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Will communication ever be the same?

Source: Robin Sloan/Matt Thompson, Epic 2015, www.snarkmarket.com 2006
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The sociological point of view:
Social Software expands our communication culture

Main characteristics of the „Google world“
• New information patterns and active publics:

stakeholders search for information, using search engines, knowledge platforms
and recommendation systems

• New structures of content production:
creativity and authenticity are most relevant, technologies are available for everyone

→ Digital reputation, passion and hubness/connectedness gain in importance
→ Renaissance of personal communication and social networks
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Characterizing the Google World

Sources: Castells 2000; Castells 2001; Zerfass/Boelter 2005, pp. 81-91
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Personal publishing tools (weblogs, podcasts), social services (wikis, communities)
and interactive web technologies (RSS) open up new market opportunities for

• Communication agencies and technology providers
- Programming social software
- Developing business applications
- Consulting and content production

• Online services and media companies 
- New business models (communication platforms)
- New services (personal weblogs for readers)
- Extended products (weblog monitoring, weblog advertising)

• Industry, NGOs, Political institutions
- Communication management (PR, Marketing, Internal Com.)
- Knowledge management
- Project management, etc.

The economic point of view:
Social software can drive business excellence
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The management point of view:
Social software and communication strategy

Using blogs as platforms
for communication

Building relationships
with bloggers

Utilizing the blogosphere
for crisis prevention
and viral campaigns

Sources: Zerfass 2004; Zerfass/Boelter 2005, pp. 76-158

How to communicate with whom in which framework

Goals
Channels

Recipients
Stakeholders

Public Sphere
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Using weblogs and podcasts
to attain communication goals and business objectives

Public
Relations

Market
Communication

Internal
Communication

Resolving
Conflicts

Establishing
Relationships

Supporting
Contracts

Building
Reputation

Defining
Issues

Sharing
Knowledge

ArgumentationPersuasionInformation

Knowledge
Blogs

                                      

Collaboration/
Project Blogs

Product/Brand
Blogs Customer

Relationship
Blogs

Crisis
Blogs
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Campaigning
BlogsService

Blogs

Issues
Blogs

Source: Zerfass/Boelter 2005, p. 127

Classification of corporate blogs
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Defining priorities: Strategy-Exposure-Matrix

Cost leadership

Differentiation strategy

Insider
Brand

National
Brand

Intervening variables:
- Internet usage of stakeholders
- Attractiveness for communities
- Issues for campaigning

Mini

Renault
Twingo

Dacia
Logan

Renault
Modus

Audi A3
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Public Exposure

B
usines S

trategy
Blog Campaining
to expand reach and coverage

Issues and Product Blogs
for building reputation and serving customers

Blog Monitoring
to avoid reputation crises

Blogger Relationships
for building the brand



,

©
 D

r. 
An

sg
ar

 Z
er

fa
ß9

Social software WILL change communication culture,
business models and communication strategies!
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