
What exactly is Social Me-
dia Marketing? As with 
many other technologies 
and services available, 
there are many different 
versions of definitions 
floating around. In a nut-
shell it can be defined as 
“the online technologies 
and practices that people 
use to share content, 
opinions, insights, experi-
ences, perspectives, and 
media themselves. Social 

media can take many dif-
ferent forms, including 
text, images, audio, and 
video. Social media sites 
typically use tools like 
message boards, forums, 
podcasts, bookmarks, 
communities, wikis, blogs 
etc.” This definition is in-
teresting because of the 
mention of message 
boards and forums. The 
World Wide Web evolved 
from old BBSes (Bulletin 
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Building business relation-
ships online is fast becom-
ing pivotal in many compa-
nies strategies. Online 
communities and social 
software can be used to 
connect with the right peo-
ple in order to help you 
grow your business and 
advance your career. Here 
are some ways you can 
use social networks to 
market your company and 
you: 

Research your market 
thoroughly 
Listen more than you talk. 
Through participating in 
online/social communi-
ties, companies can learn 
a lot about consumer in-
terests and reactions with 
a candor rarely found in 
focus groups and surveys. 

Create competence 

If becoming an expert in 
your field is part of your 

marketing strategy, social 
networks are a very acces-
sible outlet. You can 
speak up in a mailing list, 
discussion forum, or blog, 
and reach hundred or 
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Board Systems) and Chat 
Rooms. Essentially the 
advent of Social Media 
Web sites is a rebirth of 
the very roots on which 
the Web was built. The 
main difference between 
today’s Social sites and 
those of twenty years ago 
are the publishers. In the 
80s and 90s the publish-
ers were techies and com-
puter gurus.  

S O C I A L  N E T W O R K  M A R K E T I N G  D E F I N E D   

W H Y  S O C I A L  M E D I A  W O R K S  

The benefits of Social Me-
dia are numerous as can 
be seen below: 

• Social Media tends to 
have more of an impact 
amongst those who 
have become quite 
numb to traditional ad-
vertising. They choose to 
engage with your adver-
tising when it is done in 

the Social Media land-
scape while they are 
merely exposed to it in 
the traditional media 
environment. 

• Social Media's potential 
to go viral is one of its 
greatest benefits - if us-
ers like the content they 
will share it with their 
own communities. 

• Social Media allows you 
to create an online com-
munity for your brand 
and its supporters. 

• Social Media can tie in 
nicely with any of your 
other online marketing 
tactics – after all a holis-
tic eMarketing strategy 
is always the best strat-
egy. 
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Today the publishers include every 
demographic from pre-teens to 
grandparents.  
Types of Social Media Web Sites  
Social Networking Sites – These are 
the most common Web sites that 
have redefined Social Media and its 
importance to the Web. These sites 
are typically online communities 
with the goal of social involvement.  
Picture Sites – These Web sites act 
as a repository for pictures online. 
They include many built in functions 
that allow the pictures to be catego-
rized, tagged, and shared.  
Video Sites – These sites act as a 
repository for videos and clips 
online. They include many of the 
same tools as the picture sites.  
News Aggregators – These sites can 
be traffic powerhouses for news 
articles that show up on their top 
pages. They function on article sub-
missions and user voting for top 
placement.  
Forums / Message Boards – These 
sites are typically organized by sub-
ject matter. They can be reposito-
ries of information on any topic. 
Successful forums can unite topic 
experts with neophytes looking for 
answers.  
Blogs – These sites can range from 
personal blogs to corporate blogs. 
T h e y  a r e  t i m e l y ,  d i r e c t -
communication channels that allow 
for reader feedback. Due to their 
ease of use, anyone with access to 
a computer and the Internet can be 
a publisher.  
Social Bookmarking – Tagging puts 
the ability to organize and catego-
rize Web sites into the user’s hands. 
These sites allow for remote access 
to favorites and sharing of favorites.  
Others – The types of social sites 
are continually expanding. There are 
music sharing sites, new mini-
networking sites, answers’ sites, 
podcasting sites, virtual reality sites, 
gaming sites, and more!  

SMM Marketing Techniques 101  
Social Media Websites create new 
marketing challenges and opportu-
nities. Some of the techniques for 
marketing can be used on all types 
of Social sites, while others need 
special considerations. The basics 
are covered in this section. Specific 
tips can be found under the SMM 
Players section below.  
Profile Content – The first place to 
be concerned about marketing on 
Social sites is the profile area. The 
picture and description are the ini-
tial items other users of the site 
may see. Profiles should be com-
pletely filled out with valuable infor-
mation. In the case of corporate pro-
files, include an abstract of what the 
company does and good keyword-
based links back to the company’s 
Website where possible.  
Email – Many social media sites 
have their own internal email sys-
tems. These systems can be utilized 
for email blasts that are specific to 
members of the Web site. If done 
properly, the open and delivery 
rates can be much higher than typi-
cal email campaigns.  
Friends – Many social media sites 
are based on networking principles. 
It is beneficial to increase “friends” 
that are associated with the ac-
count. Approved friends become the 
network that can easily be mar-
keted to via email, bulletins, conver-
sations, or other online interaction.  
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Groups – This can be a faster way 
to increase the network of friends 
associated with the account. Groups 
can be organized by common inter-
ests or other unifying factors. They 
can also be another target for mar-
keting.  
Comments – A very common com-
munication channel in Social Media 
is some type of comment area for 
each member. This area can be 
used for marketing purposes with 
banners, text ads, or links.  
Bulletins – This is a creative way to 
let all of the friends in a network or 
group be notified about something 
through a mechanism that is in be-
tween an email and a comment. It is 
also a very efficient path for market-
ers to get their message across.  
Note also that there is a dark side 
to this medium. Much like early 
Search Engine spammers, unscru-
pulous individuals have found ways 
to manipulate and exploit Social 
Media Web sites. Programs (bots) 
exist that can create fake profiles 
and make fake friend requests. 
These fake profiles can be used for 
spam emails, links to undesirable 
Web sites, or lead to spyware / ad-
ware software infections. An in-
crease in spam on any Web site can 
cause mistrust and lead to user 
abandonment. These abuses, if left 
unchecked, can lead to the demise 
of a Social site.  
 

Why SMM Can Be Part of an SEO 
Strategy  
Natural Search Engine Optimization 
is the key for long-term, sustained 
traffic and success of a Web site. 
Once the typical optimization meth-
ods are completed on a Web site, 
the two main areas for continued 
growth are links and new content. In 
some cases Social Media sites ac-
count for content growth external to 
the main Web site (Blogs, Images, 
Video, Podcasts).  

continues on Page 4 
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Link-building campaigns are one of 
the most difficult strategies associ-
ated with Organic Search Engine 
Optimization. Link building involves 
an ongoing and committed effort to 
find high-quality and relevant Web 
sites and Directories. While great 
sites full of rich content naturally 
gain links, sometimes extra effort is 
required for sites to get the ball roll-
ing. Social Media sites have opened 
the door for quick and easy quality 
links.  

Here are a few ways to use links in 
Social Media: 
  

Profiles – Be sure to fill out “your 
company URL”. Where possible use 
the company’s name and a keyword
-rich slogan as the anchor text. If 
there is HTML access to other areas 
of the profile, add a few deep links 
to other content in the Web site. 
Perhaps link to a relevant white-
paper or important product page. 
  

Comments – Occasionally post links 
in your friend’s comment areas. This 
area can also be utilized for ban-
ners or pictures that link back to the 
Web site.  
 

Signatures – Much like an email 
signature, a blurb can be used at 
the end of posts on forums or mes-
sage boards.  

This is a nice area to have a key-
word-rich sentence or two about the 
Web site and good keyword links.  
 

When using any of these tech-
niques, adhere to the rules of the 
community. Some will allow links, 
some will loosely restrict links, and 
others will allow only one or two.  
Tagging is a Web 2.0 phenomenon 
that is reminiscent of the early days 
of meta tags. It is a way for users to 
organize and define their content 
with keywords. Tagging creates a 
link structure that Search Engines 
use to associate keywords to con-
tent. This keyword taxonomy is im-
portant in today’s search engine 
algorithms and will be a bigger part 
of the next generation of search. 
Whenever a Social Media Web site 
gives you the opportunity to tag, la-
bel, or describe something, use 
good relevant keywords or keyword 
phrases. For example: “Joe’s Pic-
ture” vs. “Mini Season Lobster Div-
ing 2007”.  
Google typically limits results from 
one domain to two URLs per SERP 
(Search Engine Results Page). So-
cial Web site profiles can rank nicely 
in SERPs. This can be used for 
brand protection and to suppress 
negative search results. Build pro-
files with unique content for each. 
Rewrite corporate abstracts and 
optimize for the company name 
where possible. Owning SERP real 
estate is very valuable.  
Google Universal is a hot topic in 
the world of Search Engine Market-
ing. It is the expansion of common 
search results to include images, 
video, local, maps, and product in-
formation. A search for “Google 
Webmaster Tools” on Google has a 
Matt Cutts’ video with an eye catch-
ing mini screenshot in the top re-
sults.  
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A search for “Danica Patrick” on 
Google has image results at the top 
and a video result. A search for 
“mortgage” on Google has a news 
video result at number one. Ranking 
at the top of Google does not mean 
just optimizing Web pages anymore. 
Videos, images, news and more 
need to be optimized. Some of the 
social sites are designed exactly for 
this task.  
 

Social Media Marketing Players 
  

There are many players in each of 
the Social Media categories. Only 
the top few are examined below. 
This list is not inclusive of the only 
sites considered when embarking 
on a Social Media Marketing cam-
paign.  
 

Social Networking Sites  
 

MySpace – This is the granddaddy 
of the Social Networking sites. It is 
the number 3 most trafficked Web 
site according to Alexa – a Web site 
ranking service. MySpace revitalized 
the online community structure. It 
was originally designed for up-and-
coming music artists, but exploded 
to be part of pop culture. It is a com-
munity with no barriers to entry. Pro-
file customizations are easy and 
common. It is a great way to com-
municate with friends and meet 
new ones.  
SMM Tips – MySpace is riddled with 
Spam. Do not abuse the email, com-
ments, or bulletins. It is still a mar-
keting powerhouse for internal us-
ers. Corporations have successfully 
built great profiles and implementa-
tions of SMM. Example: http://
www.myspace.com/improvftl  
SEO Tips – MySpace is now using its 
own third-party URL for link redi-
rects (msplinks.com). There is no 
link value passed from MySpace 
links. 
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 Facebook – Quickly becoming 
MySpace’s number one challenger, 
Facebook recently opened its mem-
bership-base beyond college stu-
dents to the entire Web. Join 
groups, post on walls, network, and 
find new friends.  
SMM Tips – Facebook has more 
widgets that cause social interac-
tion. Explore groups and utilize the 
bells and whistles.  
SEO Tips – Facebook is also using 
redirects on some of its links, there-
fore not passing link value. The Web 
site URL links still work. Regardless 
of the lack of SEO value these links 
provide, however, both MySpace 
and Facebook can drive quality traf-
fic to your Web site, so make sure 
good links are in the profiles.  
 

LinkedIn – One of the first and most 
established professional networking 
sites.  
SMM Tips – There is tremendous 
potential for linking to business as-
sociates. LinkedIn is a great way to 
keep contacts and be found by con-
tacts after switching jobs. Dig 
through friends to find new con-
tacts. Fully complete the profile and 
keep it up to date.  
SEO Tips – These profile pages can 
show up highly in search rankings 
when querying someone’s name. 
Use custom text for the company/ 
job URL.  

Runners-up – Friendster, Hi5  
 

Picture Sites   
 

Flickr – This site has become one of 
the most popular picture-sharing 
sites since Yahoo purchased it and 
migrated Yahoo Photos into it. It has 
great searchability and can drive 
some traffic.  
SMM Tips – Be informative on the 
profile. Be very descriptive on the 
pictures, organization of the pic-
tures, and tagging of the pictures.  

SEO Tips – Depending on the soft-
ware used for editing the pictures, 
there is an opportunity to use key-
words in the file attributes. While 
being descriptive of the pictures, 
organization, and tags, you should 
also consider using quality key-
words. For example: Search “social 
media marketing” and you will see 
pictures of social media gatherings.  
 

Snapfish – This site is very similar 
to Flickr, the same rules apply.  
 

Photobucket – This site is very simi-
lar to Flickr, the same rules apply.  
 

News Aggregators  
 

Digg – This site ranks news stories 
according to popularity. Users vote 
on their favorite stories, moving 
them to the first page.  

Articles on the homepage of Digg 
have been known to drive so much 
referral traffic to a Website that it 
has crashed.  
SMM Tips – Getting an article on 
the homepage takes roughly 50 
diggs within a 24-hour period. The 
system for detecting fake digging 
methods gets more complex each 
day. Be part of the community and 
digg articles that you find useful, not 
just your own.  
SEO Tips – Include good keyword 
anchor text in the articles. Add Digg 
buttons to the hosted articles to pro-
mote them being dugg. 
  

StumbleUpon – This site follows a 
similar concept as Digg, except it is 
about voting and commenting on 
Web sites. It can be a great source 
of traffic for new, exciting, creative, 
or undiscovered Web sites.  
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shows up in search results for ge-
neric queries as well as location- 
and resort-specific searches.  
SMM Tip – This site is a very real 
online community. Site users re-
search their travel and make in-
formed decisions based on other 
users’ reviews, tips, and tricks.  
SEO Tip – If you are a travel site, 
pay attention to your brand. Review 
feedback and make corrections at 
the establishment to correct the 
issues or try to provide resolutions 
to problems. Being proactive in 
these communities can go a long 
way. These recommendations go for 
any industry’s forums.  
 

WebmasterWorld – The online re-
source for Search Engine Marketing 
information and other Webmaster-
related issues. This site has been 
around since the 90s. Its focus has 
morphed based on its users’ needs.  
SMM Tip – If you are new to any 
areas of discussion, ask quality 
questions. If you are an expert in an 
area or have valuable experiences 
to share, be helpful and descriptive. 
This is a community where a little 
assistance can go a long way.  
SEO Tip – Links are rarely used. 
When they are, they may go through 
a redirect URL. The profiles can get 
picked up, so fill them out com-
pletely. 
  

Craigslist – The top online, mostly 
free message board in the world. If 
it can be talked about or sold, it can 
be found on Craigslist.  
SMM Tip – Test the waters and ad-
vertise here. Post about your prod-
uct or service and see what hap-
pens. The Job board can provide 
results that rival some of the popu-
lar paid online services. Follow the 
rules and do not Spam Craigslist. It 
can be a great source for local traf-
fic. Be aware, however, that 
Craigslist has received negative 

press recently, due to illicit activities 
from some of its users in adult-
related sections.  
SEO Tip – Message posts are very 
simple by nature. Use good keyword 
titles when posting. Use keyword-
descriptive content. Traffic can be 
generated by searches within 
Craigslist.  
 

Blogs  
There are a diverse number of blog 
options throughout the Web, includ-
ing, Blogger, WordPress, and 
TypePad.  
 

Social Bookmarking  
 

del.icio.us – Owned by Yahoo, this is 
the most popular social bookmark-
ing site on the Web. It has a fantas-
tic toolbar that makes it very easy to 
tag and organize bookmarks.  
SMM Tips – This is a social network 
where anyone can view others’ 
bookmarks. Organize the book-
marks, write great titles and de-
scriptions, and tag sites with key-
words as appropriate.  
SEO Tips – Search Engines crawl 
the profile/saved bookmarks pages. 
They will pay attention to the organi-
zation and tagging structure. This 
equates to off-page optimization for 
a Web site.  
 

Other Types of Social Sites  
 

Second Life – This is a virtual reality 
world that is popular and worth 
looking into.  
imeem – This is a music sharing site 
with an online-community feel.  
Gather – This site is a mashup of 
many of the other types of Social 
Media Web sites.  
Twitter – This is a new creative So-
cial Media site that tracks activity.◊  

SMM Tips – Set up a complete pro-
file and start building a “discovery” 
list of Web sites. Comment on other 
discoveries and participate in the 
community.  
SEO Tips – Be keyword descriptive 
of any Web sites that are added to 
the discovery list. There is a handy 
toolbar to make the StumbleUpon 
process even easier. Networks of 
Stumblers can work together to get 
new, top-quality Web sites to the 
homepage. 
  

Video Sites  
 

YouTube – From Google’s acquisi-
tion to iPhone’s featured compatibil-
ity, YouTube is the top online video 
sharing site. It is full of clips. Some 
videos are amateur, while others 
are professional. YouTube provides 
widgets that allow videos to be em-
bedded on any Web site, saving the 
hosting / streaming headaches and 
costs.  
SMM Tips – Be informative on the 
profile, and be informative and de-
scriptive of the video posts. It is 
likely that if someone likes one 
video, they will follow the profile to 
see what else they can find.  
SEO Tips – Video is being scanned 
for text frame-by-frame and content 
through speech-recognition soft-
ware. When developing video con-
tent, consider keyword-rich audio, 
strategically placed keywords in the 
slides, and possibly using closed 
captioning. Another good technique 
is to post a transcribed version of 
the content of the video as the ab-
stract or summary.  
 

Google Video – This site is very simi-
lar to YouTube, the same rules ap-
ply.  
  

Forums  
 

TripAdvisor – One of the top travel 
forums on the Web. It frequently 
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thousands of people. Say something 
useful, original and profound, and 
you will get quoted and linked to, 
thereby reaching even more people. 

Build and reinforce your brand 

Every signature in an email or on 
the Web, and every profile online is 
an opportunity to reinforce your 
brand. 

Unveil a human voice 

Networked markets demand open-
ness from the companies who want 
to sell into those markets. Organiza-
tions should have more people par-
ticipating virtually than just profes-
sional marketers. A happy employee 
is a more powerful brand evangelist 
than almost anyone in Marketing. 
This is one reason why Microsoft 
has approximately 1,200 bloggers 
out of 55,000 employees. 

Associate yourself with a not-for-
profit cause 

People are much more willing to 
gather around a cause than a com-
pany.  

Microtarget 

If you have identified particular nar-
rowly-defined groups to target, the 
odds are good that you can identify 
a virtual community where they are 
already gathered. Are you selling 
consulting services to independent 
bookstores? If it doesn't already ex-
ist, just create a virtual community 
for your target pool, seed it with 
your closest relationships, and 
watch it grow.  

Ignite word-of-mouth buzz 

If you have a new product or ser-
vice, word-of-mouth—satisfied cus-
tomers talking about you—is one of 
the most effective ways to establish 
your Competence. Word-of-mouth 
flows through social networks; Lead-
ers of networks are excellent light-
house customers. If the most promi-
nent blogger in your field likes what 
you sell, you will create a powerful 
evangelist. 

It is very impor-
tant to note that 
a common mis-
take many mar-
keters make 
when dealing 
with online com-
munication is in 

thinking that it can be turned on 
and off like an advertising cam-
paign. Online networks are in gen-
eral not very receptive to marketing 
messages from brand new mem-
bers. You must earn the right to talk 
about your product through partici-
pation in and contribution to the 
community. Similarly, you cannot 
simply leave when the campaign is 
over, or you will be seen as a “user”.  

Once you’ve established your per-
sonal presence on your social net-
work of choice and started growing 
your network online, here are some 
steps you can take in order to lever-
age virtual relationships for market-
ing. 

Pull not push 

Focus on awareness, not persua-
sion. Your participation, your signa-
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tures and your profiles will create 
awareness. Those who are inter-
ested will be attracted to you and 
will come to you for information and 
assistance. 

Create a standard template for 
email and Web signatures for all 
your employees 

Reinforce your brand with every 
communication. It can be simple 
text, but it’s easy enough to incorpo-
rate your company logo as well. 
However, bear in mind that some 
people do not consider elaborate 
signatures appropriate for general 
correspondence. 

Cross-promote 

Link, link, link…Link to your Website 
in your email signature; Link to your 
communities from your Website and 
link to your personal profile page 
from your community page. 

Create a community 

Do this around a cause or topic as-
sociated with your brand.  

Be consistent, not persistent. 

Long gaps in your participation will 
be noticed and if your participation 
conveniently peaks for the two 
weeks before your marketing cam-
paign, people will see it as manipu-
lative.◊ 

Extracted from  
‘The Virtual Handshake:  

Opening Doors and  
Closing deals Online”  

by David Teten and Scott Allen 
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While many may take it for granted 
or even simply dismiss it immedi-
ately, one of the sites responsible 
for the growth in social media mar-
keting is Wikipedia. In fact did you 
know that Wikipedia is one of the 
top ten most popular sites on the 
Internet today, in terms of unique 
visitors?  

Wikipedia describes itself as "a mul-
tilingual, web-based, free content 
encyclopedia project." What makes 
Wikipedia a social media website is 
the fact that it is written collabora-
tively by volunteers from all around 
the world. In fact, Wikipedia states 
that "people of all ages and cultural 
and social backgrounds can write 
Wikipedia articles." With rare excep-
tions, articles can be edited by any-
one with access to the Internet. The 
idea here is simple: to contribute to, 
or write an article on a topic related 
to your particular business. 

However, before beginning to con-
tribute to Wikipedia you must deter-
mine what your ultimate goal is - are 
you determined to increase traffic to 
your site, build brand awareness or 

increase the number of inbound 
links to your website? If the primary 
goal of your contribution is to in-
crease traffic than the quantity and 
more important the quality of your 
contributions should be your focus. 
You need to make certain that once 
your submissions are read, the 
reader will find it interesting or infor-
mative enough to either follow the 
citation back to your site through a 
number of different methods, or 
that it incites a discussion of the 
article in the discussion tab of the 
Wikipedia article. Once you engage 
the reader you have converted them 
into a potential customer.  

Another important feature to use in 
Wikipedia is the creation of your 
profile. When you make a contribu-
tion to an article you have the op-
tion to "sign your name". This allows 
interested users to follow your sig-
nature to a profile of you, where it is 
possible to than direct the visitor to 
your website. If the goal of your so-
cial media campaign is to merely 
increase the number of inbound 
links than the most important con-
sideration when contributing to 

Wikipedia is on relevancy. You need 
to be certain your contributions are 
relevant in order to ensure their 
staying power, so that other users 
do not edit your submissions. 

One of the most useful features on 
Wikipedia for those of us looking to 
use it as a marketing method is the 
"External Links" section. This sec-
tion appears at the bottom of every 
article. It is, as you might expect, a 
list of external links related to the 
content in the article. It goes with-
out saying that you will have very 
little success if you simply add a link 
to your commercial website on every 

From Page 1 — Why Social Media works 
• Social Media allows you to engage 

with an online community and 
allows you to connect your brand 
to the appropriate audience. 

• Social Media has created a forum 
for brand evangelists. Companies 
should embrace as well as moni-
tor this as users with negative 
opinions of your brand have ac-
cess to the same forum. 

• The various platforms allow you to 
access a community with similar 
interests to your own - networking 
without borders. 

• The numerous interactions allow 
you to garner feedback from your 
communities. 

• Feedback from Social Media sites 
helps drive both future business 
as well as marketing strategies. 

• The range of media enables you 
to learn more about your audi-
ence's likes, dislikes, behavior etc. 
Never before has this much infor-
mation been available to market-
ers - market research just got a 
whole lot cheaper. 

• Niche targeting just got a whole 
lot easier! 

It’s important to note 
that as with all con-
sumer-generated me-
dia there are huge 
risks as well as op-
portunities. Social Media facilitates 
a two-way conversation between 
customer and company – this is one 
of its main attractions. However 
while it has huge advantages and 
opportunities, it also necessitates 
that the company employing it shifts 
its approach from one of "deploy 
and watch" to one of constant in-
volvement with the audience.◊ 

W H Y  W I K I P E D I A  S H O U L D  N O T  B E  O V E R - L O O K E D  
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page that you can find. They will be 
deleted almost as soon as they are 
posted. However, if you have, or can 
make pages on your website that 
are dedicated to providing very use-
ful information to a specific subject, 
you will be successful. Many busi-
ness owners are experts in their par-
ticular fields and there is no reason 
not to take advantage of the 
"Expert" title when writing your arti-
cles.  

These pages should be related to 
the products or services that you 
offer. They should not be blatant 
advertisements for your site or con-
tain sales related material. They 
can, and should, however, offer a 
very easy navigation system that 
would allow the user to access the 
rest of your website and thereby 
convert them into a potential cus-
tomer. 

At the bottom of every article on 
Wikipedia is a reference list. The 
purpose of this list is to give proper 
credit to the source of information 
contained in the article. If you have 
added information to an article that 
is either quoted directly from your 
website, or extrapolated from infor-
mation on your website, than you 
can reference the URL of your site in 
the reference section of Wikipedia.  

Another crucial aspect to consider 
when contributing to Wikipedia is to 
focus on the right topic. You do not 
want to pick a topic that is too 
broad, or you will be competing 
against a large group of contribu-
tors, and more importantly your arti-
cle will probably be edited fre-
quently from your original text and 
you might lose your references. You 
also will not want to pick a topic that 
is too specific, you may have a great 
addition to an article on "antique 
mahogany rocking chairs from the 
mid to late Ottoman empire" but 

nobody will read this, because no-
body will be searching for it, and it 
will most likely be edited out of the 
article. The solution is to pick a topic 
somewhere in the middle. An article 
addition about "The History of Rock-
ing Chairs" would probably draw a 
lot more interest than the previous 
idea without the fear of being 
pushed out.  

You have to keep in mind that just 
because you are adding a contribu-
tion to an article does not mean 
that it will be read or even kept in 
the article. 

A great tool to ultimately get a po-
tential customer from the external 
links section of Wikipedia to your 
website is the use of e-zine articles. 
If you write an article on a subject 
related to your business, and you 
link it to Wikipedia directly through 
your website there is a possibility 
that it will be deleted by other users. 
Many users on Wikipedia are very 
much against the commercialization 
of information, and will view your 
link as an attempt to profit, not as 
an added resource of information. 
This is unfortunate, because often 
times an article written by a busi-
ness owner can act as both. The 
solution to this problem is to submit 
your articles to free e-zine article 
websites such as ezinearticles.com 
or earticlesonline.com. When you 
submit your article to these sites 
you are given the opportunity to list 
some external resources and this is 
a good place to link your website. 
These sites will generally accept any 
article that is written following their 
guidelines, which basically tries to 
limit inappropriate material, copy-
righted material and advertisements 
that are crudely modified to look 
like informative articles. When your 
article is posted on one of these 
websites it will give the author an-
other layer of credibility.  
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It is a good idea to link your articles 
from one of these websites in order 
to help maintain its existence on 
Wikipedia.  

By nature, social media websites 
are constantly changing and these 
are just a handful of the methods 
that you can use to promote your 
website on Wikipedia. There is new 
information and new methods of 
marketing available almost on a 
daily basis. The key to being able to 
stay on top of these changes is to 
get involved with these websites as 
soon as possible, even if that 
means just becoming a member 
yourself. Once you are a member 
you have the ability to learn how 
they function and to see what other 
businesses are doing to advertise 
themselves with these websites. 
Social media websites offer unique 
opportunities, when you become a 
member of a community it often 
lends you a certain amount of trust 
and credibility that will help to sepa-
rate you from the competitor who is 
selling their product out of a box in 
the corner of a monster search en-
gine. 

While Wikipedia can probably never 
compete with the value of good 
search engine marketing, it should 
not be overlooked as well. Under-
standing that the online landscape 
is constantly changing and acknowl-
edging the growth of Web 2.0 as a 
viable marketing platform is  defi-
nitely changing the way we look at 
online marketing. We have after all 
reached an era where sites just like 
Wikipedia help to create a social 
connection between the users, and 
are increasingly becoming an impor-
tant method to get the word out 
about your company, product, or 
service. Instead of ruling it out, why 
not assess if it could be part of your 
online marketing strategy? ◊ 

From Page 9 — Why Wikipedia should not be over-looked 
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Dr. Torsten Schwarz is considered 
one of the best known experts for e-
marketing in Germany. He is editor 
of the marketing-services consul-
tancy issue "Online Marketing Ex-
perts", author of several profes-
sional contributions and books, ini-
tiator of the “marketing-boerse” a 
German online service provider di-
rectory, as well as a much sought-
after lecturer.  
According to "acquisa", the re-
nowned German magazine for mar-
keting and sales, Dr. Schwarz is one 

of the pioneers of the online mar-
keting and sales fields, who due to 
his innovative creativity and years of 
experience is in great demand as an 
advisor for many top-level-
companies. 
When I read Dr. Schwarz’s recently 
published article “The 7-step strat-
egy to Web 2.0 and Social Web” I 
thought it could be of interest for 
Asian e-Marketing readers, too, and 
therefore don’t want to keep his 
article from you.  
So here is the translated version: 

S O C I A L  N E T W O R K I N G  F O R  C O M P A N I E S  D E M Y S T I F I E D  

After getting such good expert ad-
vice, Asian e-Marketing used the 
opportunity to find out how Ger-
many’s online marketing guru de-

fines "Social Network Marketing". 
Dr. Schwarz views it as “a targeted 
strategy of a company's presence in 
the Social Web” which means how 

companies respond to users’ com-
ments and throws up questions like:  
“How do employees become active? 

In order to use Web 2.0 effectively, 
companies don’t necessarily have 
to blog and build up a community. 
There are only a few very simple 
things to take into consideration: 
 

Blog Monitoring 
Even if you don’t want to go into 
Web 2.0 – others talk about you. So 
look regularly into the blog search 
engine Technorati.com for your 
company name. You can subscribe 
the search results as RSS feed. 
Benefit: You will receive valuable 
feedback of your company.  
 

RSS feeds 
You can get most of the news in 
Web 2.0 as a news-ticker in RSS. All 
RSS feeds you are interested in can 
be easily displayed on a page. 
iGoogle and Netvibes are examples 
of such personalized news aggrega-
tors. Benefit: You get your most im-
portant news at a glance at hand.  
 

Social Bookmarks 
 Give your visitors the opportunity to 
register interesting pages of your 

Internet presence directly at Mister-
Wong and Co. Benefit: You receive 
more visitors and enhance your po-
sition in search engines. 
 

Wikipedia  
Your company should not be missed 
in the world's largest online encyclo-
paedia. And if you are in, do keep 
your eyes on the entry. Benefit: You 
receive more visitors and enhance 
your position in search engines.  
 

YouTube, Flickr & Co. 
Users spend a lot of time on video 
and photo portals. Check out what 
is written about you there by typing 
your name into the search field. 
Place there your own videos and 
photos. Benefits: You give people 
who are specifically searching for 
you more information about your-
self. 
 

Weblogs  
You should blog, if you meet least 
one of the following two conditions: 
You have employees and/or people 
in general enjoy listening to you and 

who have enough time and the in-
terest to air their personal views. 
Secondly, if your company cultivates 
both internally and externally a 
quite relaxed atmosphere of com-
munication. In such a business cul-
ture a corporate blog could be inter-
esting, too. However, if you don’t 
have the courage or the appropriate 
employees for a blog, keep your 
hands off.  
 

Community & Comments 
Real Social Web means that you 
democratize your company online: 
Anyone can join in and speak his 
mind on your products. The prereq-
uisites are an internal rethinking in 
the company and relevant Web soft-
ware. The “light version” is a com-
plete online forum, where you invite 
customers that are associated with 
your company and that you trust. In 
this controlled environment, the first 
steps to open communication can 
be learned. ◊ 

The 7-step strategy to Web 2.0 and Social Web 

continues on Page 12 
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The signs are all there that social 
networking is beginning to have a 
huge impact on the business world. 
In fact, social networking is now on 
many companies’ radar and unless 
something major happens to 
dampen this, the trend seems set to 
continue. Many companies are be-
ginning to become aware that their 
next business prospect or opportu-
nity could only be a mouse-click 
away. So just how do we ensure that 
our marketing campaigns are 
aligned with the social networks of 
our choice? 

Successful Marketing Campaigns on 
Social Networks tend to share the 
following attributes. They:  

Meet a business objective: First and 
foremost, any marketing campaign 
or activity should match with a busi-
ness objective, regardless of the 
tools being used. 

Support community goals: Every 
community is different, and each 

has unique goals (from supporting 
products, to each other, or to just be 
entertained) the campaign focus 
should therefore meet the needs of 
the community, before the needs of 
the marketer. Effective campaigns 
will first understand the core driv-
ers, interests, and rituals of the 
community and learn how to meet 
those desires.  

Encourage member interaction: The 
most successful social networking 
campaigns and efforts involve the 
audience.  

Quickly scale: Social networks are 
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designed for information to quickly 
move from member to member, so 
campaigns that lean on these capa-
bilities perform the best. These at-
tributes known as Velocity, Viral-
ness, and Spread are key. 

Utilize media: In some campaigns, 
the best way to get members to re-
turn is to offer them media. Depend-
ing on demographics and commu-
nity needs, this could be audio, vid-
eos, or demos. 

Foster self-expression or communi-
cation: Members in social networks 
like to communicate with each 
other, or self-express. As a result, 
campaigns should satisfy these 
needs with the appropriate tools. 

Offer a satisfying user experience: 
This encompasses the overall ex-
perience of the campaign, the con-
tent and navigation items should be 
where expected, the language famil-
iar to the audience, and the overall 
look and feel of the site appeasing. 

What kind of professional conduct 
guidelines exist for employees? 
What forms of advertising does the 
company use? To what extent does 
the company make use of the op-
portunities for introducing own con-
tent?”  
In a way, he answered my question 
by giving more questions to demon-
strate how complex a definition 
could be – not even involving a set 
of questions that targets controlling 
access to and participation in Web 
2.0 communities. Typically, compa-
nies start by building two types of 
communities:  
Firstly, internal-facing communities 
for employees and secondly, exter-
nal-facing communities for custom-
ers, prospects and/or partners. 

Eventually, companies find they can 
achieve the greatest value with a 
blend of participants, which usually 
implies that not all of them have 
access to the same content with the 
same privileges. 
When asked what in his opinion 
would be the main factors for a suc-
cessful establishment of a Social 
Network Platform he answered 
straight forwardly “authentic com-
munication on an equal footing with 
the users and in general, being hon-
est.” As to his thoughts about the 
future of Social Network Marketing 
he is not exactly jumping with joy, 
noting that “it is difficult to control” 
and claims further that “the recep-
tiveness for advertising is extremely 
low and the click rates of banners 
lousy.” 

Most probably he is right that the 
transition from passive media con-
sumption to interactivity is still not 
completed. In addition, new and 
innovative social media tools, tech-
niques, and technologies are al-
ready in place and used by many on 
a daily basis. Whether blogging, 
podcasting, or YouTube, everybody 
starts to be simultaneously a crea-
tor and receiver of content. The face 
of marketing and advertising will 
change in times of Web 2.0 and 
Web 3.0 respectively – whether you 
want it to or not.◊ 
 

By Daniela La Marca 

From Page 11 — Social Networking for Companies Demystified 
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Provide longer term 
utility: Successful 
campaigns have a 
longer term value, 
rather than a short 
term ‘disposble cam-
paign”. These cam-
paigns add value by 

being a useful application to the 
members, rather than just quick 
dose of entertainment. 

Enhance value as community par-
ticipants: As more people contribute 
or interact with the campaign, the 
value is increased. This can be in 
the form of content that is created 
by the community, contests, voting, 
or games. 

Integration with other marketing 
activities: Successful marketing 
campaigns aren’t single channel.  

In fact, they utilize multiple chan-
nels and mediums to enhance the 
overall activity. The same thing ap-
plies to marketing campaigns on 
social networks: those that are pro-
moted from other locations such as 
(corporate websites, email newslet-
ter, blogs, podcasts) outside from 
the social network have a great 
chance for success. 

Maintain agility during the cam-
paign: Social networks are living, 
breathing organisms made up of 
real people connecting with each 
other. Marketing campaigns also 
should share these attributes and 
be flexible to change in-flight, yield 
to legitimate requests or complaints 
of the community. Those campaigns 
that reflect the same dynamic be-
havior seen during actual human 

interaction have a higher chance to 
be interacted –and accepted –by 
the community.  

Company participation: In some 
cases, companies that participate in 
the discussions or conversations 
will yield a more successful market-
ing campaign. Activities can range 
from recognition, company interac-
tion, or attention to members per-
haps from a community manager. 

If you are launching a marketing 
campaign using social networks 
above all, remember to tie it closely 
with the needs of the community 
you have chosen. This is what ulti-
mately could make or break a social 
network marketing campaign.◊ 

From Page 12 — Planning Successful Marketing Campaigns on Social Networks 
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U S E R  E X P E R I E N C E  I S  K I N G  

IDC estimates that there are cur-
rently 900 million consumers glob-
ally under the age of 16 using Web 
2.0 products, accounting for a third 
of the online population. The combi-
nation of growing broadband pene-
tration in Asia and increasing de-
mand for user-generated content 
presents an opportunity for compa-
nies to tap upon. As consumers of 
rich content become savvier, the 
ability to create compelling experi-
ences becomes increasingly impor-
tant and companies in Asia are real-
izing that.  

Asian Overview 

In Asia, the range and depth of inno-
vation is staggering and we are wit-
nessing some of the greatest de-
signs in the world being developed 
in the region. There are a growing 
number of content creators and 
consumers ranging from large multi-
nationals working using rich Internet 
applications (RIAs) to leverage cost 
efficiencies, to IT outsourcing com-
panies who are growing and differ-
entiating their business by building 
rich internet experiences for their 
customers. 

Consumers in major Asian cities are 
online and increasingly consuming 
high bandwidth content on their PCs 
and, more often, on their mobile 
devices. Designers and developers 
therefore not only need to provide 
rich content via video and modern 
engagement models such as social 
networking, but an engaging experi-
ence that fits on a 3 cm x 5 cm 
screen as well. Their ability to create 
a consistent visual identity, brand-
ing and experience which can be 
scaled to a website or a home me-
dia centre are design challenges 
that other parts of the world are just 
beginning to conceptualize and de-
ploy.  

At Microsoft, we understand this 
challenge and are working hard to 
enable rich internet application 
(RIAs) to be deployed across multi-
ple surfaces with our technology, 
and allowing the skills of developers 
to be leveraged from one surface to 
the next.  

Korea – A Case in Point 

With the world's highest broadband 
penetration rate, and an extraordi-
narily wide diffusion of information 
technology, Korea is leading the 
commercialization of next genera-
tion services such as DMB (Digital 
Multimedia Broadcasting), WiBro 
(Wireless Broadband) and Internet 
telephony. In fact, according to re-
ports, SKT and KT plan to cover 80 
Korean cities by the end of 2008. 
As a result, IDC Korea forecasts that 
WiBro will have between 3.9 million 
and 5 million subscribers by 2011. 

That technological infrastructure 
and IT savvy citizens who have 
grown to expect exceptional experi-
ences has driven a number of Ko-
rean companies to turn to new tech-
nology. In the last quarter alone, 
we’ve seen keen adoption of Micro-
soft Silverlight by Korean compa-

nies looking to improve the quality 
of their offerings but also reduce 
costs and design/development cy-
cle time – both issues that impact 
the bottom line and the ability to 
innovate quickly.  

Microsoft Silverlight was designed 
to allow marketers to take advan-
tage of a robust set of content deliv-
ery options, for example, placing 
information not only as bumper ads 
which are common today, but trans-
parent overlays, with or without user 
controllable display. It’s about ena-
bling designers and developers to 
deliver the next generation of media 
experiences and RIAs for the Web, 
and providing the perfect means for 
developers to integrate Web 2.0 
into the business DNA. Delivery 
costs can also be significantly less 
as there is no additional tax for 
streaming bits via your CDN (in com-
parison to other technologies). With 
Windows Server 2008 including 
IIS7, even progressive downloaded 
content can be optimized using Bit 
Throttling technology to optimize for 
viewers respective bandwidth con-
straints. 

Take “M.net” for example, the Ko-

continues on Page 15 
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rean equivalent of MTV.  In addition 
to being the number one music 
channel, “M.net media” is also a 
huge online media content provider. 
By using Microsoft Silverlight, 
“M.net” enables users to connect to 
more than 1 million videos (all 
WMVs and almost 40 terabytes) 
from cable TV channels, search for 
their top celebrities, access content 
on beauty, fashion and food, all 
through an innovative user inter-
face. It also allows tagging seg-
ments of videos, sharing and play-
ing of multiple videos as well as so-
cial networking/community fea-
tures.  

Another Korean company that is 
embracing next generation user ex-
perience (UX) technology is Nexxon 
– the number one online game com-
pany in Korea. Technology such as 
ASP.NET,   

Windows Presentation Foundation 
(WPF) and Silverlight are being used 
to build next generation games and 
experiences for Windows and the 
Web. One of the applications they 
have allows gamers to upload vid-
eos of their gameplay and share it 
with the community.   

Not Your Ordinary Paper 

In Korea, it’s not just the online or 
new businesses like gaming that 
are adopting technology to drive 
better user experience. Chosun Ilbo, 

a leading newspaper of the Repub-
lic of Korea, has paved a new way 
for newspapers in this new media 
era. They adopted the iReader, an e-
paper service which takes the best 
of RIA technology but combines it 
with an offline experience to take 
advantage of the benefits of the PC- 
like offline storage. It is expected to 
trigger a new paradigm shift in 
newspaper production, delivery and 
communication with readers. 

Built on Windows Presentation 
Foundation, and developed with 
Visual Studio 2008, the News 
reader service includes the inte-
grated search system and allows 
readers to consume content the 
way they please. The paper is also 
thinking of creating new business 
models in various areas including 
education and entertainment  

What’s next for Asia? 

Korea is certainly blazing the Web 
2.0 technology adoption trail. How-
ever, many other countries in Asia 
have also been experimenting with 
these technologies and I expect to 
see a good uptake in the next year.  

There is no running away from the 
fact that consumers are driving 
change – the tech savvy young 
workforce will persuade mainstream 
enterprises to embrace social net-
working features within the firewall 
to enable faster collaboration, as 

well as using video and voice com-
munications internally on daily ba-
sis. In essence, it is the expecta-
tions of consumers for a rich experi-
ence rather than upcoming tech-
nologies that will drive the way cus-
tomers and partners want to deliver 
data and information.  

Organizations have to deliver experi-
ences that are as compelling inter-
nally as we, consumers, have learnt 
to expect on the consumer web. 
There is no doubt companies that 
address this need will drive greater 
growth for their business. ◊  

By Leon Brown,  
User Experience &  

Designer Marketing Manager,  
Microsoft Asia Pacific 
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T H E  W E B  2 . 0  P R O P O S I T I O N  

Are Web 2.0 products such as 
blogs, YouTube, Second Life, 
MySpace and other forums a gath-
ering place for egocentrics, eternally 
dissatisfied persons, and smart-
alecks - or a global stage for opinion 
leaders, trend-setters, peer groups, 
or in other words for crucial minori-
ties, that dominate majorities, tak-
ing on a pioneer role in society that 
becomes serious and predictable? 

User generated content 

Is the undis-
puted authen-
ticity of the Web 
2.0 represented 
sufficiently to 
make a projec-

tion of unique target groups? And if 
not, what management role for the 
brand can be delegated to become 
"user generated"? Will it become the 
new source for motivation and mar-
ket research, which delivers faster 
current reactions of consumers to 
the brand manager? Or the other 
way around: Will it in the future be 
more important for brand managers 
to encourage the consumer system-
atically to get a reaction to his brand 
and offer? And how easy does it 
have to be for the consumer to en-
courage him to participate? Most 
important will always be convincing 
the opinion leader, and those who 
see themselves as experts, first. 
 

Psychographic and Demography  
The massive change in the age dis-
tribution in highly developed mar-
kets moves the target groups of the 
fraction "youth craze" into a much 
broader population stratum.  

So far, consumers have largely been 
defined by demographic structures 
and combined to target groups.  

Today and especially tomorrow, the 
psychographics are the key. Where 
are the analysis models on the 
Internet that respond to it?  

The traditional media have invested 
in this field of research in the past 
decades and offer relatively useful 
planning aid. Still, the Internet is 
lacking a lot - or perhaps it’s the 
case that the principle of 
"calculated vagueness" has yet to 
be accepted and be tolerated as 
advertisers’ investment for gaining 
more precise knowledge in the fu-
ture? It has been always like this in 
the past, so why should it be any 
different on the Internet? 

The New World of Opportunities 

Is the Asian region, which jumped 
directly from letter-writing to the 
Internet and mobile phones, a sce-
nario that suggests a completely 
new start position for marketing? 
And what are the consequences for 
the introduction and support of 
brands via communication? Do 
brands arise from "Talk of the Town" 
only on the Internet or by "Word of 
Mouth" - without traditional advertis-
ing, as succeeded once by Dell and 
now Zara and Starbucks? Is the 
consumer core target group in 
China, for example, the typical Inter-
net user group – which means you 
can only much later approach the 
mass market? Does it make sense, 
because the users are also the opin-
ion leaders, which encroach upon 

all the other less potent consum-
ers? 

It will be particularly important in 
China to make up in another way for 
the limited presence of Internet 
platforms provided by the govern-
ments, for example through the use 
of mobile phones, which have a dis-
proportionate application and exten-
sion. Furthermore, it has to be 
taken into consideration that Asian 
citizens have to be addressed more 
visually than verbally. The image 
culture with a strong aesthetic 
sense definitely prevails in our re-
gion and brand productions, based 
on cultural archetypes as well as 
myths and rituals are particularly 
effective.  

The prognosis replaces the coinci-
dence by the random error. But who 
doesn’t have the heart to explore 
new ways to test is barely suitable 
for marketing. Even here entrepre-
neurial flair is needed as well as 
courage and initiative. So it’s only 
good to know that all “experiment” 
together with experience and know-
how gained over the past years. 
Well, doesn’t it make it interesting 
again as you could see it from a 
sportsman’s point of view, meaning 
that skills and luck determine the 
game? Just as in real life! So, keep 
in mind that New Media is in gen-
eral an arena of inaccuracies, but 
one that provides at the same time 
the risk-takers and the business/
marketing savvy person’s new 
chances. ◊ 

By Daniela La Marca 
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R I M :  S O C I A L  N E T W O R K S  A R E  T H E  K E Y  T O  T H E  F U T U R E  

Social networks are creeping more 
and more into our daily life and play-
ing an increasingly important role in 
our business environment. Bearing 
testimony to this is the fact that 
“Facebook”, one of the most popu-
lar social networks, is now accessi-
ble via smartphones thanks to Re-
search in Motion (RIM).   
Asian e-Marketing caught up with 
Mr. Gregory Wade, Director of Asia 
Pacific for Research in Motion to get 
more information on its easy-to-use 
mobile software application. The 
Facebook for BlackBerry Smart-
phones application allows users to 
take a photo, upload it to the site 
with captions and tags, invite 
friends both easily and quickly as 
well as manages photo albums and 
events on the go. In addition, it 
automatically sends notifications to 
the user's BlackBerry smartphone 
as friends and colleagues send 
notes, Wall posts or pokes. 

“At Research in Motion,” Mr Wade 
said, “we see a lot of potential for 
enhanced mobile communications 
that help our customers get the 
most from their BlackBerry smart-

phones, and are constantly search-
ing for innovative new ways to help 
users balance their work and per-
sonal lives.” He added: “Facebook 
is one of the fastest growing web 
destinations and it has become an 
important element in the evolving 
fabric of personal communications. 
With this in mind, we have worked 
with Facebook to produce a rich, 
integrated, tailor-made Facebook 
client for BlackBerry that leverages 
our push-based architecture, multi-
media features and ease-of-use 
smartphone design. Today, with the 
Facebook client available on Black-
Berry smartphones, mobile users 
can now stay connected to their pro-
fessional and personal networks, 
even if they are not at their desk-
tops.” 
Research in Motion launched the 
FaceBook client in October 2007 at 
the CTIA Wireless IT and Entertain-
ment show and just six months later 
announced that the application sur-
passed the 1,000,000 mark, which 
is very impressive and gives the im-
pression that the emerging social 
media environment knows no fron-
tiers. 
The following is an extract from a 
recent interview with Mr. Gregory 
Wade on the Facebook for Black-
Berry Smartphones application, so 
read on to find out more on what he 
has to say: 
 

What’s the secret of RIM finding 
successful ways of leveraging new 
technologies and mediums? 
 

At RIM, we focus on understanding 
the needs of our customers to de-
velop a holistic solution that suits 
their requirements. We seek to lis-
ten to our customers, and to deliver 
devices and services that reflect not 
just their work-style, but their life-
style as well.  

Our customers know that the Black-
Berry solution is a proven platform 
that provides users around the 
world with secure, wireless access 
to a full suite of applications. With 
comprehensive security measures 
built on both the smartphone and 
server software, the BlackBerry plat-
form is renowned for being the most 
trusted wireless communications 
platform. The fact that over 14 mil-
lion people worldwide are using the 
BlackBerry smartphones to manage 
their phone calls, communicate via 
mobile email, instant messaging 
and run all sorts of business and 
personal applications gives testa-
ment to this. 
Recently we announced that 
downloads of the Facebook for 
BlackBerry smartphones application 
have surpassed the 1,000,000 
mark. This is a testament and vali-
dation of our belief that consumers 
recognize the value of marrying so-
cial networking with mobility.  Fi-
nally, success in this area is also 
about access, ease of deployment 
and scalability (based on custom-
ers’ changing needs and environ-
ments).  Fundamentally, the cus-
tomer experience of downloading an 
application such as Facebook is 
straight-forward, pleasing in terms 
of process and structured so as to 
evolve with customers’ ever chang-
ing needs.  
 

Well, it really seems that the emerg-
ing social media environment 
knows no frontiers. People are com-
menting, uploading, posting, viewing 
videos, and using widgets.  
For RIM it is key to leverage this 
data in a way that performances. 
How long did it take RIM to get all 
realized on a mobile platform? Give 
our readers some insights into its 
development. 
 

continues on Page 20 

Photo: Gregory Wade 



Page 20 T E C H N O L O G I E S  &  P R O D U C T S  

Facebook and RIM share a vision 
for enhanced mobile communica-
tions and social networking based 
on open, standards-based plat-
forms. At RIM, we are constantly 
listening to what our consumers 
want out of their mobile solutions. 
Always aiming to strike a balance 
between work and personal life by 
allowing users to get the most out of 
their time, it didn’t take long for RIM 
to recognize the potential benefits 
to our consumers of putting the two 
together.  
 

Facebook appeals 
to a wide demo-
graphic audience, 
with features and 
functionalities that 
are developed to 
cater specially to 
social networking in 
both the business 
and personal sense. 
Mobile users can 

now communicate and connect via 
various interests and activities 
through a rich, enhanced platform 
that can be personalized to suit an 
individual’s preference.  
By working intimately to provide a 
link between Facebook and Black-
Berry, maintaining these connec-
tions are no longer deskbound; 
through the BlackBerry smartphone, 
we are providing an expansion of 
reach and utility to users who see 
the benefits of accessing network-
ing tools while on the go. 
The FaceBook for BlackBerry appli-
cation appeals to users because its 
feature-rich platform offers many 
more ways for people to stay in 
touch and up-to-date with the lives 
of their friends and business associ-
ates. These features include the 
ability to track each other’s conver-
sations, viewing friends’ photos and 
joining likeminded interest groups 
all in a fully integrated manner. 

What have been according to you 
RIM’s major developments and 
challenges in the past years?  
 

The shift in intensity and collabora-
tion within social networking plat-
forms is an exciting channel of de-
velopment for Research In Motion. 
Facebook on BlackBerry was just 
the beginning for us.  
Recently we announced a collabora-
tive partnership with DipDive, a 
growing social networking platform 
that was started by Will.i.am, a 
member of hip-hop group the Black 
Eyed Peas. By working with DipDive, 
we can now bring content and com-
munities together on a highly suc-
cessful multimedia-rich platform 
such as the BlackBerry smartphone. 
The merging of social networks and 
music through DipDive on a mobile 
platform such as the BlackBerry 
solution also means consumers can 
now interact with artistes directly 
through such platforms. This pro-
vides a highly contextualized way for 
people to interact within a larger 
online community, even if they are 
not at their desktops. 
 

One of the main challenges RIM has 
faced is the perception that the 
highly successful multimedia-rich 
BlackBerry platform is used solely 
for business. In fact, technology can 
be used very effectively as a tool to 
manage both business and per-
sonal communications – and the 
BlackBerry smartphone is an excel-
lent example of being both a life-
style and a business tool. By sup-
porting social networking applica-
tions functions such as Facebook 
for BlackBerry and DipDive along-
side core business functions such 
as push email and data, the Black-
Berry smartphone can help one 
maximize time usage by staying 
connected to their contacts and so-
cial communities, while taking care 

of emails and messages in between 
meetings, in transit at the airport or 
in a taxi. 
 

With the Facebook for BlackBerry 
Smartphones application, Facebook 
users can wirelessly send and view 
messages, photos, pokes and Wall 
posts. How do you see it playing out 
in the social media space? What 
kinds of limitations do you see as 
RIM moves forward and why?  
 

Facebook is a valuable and interest-
ing portal because of the richness 
of its interactions that transcends 
across various interests and activi-
ties. It offers many more ways for 
business people to stay in touch 
and up-to-date. It also allows con-
versations, photo albums, and even 
interest groups to be tracked and 
views through a single application. 
This allows business professionals 
to not just make contacts, but build 
connections, and have access to 
that connection easily with the 
BlackBerry smartphone. One exam-
ple of businesses who have firmly 
established Facebook as one of its 
marketing channels is Contiki Holi-
days, which has a popular and regu-
larly updated interest group page 
for young Contiki customers. 
Moving forward, we foresee this 
revolution taking place not only with 
consumers but also in a business-to
-business social-networking context. 
This will bring networking benefits to 
enterprises and also help drive data 
usage. As an industry leader in this 
space, we see tremendous opportu-
nity in this field, which is why it is 
important for us at RIM to stay 
ahead of the curve by melding these 
technologies with the ease and con-
venience of the BlackBerry smart-
phone. 
 

continues on Page 21 
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phone for little or no charges at all. 
RIM also works with independent 
software vendors, who have created 
applications that support Windows 
Live Messenger on the BlackBerry 
smartphone. We will share more 
about our relationship with our inde-
pendent software vendors later. 
 

It’s a fact that whenever a disrup-
tive technology pulls audiences 
apart, something new emerges to 
try to pull things together. What are 
RIM’s expectations regarding its 
business venture with Facebook? 
What’s the benefit for RIM? What’s 
the business model? Could you give 
me some insights? 

  

At RIM, we believe 
and focus on deliv-
ering benefits and 
value to our custom-
ers. Increasingly, 
users are expecting 
more out of their 
mobile solutions, 
and this has a direct 
influence on what 
they need in order to 

support their individual preferences 
or the needs of their organization. 
While we cannot comment on spe-
cifics, we definitely recognize that 
the worlds of wireless communica-
tion and social utilities, such as 
Facebook, are continuing to con-
verge. As people look for new ways 
to stay connected and network with 
peers and colleagues, true mobile 
access to these types of utilities can 
only become more popular. As men-
tioned earlier, Facebook is a valu-
able and interesting portal because 
of the richness of its interactions 
that transcends across various in-
terests and activities, and offers 
many more ways for business peo-
ple to stay in touch and up-to-date.  
This translates into strong benefits 
for BlackBerry users who want to 

stay connected with their friends, 
contacts and loved ones while on 
the go. Our recent announcement 
where we saw downloads of the 
Facebook for BlackBerry smart-
phones application surpassing the 
1,000,000 mark is a testament and 
validation of our belief that consum-
ers recognize the value of marrying 
social networking with mobility.  
Without doubt social networking 
provides a lot of opportunities for 
marketers and advertisers to reach 
consumers where they are increas-
ingly spending their time, but it 
would only cause damages, if social 
network users get bombarded with 
spam or untargeted advertising. 
Does RIM take precautions to avoid 
this? What kind? 
 

This is an interesting question. 
Facebook provides an interactive 
platform for users, and this creates 
an opportunity for spam, unwanted 
advertising and even viruses and 
malware to spread from one user to 
another. As with other solutions that 
are built for the BlackBerry smart-
phone, Facebook on BlackBerry lev-
erages on the proven BlackBerry 
solutions platform that provide mo-
bile professionals across the globe 
with secure, wireless access to 
email, phone, instant messaging, 
and a host of business and personal 
applications. This means that this 
application rests on the same 
proven and secure infrastructure 
that the BlackBerry solutions plat-
form is renowned for.  
For example, the BlackBerry plat-
form provides end-to-end security 
with Advanced Encryption Standard 
(AES) and Triple Data Encryption 
Standard (Triple DES) incorporated 
into the BlackBerry platform. These 
help ensure the confidentiality and 
integrity of wirelessly transmitted 
information from behind the firewall 

Microsoft introduced recently its 
new website www.invite2 messen-
ger.net, where people can invite 
their contacts from their social net-
works to join them on Windows Live 
Messenger.  
It offers user data portability and 
solves in this way one of the main 
problems social media is facing, 
namely a lack of interoperability 
(see article  on Page 32). Facebook 
is one of their collaboration partners 
and will for sure spur its growth due 
to the newly interchangeably with 
other social networks. How do you 
think this will affect your offered 
service? 
 

RIM welcomes competition. The 
more users are informed about the 
benefits of mobile data the more 
popular it gets - which is good for us 
as the pioneer in mobile data tech-
nology. With that being said, it is 
also important to note that when we 
were working with Facebook to pro-
duce a rich, tailor-made Facebook 
client for BlackBerry, all this was 
leveraging on our push-based archi-
tecture, multimedia features and 
easy-to-use smartphone design built 
on a secure platform. By working 
intimately to provide a link between 
Facebook and BlackBerry, maintain-
ing connections are no longer desk-
bound; through the BlackBerry 
smartphone, we are providing an 
expansion of reach and utility to us-
ers who see the benefits of access-
ing networking tools while on the go. 
This is only the tip of the iceberg. 
Applications in the form of fitness 
programs, games, personal organiz-
ers or even Instant Messaging (IM) 
are being developed and deployed 
to satisfy and cater to a growing de-
mand of users who are seeing these 
benefits. IM programs such as 
GoogleTalk or Yahoo Messenger can 
now be downloaded onto a smart-

continues on Page 22 
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to wireless de-
vices in the field. 
The BlackBerry 
Signing Authority 
Tool available on 
the BlackBerry 
solutions plat-
form can help 
protect access 
to the functional-
ity and data of 
third party appli-
cations by ena-

bling corporate developers or ad-
ministrators to manage access to 
specific sensitive Applications Pro-
gramming Interfaces and data 
stores through the use of server-
side software and public and private 
signature keys.  
Code signing and digital certificates 
can also be implemented to man-
age access to specific sensitive pro-
grams. For example, to help protect 
specific corporate BlackBerry Mo-
bile Data System Studio applica-
tions from tampering, corporate de-
velopers can sign an application 
bundle with a digital certificate de-
scribed by an alias. They can use 
either a trusted certificate authority 
or a generated (self-signed) certifi-
cate. 
These security aspects that are 
available on the BlackBerry solu-
tions platform ensure that consum-
ers receive an optimal mobile ex-
perience, without compromising 
their security or privacy. 
 

Around 300 domains are classified 
as social networks, so is Facebook 
only the start? 
 

As previously discussed, we see 
great potential in the shift in inten-
sity and collaboration within social 
networking platforms. At RIM, we 
believe in giving the market and our 
customers the very best in technol-
ogy and aesthetics. 

Apart from Facebook, our collabora-
tive partnership with DipDive further 
allows RIM to bring content and 
communities together on a highly 
successful multimedia-rich platform 
such as the BlackBerry smartphone. 
This further provides a highly con-
textualize way for people to interact 
within a larger online community, 
while on the move. 
At RIM, we feel that technology can 
be used effectively as a tool to man-
age business and personal commu-
nications, and we are constantly 
investing on R & D to maintain our 
market leadership and innovation in 
this space to bring the best of breed 
product features that caters to spe-
cific needs of our consumers. 
What’s the main benefit for social 
networks to collaborate with RIM? 
What would you tell them to get on 
board?  
 

As mobile technology undergoes 
convergence, and the lifestyle and 
needs of mobile users today be-
come more sophisticated, we are 
seeing more enterprise and individ-
ual consumers who want to stay 
connected to their contacts and 
loved ones and share information 
such as images, videos and location
-based services.  
Social networking is not just about 
the content; it is also about the con-
text of social interactions. The as-
pect of mobility adds immediacy to 
social networking because social 
interactions then occur with more 
frequency and in real time.  
As illustrated earlier, with the Face-
book on BlackBerry application, mo-
bile users can send updates, check 
the profiles of their contacts, and 
more while on the go, instead of 
having to wait to get back to their 
desktop PCs or laptops. By socializ-
ing real time, this aspect of mobile 
social networking puts the focus 
back on person-to-person contact, 

which in turn provides a natural 
draw for mobile users. The result 
will make social networking more 
useful and engaging for both con-
sumers and business users. Cou-
pled with mobile users’ increasing 
needs for greater convergence and 
flexibility in the technology and de-
vices that they want to have, we see 
great potential in the intensity and 
collaboration within social network-
ing platforms.  
 

What role do you think marketers 
and vendors play in this environ-
ment? 
The BlackBerry platform is an appli-
cations and solutions platform built 
on industry-based open standards 
that helps drive more value and 
benefits for both enterprise and in-
dividual customers. We have an ex-
tensive ecosystem of independent 
software vendors and applications 
development partners worldwide, 
who have developed a myriad of 
third-party applications for the 
BlackBerry platform. Enterprise and 
individual customers are able to 
take full advantage of third-party 
applications available in the market, 
some of which can be found on 
www.builtforblackberry.com 
 

Does RIM have a strategy in place 
to ensure social network users util-
ize the service? If yes, what does 
this strategy look like? 
Wireless devices can make use of 
the immense information available 
via social networking sites to en-
hance social interactions and rela-
tionships to the user’s immediate 
proximity. As illustrated earlier, the 
Facebook for BlackBerry application 
leverages on the proven BlackBerry 
solutions platform that provide mo-
bile professionals across the globe 
with secure, wireless access to 
email, phone, instant messaging, 
and a host of business and personal 
applications. 

continues on Page 23 
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man, Italian and Spanish. As men-
tioned previously, technology can be 
used very effectively as a tool to 
manage business and personal 
communications and the BlackBerry 
solution is an excellent example of 
this. We are constantly investing in 
R&D to drive our market leadership 
and innovation in this space. Also as 
mentioned, RIM also has an exten-
sive ecosystem of applications de-
velopment partners worldwide that 
deliver third-party applications to 
enhance the consumers’ BlackBerry 
smartphone experience. 
Moving forward, we see tremendous 
opportunity in this area and are 
geared to take full advantage of this 
growing segment in mobility. 
 

Do you have any additional com-
ments for our readers? 
 

At RIM, we believe social networking 
is the key to the future. On the en-
terprise front, business-to-business 
social-networking revolution is gain-
ing increasing popularity, and this 
will lead to networking benefits to 
the enterprise and drive data usage. 
On the consumer front, the emer-
gence of messaging, multiplayer 
gaming and video sharing has infi-
nitely expanded the parameters of 

what mobile communications con-
stitutes. Mobile communications is 
moving beyond communication and 
instead becoming increasingly more 
about community and relationships, 
making mobility a much more per-
sonal environment today. Working 
on collaborative initiatives such as 
Facebook and Dipdive shifts the 
social networking and architectural 
merging of portal, social and music 
sites to our strengths, positioning us 
well to tap into the growing trend of 
Internet social networking sites that 
allow consumers to share informa-
tion about their lives, and access 
multimedia content, including mu-
sic, on their mobile devices.◊ 
 

By Daniela La Marca 
 

The presented mobile software applica-
tion, which combines social networking 

with the convenience of the push-based 
BlackBerry service, is available as a 

free* download from 
www.facebook.com/blackberry or 

www.blackberry.com/go/facebook and 
can also be downloaded using a Black-

Berry smartphone from 
m.facebook.com or mo-

bile.blackberry.com. 
 

Wireless data charges may apply.  
Check with wireless service provider 

The rich, native application goes 
beyond browser-based access, auto-
matically pushing notifications to 
the user's BlackBerry smartphone 
as friends and colleagues send 
notes, Wall posts or pokes. The ap-
plication allows users to take a 
photo, upload it to the site with cap-
tions and tags; quickly and easily 
invite friends; manage events; man-
age photo albums; and manage 
their status while on the go. Face-
book users can wirelessly send and 
view messages, photos, pokes and 
Wall posts, without having to log in 
to a mobile site. They need only in-
stall the application and log in once 
in order to get notifications pushed 
to them automatically.  
 

Because notifications are being 
pushed automatically to their Black-
Berry smartphones, the incredible 
convenience of the push-based 
BlackBerry service makes it easier 
than ever for Facebook users to 
stay connected with people wher-
ever and whenever they choose. 
 

How do you expect your service to 
develop in the next 3 years?  
 

Since its initial launch, Facebook for 
BlackBerry smartphones has added 
language support for French, Ger-
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In addition, the appliance allows 
organizations to overcome the wait-
ing time that a physical installation 
entails. 

Commenting on the upgrade of the 
appliance, Farsheed Tari, Senior 
Director of Product Management at 
Connectbeam says, “Customers 
have been asking for ways to cen-
tralize their tags across all social 
software applications into a single 
tag repository, and then serve these 
tags and content into different parts 
of their IT infrastructure. With this 
release we make this possible and 
take a step closer toward being at 
the heart of all social software appli-
cations inside the enterprise.” 

He adds that recent upgrades and 
feature enhancements also enable 
tighter integration with enterprise 
wide corporate applications such as 
portals and email.  

Connectbeam is an integrated set of 
social software applications for in-
formation sharing and team collabo-
ration that is packaged and deliv-
ered as a turnkey Appliance. It com-
bines social bookmarking and tag-
ging, social networking, expertise 
location and live profiles, along with 
social search, aiming to increase 
collective intelligence and employee 
productivity.  

Its features include: 

Collective Search Toolbar - deliver-
ing collective intelligence to users at 
their point-of-search. 

The users’ universe of search in-
cludes their own collection of 
search results, contributions by 
their social network, company Intra-
net, and public Internet.  

Social Bookmarking and Tagging - 
Information Discovery and sharing.  

Enables users to build their own 
collection of information sources 
and content, and discover and con-
tribute into the collective intelli-
gence of their enterprise. Using easy 
to use social bookmarking and so-
cial tagging features, users can 
save content and information 
sources for easy retrieval, access, 
and sharing to help get work done 
better and faster. 

Social Networking - increasing pro-
ductivity 

Social networking that spawns from 
information sharing and discovery 
delivers high impact productivity 
gains across the enterprise as peo-
ple discover each other in the con-
text of getting their work done. Dis-
cover knowledge experts and net-
work with them to share ideas and 
information.  continues on Page 25 
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"The business value from enabling 
employees to collect, categorize and 
share their own cognitive map of 
information in the form of tags and 
bookmarks should not be underesti-
mated,” says Mike Gotta, from The 
Burton Group. 

Bearing this closely in mind, Con-
nectbeam, a provider of enterprise 
social software applications re-
leased its virtual appliance for so-
cial bookmarking, tagging, and so-
cial networking in March this year. 
Hot on the heels of this launch 
came the release of  version 2.2 of 
the company’s award winning Social 
Bookmarking, Tagging, and Social 
Networking application in April. 

Puneet Gupta, CEO of Connectbeam 
notes, “With our virtual appliance, 
customers can get started with the 
best in class social bookmarking, 
tagging, and social networking capa-
bilities inside their companies liter-
ally in a matter of minutes.” 

He adds that with Connectbeam 
virtual appliance, organizations of 
all sizes can immediately begin to 
improve information worker produc-
tivity and business innovation. Cus-
tomers can simply download the 
virtual appliance software and run it 
securely from behind their organiza-
tion's firewall.  

http://www.mediabuzz.biz/
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As a user, through your network of 
colleagues via social networking 
and access to your own collection of 
information, and that of your enter-
prise's collective intelligence, 
quickly find what you are looking for 
with search results that have con-
text and quality descriptors associ-
ated with them. 

Enterprise Search Engine Connec-
tors - Extract greater ROI from an 
investment that you have already 
made. 

Connectbeam can integrate with 
your Intranet (or Intranet portal) 
search, to turn your enterprise 
search into a Social Search experi-
ence for your users. Connectbeam 
Appliance comes with out-of-the-box 
connectors for Google's Search Ap-
pliance, and FAST Search and 
Transfer's FSP search engine. 

LDAP and Active Directory Connec-
tors 

Integrate and deploy Connectbeam 
Appliance on to your corporate net-
work with automatic user authenti-
cation. Using the company’s LDAP 
and/or Active Directory Connector a 
business can automatically authen-
ticate its users into Connectbeam 
and ensure their profiles are always 
updated. 

One-click Application Upgrade - Say 
good bye to costly and time consum-
ing upgrades. 

Connectbeam's patented architec-
ture and design delivered as an Ap-
pliance make costly and long drawn 
out customized application up-
grades a thing of the past.  

Through the click of a button from 
the administration console, Con-
nectbeam Application is easily up-
graded to the next version or 
patches can be applied in a similar 
way.  

One-click Database Backup and Re-
store - Backup and Restore user 
data 

Connectbeam offers the ability to 
easily make backups of user data. 
Backup files can be moved from 
one Appliance to another, as you 
scale from a lower end Appliance to 
a higher end Appliance. 

Administration Dashboard - Appli-
ance set up and management at 
your finger tips 

Administrators have complete con-
trol of the Appliance set up and con-
figuration at all times. Appliance sits 
completely secure behind your fire-
wall and in your control. All configu-
rations, set up options and changes 
are administrator initiated. 

Usage Reports - Visibility into the 
collective intelligence of your enter-
prise 

Use pre-built reports to see activity 
around tags, bookmarks, com-
ments, and communities. Sort by 
different parameters and compare 
historical data and usage patterns. 

Customers can download the full-
featured software from the com-
pany’s web site for a free trial for 30 
days. ◊ 

By Shanti Anne Morais 

User Communities - Enterprise infor-
mation flow business processes 

Communities serve as a great con-
duit for giving enterprise users the 
perfect balance of ad-hoc informa-
tion access and discovery and keep-
ing information private or shared 
among a restricted group.  

Live Profiles - The users profile auto-
matically reflects their areas of in-
terest and expertise, with them in 
full control.  

Users’ profiles are dynamically gen-
erated and continuously kept up-to- 
date to reflect their areas of interest 
and expertise. Profile consists of 
Contact information, Communities a 
user is part of, and the users Tag 
Cloud. Restricted Communities, and 
Private Tags are never shown as 
part of the profile. 

Social Search - See search results 
based on ranking, on what was use-
ful to whom, and in what context. 

From Page 24 —  Connectbeam brings Social Bookmarking, Tagging and Social Networking to the enterprise 
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• Most Web 2.0 tools are advertis-
ing-based. “This makes them not 
very attractive to corporate users. 
Instead, Xeequa is built as a SaaS 
application and can be branded 
by the customer – completely ad 
free,” he elaborates. 

Furthermore, Xeequa is not just a 
software tool but provides method-
ology, best practices and thought 
leadership to the market. 

In addition, he observes that Xe-
equa’s “Social Business Suite” 
helps corporations strategically un-
fold a more trustful and loyal busi-
ness ecosystem including their cus-
tomers, alliances, channels and 
suppliers, resulting in incremental 
market share.” 

He continues, “In the last 20 years, 
consumers have been overwhelmed 
with advertising to a degree that it is 
simply no longer effective. As a re-
sult, lead quality is declining and 
most marketing measures are pretty 
much at a dead end. At the same 
time, consumers and corporate buy-
ers are more and more buying 
based on recommendations, re-
search the Internet and leverage 
groups, blogs, forums and virtual 
communities. By offering the space 
such as communities and all the 
relevant tools for a customer dia-
logue, Xeequa provides a viable al-
ternative to traditional marketing 
and helps companies to re-engage 
with their market, customers and 
partners in a more trustful environ-
ment.” 

According to Mr. Schultze, Xeequa 
has invented a few very unique 
technologies. “One is that we base 
our architecture on two independ-
ent but inter-related networks, a 
network of people and a network of 
companies. Another unique technol-

ogy is our ability to conduct transac-
tions like opportunity sharing or pro-
ject management over those net-
works. There is no other social net-
work which has these features. The 
main benefit for the users and com-
panies are that they can actually put 
their networks to work and collabo-
rate across company boundaries. 
Our social network has been de-
signed from the ground up with the 
business world solely in mind,” he 
notes. 

Xeequa’s social business suite is 
comprised of seven key functional-
ities, all integrated with each other 
and augmenting each other’s func-
tionality: 

• Social Networking 
• Alliance and company networks 
• Discussion Forums 
• Blogs 
• Virtual introductions (Business 

Introductions) 
• Events and meeting set-up 
• Community and member man-

agement 
 

“There are a slew of other features 
and nice to-haves but we see the 
above as the most essential to oper-
ate a valuable virtual business eco-
system. Xeequa in its full extent of-
fers some 20 or so more features,” 
adds Mr. Schultze. 

Xeequa’s social network application 
is supported by the Kensumi model. 
The idea is “Leadership through 
your community. Kensumi was built 
on the principles of “Giving is more 
rewarding than taking”; “The degree 
of empowerment provided to others 
determines the power of the 
leader”, “Communication is the 
most important attribute of influ-
ence” and “Openness negates 
weakness”. 

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

Business networking and online col-
laboration is growing at impressive 
rates. At the same time advertising 
effectiveness and lead quality is 
declining equally fast. Businesses 
need to strategically engage in new 
ways to attract more customers or 
introduce new products. Enter Xe-
equa, a leading online social soft-
ware provider designed for busi-
ness, the brainchild of the visionary 
Axel Schultze and Marita Roebkes, 
co-founders of the company who 
share that the idea came to them in 
a moment of epiphany. 

“Social media 
tools are 
growing at a 
phenomenal 
rate but so 
far, most tools 
available are 
a d v e r t i s i n g 
based and 
only support 
direct sales 
engagements 

with no play for partners. Xeequa 
introduces an exciting change,” 
says Mr. Schultze, founder and CEO 
of Xeequa. “We decided to build a 
fully integrated business grade so-
cial media suite and sell it exclu-
sively through business partners.” 

He adds that Xeequa stands out for 
three main reasons: 

• It is the first industry grade fully 
integrated social business suite. 
“Instead of letting companies as-
semble their tools by using many 
different types of software prod-
ucts, for the first time, every as-
pect like social networking, alli-
ance networking, blogs, forums, 
groups and network based col-
laboration is in one integrated 
suite,” Mr. Schultze explains. 

Photo: Axel Schultze 

continues on Page 27 
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From Page 26 —  Unleashing Interactive Business Communities in the Asia Pacific 

a person or company is interested 
to establish a presence in Xeequa, 
the team is happy to help and re-
view if Xeequa is the right place to 
do business.  

“Many advertising-based software 
providers have their challenges with 
privacy simply because their busi-
ness model is based on the premise 
to monetize the contacts. Xeequa 
on the other hand is completely in-
dependent on such advertising and 
created its own rules. So we had 
data ownership policies before most 

others, we do allow our users to ex-
port their own data and protect data 
from others. Our strategic advan-
tage is the fact that our business 
model is license-based and not ad-
vertising-based,” Mr. Schultze ob-
serves. 

Xeequa has signed a Master Dis-
tributor agreement with NexGen for 
the Asia Pacific and Japan and is 
being sold exclusively through part-
ner channels.◊ 

By Shanti Anne Morais 

The company also created a very 
rich set of security rules that are 
manifested in their publically avail-
able security policy. In addition, Xe-
equa is by invitation only.  

According to Mr. Schultze, the high-
est standard in the industry are en-
forced when it comes to contact 
data. Every user in Xeequa must 
either be invited through an active 
Xeequa user or needs to be ap-
proved by Xeequa. Users can expect 
only business people with a busi-
ness purpose joining the network. If 

Mr. Schultze shares his perspective 
with us on the up and coming social 
network marketing landscape: 

I estimate that social media will 
grow as fast into the business world 
as it grew into the consumer and 
individual world. It will be as impor-
tant to the business success of the 
early 3rd Millennium like the inven-
tion of advertising was in the previ-
ous century. It is not so much a 
technology that is used by busi-
nesses to push out more informa-
tion (we already have an informa-
tion overflow), but more importantly 
an environment where businesses 
have to be present in order to reach 
their customers. If businesses ig-
nore the change of their customers, 
they will lose their competitive edge. 

From the trends, I see right now, 
social media (including social net-
working, blogs, forums etc.) will be a 
standard mechanism introduced by 
leading companies to fuel the dialog 
between their customers, prospects 
and partners to create a better busi-
ness ecosystem.  

We will soon see that companies 
who continue to cold call and push 
out unwanted mail (physical or elec-
tronically) will rapidly lose their cus-
tomers who prefer to deal in an en-
vironment of user communities, 
knowledge exchange and collabora-
tion.  

I am convinced that businesses will 
change more than ever before. So-
cial networks are just a sign of that 
change. The underlying change is 
the consumer behavior that is con-
necting with others more than ever 
and creating a new environment of 
information, knowledge and trust. If 
companies fail to recognize that 
trend, they will have a hard time 
staying in business. 

Businesses will also have an impact 
on the social networking scene. As 
social networks and related tools 
get more sophisticated social net-
works will divide into two major 
categories, the commercial net-
works and tools on one side and the 
personal social networks on the 
other side. People will keep con-
necting in places like MySpace and 
Facebook and enjoy hundreds of 
little games and gimmicks and on 
the business end, social media will 
further evolve around security ques-
tions, information policies and com-
munication techniques. 

It will change the way we do busi-
ness, similar to the change in the 
1800 when we entered into indus-
trialization. Our typical view of in-
dustrialization is that the invention 
of machines changed the way we do 
business.  

The more we analyze what really 
happened the more we must come 
to a different very interesting reali-
zation: The machines forced us to 
work closer together because many 
people worked around one machine 
– which actually was the factory. 
That change in collaboration was 
the real and most significant 
change in our society. We will ex-
perience another, equally significant 
change in the upcoming networked 
economy. This time it is not the col-
laboration of the producing part of 
our world but the consuming part. 
10,000 users of a product create 
more knowledge on how to best use 
a product than 10 product manag-
ers who manage the product. 
10,000 users can better support 
new users than most support teams 
ever will be able to support. Loyal 
and engaged customers will provide 
more relevant input to product de-
velopment than an internal team 
ever can create. Thousands of feed-
backs, feature requests, service re-
quests, suggestions and complaints 
will drive better products and better 
service in a shorter period of time 
than ever before. A well networked 
ecosystem can creates more brand 
awareness than any marketing cam-
paign. By Shanti Anne Morais 

Click here to return to the contents page 
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The fact that the subject of data 
protection bothers advertisers again 
and again is nothing new. But for 
quite some time data protection 
specialists and corporations such 
as IBM and Microsoft have 
been  working on the development 
of data protection friendly tech-
niques - the so-called Privacy En-
hancing Technologies (PET) - tech-
nologies that give consumers the 
autonomy over their data. 

A look at the latest developments 

In the research laboratories of the 
PET, technical experts are right now 
in the middle of the development of 
models that allow consumers to 
manage their data on their own – 
which they can e.g. release for ad-
vertising purposes, depending on 
their interest. In view of the newly 
awakened interest in privacy, these 
technologies should be quickly and 
widely accepted by consumers.  

CardSpace 

 Microsoft is working on the technol-
ogy CardSpace (formerly InfoCard), 
which should enable a technology 

independent decentralized manage-
ment of digital identities. The objec-
tive is to use several online offers 
from one user account only. The 
Internet Wiki on Identity and Access 
Management (www.iam-wiki.org) 
explains:  

"Cards represent at CardSpace the 
digital identities of a user. As in a 
real wallet, a user can have here as 
well several cards. The cards them-
selves though contain only meta-
information that state how informa-
tion about the user can be re-
quested from so-called identity pro-
viders. Such information can be e.g. 
name, date of birth, place of resi-
dence, gender, telephone numbers, 
credit card data, driving licence 
classes or the like. In this way, exist-
ing user accounts with providers 
that act as “identity providers” could 
be used for the registration and au-
thentication with other services. 
With the release of information from 
the identity provider to the service 
provider, the user will be involved, 
thus taking control of the relayed 
information. 

"Sticky Policy Paradigm" 

 Researchers from IBM - as well as 
data protection specialists - propa-
gate the EU project PRIME "Privacy 
and Identity Management for 
Europe"  (h t tp : //www.pr ime -
project.eu) also known as the "sticky 
policy paradigm". It is a form that so 

to speak “sticks” securely on indi-
vidual customer data: It gives de-
tailed information about whom, to 
what extent, through which channel, 
and for what purpose, each cus-
tomer allows using his data and 
where the data actually comes from. 
Thanks to the sticky policy it should 
be clear for everyone, for which pur-
pose he is allowed to use the data. 
If such a model wins recognition, it 
creates definite advantages for ad-
vertising companies: Firstly, they 
can prove unambiguously that they 
advertise with the permission of the 
addressee, and secondly, they ad-
dress only those who are actually 
interested in their offer. 

 It could be for instance in the not 
too distant future, that consumers 
give companies the permission for 
single or multiple use of their data. 
As with the itemized bill of telecom 
providers, the customer would re-
ceive at the end of the month, a 
"statement" on which is listed ex-
actly which company used his data 
for what purposes. The technology 
to do this is already partly in place, 
but still not market-ready. 

 

Source: DIREKT MARKETING 04/08 
Translated by   

Daniela La Marca 
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specialty-content websites, with op-
erations in Indonesia, Malaysia, Sin-
gapore, Thailand, the Philippines 
and Vietnam. 

Leveraging the popularity of online 
gaming across the Asia Pacific, AD-
MAX Network will use the MochiAds 
network of more than 2,000 games 
to provide highly targeted local ad-
vertising, segmenting consumers by 
geography, domain and game cate-
gory. 

MochiAds is the world's largest 
online games advertising network 
for advertisers, publishers and 
game developers. It works by dy-
namically delivering pre-game and 
inter-level ads into online games, 
reaching over 50 million unique us-
ers per month and providing an op-
portunity to reach one in three inter-
net users that play games online. So 
the partnership will for sure benefit 
both parties when it comes to gain-
ing a foothold in the booming online
-gaming advertising market in the 
region. 

Indeed the online games industry is 
morphing into a compelling new me-
dium, seeing the convergence of 
games and advertising, movies, vir-
tual worlds and social networking 
applications into an environment 
where users can create their own 
mash-ups. Games developers are 
allowing players to socialize and 
personalize their experience, creat-
ing their own games and content 
and share it then with other players 
by incorporating applications such 
as for instance You Tube. With new 
innovative technologies continu-
ously emerging, this trend is ex-
pected to change online gaming 
from being a “geeks only” domain to 
a medium of mass appeal. 

 

Mr. Gilbert Lo, Media Development 
Director at ADMAX, bestowed Asian 
e-Marketing an interview, noting 
that their partnership with MochiAds 
has provided them with “a great 
opportunity to work with a leading 
US-based gaming network to bring a 
new kind of advertising medium to 
Southeast Asia.” Asked about the 
challenges and limitations of online-
game ads in general and their bene-
fits he told me: “Like with any new 
platform, the biggest challenge is 
educating advertisers how to best 
leverage the environment to gener-
ate the best ROI. This involves un-
derstanding the types of messaging 
that work in the online-gaming envi-
ronment, and determining how to 
apply that in each client’s scenario.” 
Since advertisers are generally hesi-
tant to spend on new platforms, he 
said they would have to work closely 
with each client to overcome initial 
objections. 

Announcing an exclusive partner-
ship with MochiAds, the largest 
online, flash-gaming advertising net-
work, ADMAX Network intends to 
strengthen both parties’ ability to 
monetize and serve targeted adver-
tisements to gaming enthusiasts 
and advertisers in Southeast Asia.  

It’s especially not surprising that 
online games have started to be-
come a popular advertising platform 
in Asia , due to its highly engaging 
features. The ADMAX/MochiAds 
partnership will definitely raise the 
bar in online-games advertising, of-
fering targeted advertisements to 
the online gaming community and a 
new option for marketers seeking 
fresh and innovative advertising 
opportunities. 

Unlike website ads, the around-
game advertisements are delivered 
within the game window as the user 
is initiating the game or waiting be-
tween levels. As the games are be-
ing played, 10-second ads are 
shown, which can be served and 
targeted according to various crite-
ria including geography, domain and 
game category – placing the adver-
tiser’s message into a medium 
where the user is engaged. 

Recognizing that advertisers were 
looking for more attractive ways to 
reach their target audiences, AD-
MAX Network was launched in 2006 
to fulfill that demand with the best 
solutions to generate advertising 
ROI. Today, the company connects 
advertisers and agencies across the 
globe with relevant, local, online 
and mobile audiences through an 
unmatched reach of over 150 pre-
mier web sites. It is Southeast 
Asia’s leading site representation 
and local advertising network of 

A D M A X  N E T W O R K  T E A M S - U P  W I T H  M O C H I A D S  T O  D R I V E  
O N L I N E  G A M E  A D V E R T I S I N G  I N  S O U T H E A S T  A S I A    
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In addition, ADMAX would have to 
educate its clients to the reality that 
casual, flash gaming is not just ap-
pealing to young males. In fact, it 
appeals slightly more to females 
and is popular across a broad age 
range. And indeed, the popularity of 
playing online games is increasing, 
both on fixed and mobile devices, 
with casual games leading the 
growth and up to 50% of female 
players.  

“The key benefit to online-gaming 
advertising is the captive audience”, 
said Mr. Lo and explained that when 
people play games, they would play 
for an average of 37 minutes each 
time. So advertising around these 
games gives a marketer unrivalled 
“time with brand” value.  

Moreover, online-game click-
through rates are five to seven per 
cent, well-above those of traditional, 
online-banner advertising, providing 
obvious advantages to advertisers. 
Therefore, it is no surprise that the 
online games industry is expected 
to be worth $11.8 billion by 2011. 

The MochiAds network connects 
advertisers with game developers, 
providing turnkey opportunities to 
reach one in three Internet users 
that play games online. This net-
work allows AdMAX to reach users 
of some of the largest web proper-
ties today – including Facebook and 
Friendster.  

According to Mr. Lo “research sug-
gests that game applications gener-
ate the best returns of all Facebook 
applications, seeing this as a signifi-
cant indication for a successful and 
long-term venture with MochiAds.  
ADMAX intends to generate strong 
ad revenue for them in Southeast 
Asia, in return for a new and com-
pelling advertising medium. In addi-
tion, they expect to see demand 
grow substantially as advertisers 
seek more effective ways to reach 
an audience in a social networking 
environment. 

There is no doubt that online games 
provide a lot of opportunities for 
marketers and advertisers to reach 
consumers where they are increas-
ingly spending their time. However, 
it would only cause damages, if us-
ers get bombarded with it. To avoid 
this, ADMAX has thoroughly re-
searched many campaigns in many 
countries. Mr. Lo said they are 
“experts in understanding the corre-
lation between the frequency of ads 
played and their ultimate success”, 
and added: “We design relevant and 
targeted advertising, with the opti-
mal frequency, to avoid bombarding 
the user. Survey results indicate he 
said, that when people play free 
games, they are open to seeing ads 
and respond favorably to them. 
Since IDC predicted ASEAN online 
gaming will grow 21 per cent 
(compounded annually) from 2006-
2010, and MochiAds’ network com-
prises more than 2,000 games, 
both parties will cash in on this 
massive opportunity. 

When I asked Mr. Lo, if he believes 
that their business venture will push 
forward the online-game advertising 
evolution and spur on technologies 
or new consumer behavior, he af-
firmed it enthusiastically and added: 
“We always strive to educate our 
advertisers on new and exciting exe-
cutions.  

In this sense, we are pushing the 
online-game evolution forward. How-
ever, in such a fast-paced environ-
ment, new opportunities are con-
stantly presenting themselves. We 
expect to be a catalyst for change in 
this area, resulting in even more 
innovative advertising and ways to 
engage gamers and advertisers.” 

As many leading advertisers are 
looking to differentiate their online 
messages by using solutions 
“beyond the banner”, around-game 
ads provide one of the most-
engaged environments for advertis-
ers.  Therefore, ADMAX is seeing 
strong interest from advertisers, 
including agencies, in almost every 
sector in every market. So far, the 
early adopters include the telcos, 
handset Manufacturers, and the 
FMCG brands. 

Still, as with all advertising, rele-
vancy is always the key. With the 
advances in ad-serving technology, 
ADMAX expects to see significant 
improvements in targeting capabili-
ties and ad-display options over the 
next three years. Behavioral target-
ing will be a key development they 
are watching as it enhances online 
advertising in general, as well as 
online-gaming advertising. This abil-
ity to target gamers will not only pro-
vide customized advertising, but will 
also engage the consumer crea-
tively. Due to the fact that it is still a 
new advertising medium for South-
east Asia, the company is just 
launching their first campaigns. 
However, according to Mr. Lo, initial 
results suggest that responses from 
gamers are strong with click-through 
rates well above those of traditional 
online banner ads. 

Since relevancy is the key to suc-
cessful advertising in any medium, 
ADMAX is focused on providing the 
most-innovative and targeted local 
advertising – segmenting consum-

continues on Page 31 
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mantic Web, cloud computing and 
database technologies, such as 
Hadoop, tools that unlock the social 
graph, as well as tools that help 
manage IM, email, and social net-
works.” In this regard, ADMAX ex-
pects Web 3.0 technologies to bring 
greater effectiveness to advertisers’ 
campaigns in the future. “These 
technologies will create an environ-
ment where consumers will have 
improved access to the game con-
tent they desire. This will drive the 
gaming industry to create more-
relevant content; thereby, increas-
ing audience relevancy for advertis-
ers and opening new opportunities 
to improve consumer engagement 
with brands. Supporting technolo-
gies, such as behavioral targeting 

and advancements in flash-gaming 
interaction, will be pivotal in captur-
ing the related advertising opportu-
nities.” 

I hope you appreciated the provided 
insights into the merged online 
gaming and advertising industry as 
much as I did. With Asia Pacific ex-
pected to remain the fastest-
growing video-game region the part-
nership of ADMAX and MochiAds 
network seems to be fast gaining 
momentum and looks set for a 
bright future.◊ 

Daniela La Marca 
 

ers by geography, domain and game 
category – and aims to support their 
clients in tailoring their advertising 
by providing a high-performance 
and creative advertising environ-
ment, whilst improving the overall 
gaming experience. 

Having been curious to find out 
more about ADMAX’s expectation in 
Web 3.0 technologies and how it 
will influence their online-game ad-
vertising offers, Mr. Lo started pro-
fessionally with a definition of Web 
3.0 technologies to make sure we 
are discussing the same thing and 
explained: “Web 3.0 technologies 
are really about simplifying the use 
of Web 2.0 technologies. The types 
of technologies currently being dis-
cussed as Web 3.0 include the Se- Click here to return to the contents page 
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With the launch of their new web-
site www.invite2messenger.net and 
the announcement of partnerships 
with LinkedIn, Tagged, Hi5, Bebo 
and Facebook, Microsoft intends to 
solve one of the main problems so-
cial media is facing today, namely a 
lack of interoperability. We all know 
that for instance Facebook and 
LinkedIn are doing in general a 
good job in helping to keep track of 
and develop social networks, but 
aside from some apps that allow 
contacts import from one social net-
work to the other, there has been 
still been the lingering problem of 
interchangeably. 

Microsoft’s new project aims to fa-
cilitate address book portability de-
mands from their social network 
partners who use the Windows Live 
Contacts API. This will enable mem-
bers to import Windows Live con-
tacts to their respective sites and in 
return gives social networkers the 
option to invite their friends lists to 
join Windows Live Messenger, with-
out the need for screen-scraping, or 
providing private user credentials to 
outside networks.  

Not being convinced whether to call 
this data portability or whether it 
just makes things easier for social 
networking services to spam a 
user’s contacts, I wanted to find out 
more about Microsoft’s new venture 
and interviewed Geert Desager, 
Southeast Asia Trade Marketing 
Manager, Microsoft Digital Advertis-
ing Solutions on this topic.  

It’s a fact that whenever a disrup-
tive technology pulls audiences 
apart, something new emerges to 
try to pull things together – and 
www.invite2messenger.net may just 
represent that missing piece that 
holds in this case the Web 2.0 
world together. So, I am really inter-
ested in what inspired Microsoft to 
start the new website in the first 
place?  

Simply stated, our efforts aim to put 
users at the center of their online 
experience. One of the major chal-
lenges so far for consumers has 
been data portability. 

Through our collaborations with 
Facebook, Bebo, Hi5, LinkedIn and 
Tagged accessing your contacts, 
maintaining relationships online will 
be easier and safer. All of these net-
works will adopt the Windows Live 
Contacts API instead of “screen-
scraping.” Users can now visit 
w w w . f a c e b o o k . c o m  a n d 
www.bebo.com to find friends with 
the Windows Live Contacts API. Hi5, 
Tagged and LinkedIn will be live in 
the coming months. To tackle the 
issue of contact data portability it is 
important to reconcile the larger 
issue of data ownership. Who owns 
the data, like email addresses in a 
Windows Live Hotmail address 
book? We believe that we are sim-
ply stewards of customers’ data and 
that customers should be able to 
choose how they control and share 

their data. We think customers 
should be able to share their data in 
the safest and securest way possi-
ble. Historically “screen-scraping” 
achieved this openness. The down-
side was that customers were at 
risk of phishing attacks, identity 
fraud, and spam. Now with the Win-
dows Live Contacts API (application 
programming interface), we have 
provided an alternative to “screen-
scraping” that is equally open but 
unequivocally safer and more se-
cure for customers. 

These new collaborations available 
through the new website at 
www.invite2messenger.net that, 
allows people to invite their social 
network friends to join their Win-
dows Live Messenger contact list, 
we’ve essentially now created a two
-way street for people to share their 
information. 

What are Microsoft’s expectations 
regarding its business venture with 
the social networks? What’s the 
benefit for Microsoft? I have no idea 
what Microsoft business model 
could be here and can only specu-
late. Could you give me here some 
insights?   

This business venture is interesting 
because the shift of consumers’ 
attention and reliance from tradi-
tional to online media signals more 
than just a trend in social network-
ing experiences online; it is a sign 
that things have moved beyond 
where advertisers control the way 
consumers receive branding. More 
and more studies have shown that 
social networking has become the 
main reason why Asians are spend-
ing more time online sharing opin-
ions and experiences with each 
other. In an environment where con-
sumers are in charge of what mate-

continues on Page 33 
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graphs, profiles, social activity sta-
tistics, broadcast capability, events 
and integration of the "regular" 
Internet into the social network. So 
of course there is no doubt that so-
cial networking provides a lot of op-
portunities for marketers and adver-
tisers to reach consumers where 
they are increasingly spending their 
time. However, it would only cause 
damages, if social network users 
get bombarded with it. Does Micro-
soft have a specific method/
strategy/plan to avoid untargeted 
advertising? 

Microsoft puts customers in the 
centre of their online experience – 
and our Windows Live API partner-
ships ensures that consumers have 
control and choice of how they 
share their data between social 
platforms. As Microsoft allows safe 
and secure data portability, social 
media users have ownership of 
what advertising they consume. 
Though Microsoft recognizes the 
plethora of opportunities for mar-
keters and advertisers to leverage 
social media, it is imperative that 
users are still able to enjoy the 
benefits of having more choice of 
data portability in a safe and secure 
way without being bombarded by 
untargeted advertising. 

As in many other developing adver-
tising markets, much of the spend-
ing on social networks is driven by 
leading-edge marketers who are 
willing to take risks. What kind of 
advertisers do you expect to be pio-
neers in the case of www.invite2 
messenger.net? 

Having identified a gap in consumer 
information portability, this is a new 
opportunity for marketers to com-
municate across platforms. Indeed, 
as consumers are having greater 
choice in what messages they en-
gage with, there becomes a greater 

need for creating great content and 
experiences that engage audiences 
in dialogue and leverage their exist-
ing social networks. Breaking 
through the clutter is an inherent 
risk that marketers face whatever 
medium they use to communicate, 
how the Microsoft API partnership 
helps is to provide a new platform 
to communicate. 
The possibilities for www.invite2 
messenger.net are still fresh so 
adoption is still limited. Brands that 
have produced great online cam-
paigns leveraging Windows Live 
reach and integrated viral capaci-
ties are in the travel, entertainment 
and consumer products category; 
though increasingly, financial and 
health brands are also recognizing 
the strength of communicating on 
the online platform. 
Rudi Leung, Director of Communica-
tion Planning at Agenda Limited, 
WPP (Hong Kong) believes the con-
version rate from seeding social 
media (e.g. forum and blog post-
ings, etc.) is comparative to paid 
media. “Clients still believe social 
media is a chaotic environment, but 
are more willing to spend in this 
space when they see business po-
tential.” 
What’s the main benefit for social 
networks to collaborate with Micro-
soft - taking in consideration that 
they are giving a certain control out 
of their hands? 

Microsoft’s Windows Live services 
boasts of a large number of regular 
and active subscribers with huge 
spending power, and is the most 
popular and highly penetrated so-
cial networking service. By creating 
a link for people to communicate 
with each other between Windows 
Live and partner networks, partners 
can look forward to further traffic as 
users are increasingly linked to-

rial they engage with, marketers are 
realizing the need to reach out to 
their target audience with a new 
approach – advertising through so-
cial networking platforms. The prior-
ity of word of mouth marketing and 
direct approaches is an area which 
Microsoft Digital Advertising Solu-
tions has identified and hence pro-
vided marketers a vehicle for reach-
ing consumers. 

Microsoft monetizes this service to 
create value through online adver-
tising. Persistent, unobtrusive dis-
play ads, innovative add-ons and 
gadgets not only enhance end-
user’s online experience but also 
provide advertisers with a bridge to 
form relationships with their target 
markets and impress brand aware-
ness. Consumers are willing to sign 
up for and subscribe to things that 
are important to them on social me-
dia and networks where they are 
increasingly spending more time 
and focusing their attention. Other 
benefits of an online advertising 
approach include higher returns on 
investment, a reduction of waste 
and the flexibility to adapt cam-
paigns rapidly and collect direct 
consumer feedback. 

Windows Live provides an unrivalled 
solution for marketers to develop 
and promote social media cam-
paigns. The newly introduced set of 
application programming interfaces 
(APIs) allows advertisers to increase 
engagement on their campaign 
sites and expand awareness by 
keeping consumers connected to 
their Windows Live communities, a 
total audience of over 430 million 
users worldwide. 

Social platforms provide a set of 
application programming interfaces 
(APIs) that give developers access 
to the very core of what makes so-
cial networks valuable: social 
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gether. The connection provides 
greater vehicles for photo sharing, 
Live ID (contact sharing), blogging, 
mapping, video streaming, in-
browser messenger and more as 
the products of previously separate 
social networks are joined. 

Around 300 domains are classified 
as social networks, so there are 
much more partnerships opportuni-
ties for you than the mentioned so-
cial networks Facebook, Tagged, 
Hi5, Bebo, and the career-focused 
site LinkedIn. Will Microsoft ap-
proach smaller, specialized commu-
nities as well Can you name some? 

Microsoft is committed to offering 
the best user experience. We look 
forward to continuing to engage in 
the dialogue on data portability to 
the benefit of the Internet, its users, 
and developers that provide con-
sumers with the user experience 
they want and ensure their security 
and privacy are protected. 

We are very excited to partner with 
the most popular networking sites: 
Facebook, Bebo, Hi5, LinkedIn and 
Tagged. If and when new partner-
ships make sense, we'll let you 
know, but we have nothing to an-
nounce at the moment. 

Now a quite common question to 
you as an expert: What are accord-
ing to you, the major factors for 
building a successful social network 
marketing campaign?  

First of all, we have to understand 
social networking as a medium. 
There are 5 pillars of social media: 
participation, openness, conversa-
tion, connectedness and commu-
nity. The different levels of involve-
ment with this medium are through 
creation, sharing and viewing.  It’s a 
place where we deepen relation-
ships, for self-expression and a new 
outlet for creativity and offers an 
opportunity to build a new kind of 

international understanding. It is a 
chance for people to look at a com-
puter screen and really, genuinely 
wonder who’s out there looking 
back at them. So in order for mar-
keters to engage on a social net-
work, they must understand the 
motivations to use, express their 
brands clearly, create and maintain 
good conversation with their con-
sumers, empower participants, and 
most importantly, behave like a 
good neighbor. 

What do you see as the future for 
social network marketing in Asia? 
What will stay the same and what 
aspects will evolve? 

Asia has always been diverse in 
tastes from country to country – 
what may be cool in China may not 
be as popular in Singapore. Like-
wise with online networking sites, 
preferences differ, leading to a mul-
titude of popular outlets. With the 
boom of broadband penetration in 
Asia, social networking online is 
gathering force - with one third of 
the population in Asia having used 
an instant messaging product and 
at least 46% of Asians are actively 
blogging online.  

At Microsoft, we provide the tools to 
connect people from anywhere in 
the world, and with today’s frag-
mentation of digital networking plat-
forms, it couldn't have come at a 
better time. In Asia, divisions in 
technology are striking PDAs, part-
nerships between mobile service 
providers, and online service net-
works, which make it simpler for 
people to access social networking 
services from any place and point in 
time. Advertisers must be flexible 
and develop programs that can ac-
cess consumers across a range of 
mediums and reach out to their au-
dience in a manner and speed that 
fits their lifestyle. There is a need to 
bring together the multitude of plat-

forms to one easier, manageable 
medium in order to connect people 
for direct communication, rather 
than informal mass networking. 

Social networking will be an impor-
tant channel in the future. Consum-
ers have begun to shape their opin-
ions and place more trust and at-
tention to their close social links 
founded online. Advertisers must 
follow the audience trend and learn 
to create a real-time dialogue and 
positive brand experience by ac-
cessing unique touch points made 
available through these social net-
working platforms. Advertisements 
on social networking services must 
be effective and personalized, 
which in turn will generate more 
loyalty and sales in the long run.  

People are spending an increasing 
amount of time online sharing opin-
ions and experiences through net-
working platforms such as IM and 
blogs; word of mouth marketing has 
become a force that needs to be 
addressed. Advertisers can leverage 
off social networks online by posi-
tioning consumer feedback tools 
and brand barometers to evaluate 
marketing strategies. Branding 
strategies online through banners 
ads or uniquely themed add-ons 
and gadgets give marketers an op-
portunity to enhance end-users 
online experience, building relation-
ships with target audiences and 
creating brand awareness. Innova-
tive companies have already begun 
to see the value of advertising 
online, and are reaping the bene-
fits. We expect, as social networking 
becomes an even bigger part of the 
social fabric of communities across 
Asia, that more and more big brand 
advertisers will begin to use this 
dynamic advertising medium.◊ 

 

By Daniela La Marca  
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by 60 percent, to 420 thousand in 
the past 12 months and represents 
the highest growth rate in the his-
tory of the company so far. In the 
same period, the total member base 
increased by approximately 170 
percent, to 5.71 million members, 
the result of organic growth and the 
acquisition of competitor networks. 
 

In the first quarter of 2008, the new 
business models introduced in 
Q4/2007 already make up 20 per-
cent of total revenues. In advertis-
ing, a total of 0.52 million euros 
were earned. In the eCommerce 
segment, XING AG increased its 
earnings over the previous quarter 
by roughly 160 percent to 0.96 mil-
lion euros after introducing a per-
formance-oriented billing system in 
October 2007. The key revenue 
driver in eCommerce is the XING 
Marketplace for job listings, already 
garnering approximately 2.30 mil-

lion clicks. The number of clicks to 
job postings on XING has more than 
doubled within a single quarter. 
But that’s not all. There is more ex-
citing news from this remarkable 
company as it is now possible to 
locate XING business contacts with 
Google Maps. The new feature gives 
XING members a new perspective in 
dealing with their personal network 
by visualizing geographically the 
locations of direct business con-
tacts on a map or satellite display. 
Contacts’ business addresses can 
be displayed provided a member is 
logged in to XING and the contacts 
permit such a display and release 
the information to the member. This 
new service can show XING mem-
bers at a glance which countries 
and cities are represented in their 
network and which are not. The 
map view is also an easy way to find 
regional experts or arrange busi-

X I N G :  O N  T H E  F A S T  T R A C K  T O  S U C C E S S  

In the March/April issue of Asian e-
Marketing we had an interesting 
interview with XING’s CEO Lars 
Hinrichs  which got a lot of attention 
and therefore I thought the latest 
news of his exciting company could 
be gripping, too.  
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 network-
ing scene amongst professionals so 
far. By focusing on the target group 
'business people worldwide', the 
company is able to offer tailored 
features, thereby making network-
ing and contact management sim-
pler. 
Now it seems that the leading net-
work for business contacts is on an 
even faster track to success as their 
preliminary figures for Q1/2008 
prove a huge increase, namely  total 
revenues, incl. other operating in-
come, by 91 percent to 7.51 million 
euros (Q1/2007: 3.93 million eu-
ros), thus achieving the highest 
quarterly revenue in the history of 
the Company. An EBITDA of 2.64 
million euros and a margin of 35 
percent was achieved in Q1/2008, 
an increase of nearly 500 percent 
over Q1/2007 results (0.53 million 
euros). Once again, the highly scal-
able nature of XING AG's business 
model allowed the company to 
achieve profitable growth in the new 
financial year. The subscription 
business segment was the most 
profitable, bringing revenues of 
5.91 million euros in Q1/2008 
(Q1/2007: 3.74 million euros). This 
vigorous boost in revenues can 
largely be attributed to an increase 
in paying premium members which 
increased by 58 thousand over the 
previous quarter. The number of 
premium members has increased 
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ness meetings when travelling. And  the 
best part is that XING members will as 
usual remain in full control of their own 
data and privacy settings: Each member 
decides whether to allow their business 
address to be displayed on the map, who 
has access to their business address, and 
who can view their exact position on the 
map. Of course these settings can be 
modified at any time. 
The beta version of the new map feature 
is live for all XING members and if you are 
interested in it and still not a member, we 
can still offer you a complimentary pre-
mium partnership for two months if you 
register as a reader of Asian e-Marketing 
(http://www.xing.com/premium-aem) 
Far more than a directory of business con-
tacts, XING enables its members to dis-
cover professional people, opportunities 
and privileges through its unique discov-
ery capability and advanced contact man-
agement tools.◊ 

By Daniela La Marca 
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Preliminary & unaudited KPIs according to IFRS  

XING total 
  Q1/ 2008  Q1/2007  

Revenue in €m1 7.51 3.93 

EBITDA in €m 2.64 0.532 

EBITDA Margin 35% 13%2 

      

Subscription     

  Q1/ 2008  Q1/2007  

Revenue in €m 5.91 3.74 

      

Paying members in 000s 420 258 

Total members in m 5.71 2.13 

Net adds paying members in 000s 58 37 

Net adds total in 000s 600 433 

      

Advertising     

  Q1/ 2008  Q1/2007  

Revenue in €m 0.52 - 

Page Impressions in m 919 556 

      

eCommerce     

  Q1/ 2008  Q1/2007  

Revenue in €m 0.96 - 

No. of Marketplace Clicks in m 2.3 - 

• Record quarter: Total revenues increased by 
91 percent to 7.51 million euros  

• EBITDA increases by 500% over Q1/2007  
• Number of Premium Members increases by 

60 percent within one year to 420 K 
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Asian members in acquiring compe-
tencies and best practices to ad-
dress global business challenges. 
Acting as a conduit for knowledge 
exchange between marketers in 
North America, Europe, and Asia-
Pacific, Asian marketers will gain 
through the CMO Council access to 
a peer network of marketing execu-
tive worldwide and to authority lead-
ership programs conducted in other 
regional markets. Overseas market-
ers, on the other hand, get a chance 
to gain new insights into the busi-
ness dynamics, cultural variations, 
market requirements, operational 
challenges and channel structures 
in individual Asia-Pacific countries. 
So the expansion mirrors as well the 
growing strategic importance of the 
region as a global economic engine.  
Headed by CMO Council Executive 
Director Donovan Neale-May, the 
Asia-Pacific Advisory Board started 
of in the region with nine marketing 
experts namely:  
1. Wendy Gannon, Senior Director, 

Marketing AP-J, VMware Asia 
Pacific 

2. Jeremy Cooper, VP Marketing, 
Asia Pacific, Salesforce.com 

3. Philip Yeap, VP Marketing, Asia 
Pacific and Japan, Symantec 

4. June Chan, Regional Marketing 
Director, AT&T Asia Pacific 
Group 

5. James Alderton, Marketing Di-
rector, Regional Marketing, Tek-
tronix 

6. Frans Scherper, CMO, Philips 
Semiconductors 

7. Rick Seeto, VP Marketing, Asia, 
Nortel 

8. Aditya Nath Jha, Head, Global 
Brand and Communications, 
Infosys 

9. Kristi Barrow, Marketing Direc-
tor, Expedia Australia 

10. Jim Simon, Director of Market-
ing, Asia Pacific, Quantum Asia-
Pacific 

11. Rupal Shah, Marketing Director, 
Asia-Pacific, Intel 

12. Steve Green, Regional Business 
Vice-President Pre Press Print-
ing Solutions Asia Pacific Region 
and Kodak Singapore Managing 
Director, Kodak 

 

The CMO Council has now bolstered 
up its presence in the region with 
the addition of fourteen new board 
members from a variety of industry 
sectors in order to pay more defer-
ence to the growth, diversity and 
dynamics of Asia. The newly desig-
nated board members are from a 
variety of industries, including con-
sumer electronics, wireless commu-
nications, fashion and apparel, me-
dia and entertainment, professional 
services, information technology 
and networking. They are: 
1. Jana Hanci, CEO, Apex Interna-

tional Enterprises 
2. Steven Tan, Regional Marketing 

Director, Aspect Software 
3. Miki Tsusaka, Senior Partner 

and Managing Director, The 
Boston Consulting Group 

4. Kimberly Nelson, Marketing and 
Communications Director, EDS 

5. Paras Sharma, Director of Mar-
keting and Corporate Communi-
cations, ESPN Star Sports 

6. Cecilia Pang, VP of Corporate 
Marketing APJ, Hewlett-Packard 

7. Makiko Eda, General Manager 
of Marketing Headquarters, In-
tel 

The Chief Marketing 
Officer (CMO) Coun-
cil, a global network 
of more than 3,000 

senior marketing executives in 52 
countries, is a private, non-profit 
organization. Dedicated to high-level 
knowledge exchange, thought lead-
ership and personal relationship 
building among senior marketing 
and brand decision-makers, the 
Council’s base is in Northern Califor-
nia, but regional chapters convene 
worldwide under the auspices of 
GlobalFluency –“The Independent 
Network of Influence” - which has 
more than 100 offices in 72 coun-
tries.  
The CMO Council is an exclusive 
and influential peer-networking 
group of authority leaders in mar-
keting under the direction of a rotat-
ing board of advisors and an annu-
ally elected chairperson. It’s an invi-
tation-only affinity group working to 
further the stature, credibility, influ-
ence, and understanding of the stra-
tegic marketing function among 
business executives, opinion lead-
ers and critical stakeholders. CMO 
Council members are drawn from 
the upper echelons of corporate 
management to form a trusted, 
close-knit community of peers who 
use their access, connections and 
expertise for mutual benefit, sup-
port, referral and professional ad-
vancement. Its members control 
more than $70 billion in aggregated 
annual marketing expenditures and 
companies represented on the CMO 
Council have combined annual reve-
nue of over $600 billion.  
Just last month, the CMO council 
announced the expansion of its Asia
-Pacific activities with a number of 
new initiatives and knowledge ex-
change programs to support its 
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8. Brian Fan, Director of Regional 
Marketing Asia and Japan, Law-
son Software 

9. Dermot Boden, EVP & Global 
CMO, LG Electronics 

10. Andrew Pickup, Business and 
Marketing Officer, Microsoft 

11. Ian Chapman-Banks, VP and 
General Manager of Asia Pacific 
Marketing of Mobile Devices, 
Motorola 

12. Basil Chua, Marketing Director, 
National Geographic Channel 
Asia, Fox International Channels 
Asia 

13. Sue Day, Director of Marketing, 
Polycom 

14. Tomoyoshi Shingenobu, Manag-
ing Director, Shizuki Trading Co. 

 

As the focus of this issue of Asian e-
Marketing is on Social Network Mar-
keting (SNM) and MediaBUZZ 
started a relationship and knowl-
edge exchange partnership with the 
CMO Council early this month, I 
thought it would be of interest to get 
the elite affinity network’s definition 
and perspective of it. The CMO 
Council is perceived as one of the 
most influential and prolific author-
ity leadership channels for strategic 
marketing decision makers in the 
world and Asian e-Marketing got a 
chance to talk to a spokesperson of 
the organization, Mr. Scott Jaworski, 
Senior Director of Interactive Mar-
keting and Creative Services 
at GlobalFluency. 
He described Social Network Mar-
keting “as the communication and 
engagement of a targeted user base 
with similar goals or interests using 

technologies and toolsets“ and was 
even willing to give us insights on 
what he expects will drive in the 
Asia Pacific region. Elaborating on 
this, he said “Asia Pacific is a region 
full of adapters who are willing to 
embrace new technologies and plat-
forms. What will be the determining 
factor related to SNM’s success is 
the presentation of these Networks.  
Perception, communication and 
consolation are all elements that 
will factor into a successful Social 
Marketing Network.  Each of these 
areas tackles several cultural issues 
– a sense of isolation, mental stimu-
lation (other than educational pur-
poses) and social status.” 
 

Asked if the CMO Council is target-
ing any social networks to join the 
organization, or if there are already 
some participating, he shared that 
they have had strong involvement 
from MySpace with whom they are 
actively reengaging with. On top of 
this, the Council is increasing its 
involvement with Facebook. In addi-
tion, Lithium and Small World Labs 
are current affiliates of the Council 
and active participants, and he 
added that they foresee their part-
nership outreach expanding with 
the emergence of new communities 
on a daily basis. 
With Asia being one of the world’s 
largest mobile communications user 
bases, and predicted to reach 1.14 
billion subscribers by the end of the 
year, he wanted to emphasize to our 
readers that it is pivotal for Social 
Networks to power forward and en-
gage closely with the mobile market-
place. This point goes hand in hand 
what Research in Motion expert, Mr. 
Gregory Wade, stated in the article 

“RIM: Social Networks are the key to 
the future” on Page 19. “The Asian 
marketplace is already positioned in 
a comfort zone with the advance-
ment of mobile devices, music and 
IM – and these are all social medi-
ums that together on one device 
form a powerful and impactful envi-
ronment,” Mr. Jaworski elaborated. 
Indeed he has hit the nail on the 
head. After all, it is a fact that Mar-
keting is in a continuous state of 
change and the industry has to 
adapt appropriately. And this is ex-
actly where the CMO Council comes 
in and stands out. Its programs and 
services can be invaluable to mem-
bers seeking to network and engage 
with others in the field, or to exam-
ine and discuss latest marketing 
practices, processes, technologies 
or methodologies. 
Membership is open to top-ranking 
corporate marketing decision mak-
ers only, not consultants or agen-
cies. Members should have at least 
15 years of marketing experience 
and have held executive manage-
ment positions at new venture, 
emerging growth or established en-
terprise organizations. Nominees 
must have demonstrated marketing 
prowess, a proven track record of 
accomplishment, and leadership in 
evangelizing marketing and brand-
ing practices. 
 

Visit the CMO Council web site to 
find out about the initiatives geared 
to address executive marketers' 
challenges at  
http://www.cmocouncil.org 
 

By Daniela La Marca 
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On the flip side of the coin, while the 
CAN-SPAM Act of 2003 has a very 
large share of detractors, it and the 
penalties it establishes are better 
than nothing. This latest prosecu-
tion for example at the very least 
sends a clear message to fraudsters 
and spammers. In addition, the fact 
that such amounts are potentially 
recoverable under the anti-spam 
legislation provides additional in-
centive for firms such as MySpace 
to prosecute offenders, thereby 
heightening their risk levels.  
 

Social Networking Vulnerabilities 
The MySpace highlights the lax se-
curity on social networking sites, 
Matt Shanahan, senior vice presi-
dent at AdmitOne Security says, “It 
is very easy to hijack an account," 
he said, and when this happens,  
especially on a massive scale, the 
network's brand suffers.” 
In fact, MySpace did receive a lot of 
negative press in connection with 
these incidents -- particularly over 
the delivery of spam containing 
links to porn Web sites to minors' in-
boxes. 
Web 2.0 sites like MySpace have to 
adopt the same mentality that 
banks and financial institutions did 
several years ago concerning Inter-
net security. Shanahan notes, "All 
the banks have worked very hard to 
become trusted names online, es-
tablishing cutting-edge security con-
trols." 
 

Spam and Social Networks: The Cy-
cle Continues 
So if you have been under the im-
pression that social networks are 
safe havens from spammers, think 
again. Junk messages are following 
users and advertising dollars to so-
cial networking sites, according to 
an anti-spam researcher, who found 

that spam levels have tripled in re-
cent months. 
Recently, Cloudmark, a company 
which specializes in anti-spam plat-
forms for service providers says it 
tracked a 300 percent rise in junk 
messages at a major social network 
site it works with.  In fact, according 
to the company, in the six months 
leading up to March 2008, social 
networking sites saw a four-fold 
growth in the amount of spam on 
their networks. In addition, at sev-
eral major social networking sites, 
30 per cent of new accounts cre-
ated are automated fraudulent 
'zombie' accounts, designed to be 
used for the purpose of sending ad-
vertising messages, spam and other 
malicious attacks. 
 

The Modus Operandi 
It does not help that social networks 
tend to have large populations of 
non-tech savvy users.  
And yes, just in case you are won-
dering, the type of spam advertised 
through social networks is the same 
type as that advertised by email 
spam and punted by much the 
same people. "There's an implicit 
trust in social networking. People 
don't think they're going to be at-
tacked with spam. People don't 
trust email anymore. Spammers are 
following peoples' online habits. 
What’s more the size and viral na-
ture of social networks make Web 
2.0 an attractive new target for 
spammers," states Cloudmark chief 
executive Hugh McCartney. 
It is important to note that social 
network spam is not limited to 
friend invitations, but also includes 
social network tools such as pokes, 
chats, comments, bulletin board 
messages, blogs and application 

Social Networks have become the 
new playground of spammers. 
 

While earlier this month, the US fed-
eral court awarded MySpace nearly 
US$230 million in its suit against 
Sanford Wallace and his partner 
Walter Rines -- aka the "Spam King” 
and scored a win for those fighting 
the anti-spam war, the battle is far 
from over. 
Yes, the judgment, especially given 
the size of the award, represents a 
decided victory for e-commerce sites 
in their costly battle against spam. 
Yes, it is so far, the largest award 
since the enactment of the CAN-
SPAM Act in 2003. In case you are 
wondering, MySpace received 
$223,770,500 in damages under 
CAN-SPAM, $1.5 million in an-
tiphishing damages allowed by Cali-
fornia statute and $4.5 million for 
legal fees. 
Yes, the pair were found responsible 
for orchestrating a phishing scam 
designed to harvest MySpace login 
credentials, prior to bombarding 
members with messages punting 
gambling and smut websites. As 
many as 730,000 bogus messages, 
rigged to appear as though they 
came from their friends, were sent 
to MySpace members. 
However, there is unfortunately a 
bleaker side to the picture. Firstly, 
the amount of the award provides a 
telling look into the costs companies 
incur when they fight spam and sec-
ondly, it's doubtful MySpace will 
ever see any of the money. 
This gloomy expectation fuels 
doubts that the award -- or the law 
underpinning it -- will serve as any 
deterrent whatsoever against the 
volume of spam flowing into in-
boxes.  
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friends by posting profile pictures 
that depict them as attractive young 
women. By recruiting people into 
their groups or networks it's easier 
for spammers to subsequently send 
them spam. 
Furthermore, spammers are starting 
to use data-mining techniques to 
create spam lists, sorted on geo-
graphic and demographic criteria. 
Such lists are of premium value to 
them. 
And of course, what’s even more 
frightening is that despite anti-spam 
legislation, the problem is not ex-
pected to disappear but in fact is 
predicted to get worse. After all, anti

-spam legislation while acting 
maybe as a deterrent can only do so 
much. At the end of the day, though, 
users must share some of the re-
sponsibility for protecting them-
selves. Once again, it seems that 
user education is one of the key 
strategies that has to be employed 
in the never-abating war against 
spam. 
So once again Web 2.0 and Social 
Network users, the moral of the 
story is “Always be careful of what 
you click on." ◊ 

By Shanti Anne Morais 

communications. 
Social networking spam can be 
messages between users or posts 
to walls or other similar applica-
tions. Social network spammers 
most often hijack accounts using 
fake log-in pages. Phishing-like tac-
tics, password guessing and the use 
of Trojans to capture keystrokes are 
also in play.  
Junk messages, rigged to appear as 
though they came from their 
friends, are more likely to be acted 
on by recipients on social network-
ing sites compared to the same 
messages received by email. Social 
network spammers try to recruit 
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“We publicly assert that all users of the social web are entitled to certain fundamental rights, specifically: 

• Ownership of their own personal information, including:  

1. their own profile data 

2. the list of people they are connected to 

3. the activity stream of content they create; 

• Control of whether and how such personal information is shared with others; and 

• Freedom to grant persistent access to their personal information to trusted external sites.”◊ 

By Joseph Smarr, Marc Canter, Robert Scoble, and Michael Arrington 

Click here to return to the contents page 
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Basically, the name social book-
marking says is all – a bookmark 
that other Internet users can then 
use and share as a reference. In a 
nutshell, social bookmarking makes 
it easy for Internet users to share 
online content. On social bookmark-
ing sites, users submit links to sites 
or stories that they find useful and 
interesting. Other users on these 
sites can then access these lists 
and follow the links through to the 
original content.  

On many of 
these book-
marking sites, 
each user can 
then create his 
or her own 
page about 
their favorite 

sites and stories– a virtual library of 
sorts. The links are then organized 
into categories making it as easy as 
possible for users to find content 
relevant to their specific interests. 
One significant benefit of social 
bookmarking sites is that while 
newspapers and other official press 
sources have to churn out content 
to stay in business, users only sub-
mit stories that they find interesting. 

For a content provider it's a pretty 
simple process to ensure that your 
stories stand a good chance of be-
ing included on these sites. You 
need to enable them with 'social 

bookmarking chicklets' - little icons 
that, upon clicking, automatically 
submit your story (or a vote for your 
story) to the bookmarking site being 
used. So when a user finishes read-
ing your story he doesn't have to go 
into the Digg site and submit your 
story manually – rather a simple 
click on the Digg icon in the footer 
of your story will do the trick. This 
convenience plays a massive role in 
getting users to actively distribute 
your content. 

Social aggregating looks to make it 
even easier for users to receive rele-
vant content and this is especially 
important when it comes to the blo-
gosphere. With millions of new 
posts each week it is too hard to 
keep up to date with everything you 
want and/or need to know. Blog 
aggregators are making our lives a 
whole lot easier by aggregating the 
content for us.  

The Benefits 

Social bookmarking allows like-
minded people to share interesting 
and relevant content with one an-
other in an easy to use manner.  

Social bookmarking sites are an 
excellent tool for members of a 
company or organization – gone are 
the days where we needed to send 
loads of emails to keep colleagues 
in the loop. 

Social bookmarking saves us a lot 

of time and energy that we’d usually 
spend scanning our RSS feeds or 
actually visiting sites daily to find 
out what’s hot in the industry we 
work in along with our other inter-
ests. Social bookmarking makes it 
easy for your readers to share con-
tent. This way content comes from a 
trusted source, “a person like me”, 
and can go a long way to increasing  
readership.  

As more and more Internet users 
begin using social bookmarking 
sites, the better and more holistic 
the quality of content will become.  

The Disadvantages – well we have 
to be fair! 

Social bookmarking sites are sus-
ceptible to corruption as some mar-
keters and publishers have begun 
to consider them as an aid to SEO 
efforts, as the more times a page of 
content is submitted to the site the 
more likely it is to get noticed by the 
readers. Many of the sites are put-
ting preventative steps in place to 
combat spammy submissions in 
order to prevent the manipulation of 
content for marketers or publishers’ 
needs. Social bookmarking sites are 
an excellent way to get your content 
out there but it’s got to happen or-
ganically – don’t try and orchestrate 
the process yourself or risk losing 
everything you’ve worked so hard 
for! ◊ 

S O C I A L  B O O K M A R K I N G  

S O C I A L  S H O P P I N G  

Social shopping is a method of e-
commerce and of traditional shop-
ping. Here, consumers shop in a 
social networking environment simi-
lar to MySpace.  

Social shopping facilitates the gath-
ering of people in one place to swap 
shopping ideas. And like MySpace, 
social shopping sites are designed 

for both browsing and blogging, with 
some shopping-related technology 
twists included. Using the wisdom of 
crowds, users communicate and 
aggregate information about prod-
ucts, prices, and deals. Many sites 
allow users to create custom shop-
ping lists and share them with 
friends. Some services even allow 
users to shop together synchro-

nously to complete the social envi-
ronment. Social shopping sites can 
generate revenue not only from ad-
vertising and click-throughs, but  
also by sharing information about 
their users with retailers. 

Examples of social shopping sites 

include Pronto, StyleHive, ThisNext, 

Rasba and Kaboodle.  

http://en.wikipedia.org/wiki/Pronto�
http://en.wikipedia.org/w/index.php?title=StyleHive&action=edit&redlink=1�
http://en.wikipedia.org/w/index.php?title=ThisNext&action=edit&redlink=1�
http://en.wikipedia.org/w/index.php?title=Rasba&action=edit&redlink=1�
http://en.wikipedia.org/wiki/Kaboodle�
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Tag cloud (or weighted list in 
visual design) is a visual depic-
tion of user-generated tags 
used typically to describe the 
content of web sites. Tags are 
usually single words and are 
typically listed alphabetically, 
and the importance of a tag is 
shown with font size or color. 
Thus, both finding a tag by al-
phabet as well as by popularity 
is possible. The tags are usu-
ally hyperlinks that lead to a 
collection of items that are 
associated with a tag. 

The first use of tag clouds on a 
high-profile website was on the 
photo sharing site Flickr, cre-
ated by Flickr co-founder and 
interaction designer Stewart 
Butterfield. 

There are three main types of 
tag cloud applications in social 
software, distinguished by 
their meaning rather than ap-
pearance. In the first type, 
there is a tag cloud for each 
item whereas in the second 
type, we have global tag 
clouds where the frequencies 
are aggregated over all items 
and users.  

In the first type, size repre-
sents the number of times 
that the tag has been applied 
to a single item. This is useful 
as a means of displaying 
metadata about an item that 
has been democratically 
'voted' on and where precise 
results are not desired. A 
good example of this is 
Last.fm, which uses this 
method as a means of dis-
playing the genre with which 
an artist or track has been 
tagged.  

In the second, more com-
monly used type, size repre-
sents the number of items to 
which a tag has been applied, 
as a presentation of each 
tag's popularity. Examples of 
this type of tag cloud are used 
on the image-hosting service 
Flickr and the blog aggregator 
Technorati. 

In the third type, tags are 
used as a categorization 
method for content items. 
Tags are represented in a 
cloud where larger tags repre-
sent the quantity of content 
items in that category. 

T A G  C L O U D  

Swickis are a new kind of 
search engine or search re-
sults aggregator.  

Swickis allow you to build spe-
cific searches tailored to your 
interests and that of your 
community and get constantly 
updated results from your 
web or blog page. Swickis 
scan all the data indexed in 
search engines like Yahoo 
Search, plus all additional 
sources you specify, and pre-
sent the results in a dynami-

cally updated, easy to use 
format that you can publish 
on your site - or use at 
swicki.com. 

Swickis are collaborative tools 
like wikis in that they are cre-
ated by one person, but then 
can be set to allow lots of oth-
ers to get involved and auto-
matically and anonymously 
learn from the search pat-
terns of the community of us-
ers.  

S W I C K I S  

Buzzclouds are a list of search tags that are 
popular or recently typed into the swicki.  

Providing information about the topic you wish to 
focus on, select relevant keywords, websites, site 
search and add them into the simple training 
form, and create a Swicki of your own! ◊ 
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S O C I A L  N E T W O R K I N G  W E B S I T E S  A C R O S S  T H E  G L O B E  

Here is a list of major social networking websites. 
Please note the list is non-exhaustive, but is limited to notable, well known sites. 
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Dear Reader, 
 

Did you know that Social Network Websites have been hogging the limelight for 

around a decade now and got its huge boost in popularity when MySpace en-

tered the stage? Tied very closely to Web 2.0, Social Network Marketing defi-

nitely stands for a new frontier of online advertising, due to the concept of user-

generated content that virtually offers limitless marketing potential.  

As usual, a new generation of marketers have to be willing to test the waters and 

bring the limitations to light. What is driving these courageous marketers and 

pioneers is the fact that with each passing day, the Internet becomes more and 

more a part of everybody’s daily life. And indeed, social networks don’t stand just 

for dating anymore, but makes the world smaller and more connected. Globaliza-

tion has of course been a huge push factor here but the benefits of social net-

works are not just for individuals but for the companies they work for or with. At 

the root of social network marketing is the fact that It brings people together – 

old friends, new friends, family, colleagues, business associates, and so on. It 

epitomizes MediaBUZZ’s slogan – “Communicating via Communities”. Love it or 

hate it, social network marketing seems to have caught on and is here to stay.  

Helping entrench it further in our lives,  social networks is now increasingly being 

embraced by the corporate world as part of their marketing strategies, offering 

them new interesting and challenging opportunities. The May/June issue of 

Asian e-Marketing is therefore dedicated to Social Network Marketing and hopes 

to inspire you to leverage this new trend. 

Enjoy the reading! 

 

 

 

 

PS:  

As our loyal reader, you are again the first who get a chance to learn more about 
Unified Threat Management (UTM) which will be held on October 7h in Singapore 
as we have once again 50 complimentary seats to offer on a first-come-first-
served basis. Grab the chance to be part of MediaBUZZ’s half-day seminar that 
aims to delve deeper into this technology—see http://www.mediabuzz.com.sg for 
more information. 

Daniela La Marca 
Editor, Asian e-Marketing 
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