’s email address. 

Security awareness training can go 
a long way to protect the enterprise 
from Internet-based attacks. Em-
ployees and executives alike should 
be made aware of the threats that 
exist and how to guard against 
them. Corporate Internet security 
policies should be put in place and 
all users need to have a clear un-
derstanding of why and how to com-
ply with these polices.  

Still, network administrators need to 
keep in mind that while awareness 
campaigns address part of the prob-
lem, hackers are constantly adapt-
ing. Companies must keep current 
on security trends that target enter-
prise users. As user behavior can be 
very unpredictable, it is wise to in-
vest more heavily in security tech-
nologies, like high-quality endpoint 
security products. If your machine is 
protected, this forms a critical last 
line of defense. Symantec Endpoint 
Protection (SEP) 11.0 is a solution 
to consider. SEP 11.0 is designed to 
protect corporate networks from 

evolving threats by integrating five 
best-of-breed technologies under a 
single management console – pro-
viding simplified and advanced pro-
tection for businesses. 

For social networking site adminis-
trators, user confirmation scripts 
such as captchas can be added to 
verify that postings are from actual 
users versus automated sys-
tems. Even though these systems 
can be successfully bypassed by 
bots, it will reduce the risk from 
less technically savvy hackers. A 
more successful approach would 
likely involve the use of a behav-
ioral-based antivirus solution to 
detect potentially malicious code in 
a virtual environment, prior to the 
site allowing data to be uploaded.◊ 

By Shanti Anne Morais 

 
* A captcha is an automatically 

generated test used to tell com-
puters and humans apart, usually 
requiring the user to type the let-
ters of a distorted image.   
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The Internet-based business 
network XING has become one of 
the most popular global online hubs 
for business people. Professionals 
use it to find new business contacts 
or partners for professional 
cooperation, to broaden their 
presence in new national and 
international markets, to maintain 
existing professional relationships 
and re-discover old contacts.  
 

Due to the multilingual nature of 
XING’s user interface and 
communication system, which 
currently supports 16 languages, 
and also because of its unique 
discovery capability as well as 
advanced contact management 
tools, XING has rapidly expanded 
around the world. In general, the 
l isted company focuses its 
international expansion course on 
strategically important cities which 
are of particular importance in the 
international business world. 
 

With the successful IPO of XING 
making it the first Web 2.0 company 
to go public, XING AG has had a 
long-term impact on the social 
ne twork ing  t rend  amongs t 
professionals. By focusing on the 
target group 'business people 
worldwide', the company is able to 
offer tailored features, thereby 
making networking and contact 
management simpler.  
 

XING AG’s innovative approach has 
received international recognition 
and numerous awards, paving the 
way to a top position in the global 
online community universe. 
 

The most important strategic goal of 
the company is to grow profitably 
and expand the network on a global 
scale. The strategically astute 
company started in November 

2005, a joint venture with China in 
order to tackle the important and 
fast-growing Chinese market. 
Besides this, XING has also seen 
acquisitions in Spain and Turkey, 
extending its global footprint and 
gaining market share as well as 
recognition. Thus, besides its 
Headquarters in Hamburg, XING AG 
is also represented with offices in 
Barcelona, Istanbul and Beijing. 
 

According to XING their develop-
ment benefits from three global 
growth trends: 

1. The continuous increase in the 
number of Internet users 
worldwide 

2. The significant increase in the 
proportion of paid content on the 
Internet, due to the growing 
willingness of users to pay for 
high-quality content, and 

3. The fact that networking for 
business professionals is 
becoming increasingly important 
for professional success as a 
result of globalization 

 

The company is led by Mr. Lars 
Hinrichs, CEO and Founder of XING, 
and his internationally experienced 
management team. He started his 
first company in 1998 – the award-
winning Internet company for 
politics and new media ″Politik –
digital”, which acts as a business 
angel and consultant in the field of 
financing; went on to found a 
communications company in 2000, 
came up with the brainchild of XING 
in 2003 and was a  finalist of the ″
Entrepreneur of the Year 2006“ 
competition. 
 

Asian e-Marketing is honoured to 
get first-hand information about his 
thoughts on online comunities and 
XING respectively.   

Tell me more about your company. 
What do you believe is the main 
strength and success factor respec-
tively of XING? What distinguishes 
XING from other business network-
ing portals such as LinkedIn? 

XING AG operates the international 
business platform XING, and has 
over 5 million members worldwide. 
We run a contribution-based, scale-
able business model, comple-
mented by revenues from eCom-
merce and advertising. XING mem-
bers use the platform to find deci-
sion makers and new sales chan-
nels fast, and to reach representa-
tives of thousands of companies. 
Our members tell us that they use 
XING as a daily business tool: on 
average, 92% of Premium Members 
are active on the platform every 
month. Over 400,000 members 
choose to pay for XING Premium 
Membership – no social network in 
the world has as high a percentage 
of paying members. Furthermore, 
we’re the only Web 2.0 company 
worldwide to go public. 

To support the international nature 
of networking, we make the plat-
form available in 16 languages. 

continues on Page 31 
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There are also a number of innova-
tive features to make our members‘ 
professional lives easier: The Mar-
ketplace integrates the functions of 
a job site with the advantages of a 
professional business network, our 
bonus program for members, Pre-
miumWorld, offers great rates on a 
range of services and products. 

Members tell us again and again 
that XING helps them to be more 
successful. According to our survey 
“Communication and Networking on 
the Internet 2007”, two-thirds of 
those polled have made at least one 
business contact via the platform, 
and one in five generated new busi-
ness through the XING site.  

XING members also value the net-
work because they know we’re seri-
ous about protecting their personal 
data. That’s not always the case 
with all websites, particularly certain 
American companies. In contrast, 
we uphold the strict German and 
European data protection laws. 
 

How did it all begin? And how long 
did it take XING to get to the point 
it's at today? What was the source 
of inspiration that kicked-off the 
business community portal in the 
first place? 

I had the idea of founding the plat-
form after reading the book “The 
Tipping Point: How Little Things Can 
Make a Big Difference” by Malcolm 
Galdwell. I’ve always been a connec-
tor at heart – I like getting people 
excited about my ideas, and intro-
duce them to each other. I thought 
about putting my contacts in touch 
with each other, and letting the con-
tacts of my friends and acquaintan-
ces ‘see’ each other: I imagined how 
much everyone could gain from this 
idea, and that was what moved me 
to start XING in 2003. Back then, I 
started with 472 friends and ac-
quaintances on the platform. Four 
and a half years later, XING AG has 
over 5 million members worldwide. 
 

Why has there been a name change 
from openBC to XING? 

XING is much better at reflecting 
what the platform is today: an inter-
national community with members 
of over 200 nationalities, who com-
municate with each other in 16 lan-
guages. The name “XING” fits with 
this international focus, meaning 
different things in different lan-
guages. Also, our former name, 
openBC, was not without difficulties 
in the past: some users thought 
“open” meant “open to everyone” or 
“insecure”. And the platform was 
not strictly speaking a “business 
club” anymore, because we’re 
geared towards employees and spe-
cialists in the broadest sense of the 
word. 
 

What’s the target group of XING? 
Which audience do you intend to 
address? 

Professional people, specialists, 
executives and employees in gen-
eral sign up on the XING platform. 
They use XING to search for and 
find useful contacts, information, 
freelance assignments, employees, 
jobs, customers, and ideas. Accord-
ing to our survey “Communication 
and Networking on the Internet 
2007”, almost two-thirds of those 
polled were executives, managing 
directors and senior executives, or 
working in middle management. 
 

How many registered users do you 
currently have and what’s your strat-
egy to enforce your success even 
more? 

As mentioned, XING AG presently 
has over 5 million members world-
wide, of which over 400,000 are 
paying members. We’re the market 
leader for business networking in 
Europe, and ideally positioned to 
pursue continued long-term growth 
in the future, both organically and 
by means of strategic acquisitions 

and partnerships. Within a single 
year, we’ve acquired three other 
business networks in Spain and 
Turkey with funds from our IPO, and 
at the end of 2007, we introduced 
two new business models, eCom-
merce and Advertising. 
 

How is XING financed? 

We’re financed via members’ Pre-
mium Memberships, complemented 
by revenues from advertising and 
eCommerce. Since its third month 
of operation, XING has had a posi-
tive cash flow. In 2005, Wellington 
Partners joined us as investors. In 
2006, we went public, and the IPO 
gave us the funds we needed to 
continue our international growth. 
 

Please give me some insights into 
XING’s value proposition and go-to-
market strategy. 

XING helps its members to organize 
their professional lives more effi-
ciently. Above all, XING members 
have three advantages: Firstly, they 
can find the right business contacts 
easier and more quickly, whether 
they’re looking for a new job, a new 
business partner or former class-
mates. 

Secondly, they can pursue deals 
online via their contacts. Thirdly, 
they can manage their contacts 
easier and more efficiently, be-
cause the XING platform functions 
as an automatic address book, one 
which members do not have to up-
date, because members update 
their own profiles. Our current sur-
vey shows that a XING membership 
is worthwhile: over 20% of those 
polled indicated that they have gen-
erated new business as a result of 
the platform. 

continues on Page 32 
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In terms of a go-to-market strategy, 
we’ve relied on viral, word-of-mouth 
marketing, which has been ex-
tremely effective for XING, as well 
as being very cost efficient. The 
term ‘viral marketing’ is based on 
personal recommendations, in 
which current members invite non-
members to join the website. XING 
members recommend the site to 
their business partners, colleagues 
and acquaintances, which confirms 
the results of our survey: 87% of 
those polled had already recom-
mended the platform at least once 
to a friend or acquaintance. One in 
three had done so more than six 
times. 
 

What are the biggest challenges 
your company faces right now? 

For many social networks, 2008 is 
bound to be a difficult year. The 
honeymoon period is over, and 
growth alone isn't going to matter 
any more. People are increasingly 
expecting social capital to success-
fully monetize. At XING AG, our 
three-pronged revenue stream from 
Premium Memberships, advertising 
and eCommerce puts us in an excel-
lent position to act and react even 
more flexibly in a dynamic market, 
and provides a solid basis for the 
further development of the plat-
form. Putting all one's eggs in a sin-
gle basket—meaning relying on ad-
vertising as a single income 
source—has already proven to be a 
bad decision, if you look at many 
providers. 
 

What do you believe are the major 
factors you have to take into consid-
e r a t i o n  w h e n  b u i l d i n g  a 
"community"? 

One thing should be clear to com-
pany’s operating a website: a com-
munity lives by its members. Com-
munities are classic Web 2.0 phe-
nomena, and Web 2.0 is synony-

mous with new user activity. The 
user is the one who creates con-
tents, formulates ideas and influ-
ences creative direction. Internet 
business models such as XING are 
giving this development a new form 
of expression: providers take care of 
the technology, users donate the 
contents. The important thing is the 
interaction between providers and 
users. We're in constant communi-
cation with our members, and from 
the start have integrated them in 
designing the platform. More than 
half the features on XING were cre-
ated as the result of user sugges-
tions.  

XING is quite popular in Asia, too. 
How do you see the future for online 
communities in Asia? What will stay 
the same? And what aspects will 
evolve? 

China already has over 200 million 
Internet users, and is about to be-
come the largest Internet commu-
nity in the world. There's great po-
tential here for online communities. 
Our latest survey shows that mobil-
ity is key for Chinese users: nearly 
93% of respondents in China said 
that cellular phones were "very im-
portant" or "important" as means of 
communications. Another factor 
pointing to the mobility of Chinese 
users is the fact that those users 
responding from China indicated 
that they particularly value the fact 
that with online networking, they're 
not bound by time and place. XING 
is very forward looking in terms of 
mobile networking: we completely 
redesigned our mobile website last 
year, and in November 2007 we 
launched a mobile version of XING 
especially for the iPhone.  

Furthermore, we just entered a co-
operation agreement with Yahoo! to 
offer users direct mobile access to 
XING contents. 

Offline networking events are also 
very important for Chinese users. 
According to our survey, 76% of Chi-
nese users polled indicated that 
they considered these events to be 
"important" or "very important". We 
regularly organize offline events in 
China, and once a year we put on a 
XING Networking Festival in which 
business professionals in all major 
Chinese cities meet at the same 
time to network and interact. At the 
last networking event in October 
2007, 13 cities were represented: 
Beijing, Shanghai, Tsingtao, Zheng-
zhou, Xiamen, Fuzhou, Chongqing, 
Changsha, Wuhan, Chengdu, 
Guangzhou, Nanjing, and Xi'an. 
 

Where do you see XING in 5 years? 
What are your plans for the future? 
Do you have any new projects in the 
pipeline? 

Our key strategic goal is to grow in a 
profitable manner, and to expand 
the network on a global scale. I'm 
sure you can understand that I can't 
relate specific plans here; we're a 
publicly-traded company, and that 
kind of information has to remain 
confidential. One thing's for sure: in 
coming years, we'll continue to pur-
sue innovative development of the 
platform in the interest of our mem-
bers. In 2008, we'll expand XING 
Marketplace with new categories, 
and expand PremiumWorld with 
even more offers. 
 

Which online forums and communi-
ties respectively do you participate 
in (if any)? Which are your favorites - 
and what makes them so good? 
As a passionate networker, I'm a 
member of many communities. 
Right now, I find twitter.com particu-
larly interesting.  

continues on Page 33 
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All right, I'm not 
sure if there's any 
long term value to 
be gained in it, but 
it's definitely the 
most interesting 

way to tell the world about yourself 
in 140 characters or less. 

As XING AG intends to continue its  
pursuit of growth via personal 
recommendations and invitations 
(viral marketing), the company is 
offering all Asian eMarketing 
r e a d e r s  a  X I N G  p r e m i u m 
membership for free.  

In general their members can select 
between a free “basic membership” 
and a fee-based “Premium 
Membership”. The fact is, the more 
active members one has in the 
network, the more interesting it is 
for the community – individuals and 
business partners. 

If you are interested in a 
membership, please click here: 
http://www.xing.com/premium-aem 

Around three years ago, I got myself 
an invitation to XING from a 
company I interviewed as a thank 
you.  

Since then, XING has definitely 
made my professional network an 
active part of my life. And just as 
they say, it’s not only productive, it’s 
also accessible anytime, anywhere 
via Internet and all smart phones 
including iPhones, PDAs and 
Blackberrys – perfect for road 
warriors. Isn’t it about time you 
started XINGing too? ◊ 
 

By Daniela La Marca 
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Founded in 1993 with its headquar-
ters in Starnberg, near Munich, the 
Germany-based DCI AG (Database 
for Commerce & Industry AG) has 
developed over the past 15 years 
from a pure marketplace provider to 
an innovative service provider.  

The company offers a range of e-
commerce solutions for the busi-
ness-to-business market, which in-
clude solutions for sales and mar-
keting, customer procurement and 
information provision. DCI's services 
can be divided into three areas:  

• Information Providing - which in-
cludes DCI Media, data services 
and Wide Area Infoboard (WAI);  

• E-Commerce - offering an online 
information databank for informa-
tion and communication technol-
ogy, called DCI WebTradeCenter; 

• Marketing - providing such elec-
tronic product catalogues as .tma-
Files and DCI TradeManager.  

 

Most interesting for Asian e-
Marketing has been the Wide Area 
Information Board (WAI) as we have 
been observing its progress for the 
past few years. It is one of DCI AG’s 
developed and patented technology 
for the automated dissemination of 
topical content (such as e-mails, 
WAI pages, press releases) via tar-
get group specific Internet portals 
and is the focus of this article.  
 

DCI’s WAI is an impressive Web-
based solution for the dissemina-
tion of information and media of any 
kind on the Internet. It is not just a 
new advertising system, but really a 
completely new advertising concept 
that outperforms previous forms of 
online advertising in terms of sim-
plicity, the degree of attainability 
and up-to-dateness. 
 

With this product and a sound strat-
egy in place, it is not surprising that 
the listed company achieved once 
again in 2007, very positive results, 
enjoying a sales growth of more 
than 200%.   

As the WAI is a perfect tool for the 
Internet of the future and Web 2.0 
(one of technology’s hottest buzz-
words), DCI expects further signifi-
cant increase in revenue and earn-
ings improvements in 2008.  
 

Asian e-Marketing is proud to have 
managed to get an interview with 
the founder and CEO of DCI, Mr. Mi-
chael Mohr. He started of by de-
scribing the WAI concisely: “The WAI 
is a patented solution to circulate 
digitally, all kinds of information e.g. 
newsletters, PDFs, fax, video, etc. 
The advantage of this solution is the 
distribution of information in theme 
of channels, so that the message 
(e.g. product advertising) reaches 
the target group.” 

With the patented technology of the 
Wide Area Information Board (WAI), 
DCI indeed provides a novel adver-
tising and information platform for 
the spread of targeted advertising 
and information e-mails. E-mail con-
tents, offered by a provider, can 
selectively get displayed by a variety 
of portal servers. Thus, vendors are 
provided with a novel alternative to 
existing advertising concepts (as for 
instance e-mail direct marketing or 
common Internet advertising) with 
higher attainment levels at reduced 
costs.  
 

At the same time, the WAI serves to 
enrich the content-specific informa-
tion of Internet portals. The adver-
tising effect of easy-to-create adver-
tising or information e-mails respec-
tively gets multiplied several times 
over. In this way, a new target group 
specific market for newsletters is 
made accessible, which therefore 
does away with the well-known 
problems of e-mail marketing. 

A main component of the WAI com-
plete system is a central informa-
tion server – operated by DCI AG- 
that provides a variety of vendor 
specific e-mail addresses. The Cen-
tral Information Server saves the 
received e-mails and those that 
have to be dispatched of all differ-
ent providers and leads as a data 
stream target group specific via the 
Internet presence of various portal 
servers to the desired information 
addressees. A huge plus point here 
is the fact that the target audience 
and network infrastructure won’t be 
unnecessarily loaded with advertis-
ing and spam.  
 

Of course I was interested in how 
DCI or Mr. Mohr respectively started 
the business and how long it took 
him to get it to the point it is at to-
day.  
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I also asked him what was his 
source of inspiration that kicked-off 
the WAI in the first place. And Mr. 
Mohr was willing to answer all my 
questions: “The DCI AG, or previ-
ously DCI GmbH, has already been 
dealing for about 15 years success-
fully with the dissemination of infor-
mation / advertising. Through the 
Internet and the e-mail medium, we 
got advantages for product market-
ing, but also risks due to spam.” 
Therefore, the idea for the WAI 
emerged from our own needs, he 
said. “We wanted to reach a lot of 
recipients with different information, 
we wanted legal protection as a  "no 
spam distributor” and we wanted to 
present the huge amount of infor-
mation in a well-arranged format 
from an editorial perspective.”, he 
added  
 

Asked if he could give our readers 
insights into the technology of the 
WAI,  he claimed that the 
technology would be easy to ex-
plain: “A sender of information, e.g. 
a marketing manager of hardware 
peripherals like monitors, wants to 
disseminate his latest product infor-
mation. The sender can, from any 
place with an Internet connection 
e.g. at a trade fair or any city, dis-
patch his product information to his 
WAI e-mail address. Once this is 
done, the newsletter will immedi-
ately be available in the WAI theme 
channel, on the homepage of the 
consignor, in external theme portals 
or partner.” Mohr adds proudly: 
“Our technology enables product 
advertising instantly and not hours 
or days later!” 
 

As the ideal target group for the WAI 
Mohr identified all senders of infor-
mation with the goal of product ad-
vertising and customer acquisition - 
no matter what kind. As he said: 
“The WAI can be used by anybody - 
the IT sales department or the res-
taurant for distribution of its current 

menu - including its presentation on 
their website.” 

When asked how many companies 
already use the WAI as a marketing 
tool and about his strategy to en-
force DCI’s success even more he 
told me: “We have already 30 major 
projects –and here I mean publish-
ers, financial portals, etc. that have 
purchased a license for the WAI.” In 
the WAI there are according to him 
currently more than 2,000 business 
customers enrolled which send in 
their information daily, weekly or 
some only monthly. DCI plans to 
establish the WAI in the market 
even more effectively through col-
laborations with other companies in 
the field of information data man-
agement or product package dis-
patch he explained. 
 

When I asked what distinguishes 
the WAI from other trade portals 
such as e.g. Alibaba.com, Mohr cor-
rected me that the WAI is not a 
trade portal: “We see ourselves as 
partners for the dissemination of 
information and information man-
agement. The WAI is neither an is-
land solution nor limited to a plat-
form only.” Elaborating on this, he 
added: “A seller of notebooks can 
present his product information in 
the WAI without any loss of time as 
it offers a wide range of distribution 
options. Product offers aren’t lim-
ited to one platform only. A buyer 

has e.g. the opportunity to select his 
subject channel “notebooks ” and 
will receive in this way, product of-
fers on a daily basis.” 

In his opinion the WAI won’t lose its 
attraction in the future due to its 
easy handling, which is often 
praised and confirmed by users. 
“Our customers just need to send a 
fax, an e-mail - newsletters, etc. to 
their own WAI address, and the in-
formation is immediately online or 
available on their own Website”, he 
affirmed and added “neither does a 
sender have to deal with a mem-
ber's area and place information 
there, nor are their any additional 
expenses. The information simply 
has to be sent to his WAI address 
and it’s done.” 
 

So when asked where he would see 
the WAI in 5 years he said in a nut-
shell “as a central platform that or-
ganizes e-mails worldwide in data 
streams and represents a real alter-
native to conventional e-mail adver-
tising.” 

DCI’s CEO is a big fan of the online 
business networking portal XING 
(see Article, Pg. 29) as he has ac-
quired through it, very good con-
tacts.  

When I asked what he believes are 
the major factors someone has to 
take into consideration when build-
ing a "community” he answered in 
his very structured style: 
 

1. The theme 

2. The user has to have the option 
to participate actively by using WEB 
2.0 technology. 

3. Easy navigation for the user / 
clarity 

4. The users have to have the 
chance to invite, as an invitation 
has a higher value than common 
advertising via advertising banners 
or text links. 
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And how does he see the future of 
online communities, for example, 
what he expects to stay the same 
and what he believes will evolve? 
His answer: “Common communities 
will be gradually replaced by social 
network solutions, and the simple 
forums will gradually disappear. It 
can be observed that there are in-
creasingly more social network com-
munities on specific topics e.g. cars, 
pets, etc. and I think this will be 
widely accepted in the future.” 
 

With regards to the WAI in Asia, he 
is very confident and optimistic that 
the technology will gain a strong 
foothold in the region. In fact, he 
has already registered the domain 
www.wai.asia and believes that DCI 
can avoid many mistakes when im-
plementing the online marketing 
tool in Asia. He explained that DCI 
has learnt a lot from their experi-
ences in the German market and 
have optimized the WAI accordingly.  

In general, I look on the bright side 
for the start as we can already fall 
back on a huge address database”, 
he elaborated. 
 

He couldn’t comment on his plans 
for the future or any new projects  
but hints that they will have some-
thing to do with e.g. igoogle or myya-
hoo. 

As Mr. Mohr is well-versed in both 
on and off-line entrepreneurial ex-
perience, I didn’t want to miss the 
chance in asking him for advice he 
could give young, would-be Web en-
trepreneurs. And DCI’s mastermind 
didn’t hesitate to mention a few, 
such as: 

• Test your product or company 
goal for the target group; 

• Don’t get slowed down by other 
ideas, or deduct capacities of 
the basic idea. 

• Initiate talks with potential part-
ners e.g. to support each other, 
but watch out that you “don’t 
bring competitors on the boat." 

• Keep an eye on your own costs, 
especially regarding software 
solutions. Look out for better 
deals from open source solu-
tions rather than pay more for 
the same thing via expensive 
software licenses. 

• Don’t only plan, but implement 
your product in the market 

 

We have learnt that all kinds of in-
formation and advertising can easily 
be made available via the WAI - om-
nipresent and target group specific 
through a variety of participating 
portal servers with high penetration 
levels. So, the WAI seems to be a 
quasi mix of display and push adver-
tising, using the respective advan-
tages. It is a scalable platform for 
the digital distribution of any topic 
and easy to create content.  
 

As a real alternative to the hitherto 
existing concept of push advertising, 
the WAI has with its functional diver-
sity, the potential for relegating and 
successively replacing direct e-mail 
marketing as well as traditional, 
static display advertising.  
 

By using future-oriented Internet 
formats (RSS feeds, etc.) the WAI 
can flexibly adapt to future data for-
mats. The clear theme and con-
tents-specific proliferation of all in-
coming e-mails opens all chances of 
being part of the much anticipated 
semantic Internet (Web 3.0) in the 
future.◊ 

By Daniela La Marca 
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Motorola is at the forefront of tech-
nological innovation and when it 
comes to Web 2.0, the company is 
no different. In August last year, the 
company unveiled its WebUI inter-
face on MOTOMAGX, a Linux-based 
program. Based on open-source 
technologies and standards, WebUI 
enables the development of Web 
2.0 applications that leverage na-
tive services found on MOTOMAGX.  

However, Motorola’s push into the 
world of the digital marketplace and 
Web 2.0 does not stop here and is 
definitely not limited to only its 
many devices. The company is well-
known to be one of the world’s most 
aggressive enterprise adopter’s of 
Web 2.0 technologies. It calls its 
Web 2.0 initiative – “Intranet 2.0” 
and according to the company, 
70,000 use it everyday, including 
partners.  

As of 2007, the company was run-
ning 4,400 blogs and 4,200 wiki 
pages.  

Among the Web 2.0 technologies it 
uses are social bookmarking and 
tagging by Scuttle as well as social 
networking by Visible Path.  

And if you think it takes many peo-
ple to run this, you’re wrong be-
cause Motorola’s Enterprise 2.0 
team is made up of four people, 
who run the company’s entire blog, 
wiki and forum environment. 

At Motorola, Intranet 2.0 started 
slowly but steadily. It grew organi-
cally via word of mouth and through 
the use of 250 “knowledge champi-
ons” strategically located through-
out the company with the purpose 
of evangelizing Web 2.0. In fact, Mo-
torola chose right from the very start 
to keep the Web 2.0 technology it 
used simple, thereby ensuring that 
the evangelism developed into ac-
tual adoption and constant use. 
This strategy has been successful 
with the company now seeing less 
email use instead, replacing email 
with Web 2.0 technologies like wikis 
and blogs thereby enabling informa-
tion to be shared with a wider audi-
ence. A key advantage of this strat-
egy is that productivity has been 
improved. For example, instead of 
developing a different pitch for 
every client, sales people can now 
re-use information that might be 
posted on a wiki. 

Motorola remains on the cutting 
edge of technology and is one of the 
leaders in Web 2.0 in the mobile 
community. It’s definitely a com-
pany to watch on the Web 2.0 
scene. 

That Web 2.0 has arrived is undis-
puted. However, it’s vast and disrup-
tive impact especially in the busi-
ness world is only beginning. Web 
2.0 is much more than the latest 
technology buzzword; instead it is a 
transformative force not only 
amongst consumers, but now also 
in the workforce, propelling compa-
nies everywhere and across differ-
ent industries towards a new way of 
doing business characterized by 
greater user participation, openness 
and network effects.◊ 

By Shanti Anne Morais 

W E B  2 . 0  E M B R A C E D  A T  M O T O R O L A  

Click here to return to the contents 

http://www.mediabuzz.com.sg


Page 38 C O M P A N I E S  &  C A M P A I G N S  

Reiner Ebenhoch is the founder and 
Managing Director of Medialive Pte 
Ltd, a Singapore-based company 
specializing in consultancy for pub-
lishers in the Asia Pacific. The com-
pany is also the region’s representa-
tive of Redmatch International Ltd, 
a leading global provider of recruit-
ment solutions. 

He has been working with the Asia 
Pacific publishing industry since 
1986 and before Medialive, spent 
his whole career in print publishing, 
ending up as the Asia Pacific CEO 
for a leading MNC and provider of 
publishing solutions.  
 

With the re-emergence of the inter-
net in the early part of this decade 
came the need for print publishers 
to reinvent themselves and it be-
came clear to many that they were 
not prepared and equipped to com-
pete in this new media. Ebenhoch 
jumped at the opportunity to offer 
support when he felt that the prod-
uct ranges of the traditional vendors 
to this industry did not change at 
the rate required by publishers, re-

sulting in the launch of Medialive in 
2003. 

He recalled: “Publishers had in-
vested millions of dollars in a print-
centric infrastructure. My philosophy 
is and was to provide my customers 
with products that can offer added 
value to an existing infrastructure, 
such as online classifieds, commu-
nity portals or online recruitment” 

Here is where Redmatch comes in 
and packs a punch. According to 
Ebemhoch, the Redmatch Portal 
Edition that Medialive offers in the 
Asia Pacific, accepts input of print 
job ads from the print advertising 
system, thereby leveraging the in-
vestment in print. 

Together with travel and banking, 
print publishing faces said Eben-
hoch, the most challenges and 
changes brought upon by the inter-
net. For those publishers that em-
brace the internet it is clearly a mar-
velous opportunity; but for those 
that don’t: “it will be their downfall”, 
predicts Ebenhoch. He stressed: 
“And by embracing, I do not mean 
just setting up a website copy of the 
print edition, but to make the inter-
net an integral, yet independent unit 
of your business in order to increase 
your reach and attract customers 
you would not reach with the print 
edition” For many years, newspa-
pers and magazines had the policy 
to protect their print business by not 
publishing editorial content on the 
web until after it was printed. Now, 
we understand that we entirely ig-
nored one of the greatest advan-
tages of the internet – time to mar-
ket! Fortunately this is changing 
now and most publishers start to 
operate from a central newsroom 
and news-worthy news goes online 
the moment they are ready.  

Indeed, thanks to community por-
tals, blogs, talkbacks, and citizen 
journalism, publishers for the first 

time in their history can communi-
cate with their readers.  

Before that it was a one-directional 
road where publishers had only very 
sketchy ideas who their readers 
were. Now readers are empowered 
to participate with immediate feed-
back and even content of their fa-
vorite publication.” Note”, Ebenhoch 
said, “I avoid the word “newspaper” 
as it is no longer the only form of 
media that readers peruse from a 
publisher. Their online edition al-
lows the use of rich media such as 
adding movies, etc. to further enrich 
the content.”  
 

Without doubt, online communities 
are increasingly becoming part of 
customer marketing and service 
strategies simply due to the fact 
that when customers form alliances 
with others to share their views, 
business needs, and interests, this 
can forge stronger emotional ties to 
brand. 

Therefore, companies are creating 
online communities for their end 
users and business partners to re-
tain customers, build brand loyalty 
and increase revenues. These 
online communities promote viral 
growth and allow customers to inter-
act with others who have similar 
interests.  Savvy businesses are 
realizing that this is a source for 
both building relationships and cap-
turing valuable marketing informa-
tion about their customers, products 
and competitors and therefore com-
munity portals will become more 
and more a major media. 
 
Ebenhoch’s thoughts on advertising 
are especially interesting: “I am ab-
solutely convinced that classified 
advertising will disappear from print 
completely within the next 5 to 10 
years. This is a scary thought for 
newspapers when one considers 

continues on Page 39 
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portals or leverage their franchise, 
relationships, credibility and exper-
tise to expand their recruitment 
business into the online world?” 

Well, the Redmatch Portal Edition 
could be a solution. It is a product 
developed for this specific market 
that over the past two years has 
implemented and hosted the job 
portals of leading publishers from 
Australia to India, such as, Singa-
pore Press Holdings, Western Aus-
tralian News, Star Publications Ma-
laysia, Post Publishing Thailand, 
Sing Tao in Hong Kong to name 
some. 

Giving insights into the technology, 
Ebenhoch said: The Redmatch Por-
tal Edition product is a hosted solu-
tion. For our Asia Pacific customers 
we host from a heavy duty server 
farm in Singapore. The product pro-
vides very comprehensive function-
ality, both from a publishing as well 
as recruitment perspective. 
Amongst the most outstanding fea-
tures would be the reciprocal real-

time intelligent matching engine, 
matching a job requirement with the 
skills and preferences/goals of can-
didates. This allows HR managers to 
receive only relevant applications 
ranked in order of their compatibility 
along with match analysis, reducing, 
if not eliminating the time wasted 
reading applications from non-
qualified candidates. The Redmatch 
Portal Edition differentiates newspa-
pers from the competition by provid-
ing solutions, delivering the best 
results, shortening time to hire and 
increasing recruiting process effi-
ciency.  

Asked about his plans for the future 
Ebenhoch shared that he intends to 
expand Medialive’s product range 
for recruitment. As their partner 
Redmatch has released a product 
that will serve the recruitment 
needs for corporations at any size, 
he will launch this product at the HR 
Summit 2008 in May in Singapore.◊ 

By Daniela La Marca 

that a very large percentage of a 
newspaper’s profit comes from clas-
sified advertising. Let’s look for in-
stance at recruitment advertising. It 
was worth a staggering 18 Billion 
US Dollar a year. Until only a few 
years ago, 95% of this went to print 
media. Over the past seven years 
this percentage has steadily de-
clined. Today, in the USA, less than 
50% of the recruitment ad-dollars 
are still in print – the rest is online! 
So, what should newspapers do? 
Leave this rather lucrative business 
uncontested to independent job 
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Instant message (IM) services: Us-
ing an IM program, you can type the 
message you want to send, and a 
friend on another computer can see 
it almost immediately. When your 
friend types a response, you see 
that quickly as well. 
 

Chat rooms: Typically dedicated to a 
particular topic, these online forums 
function much like instant messag-
ing, but allow a group of people to 
communicate with each other at 
once, rather than on an individual 
basis. 
 

Blogging sites: A blog, short for 
"Web log," is a personal journal 
posted online to be viewed by the 
public. Visitors can leave comments 
for the blog writer about particular 
entries. 
 

Social networking sites: Web sites 
such as Windows Live Spaces, Face-
book, MySpace and others that pro-
vide several different ways for peo-
ple to communicate with one an-
other, including through personal 
Web pages with photos and video, 
blogs, message boards, and instant 
messaging features. 
 

What should you be aware of when 
you join a community? 

Online communities require you to 
provide personal information.  

You'll be asked for at least a user 
name, e-mail address, and pass-
word when you sign up. In the inter-
est of community building (and com-
mercial marketing), the community 
might also suggest you fill out a 
user profile that includes much 
more personal information, such as 
birth date, your home and work ad-
dresses, home and work phone 
numbers, gender, marital status, 
occupation, instant messaging 
names, and more. 

Profiles are public. Some groups 
allow their members to view lists of 
other group members' screen 
names—and sometimes their e-mail 
addresses and full profiles as well—
in a membership area on the site. 
Don't post information that you're 
not comfortable sharing with strang-
ers. 
 

Comments you post are perma-
nently recorded on the community 
site. As you get to know people, the 
community might begin to feel cas-
ual and familiar, and you might be 
tempted to talk about your kids by 
name, mention where you work or 
live, or reveal information about 
valuable collections in your home. 
You might even mention when you 
plan to be out of town. Even if 
you've been involved with a commu-
nity for a long time, don't be lulled 
into a false sense of security. Al-
ways stay aware of how such infor-
mation might be used by scammers 
of all kinds, both online and off, and 
refrain from sharing too much. 
 

E-mail and phishing scammers 
count on the appealing sense of 
trust that is often fostered in online 
communities to steal your personal 
information. The more you reveal in 
profiles and posts, the more vulner-
able you are to scams, spam, and 
identity theft. In fact, according to 
the United States' Federal Trade 
Commission (FTC), 86 percent of 
the e-mail addresses that are 
posted to Web pages and news-
groups and 27 percent of the ad-
dresses that are posted to message 
boards receive spam. 
 

How do these online services help 
protect their users? 

Online community providers offer 
several ways to help protect you 
when you use their services, de-

Many Internet 
users belong to 
one or more 
online commu-
nities where 
they can share 
ideas and infor-
mation with 
people who en-
joy similar inter-
ests. Such com-
munities include 

e-mail distribution lists, message 
boards, newsgroups, blogging sites, 
social networking sites, and more.  

You can help protect your privacy 
and still enjoy the benefits of these 
groups by following a few basic 
guidelines. 
 

Types of online communities 

Online communities come in many 
different forms and are available 
through major Internet portals, such 
as MSN.com, Yahoo.com, AOL, and 
more. These are the most common: 
 

Email distribution lists: Also called 
"e-mail lists" or "groups," these ser-
vices let you read, write, and re-
spond to e-mail messages on a spe-
cific subject, using a single e-mail 
alias. You can even create new 
groups. For example, if you're inter-
ested in travel, you might join or cre-
ate a group devoted to that subject. 
Then you could communicate with 
all the other members of the group 
by writing and replying to the 
travel@example.com e-mail ad-
dress. 
 

Message boards and Newsgroups: 
These sites are often also called 
"bulletin boards" because they pro-
vide a place for members to leave 
and respond to messages from each 
other. 
 

P R O T E C T I N G  Y O U R  P R I V A C Y  I N  O N L I N E  C O M M U N I T I E S  
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options might be available to help 
limit other group users' access to 
you, your e-mail address, and your 
posts, including: 

Filtering options: Offered on blog-
ging sites, these tools let you to 
choose which subscribers can see 
what you've written. 
Anonymous post blocking: Offered 
on blogging sites, this option lets 
you block anonymous replies to your 
blog entries, denying mean-spirited 
or abusive users the protection of 
anonymity. 
 

IP address logging: Offered on blog-
ging sites, this service lets the site 
track each computer that posts 
comments on your blog. Anyone 
who is reported to be violating the 
site's user agreement by posting 
abusive comments can then be con-
tacted and penalized if necessary. 
 

Private communities: Some e-mail 
distribution services let you create 
private e-mail lists. Once you create 
a list, you are designated as the 
group moderator and can approve 
who joins and who can write or re-
ceive messages. 
 

Opt-out marketing options: These 
give you the choice of whether or 
not to receive special offers or tele-
phone solicitations as a result of 
registering to use the online com-
munity. 
 

E-mail address masking: Masking 
involves inserting a word or phrase 
in the middle of your regular e-mail 
address to help foil automated e-
mail "harvesting" programs, for ex-
ample: 

somone@nospam.example.com. 
However, some newsgroup and bul-
letin boards services don't allow 
masking, and as spammers become 
more sophisticated, their harvesting 
software might be able to recognize 
a masked e-mail address. 
 

Alternate e-mail addresses: Con-
sider using an alternate e-mail ad-
dress for your subscriptions to help 
minimize inbox clutter.◊ 
 

Online Safety Recommendations  
by Microsoft 

pending upon the kind of commu-
nity you join. Here are some fea-
tures to look for when you're consid-
ering joining an online community: 
 

Privacy policies that explain exactly 
what information the service will 
collect and how it might be used. 
 

User guidelines that outline a basic 
code of conduct for users on their 
sites. Sites have the option to penal-
ize reported violators with account 
suspension or termination. 
 

Special provisions for children and 
their parents, such as family-friendly 
options geared towards protecting 
children under a certain age. 
 

Password protection to help keep 
your account secure. Be sure to cre-
ate a strong password when you 
first sign up to an online community. 
When passwords are misplaced or 
forgotten, the service might use se-
curity questions (such as "What is 
your mother's maiden name?") to 
help confirm your identity. 
 

E-mail address hiding, which lets 
you display only part of your e-mail 
address on the site's membership 
lists. Some services offer you the 
option to hide your e-mail address 
completely. 
 

Additional tools to help protect your-
self 

Depending upon the type of online 
community you subscribe to, other 
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Benchmark 
• BBS or Internet Forum: The WELL, GEnie, Dead Runners Society 
• Blog: LiveJournal, Xanga, MySpace, Facebook, Blogspot, Bolger 
• Webcomic: UserFriendly, Penny Arcade, Sluggy Freelance, Ctrl+Alt+Del 
• Virtual world/city: LucasFilm's Habitat, Secondlife, Millsberry 
• IM: ICQ, Yahoo! Messenger, Windows Live Messenger, AIM 
• IRC/EFNet 
• MMORPG: Everquest, Ultima Online, World of Warcraft, Silk Road Online 
• MOO: LambdaMOO 
• MUD/MUSH: TinyMUD 
• P2P: Kazaa, Morpheus, Napster, Limewire 
• USENET 

• Wiki: Wikipedia, WikiWikiWeb, Wetpaint, PBWiki 
• WWW: eBay, GeoCities, Slashdot, Digg 

Discussion boards 
• Dead Runners Society 

• GameFAQs 

• Offtopic.com 

• Something Awful 

• 2channel 

• The Talk 

• Zombie Squad 

 

Art communities 

• Albino Blacksheep 

• DeviantART 

• Elfwood 

• Newgrounds 

• Sheezyart 
 

MUD, MUSH, MOO 

• GemStone 

• ifMUD 

• Category:MU* servers 

• Category:MU* games 

Other types 
• 4chan (imageboards) 

• bianca 

• Del.icio.us (social bookmarking) 

• eHarmony (online dating service) 

• Fug 

• GameTZ.com (an online game, 
music, movie, and book trading 
community) 

• Hospitality Club (free accommoda-
tion world wide through hospitality 
exchange) 

• Meetup (an online service de-
signed to facilitate real-world 
meetings of people involved in 
various virtual communities) 

• Stumbleupon (web surfing) 
 

Virtual Community Poineers 
and Experts 
• Bart Cilfone 

• Peter Kollock 

• Jenny Preece 

• Sheizaf Rafaeli 

• Howard Rheingold 

• Fay Sudweeks 

• Sherry Turkle 

• Barry Wellman 
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Dear Reader, 

That Web 2.0 has arrived is undisputed especially in the consumer world but it is also mak-

ing its presence felt in the business community. A 2007 McKinsey survey has revealed that 

companies are beginning to understand that Web 2.0 technologies present significant 

business benefits that will transform the whole business community.  

Web tools improve employee communication, enhance customer service and spur produc-

tivity. Many leading-edge companies have already embraced these tools (such as blogs 

and online communities) to enhance content management, corporate culture, peer data 

sharing and communications, recruitment and customer service, as well as marketing. 

At its core, Web 2.0 is about technologies that enable new platforms for user interaction. 

By giving users the tools to create, contribute and customize their experiences, Web 2.0 

service providers leverage people to help build and add value.  These services have grown 

from product reviews and blogs through social networks to ‘mash-ups’ of mapping data 

and classified ads to  

However, it’s vast and disruptive impact especially in the business world is only just begin-

ning. Web 2.0 is much more than the latest technology buzzword; instead it is a transfor-

mative force not only amongst consumers, but now also in the workforce, propelling com-

panies everywhere and across different industries towards a new way of doing business 

characterized by greater user participation, openness and network effects. 

In this issue of Asian eMarketing, we take a closer look at Web 2.0 and online communities 

– their implications, opportunities  and value for the business environment; how web 2.0 

users tick and click;  the pitfalls many companies face and how to avoid them; online com-

munity security issues and much more. We also zoom in on Web 2.0 pioneers and visionar-

ies like XING, DCI,Motorola and Medialive, and technology leaders like Salesforce.com, 

IBM, MindTouch, to name a few. 

Have you booked your seat at our half-day seminar on WAN Optimization? If you want to 

learn exactly how WAN Optimization improves your WAN traffic and bandwidth, and helps 

keep your business on the cutting edge, then this is the event for you. Delve deeper into 

this technology together with us on the 29th of April 2008 at the Arts House (the former Old 

Parliament).  For more information on the program, click on this link: http://

www.mediabuzz.com.sg/htmlads/wan/ 

Seats are limited and going fast so sign up here for your complimentary registration to 

avoid disappointment: http://www.mediabuzz.com.sg/buzzevents/event-subscribe.html 

We look forward to seeing you there! 

Happy reading! 

  

Daniela La Marca 
Editor, Asian e-Marketing 
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