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Abstract
Professor Roger Wallis of the Department of Media Technology & Graphic Arts, KTH, is an international expert on the effects of new technologies on the media industry, business models and consumer behaviour. He attended the Pirate Bay Trial in Stockholm in February 2009 as an expert witness. The defence had requested that the court called him to present current research on the existence of or lack of causal links between declining music record sales (CDs) and on-line music file sharing. However, he was heavily discredited by the music and film industry lawyers in a way he, and many following the case, regarded as slanderous - his arguments based on existing research were not compatible with the claims of the plaintiffs. No research, however, with contrary findings was presented by the plaintiffs. When asked at the end of the trial whether he would like to have some money as a reimbursement of appearing, he gave a negative reply but mentioned that the court could send some flowers to his wife. The court could not agree to this but his statement was quickly picked up by the Internet audience and a site was speedily built through which interested people could send flowers to his home. And a sum of 54086 Swedish Kroner worth of flowers and other gifts had been sent to him and his wife, which equals sales of 546 CD’s measuring 5.5 meters in length if laid out in a pile.    

 

The aim of this master thesis is to analyze how the Pirate Bay Trial could result in a boom for the online flower ecommerce business in Stockholm and the underlying factors explaining how a non-profit ecommerce–like website could be created and run successfully and effectively in a very short time. The prerequisite of the snowball effect in terms of common interests is discussed to deduce relevant implications regarding the ecommerce business. A SWOT analysis focusing on social media and traditional media facilitates the understanding of the role of social media in the case and how it can be applied in e business. The relationship between the online community and social media technology is analyzed, resulting in the conclusion that social media is the catalyst for the snowball effect and the online community is the roll booster. 

 

The Peer Production phenomenon and Open source concept in the networked information economy are used to study information products and information production. Long tail theory can be applied into e business to increase revenue. E-business transaction models and logistics integration are analyzed to make predictions regarding an ideal combination mode for the e-commerce business. A comparative study of the current commercial ecommerce website Amazon and some other internet phenomena are also used to analyze the Pirate Bay “Flower for Wallis” case study. 

 

Implementation of the information product industry is used to illustrate the necessity to change business model to create a new market space. At the end of the thesis, a concrete proposal is presented to exemplify innovation in terms of designing a new website’s structure to achieve effective advertisements’ arrangements, with the aim of generating the snowball effect, illustrated in the Wallis Flower case, in networked e-commerce.  

 
Key words: pirate bay trial, flower, snowball effect, common interest, social media, information product, peer production, ecommerce, open source, online community, advertisement 
Sammanfattning 
Professor Roger Wallis på avdelningen för medieteknik och grafisk produktion, KTH, är en internationell expert på effekterna av ny teknik inom mediabranschen, affärsmodeller och konsumentbeteenden. Han deltog i Pirate Bay-rättegången i Stockholm i februari 2009 som expertvittne. Försvaret hade begärt att domstolen kallade honom att presentera aktuell forskning om förekomsten av eller bristande orsakssamband mellan minskande försäljning av musik rad (CD) och online-musik fildelning. Han var dock starkt misskrediterad av musik och filmindustrins advokater på ett sätt som han, och många som följde fallet, ansåg förtalande - hans argument grundades på tidigare forskning var inte förenliga med kärandes krav. Ingen forskning med motstridande resultat lades fram av käranden. I slutet av rättegången när Professor Roger Wallis tillfrågades om han skulle vilja ha pengar som en ersättning för sin medverkan, gav han ett nekande svar, men nämnde att domstolen kunde skicka blommor till sin hustru. Domstolen kunde inte gå med på detta, men hans uttalande plockades snabbt upp av Internet publiken och en internetsida skapades snabbt genom vilken intresserade personer kunde skicka blommor till hans hem. Blommor och andra gåvor totalt värda 54086 svenska kronor hade sändes till honom och hans hustru, vilket motsvarar försäljningen av 546 CD-skivor som mäter 5,5 meter i längd om fastställs i en hög. 
Syftet med detta examensarbete är att analysera hur Pirate Bay-rättegången kunde leda till ett uppsving för online flower eCommerce verksamheten i Stockholm och de bakomliggande faktorer som förklarar hur en ideell ecommerce-liknande webbplats kunde skapas och drivas framgångsrikt och effektivt på en mycket kort tid. Förutsättningen för snöbollseffekten i form av gemensamma intressen diskuteras för att härleda relevanta konsekvenser när det gäller e-handelverksamheten. En SWOT-analys med fokus på sociala medier och traditionella media underlättar förståelsen av den roll som sociala medier i det här fallet och hur den kan tillämpas i e-affärer. Förhållandet mellan internetgrupper och social medieteknik analyseras, vilket resulterade i slutsatsen att de sociala medierna är katalysatorn för snöbollseffekten och internetgrupperna är acceleratorn. 

Peer Production-fenomenet och Open source konceptet i den nätbaserad informations ekonomin används för att studera informationsprodukter och informationsproduktion. Long tail teorin kan tillämpas i e-företag för att öka intäkterna. E-affärtransaktions modeller och logistikintegration analyseras för att förutsäga hur ett idealiskt kombinationsläge för e-handel mellan företag kan se ut. En jämförande studie av den nuvarande kommersiella e-handels webbplatsen Amazon samt några andra Internetfenomen används också för att analysera Pirate Bays "blomma för Wallis" fall studie. 

Implementerandet av informationproduktsindustrin används för att illustrera behovet av att byta affärsmodell för att skapa en ny marknadsplats. I slutet av avhandlingen framförs ett konkret förslag för att exemplifiera innovation när det gäller att utforma en ny webbplatsstruktur för att effektivisera reklamarrangemangen, i syfte att generera snöbollseffekten, vilket illustreras i Wallis Flower fallet inom nätverksteknik e - handel. 

Nyckelord: pirate bay-rättegången, blomma, snöbollseffekt, gemensamt intresse, sociala medier, information produkt, peer produktion, ecommerce, open source, online community, reklam
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1.  Introduction
1.1 Background to the thesis’s case
Professor Roger Wallis of the Department of Media Technology & Graphic Arts, KTH, is an international expert on the effects of new technologies on the media industry, business models and consumer behavior. He attended the Pirate Bay Trial in Stockholm in February 2009 as an expert witness. The defense had requested that the court called him to present current research on the existence of or lack of causal links between declining music record sales (CDs) and on-line music file sharing. His research indicated that there is no direct causal link between the decline of music record sales and the music file sharing online. However, he was heavily discredited by the music and film industry lawyers in a way he, and many following the case, regarded as slanderous - his arguments based on existing research were not compatible with the claims of the plaintiffs.  No research, however, with contrary findings was presented by the plaintiffs. When he was asked at the end of the trial whether he would like to have some money as a reimbursement of appearing, he gave a negative reply but mentioned that the court could send some flowers to his wife. The court could not agree to this but his statement was quickly picked up by the Internet audience and a website was speedily built through which interested people could send flowers to his home. What is amazing is that the simple non-profit ecommerce–like website http://yodo.se/Wallis/english.php linked to the related news reports as well as blog articles was established just within half an hour offering a platform for those supporters who want to send flowers and other gifts to the professor. And just within two days, a sum of 54086 Swedish Kroner worth of flowers and other gifts had been sent to him and his wife, which equals sales of 546 CD’s measuring 5.5 meters in length if laid out in a pile.  A Facebook group was also established to give supports to Roger Wallis. It is very interesting that most of the flower buyers are the file-sharing users, so we can say that the file sharing users are not always free riders and sometimes they would like to spend money on something that they believe is worthy of.       

1.2 Aim of the study
The aim of the master thesis is to analyze why the non-profit ecommerce–like website http://yodo.se/Wallis/english.php could run successfully and effectively in a short time. Analyzing the snowball effect and the speed of the information delivery with the development of social media technology in this real case is another target. Whether such a mode in terms of the relationship between the Pirate Bay Trial and the boom for the online flower ecommerce business in Stockholm can be applied into the new business model for the ecommerce business with the development of the social media technology? If it could be, how could it be implemented? What kinds of role do the social media and online community play in the case? How do the physical product and information product affect e-business respectively? A compared study with the current commercial ecommerce website Amazon and some other internet phenomena would also be used to analyze the “Flower for Wallis” case study. Finally, whether the mode in terms of relationship ties between the Pirate Bay Trial and the boom for the online flower ecommerce business in Stockholm could be copied into the e business field is argued to provide some possible and reasonable approaches to generate and maintain the similar business ties with the help of snowball effect.     

1.3 Method

Since the thesis is a case study based on the Pirate Bay Trial, the recourse searching is very significant for understanding and getting a whole overview towards the case. Interviews with those people who were involved and desktop research were done to get access to the details of the real unique case. The relevant questions regarding the interviews are available in the appendix part. Empirical study through the literature review offers a large number of theories to analyze the case. Besides, both the deductive and inductive reasoning were applied into the case analysis. Deductive reasoning is used to explain how do the relevant theories work in the case and inductive reasoning is employed to get general conclusions and implications from concrete phenomena. The comparison method is applied as well to give a qualified analysis.        

2. Snowball effect and social media technology 

2.1 The history of internet technology 

The social media technology does play a very important role in this case “flowers for a witness”. To get a fully understanding and reasonable analysis regarding the working mechanism of the social media in the e-business field, a historical overview of the development of the internet technology in terms of social media technology is necessary. 
Hence, we can trace 10 years backwards and have a look at the researchers’ perspectives towards the dynamic future of the internet technology at that age; they have already predicted that the internet will get the organization embody a more decentralized responsibility and power structure than before.
 As Jorge Luis Borges said “I don’t know which of us two is writing this page”, the producer can be compared to be the writer. Similarly, the product and customer can be regarded as the writing and reader respectively. Continuous interaction and exchange of knowledge will occur among producers and customers as products are jointly conceived, developed, made, and remade on an ever-spinning wheel of innovation.
  Before the appearance of internet technology, the power and responsibility are centralized to the producers in the industry. However, with the development of the information technology, the cost of communication begins to decrease so that the producers and consumers start to jointly produce product in terms of decentralized responsibility and power structure. 

As the decentralization of the power of the producers, there is a trend of shift from industrial information economy to the networked information economy.
 Some industries will stand to win whereas some industries will stand to loose due to such a shift. Those sustained productive enterprises that take the form of decentralized and non-market based production will stand to win .By contrast, those industries that take the form of centralized and market based and highly commercial production will suffer from such a shift.
For example, the automobile industry, the raw material based industry such as the steel industry and the farm-based industry like wheat industry will probably stand to lose on such a shift from the industrial information economy to the networked information economy. However, the software industry will definitely stand to win due to this shift. The reasons could be as follows. The software products are information related products. They are public non-rival goods. The high-up front costs and low marginal cost of distribution will make it lower the cost through the maximum reaching the consumers. What is more, software could be created under the peer production mode. Linux could be an example of the peer production in the software industry with the open source and the networked environment.
Such industries have some common characteristics. The products of such industries are information related products. In other words, they are public non-rival goods that once are produced no more social resources need be invested in creating more to satisfy the next consumer. They are typified by high-up front costs and low marginal cost of distribution. The costs of the production could be lower by rendering the products to reach as many audiences as they can. With the help of the internet, all these products can be widely diffused and owned by the end users. An individual can create value alone or together with others. Outputs are not exclusively proprietary. Software industry, music industry and movie industry could be the potential beneficial industries under the networked information economy.
2.2 Snowball Effect
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Figure 1 Snowball effect

Snowball effect refers to the phenomenon and the process that how a small snowball at the beginning becomes a huge ball gradually, and if it doesn’t stop rolling, the snowball will become larger and larger continually without termination. What is more, when the small ball of snow rolls down a snow covered hillside, it will pick up more snow, gain more mass and surface area, and with the bigger mass and the larger surface area, the snowball can pick up and stick even much more snow, meanwhile it gains the larger momentum as it rolls along. The power of snowball effect within the business industry is enormous, which can be beneficial to the industry; however it could be risky and ruinous as well.

As described in the figure 1 above, with the enlargement of the snowball, the layer of the snow will also increase, and each layer will be absorbed by the previous ball to form a bigger one. In this case, different layers stand for different audience segments which are brought into the Pirate Bay Trial case by the original 800 people who were listening to the radio stream of the court trial in the online chat channel. In the real business reality, different layers probably refer to different consumer segmentation groups.  
2.3 Common interests

Now the questions how does the initial small snowball take into shape and how do the layers be stuck and integrated into the previous snowball would be raised out. In other words, what makes the snow gather together to form the core, the initial snowball and what make the initial snowball getting more and more layers. In this case, it is the people’s common interests that make the snow stick together to form the initial snowball and to reserve the initial momentum. The process of forming of the initial core can be illustrated by the figure as below.
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                                  Core

                              Initial Snowball            




Figure2 Formation of the initial snowball
With the common interests, different pieces of snow begin to gather together to form the initial snowball’s kernel. What have to be mentioned here is that the common interests could be classified into two dimensions. The first dimension could be that what the people like. For instance, what is the personal hobby, and what is the personal preference? The second dimension is that what people can get and what people can benefit. 

In this Pirate Bay Trial case When Professor Roger Wallis was asked at the end of the trial whether he would like to have some money as a reimbursement of appearing, he gave a negative reply but mentioned that the court could send some flowers to his wife. This request got rejected in the court by the judge, however, almost every audience listening to the radio stream of the court laughed at it since before Roger asking flowers for his wife, there had been already a comment and suggestion made by the audience in the chat channel (a channel on IRC network, there were approximately 800 people in the channel) that he should get something like a bouquet just because of how bad he was treated. This comment was made like an hour before his request. Therefore, when his request came, all the audience in the chat channel laughed at it, and some of them said that they really should send a bouquet of flowers to Professor Roger and his wife.
The common interests here can be explained to be what the audience would like to do for Professor Roger due to the bad treat during the court trial. There is a common consensus between the audience and Professor Roger since the audience’s recommendation is exactly the same as Roger’s request which is the demand for a bouquet. Therefore, the common consensus in terms of demand of flowers can be regarded as the direct common interest which triggers this activity flowers for a witness. The time order about the generation of the common interest should also be taken into consideration. Before Roger raised his request, the audience had already got such an idea on their own initiative. When Roger got his demand claimed out, the audience just demonstrated and got confirmed that their idea is the same as Roger’s opinion. This confirmation plays the most important role in the whole activity, which is the original power for the snowball. At the same time, the common consensus here can be also called the direct common interest, which makes the core of the initial snowball taken into shape.           

Besides the direct common interest, the indirect common interest can not be ignored either. What is the indirect common interest here? This question should be given into a careful consideration. In order to get a clear and complete understanding about the indirect common interest, it is better to begin to think about such a question that is what gets the audience interested in the Pirate Bay Trial so that they will listen to the radio about it. That is to say, why there is an audience base for the Pirate Bay Trial. The audience segmentation in terms of benefit segmentation is required to answer this question. The benefits which people are seeking in consuming a product are the basic reasons for the existence for the true market segments.
 So, the characteristics of such an audience segment can be summarized as below. First of all, most of the audiences in this segment hold a positive attitude to the website Pirate Bay. They can benefit from the website due to the file sharing service as well as the rich resources. So, the benefits they are seeking in this website are the reasons for the existence of the website. If the site is shut down, they can not get any value from it anymore. What is more, the reason why the International Federation of the Phonographic Industry (IFPI) accuses of Pirate Bay is that they believe the decline of music record sales are definitely due to the file sharing online to a large degree. However, the people in this audience segment hold a contrary perspective which is there is no direct causal link between the decline of music record sales and the file sharing online.They also believe that those people who often download the free tracks illegally are those people who often purchase the music CDs and go to the live concert. The reason for the illegal downloading behavior is that they want to make sure whether some songs and albums are worth buying or not.
In addition, in this segment, most people are the pioneer users and even the inventors of the new social media technology. They have their own opinions and suggestions based on their experience for the music industry as well. Music companies thought the consumers downloaded music illegally through the internet for free so that they don’t want to buy the music any more. Therefore, as the response to protect the intellectual property, some technologies such as Peer to Peer Technology are banned in some countries including Sweden. The intellectual property should definitely be protected; however, it is not a proper way to just simply prohibit the related social media technologies such as the P2P technology or shut down the websites which offer such related technologies. It is not fair for the technology engineers who develop such categories of convenient technologies. People can not just ban the usage of the duplicating machine in order to protect the intellectual property of the book authors. It is known that duplicating is allowed in many libraries, you can duplicate some pages or even some chapters of the book to read; however, you cannot duplicate the entire book. Hence, the audiences in this segment believe that the root of solving the piracy problem is not to ban some technology or shut down some related website. Instead, the contents providers online should be well supervised. 

A conclusion regarding the indirect common interests in this case could be generalized as the people in this group can benefit from the file sharing service offered by the website Pirate Bay and their perspectives towards the related new social media technologies are positive.  
2.4 Implications of common interests

From the analysis above, it is very obvious that the audiences’ common interests are the original power to generate the snowball effect in this case. However, when it is applied to the real market, especially when doing the online business, audiences’ common interests would be automatically transformed into the customers’ needs which should be taken into the first consideration. That is to say, customer oriented perspective should be used to make the market segmentation. The focus should be transferred from the commodities’ functions to the consumers’ real needs since different characteristics of products’ functions are used to satisfy consumers’ different needs. Therefore, the customers’ needs are the original power which determinate whether the product would like to be purchased or not. Although a product has many attributes based on the high technology, if customers don’t need these attributes, the product would not be purchased. Since consumers are motivated by their needs, how to make the product attributes match the consumers’ needs becomes the most important aspect. The prerequisite of a successful matching is that the customers’ needs ought to be mastered. Customer oriented perspective should not be only applied into the entity transaction but also into the online trade.

Another common interest in this case is that the audiences believe that Professor Roger is deserved to get something like a bouquet just because of how bad he was treated. Roger Wallis is such a nice guy, and the audiences’ perspectives were all on his side. The fact that Roger wasn’t treated with respect in the court made audiences want to show their dissatisfactions, sort of a manifest against the system. This could be regarded as a type of audiences’ emotion. In reality, influencing consumers’ emotions is also very important for the business. Several elements about how to influence consumers’ emotions with evoking attraction in marketing can be described as follows. Physically attractive people, attractive places, objects and situations, celebrities and similarities can be used in the marketing to evoke the customers’ emotion.   

Consumer-oriented perspective also stresses how to get consumers involved into the process of value creation since they know their needs better than anyone else. From value chain to value constellation, customers do not only consume value, they create value as well. 

[image: image3]A case in point could be the media industry. Nowadays, the whole media industry all over the world is under such a situation with several salient characteristics. To begin with, the traditional media platform is affected by the swift development of new technologies. A case in point is that the web-based platform plays an important role in the media-related industry such as the digitalization in the music industry, IPTV in the TV industry, and transformation from the printed newspaper to the E-newspaper in the newspaper industry with the development of the internet technology. What is more, globalization is an obvious trend for this powerful media industry, which requires the superior capability to build relationships with the partners who can add value to the market offering.
 Meanwhile, globalization also needs an exact and localized market and consumer segmentation to target the proper market and consumers. In addition, the increasing information flow reflects the instant and constant changing in the media industry, which indicates that the ability to participate in shaping external trend by looking across time to create new market space is crucial for the firms in media industry.
 Last but not the least, the continuously changing customer preferences gradually introduce the customers into the value creation process, which means the goal of the firm is not to create value for customers but to mobilize customers to create their own value from the firm’s various offerings.
 All the four characteristics mentioned above in current media industry environment imply a trend with the customer-oriented perspective that the power and control are not unilaterally mastered in the producers’ side, and the customers in the media industry have a huge influence on the consumption practices and product development, which means the customers are not only the customers who consume the value in the value chain, but to create value in the value constellation, consumers are not the pure consumers any more, they become the producers to a certain degree, whom can be called “prosumers”.
 A reasonable example should be the flourish of the Youtube website. When the users watch the videos uploaded by other users, they are the consumers. However, when they upload the videos made by them for other users’ watching, they become the producers. Therefore, interaction with the consumers in the media industry should be focused.
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The figure of value chain of media product and value constellation of media product above don’t only show the change of the role of the consumers in the whole value creation process, but also a new logic of value creation. The traditional way that producers create values for customers who just consume the value has been changed. With a value constellation perspective, when it comes to the strategy making and designing, the critical point is not to create value for customers but how to get the customers involved into the process of the value creation. In other words, how to mobilize and stimulate customers to create their own values from the producers’ offerings should be the real focus. 

2.5 Catalyst and roll booster of the snowball

2.5.1 Social media is the catalyst

First of all, it’s better to go back to have a look at the case itself. It should be noticed that there are over 800 people laughing and commenting the Swedish court system, which made heavy chat traffic in the channel on IRC network. After John quickly asked within the channel with the question whether there is anyone going to send flowers, immediate positive replies and answers were made within a few seconds. This hot flower topic made the channel became messy which means all the chatters were talking about the same topic. Then John noticed that there were some people who were interested in sending flowers to Wallis and his wife, so he called on the internet users to look for Wallis’ home address. Meanwhile, he created a new channel called #wallisflowers with which he spammed the main channel and the message that if you would like to send flowers to Wallis's wife, please join #wallisflowers for more information on how to do it was also spammed in the main channel. Just 2-5 minutes after Rogers’ request in the court John had over 40 users in the new channel #wallisflowers and at the same time, there was a guy in the channel who started to code a page (http://yodo.se/wallis) for showing what have been given to Wallis. Within 20 minutes, a basic page was established that people could enter valid information and upload pictures of what they had given.
John had Roger Wallis’ home address as well as related valid information such as online flower URLs appear on the channels’ headline so that people just needed to click on it and enter valid information on the sites and just bought a flower to Wallis. There are also other sites like www.nallebudet.se etc. So every time once the person joined the channel he/she would get the home address and valid information for how to send flowers or other things to Professor Roger Wallis.

At a certain point in the beginning, there were around 200 people in the channel, within 30 minutes after Roger’s request for flowers, there was a decent list of about 10-20 bouquets which had been given to Wallis, around that point people all over the net had been getting the site through the communication with friends via MSN, ICQ, IRC, E-mail, blogs, micro blogs, and twitter. When people visited the site, they would see what has been given to Wallis, which triggered people’s brain to say YES to join the masses of giving gifts to Wallis! It just was a payday, everyone basically had 100-400 SEK to spend, and it was for a good cause. This is how the snowball effect was created. If John’s team hadn’t created the channel on IRC or coordinated the information and showed others that many people were sending flowers to Wallis, there wouldn’t be many bouquets at all to Roger. Maybe just 8-20 bunches since those had been given already under the process of creating the site.
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The figure above reflects the whole information flow through different social media in this case. With the help of the channel on IRC created by John’s team, the information that many people are sending or have sent flowers to Wallis has been delivered to different targeted audiences through different media channels. So we can say without IRC channel, there wouldn’t be many bouquets to Roger at all. It is the social media technology that facilitates the snowball effect. As we know, snow is the original root of the snow ball, without enough snow, the ball can not become larger to hold more momentum. In this case, IRC channel offers the environment which helps to generate enough snow. In other words, the social media technology in terms of IRC channel can be compared to be a kind of chemical substance which is called catalyst to increase the quantity of output of snow. With enough output of snow, the snow ball effect can be enhanced in turn.

Internet Relay Chat (IRC) is a form of real-time Internet text messaging chat or synchronous conferencing. It is mainly designed for group communication in discussion forums, called channels, but also allows one-to-one communication via private message as well as chat and data transfers via Direct Client-to-Client.
 There are a lot of popular softwares based on such social media technology, such as Messenger, Twitter, etc. 

Internet Relay Chat offers the audience a platform to communicate with each other both in terms of private communication between two people and group communication among a large number of people. With the help of such kind of technology, audiences can easily get the immediate responses and feedbacks from others, which accelerate the spreading of the information. This advantage of new social media technology is what the traditional media cannot achieve. Supposing if there is no Internet Relay Chat channel which means that the audiences can just listen to the traditional media like radio. They can not express their minds with each other; hence the common interest can not be confirmed. Consequently, the snowball effect can not be formed. 

2.5.2 Social media versus traditional media 

The economy of scale has led to concentration of traditional media ownership and has also affected the content of traditional media. The problem could be that the structure of the public sphere is controlled by mass media due to the authoritarian regimes, and the democracies cannot be easily achieved.  What is more, the capital-intensive production makes the one-way communication; the consumers in terms of audience cannot be involved into the value creation process. In addition, due to the centralized ownership, only a few people to create news, to shape the public opinion and to decide the content which others will see or read, all of which make the limited output to hardly satisfy the diverse customers’ demands.
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Contrary to the traditional media, the new social media basing on the internet facilitates the information circulation to improve the structure of the public sphere over the mass media. Democracy is also improved in this way. With the peer production, customers in terms of audiences can also be involved into the value creation. More individuals communicate more observations, and more new viewpoints can flourish the contents of the media production. The collective networked information system easily facilitates the advancement of the niche market to achieve customization. 
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Under the networked information economy, the peer production can produce the public watchdog function. The peer production decentralizes the power into individual internet users, to get them involved into the media production. The collective power of the individual Blogger has a big impact on the traditional mainstream media. The initially ignored event finally appeared on the mainstream media obviously under the pressure of the public watchdog function of the peer production. The case also illustrate the networked information economy is applied to produce politically relevant information to facilitate the democracy process.  
A successful strategy design largely depends on the exact and complete analysis of the market situation. Especially when it comes to the networked information economy era, it is very hard to say that the new social media will completely take place of the traditional media. However, in a long run, the traditional media and social media will coexist and develop jointly. Therefore, it is very important for the media related industries to be aware that the strengths, weaknesses, opportunities as well as the threats of the traditional media and the social media respectively so that they can make reasonable strategies and create new market space.         

2.5.3 Traditional media

	Strengths:
·Fund control

·Power control

·Authority control

·Accumulated audience base

·Consumers’ inertial habits


	Weaknesses:
·Less media content and content providers

·Less interaction across media

·No in time feedback from audience

·Low information capacity and exchange

·Large amount of costs

·Deficient research to understand customers



	Opportunities:
·Connected with social media

·Combine the traditional media with social media 

·Participate in alternative media 

·Change business model

·Complementary product and service offerings


	Threats: 

·Growing trend of Social media and new media

·Advantages of new media 

·Increasing audiences’ need


Figure 8 SWOT Analysis of traditional media

2.5.4 Strengths of the traditional media

The figure above describes the whole overview of the SWOT analysis of the traditional media. Strengths of traditional media would be firstly discussed here. Traditional media in terms of TV, radio, newspaper, etc. usually have enough fund supports, that is to say, they can be either supported by the government or the strong and powerful private enterprises. The strong power control in terms of the public sphere control can be achieved under a one way communication mode. Centralized ownership and authoritarian regimes determine that few content providers to shape the public opinion, which helps the traditional media to build the high public authority. Since the traditional media experienced much longer history than social media, they have accumulated a large number of audiences’ base which is a huge value for the business. What is more, consumers’ inertial habits would make the audience insist on using the traditional media in terms of resisting changing their usage habits into new social media. Deloitte reports shows that nearly three-quarters of respondents (73%) in its survey said they preferred reading printed magazines even though they knew they could find most of the same information online.
   This could be a good evidence to demonstrate the consumers’ inertial habits.

2.5.5 Weaknesses of the traditional media

Due to the less media content and content providers, it is very difficult to fulfill the audiences’ increasingly needs and diversified tastes, which will gradually lose the consumer base. Less interaction across media prevents the flow and circulation of information, which leads to block the recourse sharing and consequently decrease the productivity and the output of the media products. One way communication cannot get the direct feedback from the audiences, which makes the audiences only consume the value at the end of the value chain. Since the audiences are not involved into the process of the value creation, producers do not know what the audiences really want. Hence, the common consensus can hardly be generated between the information content providers and the audiences. Instead, a huge gap would probably come out. 

Low information capacity and exchange is another consequence because of no information interaction among different media and no interaction between the media content providers and audiences. A great deal of capital has to be invested to maintain the high authority and strong power of the traditional media, which means a large amount of cost. Since the audiences are excluded out of the value creation process, deficient research to misunderstand customers will lose the direction to build relationship to get the business alliances.

2.5.6 Opportunities of the traditional media

There are a lot of opportunities for the traditional media. Connection and combination with the social media could be a good alternative. Actually, lots of traditional media businesses have already done this action. TV stations and newspaper presses have established their own website to extend their business. With the website, they can get direct feedback from the audiences to improve their programs and adjust their offerings. Another option is that the business model of the related industries should be restructured since the fast development of the social media technology. Blog, Twitter, YouTube, Facebook, etc are some new products with the development of the social media technology, when design the strategies, doing the marketing, such products could be taken into consideration to create new market space. Complementary product and service offerings should be paid close attention to. Some functions of the traditional media can never be replaced by the social media, and the social media of course have some functions which the traditional media can never achieve. Under such a situation, relationship building across different media to form the business alliances is required to provide complementary product and service offerings.         

2.5.7 Threats to the traditional media

Nowadays there are and will be more and more new products with the development of the social media technologies. It is a popular growing trend that the consumers need to pursue the fashion frontier to show their distinctive identities. This trend is more obvious in the segment of young people who are always curious about the new stuff and would like to try and experience new products supported by the new technologies. They can also more easily adjust themselves to the changes since they are fast learners. What has mentioned above is definitely a threat to the traditional media.  The advantages of new media, which the traditional media is not good at, are also threatening to the traditional media. Additionally, increasing audiences’ needs and diversified tastes can not be satisfied by the traditional media either. The niche market would be a treat to the traditional media as well. 
2.5.8 New social media

The reasons that the social media technology is the catalyst of the snowball effect can also be illustrated by the SWOT analysis of the social media, especially the strengths of the social media.   

	Strengths:
·Interaction across platform

·High penetrating capability

·Interact with audience  

·High scalability in terms of easy and clear measurement

·Cost-effective 

·High efficiency

·Online community for network and relationship building


	Weaknesses:
·Not easy to control

·Authority will be easily challenged 

·Uncertainty in terms of ever change 



	Opportunities:
·Cooperation across platform

·Spread word of mouth with snowball effect

·Collaborate with the audiences in terms of value creation

·Create new market space
	Threats: 

·Too much exposure

·Relative stronger audiences’ power

·Cannibalization


Figure 9 SWOT Analysis of social media

2.5.9 Strengths of the social media

With the development of social media technology, different media can be linked to each other, which realizes interactions across different platforms. Super links contribute a lot to the automatically network relationship building. Information resource could be shared by different media within established network relationships. Information offerings are able to reach much wider audience segments than before since different media targets different audiences’ segments. With the information flow across different media platforms, the audience base increases at a high speed in total. It can be also said that high penetrating capability is achieved due to the high interactivity of social media. 

Another aspect of the social media’s strength is that the audiences are involved into the value creation process, which makes the related industries move forward from value chain era to the value constellation era. There are two dimensions when it comes to the interaction and the communication with the audiences. The first dimension refers to the communication between the media content providers and audiences. The second dimension refers to the communication among the audiences themselves. It is the second dimension that facilitates the demonstration of the common interests among the audiences. 

The transparency of scalability easily tells the public how many people are engaged in a certain media platform. In the past, some TV channel would always claim that the watching rate of a certain program offered by the channel is very high. However, the result offered by the media themselves is doubtful since the criteria of the measurement are not known by the audiences. It is easy to see how many followers do you have in your blog or how many people have visited this website with the help of URL shortening, Web Analytics and Twitter Apps. Since these results can be accessed to by everyone, the trust would probably be created with the help of the social media technology.

Social media is cost-effective and highly efficient. Thanks to social media technology more and more audiences’ segments can be reached with less effort. Since the audiences’ role has been transformed from the consumers to the prosumers, the cost of the media production is lowered as well. Meanwhile, the audiences’ needs in terms of the curiosity to the world can be fulfilled due to the high efficiency. Most news will be released online first, and then appear on the traditional media. Online community for network and relationship building can also benefit a lot from the social media technology.

All the strengths of social media mentioned above will definitely facilitate the snowball effect as catalysts since they help the audience with the common interests’ demonstration, the maintenance of snowing requirements and spread of the followed trend.    .   
2.5.10Weaknesses of the social media

Since the media contents are transparent on the social media platform, it is not easy to control and manipulate the public’s sphere in terms of the public opinion. Due to the increasing content providers, too much different opinions will be raised out, which will affect audiences’ opinions severely. Too much information exposure will get it is very difficult to keep the audiences’ loyalty. What is more, high speed of the media production would lead to less time to review the content before the release, which correspondently results in some mistakes that should be made up. In addition, too much false information would also be offered on the social media platform. All these factors would make the authority be challenged easily. Uncertainty in terms of ever change is also a weakness of the social media. Since the channel is in continuous change and improvement, it is required that industries have to adapt effectively and promptly according to the changed technology. 
2.5.11 Opportunities for the social media

A large number of social media products spring up like the mushrooms with the fast development of the social technology. High penetrating capability is the guarantee of the consumer base. Cooperation across different social media platforms equips the industry with high penetrating capability to reach broad consumer segments. The word of mouth can be spread with the snow ball effect across media, which makes the audiences to be the most cost effective sales people. Collaboration with the audiences in terms of value creation makes the audiences as “prosumers” so that they can be completely understood by the producers, and be offered with the customized product, which could satisfy the consumers’ need to the largest degree. With the help of the social media technology, create new market space is required to avoid the head to head competitions. This can be achieved through looking across functional or emotional appeal to buyers.
 The changes and transformations between the functional and the emotional attributes of the products are very critical aspects. Consumers’ needs should be focused on to make the strategy whether the product should be functional or emotional.
In the case flowers for a witness, it is the audience’s emotion, rather than the flower’s functions, which triggers the audiences to buy the flowers to show their supports to Professor Roger.  A sum of 54086 Swedish Kroner worth of flowers and other gifts had been transacted due to the strong emotional element, which equals sales of 546 CD’s measuring 5.5 meters in length if laid out in a pile. It is a case to show how to create new market space through looking across functional or emotional appeal to buyers. The Pirate Bay Trial is closely related with the music industries, in addition, lots of the audiences are music consumers, and however, they spend a lot of money on the flowers which is nothing to do with the music records. 

2.5.12Threats to the social media

Too much exposure to the audiences makes the audiences have a stronger bargain power than the producers, which makes the competition really fierce among different social media products.  Relative stronger audiences’ power could be explained by such a situation, which is that the audiences do not only know all the advantages of a certain product, they even know much more disadvantages of the product also. Another threat could be the cannibalization among different social media products. Since there are too many social media products in the market, if the consumers choose this product, they will not choose another one at the same time, however, since the technology develops so quickly, the consumers would probably change the previous media product to a new type. All of these factors make it is very hard to hold the consumer loyalty.

2.6 Online community is the roll booster 

With the development of social media technology, information communication has changed a lot. One way communication has evolved into double way communication and even multi way communication. In other words, not only non-linear loop communication between individuals but also the group communication among a certain number of people is able to be achieved with the help of the related social media software. The online community is an outcome of the development of the interactive group communication.

The online community refers to a certain group of people who gather together spontaneously due to their common interests with the help of the social media software. The people in the online community don’t necessarily know with each other in reality before they join the community, and after they know with each other in the virtual world, they can choose to be friends in reality also, however, it is not necessary. The reasons that trigger the people gather together could be very comprehensive. It could be that the people want to seek the social belongings which demonstrate their common social identities. It could be also that the people would like to seek the benefits which can fulfill their needs. 

The function of the online community could vary due to the diversified reasons why those communities are generated. The community could act as a platform for the programmers to discuss how to program new software. The success of the open source software Linux is based on the online community. It could also be a consumer generated community to do a certain product’s marketing. A case in point could be those fans of a certain product would generate an online community to do vigilante marketing in terms of a self-appointed doer of justice.
 They will discuss which market promotion of the product is good, and which one is not so good that should be improved and even how to improve the marketing. Meanwhile, the word of mouth can be spread in this way. 

The way how people communicate with each other in online communities could be in terms of instant message, audio and video communications. The online community could be an email distribution list which consists of hundreds of people. This is also the initial stage of online community which risks at the slow interactive feedback. When the services like chatting rooms or the online forums appear, people can get a faster communication than before, which is more efficient than the email distribution list time. The customized service can be enjoyed with the further development of the social media technology. The online community can be generated quickly in terms of customization with some software like Messenger Live, Facebook, and Ten cent. People cannot only have an instant text-based communication, but they can even have an audio and video-based communication as well. The videos can be shared instantly among different communities. The communication can be also transformed from person to person, people to people into community to community, which is described by the figure below.
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Figure 10 Change of the information communication

Social media is compared to be the catalyst of the snowball effect to increase the quantity of output of snow, and the online community, which is the outcome of the social media technology, can be regarded as the roll booster of the snowball effect to accelerate the process of the enlargement of the snowball and the momentum accumulation. With the online community, the common interests can be strengthened and spread into a large number of audiences just within a very short time. The high speed is the character of the roll booster, which is also what the online community contributes to the snowball effect. 

The reasons that the high speed can be achieved by the online community in terms of the fast information circulation could be explained by the diversified information communication ways performed by the audiences not only within a certain community but also inter-communities. With the help of the online community such as the Internet Relay Chat, which offers different modes of communication, one-to-one, one-to-many, many-to-many, and community-to-community, the power of the snowball in terms of the momentum could soar due to the proliferated audiences base. What has to be mentioned here is that one person can join several different online communities at the same time. The information can be delivered by the same person into different communities supported by different social media softwares. In this way, geometry-stage growth mode of the audiences takes shape, which contributes to the high speed information flow. 

In this case, there was an original IRC channel where people gather together to listen to the trial and discuss the Swedish court system, John was in the original channel and he noticed that there were some people interested in sending flowers to Wallis and his wife, so he called on the internet users to look for Wallis’ home address. Meanwhile, he created a new channel called #wallisflowers that he spammed the main channel with and said basically: If you would like to send flowers to Wallis's wife, please join #wallisflowers for more information on how to do it, etc. This could be an example to illustrate how the information was delivered by the same person into different communities, from the original channel to the new #wallisflowers channel. The Swedish website http://www.ratsit.se/ can be used to look for the address of a person so long as you know the person’s name. Again, social media technology provides the service and the way to look for the professor’s address; however, it is the online community that triggers the behavior of the address searching and decrease the time consumption on the searching process. 

2.7 Relationship between online communities and social media technologies
The online communities are established spontaneously with each development stage of social media technology. On one hand, the online communities are the outcomes of the development of the social media technology; on the other hand, the online communities play a very important role in stepping up the development of social media technology. YouTube, Facebook, Twitter, My Space as well as Blogs are the achievements of the social media technologies, with these tools, the information such as knowledge can be shared and communicated quickly and widely, which promote better technologies offering more services. Therefore, the online community and social media technology are interdependent and indivisible.
There are two main reasons for why the online communities are always established spontaneously. The first reason could be the audiences’ need of concentration and gathering of the common interests. Usually, there is always a leader who create an online community first to fulfill a certain need or for a certain purpose. It could be an idea or perspective expression. It could also be for an educational purpose. It even could be searching for a certain help, etc. Then hundreds of followers would like to join in the community to share the same social identities, provide or get the related help without any geographical boundaries. The second reason could be explained by human beings’ need of communicating with those who share the same perspective related to the common interest in the real time. People are likely to seek for social markers. With the online community, they are drawn together by common interests and devoted to a social desire. 
Since the online community and social media technology are interdependent and indivisible, only when both of them jointly work together, the best snowball effect can be obtained. The illustration of the running mechanism of the snow ball effect in general would be summarized as below regarding how the social media technology and online community work as the catalyst and the roll booster of the snowball effect respectively in the case.
It is the audiences’ common interests that make the snow stick together to form the initial snowball and to reserve the initial momentum. According to the interview to John, the organizer to establish the websitehttp://yodo.se/Wallis/english.php, when he was asked why he had an opinion to set up such a website, he explained in the following way. “Roger Wallis only said what we all pirates have been saying for years. File sharing is only benefiting the industry really. I myself feel that Roger Wallis is such a nice guy, and we all took him to us. He wasn’t treated with respect in the court and we all didn’t really like it. And this was our way to show that we didn’t like the way he was treated, sort of a manifest against the system.” It is obvious that the common interests in this case could be classified into two aspects. One is the audiences’ dissatisfaction towards Roger’s being discredited in the trial, and the other one is their supports for Roger’s perspective that the file sharing really benefits the music industry. 
IRC channel offers the environment which helps to generate enough snow. In other words, the social media technology in terms of IRC channel can be compared to be a kind of chemical substance which is called catalyst to increase the quantity of output of snow since the common interests can be spread and reach to larger number of audience with the help of the social media technology. With enough output of snow, the snow ball effect can be enhanced as well.


The online community, which is the outcome of the social media technology, can be regarded as the roll booster of the snowball effect to accelerate the process of the enlargement of the snowball and the momentum accumulation. With the online community, the common interests can be strengthened and spread into a large number of audiences just within a very short time. The high speed is the character of the roll booster, which is also what the online community contributes to the snowball effect. In this case, proposal made to send flowers to Professor Roger Wallis was made within the online community in terms of 800-900 people in the temporary IRC chat channel at 14:00pm on that day. Then several people searched through Ratsit.se to find Roger’s home address. Within 20 minutes after Roger’s request, a new channel (online community) was created just for sending flowers and a site was established for showing how many flowers had been given so far. The information gathered and guided people to the main new channel by spamming other channels that were tuning into the stream of the court for sending flowers to Roger and his wife. John had Roger Wallis’ home address as well as related valid information such as online flower stores’ URLs appear on the channels’ headline so that people just needed to click on it and enter valid information on the sites and just bought a flower to Wallis. There are also other sites like www.nallebudet.se etc. So every time once the person joined the channel he/she would get the home address and valid information for how to send flowers or other things. Since related Facebook groups, blogs, and relevant newspaper sites are also linked to website’s homepage http://yodo.se/Wallis/english.php, the information communication can be conducted inter-communities, which in turn maintain and enhance the snowball effect in terms of spreading the common interests to huge number of people within a relative short time.   
         . 
2.8 Characteristics of the snow ball effect

Main Characteristics of the snow ball effect can be elaborated as follows. First of all, the high speed is a great advantage which is facilitated by the new social media technologies. The high speed property offers the guarantee for the information communication efficiency. The feedback and response between different people and online groups can be transferred to each other to be shared in time. What is more, mass audience sticking is another property of the snowball effect. Since the online communities offer a platform to express common interests, with the fast information communication, more and more people are involved and infected by the common interests expressing and demonstrating. In this case, file sharers want to show that they are the pioneers of the online surfers and Roger stated their hearts out. They also want to show that they are not the criminals in terms of donating to the charity and children’s saving fund. Such kind of emotional consensus and resonance triggers more and more people to join the Roger’s group. In addition, Momentum storing and exploring is also an attribute of snowball effect. The result that a sum of 54086 Swedish Kroner worth of flowers and other gifts is sent to Wallis is an expression of the momentum storing and exploring. And the social media helps to maintain and transfer this momentum.       
3. Information products and information production
3.1 Information products versus traditional physical products

Yochai Benkler defines information products to be those public related goods which once are produced; no more social resources need be invested in creating more to satisfy the next consumer.
 In other words, they are public non-rival goods which can be peer produced, and can be shared by many people at the same time with the same amount. However, unlike the information products, the traditional physical products are usually private products, once they are consumed by the first customer, the value can not be shared by the next customer since it has been used up by the first one. If the next customer would like to have the same product, additional recourses must be put into the production to satisfy the next customer’s need. 

Some examples would be given as follows. The farming industry and manufacturing industry could be the traditional physical products industries offering physical products which can not be peer produced since the related products are pure private goods or economic goods rather than public goods. Supposing that one piece of bread have been consumed by a customer, if next customer would like to have the bread as well, additional resources and time have to be spent to produce another piece of bread to satisfy the second customer. 
Under the network information economy, some public products related industries which are possible for peer production could be the software industry, music industry and movie industry, etc. Once a type of software, a music record or a movie have been finished, no more social resources need be invested in to produce more to satisfy the next consumer. If a music track has been recorded, the only thing that the producer needs to do to satisfy a large number of customers is simple copy which costs almost nothing compared with the generous profit.   

Such industries have some common characteristics which can be summarized as below. The products produced by those industries are information related products. In other words, they are public non-rival goods that once are produced no more social resources need be invested in creating more to satisfy the next consumer. They are typified by high-up front costs and low marginal cost of distribution.
 The costs of the production could be lower by rendering the products to reach as many audiences as they can. With the help of the internet, all these products can be widely distributed and possessed by the end users. They can either be concentrated or highly commercialized or have the trend to be decentralized and socially, no less than commercially driven. In addition, regarding these industries, the capital for production could broadly spread into the society; an individual can create value alone or together with others. Outputs are not exclusively proprietary. Both mass audience and niche audience should be considered when making the strategy, and sometimes tradeoff should be made.
3.2 A shift from the industrial to the networked information economy
There are several underlying forces behind the shift from the industrial to the networked information economy. First of all, information becomes increasingly important. The economy is centered on information such as financial service, accounting, and software, etc. and the cultural production like films and music, and the manipulation of symbols just like branding. The second aspect of force is the move to a communication environment built on cheap processors with high computation capabilities, interconnected in a pervasive network, which allows for the non-market production in the information and culture production sector. 

With the shift from the industrial to the networked information economy, some industries will probably win and some industries will possibly lose.  The sustained productive enterprises that take the form of decentralized and non-market based production will stand to win on a shift from the industrial to the networked information economy. By contrast, those industries who take the form of centralized and market based and highly commercial production will suffer from such a shift.

For example, the automobile industry and some raw material based industries such as the steel industry and the farm-based industries like wheat industry will probably stand to lose on such a shift from the industrial to the networked information economy. However, the software industry will definitely stand to win due to this shift. The reasons could be as follows. The software products are information related products. They are public non-rival goods. The high-up front costs and low marginal cost of distribution will make it lower the cost through the maximum reaching the consumers. What is more, software could be created under the peer production mode. Linux could be an example of the peer production in the software industry with the open source and the networked environment.
3.3 Peer Production application

Peer production is based on the commons. It refers to a new modality of organizing production enabled by the networked environment. Radically decentralized, collaborative and nonproprietary could be classified into its characteristics. Peer production is based on sharing resources and outputs among widely distributed, loosely connected individuals who cooperate with each other without relying on either market signals or managerial commands.

When it is applied into the computer games, online games, the following examples could illustrate how the principles of peer production work in the game world.  With the open source and open content concept, the collective intelligence and collective creativity are facilitated by the development of online community.  Especially in the game world, the consumers in terms of players can also be the innovators who contribute to the development of the game. The open application programming interface allows anybody to access the data or services of a platform, which also facilitates the peer production in the game field. Many game companies perceive the peer production as the external R&D which can create significant value. The user-generated game content in terms of peer production can be exemplified in many aspects, such as the custom graphics, custom audio and custom code, etc. Walkthroughs, screenshots, gameplay videos, fan fiction could be some concrete examples

In some game like CS, the user-generated maps could be considered to be the peer products. There are also a lot of user generated contents in the game Sims. The reasons why the process of the production of these users- generated contents can be called to be the peer production are that first of all, the production is under the general public license which requires anyone who modifies the game (parts of the game) and distribute the modified version to license it under the same free terms as the original software. What is more, the whole process of the production is commons-based production through loosely connected cooperation without being organized by the game companies and the production is not market and money oriented. 

3.4 Open source concept
Under the network information economy situation, there is an open source concept for the information production. With such a concept, the geographical boundary and the knowledge accessibility barrier can be removed to do the cooperation and collaboration with a low social cost. With the open source concept, all the resources are not exclusively proprietary, which means the power and control of the resources experience a shift from the centralization to the decentralization. The computer software Linux and the Wikipedia are the best examples to explain the open source phenomenon. It’s common for the open source products are non-profit. There are no shareholders behind it, and the people who work for the product without being paid. There is not any marketing activity regarding the product, however it could be distributed very quickly to reach a huge number of end users. 

The open source concept also contributes a lot to the mutation from the value chain to value constellation. Due to the open source concept, there is no clear border between the producers and the consumers. The customers could probably become the co-producers, collaborators and even the competitors. Why the customers become even the competitors could be explained as below. Take Linux and Wikipedia for instances, since both of them are the free open source offerings, computer software Linux become the competitor to the Microsoft corporation and Wikipedia become the competitor to lots of online encyclopedias.

It’s time to consider what strategy should be made to cope with the open source free offerings which is a threat and competition for the profit products. The cultural production related business like films and music business, especially the online (ecommerce) business referring to these fields really need think out of box to find a way to survive in the market. 

First and foremost, the question why do people create high quality or low quality content for free should be taken into account. The traditional thoughts about the motivation in the industrial information economy are that more money for an activity means more of the activity. Motivations are imposed on individuals in terms of money offering, price imposing and threats of punishment. However, the motivation under the social production based on the social relations differs from that in the industrial information economy. Some resources can be mobilized by money. Social relations can mobilize others. Some resources are more readily capable of being mobilized by social relations than by the money.

The economic rewards in terms of money sometimes add one’s motivation to participate in the activity; however, sometimes they will hinder the person’s motivation to take part in some activity. Economic rewards are problematic to some social behavior since the person receive the monetary incentives may infer that the person offering the money doesn’t trust the person being offered to do the right thing or to do it well. In addition, once the person receives money from the financial supporters, he or she would probably stand on the financial supporters’ sides, which results in barriers for the trust relationship building. So it is much better to offer some reputation rather than the economic rewards regarding the networked social behavior. Some online answers forums will reward those good question answerers with good reputation in terms of the virtual experience value rather than little money could be an example.  
3.5 Intellectual property rights
The intellectual property is good for the information producers such as authors and inventors. Because they want to sell their information at above its marginal costs and if they know that their products will be available and accessible for anyone to take for free, their initiatives and motivations to create high quality products will be lowered. Hence, the intellectual property rights can be considered helpful to achieve the dynamic efficiency.  The intellectual property is very important for the business models that the business captures the economic value of their information production by exclusively control over the products in terms of patent and copyright.

The intellectual property is less good for the information consumers. From the perspective of a society’s overall welfare, intellectual property is not good for achieving the dynamic efficiency since the most efficient thing is for those who possess information to give it away for free. Especially, when the information consumers are also the information producers, in order to write today’s academic articles, the author needs to get access to yesterday’s information products. If the intellectual property is too strong, allowing its beneficiaries to impose prices that are too high on today’s innovators, then people will have not only too little consumption of information today, but also too little production of new information for tomorrow. The intellectual property is even less good for the business models that the business can capture the economic value of the information production by means other than the exclusively control the patent or copyrights.

3.6 Long tail Theory implied into e business
Chris Anderson said that the technology turned the mass markets into millions of niches
 in his book The Long Tail.  Although researchers classify the products into different categories, it is not hard to find the tail existing in each product segment. Stan Liebowitz summarized the characteristics of products which are likely to determine the extent of the Internet transformation in his book Re-thinking the network economy, which are size and bulk relative to the value, immediate gratification factor triggering purchase, perishability of the product, experience product, thin markets and the role of taxes.
 He also made a conclusion that the products which are most compatible with full-fledged E-tailing are digitalized products, books and CDs which are based on the information production.    
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Figure11 Long Tail Theory

The figure above describes the long tail theory which is a retailing niche strategy of selling a large number of different items in relatively small quantities. In other words, the revenue does not only depend on the large number of several top selling products, but also depend on summarization of relatively small number of the other product selling in terms of diversified categories. This theory can be applied into the ecommerce business, and actually the Amazon is under such a strategy. Long tail strategy is compatible with the information related products selling such as digitalized products, books and music records, etc. 

Although Stan Liebowitz said in his book that grocery items, automobiles, furniture and prescription drugs are likely to resist the internet assault, the reality changes now. There is a variety of grocery range sold on eBay, in addition, furniture and automobiles are also available on eBay and Amazon. Ikea, the largest furniture retailer in Sweden even all over the world, offer the online shopping service too. With the development of the information technology and the improved logistics service, not only the information related products can be purchased online, but also the traditional physical products are available for the ecommerce business. With the B2C and the C2C ecommerce business model, the long tail theory must be employed to increase the business revenue.       
4. E-business Transaction and Logistics Integration

4.1 Payment system and security

Although there was not any real direct transaction on the website http://yodo.se/Wallis/english.php, the fact that a sum of 54086 Swedish Kroner worth of flowers and other gifts had been transacted related with the website, which equals 546 CD’s sales measuring 5.5 meters in length if laid out in a pile can not be ignored. The transaction amount reflected in terms of the large number on this website just showed the result of the deal, however, the whole process of the transaction connected to other ecommerce websites should also be taken into consideration as well when doing the study.  
When the money is received by the sellers from the consumers, one deal is done. In other words, a deal cannot be called a deal until the behavior of paying happens. This is true to the entity business in the reality, when it comes to the online business, there is no exception. Therefore, the payment system also plays a very significant role in the whole process of ecommerce business.

Nowadays in the ecommerce business world, most frequently conducted transactions are those over the internet with the debit card and credit card. However, not all people trust the electronic transaction ways since there are lots of internet fraud of which people are afraid. The security issue regarding the online payment becomes a great concern for most actors involved into ecommerce business.         

There are mainly two types of online payment transactions, CNP and SET, which can be elaborated as follows. “Internet card payment transactions are classed as Card Not Present (CNP) transactions.”
 The cardholders do not necessarily hold the card when conducting the transactions. There are not any complicated encryptions in terms of password entering or signature checking which gets the transaction process tedious. Due to its convenience, card not present are widely used for the ecommerce website’s transactions. In the flowers for a witness case, the CNP transaction is also employed by the ecommerce retailer Interflora, Euroflora, and Nallebudet. The following figure which represents the CNP transaction process on the ecommerce website for the teddy bear sales could show how quick and simple the CNP transaction is.  
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Figure 12 CNP transaction
When conducting the CNP transaction, the first step is to select a payment method. Visa, MasterCard, Maestro are the common payment services offered by the ecommerce retailers. After selecting a payment way, the consumers are required to enter the card details. All the information required are printed on the card. As long as the compulsory information marked by asterisk in terms of Card Number, Cardholder Name, Expiry date as well as Security Code is filled in, the transaction can proceed immediately. What has to be mentioned here is the security code, which refers to the last three digits printed on the back side of the card. 

The Card Not Present transaction is indeed very fast and convenient; however, it is not safe since so long as the compulsory information is obtained, the transaction can be done. In other words, the cardholder and the card are not physically necessarily required when conducting the online transaction, which could easily give a handle to the internet fraud. The internet fraud could happen in multiple ways since there is no identity verification under CNP mode. The card information could be stolen when the card is physically lost. The website fishing and Trojans can steal the card information when the consumers shopping online as well. Even though the transaction has been done successfully without any fraud, the consumers would probably doubt and worry whether the ecommerce website could keep their card information properly so that it can not be fraudulently used. Due to the fear and worry of the internet fraud, it is very hard to build the trust between the customers and the ecommerce retailers, which raises a high barrier to the ecommerce business.       

The online payment transaction SET can be explained to be Secure Electronic Transactions. “The Secure Electronic Payment Protocol is based on an encryption technology. Its aim is to provide an agreed security standard for use in making payments over the internet. Its intention is to maintain the privacy of Internet transactions”
 Compared with the CNP transaction mode, the biggest advantage of SET is the transaction security in spite of its relative complicated transaction process. Lots of online bank services are based on the SET mode. Dynamic password based on the encryption algorithms is required to log into the online account, the identity verification in terms of digital signature is also compulsory to process the final transaction.        

It is common for the ecommerce websites to offer both CNP and SET transaction modes. A case in point could be the Swedish online book store Adlibris AB, after the commodities ordering, customers could have two types of payment alternatives. The first one is based on the CNP mode, which means the customers just need to select the Visa or MasterCard payment service, and then fill in the compulsory information marked by the red asterisk to finish the transaction. No identity verification is required during the whole deal process. Besides this type of payment service, the customers could also opt to receive the bill together with the ordered books posted by the Adlibris AB, which means that the customers would get the goods and bill at the same time first, then they can use their online bank service based on SET mode to pay the bill.

However, no matter which transaction mode above is employed by the ecommerce retailers and taken by the customers, it is very difficult to build the mutual trust relationship between each other, which is a critical barrier to all the ecommerce business. The reasons for the difficulty to build the mutual trust between the ecommerce retailers and customers could be stated as follows. First of all, under the Card Not Present mode, on one hand, the customers do not only worried about all kinds of internet frauds, but also be upset about the quality of the goods they purchased online since they are not able to check it physically before the payment. If the customer is not satisfied with the ordered goods, whether the refund is available, or which party would afford the postage. These problems could easily cause customer’s distrust and doubt towards the ecommerce retailers so that they will not loyal to purchase stuffs online, which in turn results in the barrier. On the other hand, the ecommerce business retailer could also encounter the situation as the customers could deny the transaction since their credit cards are fraudulently used due to the non identity verification payment mechanism. Their credit cards could be stolen or be used without authorization. The ecommerce retailer has to suffer from a loss since they will probably be called for a chargeback due to the unauthorized online transaction. It is difficult for the retailers to trace and get the goods they have posted back since the information offered by the fraud customer is false either.

What is more, under the Secure Electronic Transaction mode, the customers would receive the goods before the payment. If they ask for changing another one or refund due to the quality problem or some other reasons, the cost of the transaction will be in turn increased, which will also hurt the ecommerce retailer’s benefit. Therefore, it can be concluded that the mutual trust relationship building between the ecommerce retailers and the customers is critical to lower the barrier and the cost to the ecommerce business.                        

4.2 Credibility Capital

The mutual trust relationship could be regarded as the intangible asset of an enterprise, which can be called the Credibility Capital. “Credibility capital focuses on the interface between an organization and the various stakeholders in its environment with which it has to interact successfully to survive and grow.”
  The credibility capital is not only constrained within the trust relationship building between the ecommerce retailers, but also extends to all types of the partnership network building in terms of cooperation, collaboration and even competition. It can be traced to every stage of the ecommerce business such as the product supply, product distribution and so on. The brand loyalty, word of mouth, as well as online community could be the different expressions of the credibility capital. In fact, the same as the entity transaction, the ecommerce transaction obeys the common rule which is the trust and risk estimation made by the customers before the purchase. With the new social media technology, consumers have more tools and resources to conduct such a trust and risk estimation. The more ways and tools to do the estimation means the more time will be spent on the estimation, which shows the difficulty of the trust building.

The new entrants and the incumbents possess the different bargain powers in terms of the different intangible credibility capitals. It is common for the incumbents to have already established credibility capitals in terms of the word of mouth, which would raise a high barrier to the new entrants to enter the electronic commerce market. The average transaction amount of some incumbents like Amazon and eBay is lager than the transaction amount of those small unknown ecommerce websites since these big well known ecommerce enterprise have established a better credibility compared with those small ones. People have the previous experience to refer when doing the trust and risk estimation. The incumbents have also accumulated a lot of judgments in terms of comments, which also can be the criteria for the trust and risk estimation before the transaction.
The incumbents take the advantage of the relationship building with the logistics partners as well. The trust could be established and strengthened through the long term exclusive collaboration, which can probably lower the cost. In addition, since the transaction amount of the incumbents is larger than the new entrants. The economy of scale could also lower the cost. However, for the new entrants, they have to suffer from the relationship building difficulties. At the same time, they will face the barrier to enter the market in terms of the relative higher cost.

4.3 Direct Online Transaction versus Third Party Payment

Since the trust relationship building is rather critical for ecommerce business, the important stage as transaction in the e business process has been being improved to balance the power and benefit between the ecommerce retailers and customers. Both of the two types of online transaction modes discussed above, which are Card Not Present (CNP) transaction and Secure Electronic Transaction (SET) respectively, can be classified into the direct online transaction since the customers pay directly to the ecommerce retailers. These payment modes are mainly applied into the B2C business model.

With the development of the social media technology, more and more people are interested in the ecommerce business activity. They participated into e business activity not only in terms of customers, but also in terms of small individual retailers.  In order to flourish the ecommerce business market, the trust relationship building should be put on the agenda. And the third party payment mode has been introduced into the ecommerce business to get rid of and bridge the trust gap between the customers and the ecommerce retailers. The third party payment mode is widely used under the C2C business model.

A case in point could be Alipay service which is a third party payment service offered by a Chinese internet company Alibaba.com Corporation, and is widely applied into the C2C business transaction on the Chinese ecommerce website Taobao.( Figure 13) 
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Figure 13 Alibaba group and Alipay

With the help of the third party payment service, when conducting the payment transaction, the customers do not necessarily transfer the money directly to the individual online retailers. Instead they can transfer the money to the third party Alipay account first. After the third party Alipay receive the payment, a confirmation letter of receiving the payment will be sent to the ecommerce retailers by Alipay to inform them of shipping the products ordered by the customers. When the customers receive the ordered products, they are able to check the quality of the products before informing Alipay of transferring previous received payment to the ecommerce account. So far, one time whole online transaction has been done. Under such a third party security transaction mode, the trust between the customers and the individual ecommerce retailers can be achieved. And in the long run, the credibility capital can be also accumulated.  


[image: image14]
Figure 14 Third Party Payment Transactions
The third party payment mode (Figure 14) is very popular among the C2C online transactions, which helps the individual retailers, especially those new entrants to build and accumulate the credibility capital. In this way, the gap between the customers and the individual online retailers can be bridged to lower the barrier to the ecommerce business.     
4.4 Ecommerce logistics

An efficient product delivery to the customer is another important aspect when it comes to the trust relationship building in the ecommerce business since the logistics in the ecommerce supply chain has been integrated into the whole transaction process. The action of the shipping and delivering could happen before, during or after the transaction. Under the CNP transaction mode, the goods are delivered to the customers after transaction. With the SET transaction mode, the commodities are transported to the customers before the transaction since the customers receive the commodities and invoice at the same time and pay the invoice later. For most C2C online selling, the third party payment service has been employed, which means the products shipping will take place during the transaction.     

No matter when the action of shipping goods will happen, the supply chain management in terms of logistics effectiveness and efficiency is momentous for the long term trust relationship building. The effectiveness refers that the delivery service should make a guarantee that the goods must remain the same condition when they arrive at the destinations. In other words, the commodities can not be damaged during the transportation process. Suppose that if the customers receive lots of broken vases and damaged flowers in the case, how could the customer trust the e-tailing and conduct next transaction. The efficiency can be explained as the goods shipping must be fast and finished within the promised period.

Since the supply chain management is momentous for the success of the ecommerce business, logistics strategy should be seriously considered. There are usually two types of logistics integrations, which are the vertical and horizontal integration. The vertical integration refers that the ecommerce enterprise could establish and develop its own logistics department or even its own subsidiary logistics company through merger and acquisition. The horizontal integration means that the ecommerce companies outsource the logistics part to some other independent logistics companies in terms of close collaboration and cooperation. Before the decision making regard the logistics, a considerate and comprehensive evaluation and estimation should be done to check which type of the integration can achieve the lowest cost. Amazon developed its own logistics distribution centers, which can be classified into the vertical integration. While the Swedish online book store AdLibris AB take the horizontal integration in terms of developing the collaboration relationship with some local postal service companies and the Posten Sweden is one trustworthy partner.               

Ecommerce usually consists of a Web site combined with a fulfillment system.
 Fulfillment system includes mainly two parts, one is the payment system which has been discussed above, and the other part is the communication with the customer regarding the product order and delivery in terms of the logistics management, which can be either integrated vertically or outsourced to a third party. 

5. Implementation of the information products industry

5.1 Digital revolution in music industry

When we talk about the digital revolution in the music industry, several aspects in terms of changes in this industry should be paid attention to. Hence, two important questions should be raised to be focused on. What on earth we buy when we purchase the concrete music? How do the distribution channels change? As we know, in the past when we bought the music, it meant that we would buy some tapes and CDs which are some real entities with the beautiful packages. The traditional purchasing method is that you go to a music retail store who offers all kinds of albums. However, with the fast development of high technology, especially the internet technology, we have gone through a new mile stone and entered the new digital era. More and more consumers do not go to the music stores any more, they download the music online instead. This phenomenon can be regarded as the symbol which represents the changed distribution in the music industry. In addition, what the consumers purchase are the intellectual properties in terms of digital codes rather than the real CDs or tapes.  

The response of the music industry towards the digital revolution is both fear and greed. On one hand, the music companies are so afraid of the digital revolution because they believe that they lost some revenue due to a large number of illegal download services available on the internet. Many of them attribute the illegal download actions to the peer to peer technology. Lots of content providers do not support P2P is just because there are a large number of illegal files on the P2P network. However, we can consider about the relationship between duplicator machines and piracy behaviors; we could not deny the advantages of the duplicators just because of the illegal act piracy. When it comes to the technology of P2P, we have the same situation, the bottle neck of illegal download service is not the P2P itself, the critical point is the illegal contents it offers. 

On the other hand, the music companies are also very greed, they just want to keep the juicy profits as before. There is a conflict between the consumers and the music companies: the companies would like to earn the profits as much as they can so they just did much legislation to control the piracies rather than considering changing the business models. However, the consumers prefer to enjoy some free services online, sometimes they even download illegally. Here, there is one point that should be noticed: those people who often download illegally are those people who often purchase the music and go to the concert. The reason for the illegal downloading is that they want to make sure whether some new songs and albums are worth buying or not.

In order to solve the problems existing in the current music business, we could consider changing the traditional business models. In other words, the content providers could build a music library where the consumers can easily search their required songs and download them for free so that they will be able to listen to them three or four times but with lower quality than the original tracks as well as with advertisement due to the fact that the people who purchase the music and go to the concerts are those who download free material actively since they should have an opportunity to know whether the songs are good or not. Hence, if music content providers offer such a platform, it will make a contribution to the music industry’s revenue, to which online ads can subsequently benefit. It should be stressed here that it is the large consumer base for music that the advertisers want to target, which is the real resource for the online advertisement business.

To sum up, changing the business model could bring more revenues into the music industry in terms of offering the free contents with online advertising. In addition, for the online distribution, the long tail strategy should be adopted to target the niche market.
5.2 File sharing triggers advertisement revenue

The file sharing really benefits the digital industry, the revenue can be reimbursed in terms of extensive advertisement earnings. A case in point is that the illegal file sharing of the US TV series Prison Break in China generates a large number of the advertisement revenue. As we know, due to the DRM problem and the state administration of radio film and television in China, the Prison Break cannot be available on the mass media such as the satellite TV in the mainland China, however it can be viewed through the internet in terms of the file sharing and online streaming. The whole four seasons can be access to on several main online TV website such as PPlive, PPstream and Thunder which are based on the peer to peer software. Prison Break became the blockbuster in China online and attracted tens of thousands of internet users. However, it was not so hot in America at the same time, and the audience rating dropped a lot due to the fierce competitions from other TV series, which made the Fox suffer very much.   

We have to stress here that it is the illegal file sharing of the US TV series Prison Break in China that helps the Series hit on the top in China online. And so many pirates become the fans of the TV series Prison Break as well as the main actor Wentworth Earl Miller who plays a role as Michael Scofield in Prison Break. All of this made Miller become a popular celebrity in China, which brings a big opportunity for the advertisement endorsement in Chinese market. In 2008 Miller became the spokesman for Metersbonwe, a popular casual wear brand in China favored by many young people, and in 2009 he got the endorsement for an auto brand Chevrolet in Chinese market. The fees regarding the spokesman of the auto brand Chevrolet is above 5,000,000RMB.
Since the Prison Break is so hot online, the Phoenix TV in Hong Kong bought the exclusive broadcasting right of Prison Break in Chinese market (Mainland and Hong Kong area). And Miller began to appear on TV frequently for some talk show programs in China too. The program A Date with Luyu could be an example.  
In Roger Wallis’ case, the Pirate Bay Trial caused a Stockholm flower sales booming online within a short time. Similar to the Pirate Bay Trial case, it is the file sharing that help the media company Fox get a great deal of advertisement revenue in Chinese market. Hence, the file sharing does benefit the media industry, and especially with the new social media technology and the online communities, business innovation should be considered to develop the industry market. How to make incentives linked with each other to generate the snowball effect is the key point to do the business.  

5.3 Push versus Pull: Legislation versus innovative business model.

When the music industry business strategy regarding selling the music online is discussed, there are always big two camps which have different ideas. One camp would like to insist on current business model, which appeals the strict legislation regarding the Intellectual Property Right and Digital Management issues. They believe in this way, since the file sharing has been banned, there will not be so many free stuffs online, which in turn the profit can be enhanced. However, in this way,    the mass of pirates would become copyright criminals rather than potential customers. They are pushed away from the potential consumers’ base. If P2P and file sharing technology had been banned in China, the Prison Break could not be access to by Chinese pirates online, then there would not be so many people who know about Miller, which in turn there would not be a company who will cooperate with him in terms of advertisement endorsements. The Fox would also suffer from a great loss from advertisement revenue. 

The other camp, who believes there is no direct causal relationship between the file sharing and the decreased revenue of the records’ sales, would definitely support the innovative business model. They are devoted to exploring and seeking new partnership to create the new market space. The online advertisement has been improving all the time, clicks through rates, banner advertisement, and advertisement streaming could be common online advertisement forms. In addition, the increasing internet users and new social media technologies provide the large audience base for the online advertisement and help the online advertisement to improve its effectiveness and efficiency. Through the cooperation with mobile manufactures, broadband providers, telecom operators, the revenue can be reimbursed in terms of offering many value added services. In this way, the pirates might be pulled into the potential information product consumers group who can make contribution to the industry and benefit the industry.                 
6. Conclusions and Recommendations for future research 

6.1 Conclusions 

How can be the social media employed effectively into the online ecommerce business? When it comes to the classification of current products, the physical products and information products are likely to be categorized into different genres respectively. However, these products should be intertwined together under a new structure rather than be separated clearly, which can impulse the consumers’ purchase needs.    

Innovation to make use of the advertisement in a new way could be a reasonable alternative. On one hand, the celebrity’s advertisement based on the information products can be linked to the physical products to boost the relative physical products sale. The revenue could be generated from two parts, the first part is the advertisement itself, and the second part is the increased selling of the physical products and information products. What is more, celebrity’s blogs and the consumer based online communities can be linked to the related information products to boost the consumption. On the other hand, similarly, the related physical products endorsement advertisement can also be linked to the information products, which will lead the loyal consumers to purchase the related information product.
The social media and the e-business should not be separated; they should be connected and combined to generate the snowball effect. So far, there has not been a combined business model, social media is just connected with information product and physical product respectively and there is no link between the information products and physical products, which is a barrier to form the whole circulation of the information, which in turn hinders the snowball effect.
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Figure Changed business model for e-business

As the figure described above, the key point to take the advantages of the snowball effect is to enhance the interaction between the physical product and the information product tied by all kinds of social media links. An actual instance regarding the structure design for the ecommerce website could be elaborated as below. The products offered by the ecommerce website can be classified into two genres, namely information products and physical products. Take Amazon for instance, information products could consist of books, music, movies, games and digital downloads, etc. while the physical products include clothing, shoes, jewelry, sports and outdoors, etc. in order to generate the snowball effect in terms of boosting the total revenue of the ecommerce website, the proper social media links which bridge different products should be structured well to get through the website. With the well designed structure, the information circulation and communication can be accelerated and the momentum can be accumulated to promote the snowball effect. The music singers, leading actors or actress in the movies are easily targeted to do some physical products’ endorsement; they could be the spokesmen or spokeswomen for a certain clothing brand or shoes brand, etc. such kind of advertisement can be used to link the related information products and physical products, a case in point could be a singer’s album could be related linked to the shoes or clothes for which he or she made the endorsement. The common interest and trust could also be transferred from the information products into the related physical products through the celebrity advertisement. It’s common for the stars to have a fans group in terms of fans community. The consumers’ loyalty and trust towards the star have been developed and strengthened as the community base grows. The fans of a star could be the potential consumers of the related physical products advertised by the star since the fans trust the star and in turn they trust the star’s taste and sense of trend. According to this aspect, the related online community like the Facebook group could also be connected both to the information product and the related physical products to increase selling. The word of mouth could be spread within or among different communities due to the social media links to get the products to reach broader potential consumer segments. 

The working mechanism regarding how the social media links be used to generate more sales of “information products”-related physical products offered by the ecommerce website has been discussed above. Conversely, with the help of the social media links, those online community members towards a certain physical product’s brand could also become the potential consumers of the related information products. The online community members have a high loyalty towards a certain physical product, which in turn they pay a close attention to the brand image of the product. They will discuss and care about the celebrity who does the endorsement for the product. If the celebrity is a pop star or a movie star, the members of the online community could probably become the fans of the celebrity, which in turn become the potential customers in terms of consuming the music records, live concerts, and the movie DVDs, etc. When the product manufacture changes the endorsement celebrities for the product, this group of people would be brought into some other related information products consumptions.

In addition, the snowball effect within the information product due to the social media links could be conducted in the following way. A link could be added between a book and a movie DVDs; it could also be added between a movie and the related digital games. And the related franchise products could be linked together to boom the online sells revenue. A case in point could be the readers of the book Harry Porter would probably like to watch the movie version, some of them may like to play related digital games, and they also would like to purchase the related franchise products as the Christmas gifts. 

To sum up, the social media links do play a very important role in generating the snowball effect in the network commerce business. When considering the innovation of the business model in ecommerce filed, the strategy to design a new website’s structure to achieve effective advertisements’ arrangements should be taken into account. And the snowball effect caused by the interactive social media links and online communities can be employed to motivate consumers’ incentives to purchase the relevant physical products and information products, which in turn increase the total revenue.

6.2 Recommendations for future research
Solutions and recommendations regarding the strategy to generate and maintain the business ties in the e business field have been discussed above. Just like the relationship ties between the Pirate Bay Trial and the boom for online flower ecommerce business in Stockholm, snowball effect with the help of the social media contributed a lot. However, one aspect of the snowball effect can not be ignored, which is its power is not only beneficial but could be dangerous and disastrous as well. Supposing that if the ecommerce product and service are not very well and its bad reputation could also be transferred to the customers under the snowball effect mode, which could easily decrease the product credibility and make the e business trapped into an adversary situation. The trust relationship build could be also affected, which is very hard to be healed. Therefore, the future research should not only focus on how to trigger the effective and efficient business clusters but also on how to avoid the negative effect and how to repair the damaged reputation due to the snowball effect. In other words, how to deal with the public relationship crisis with the fast developed social media technology should be studied in the future research.           
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8. Appendix

8.1 Interview questions

1. When was this website http://yodo.se/Wallis/english.php established? How did you get people know that they could surf this site to support Professor Roger? Was it established by you or was it a team work? If it was a team work, how did you guys coordinate with each other in such short time?

2. Why did you have such an opinion to establish this website? Were there any companies behind you? Can you benefit from such an activity? What was your motivation?

3. Is it an ecommerce-like website? If it is, could you please introduce the payment system of this website to me? Can people pay directly from this website? Or people just bought flowers and other gifts from the real stores, and they just got registered on that website to show they had bought something in terms of supporting Professor Roger? If it is the second situation (which means that it is not an ecommerce-like website, people can’t pay directly via the site), how did you make sure that all the people registered on this site really bought stuffs? And how did you guarantee the accuracy of the amount of the money spent on the gifts?   

4. I noticed some money would go to the charity organization, how would this be done? 

5. If it is an ecommerce-like website, how did you get in touch with the real store to get them connected with this website? How was the money disseminated and allocated? And how did you arrange the related logistic service?

8.2 Response 

First of, I want to point out that I'm not alone in this flower thing. It was me, and two other guys I've never met or chatted with and a couple of millions of internet users face to face. When Roger Wallis asked for flowers and it got rejected in court, we all laughed (we who listen to the radio stream of the court) at it.
Before he even had asked for flowers to his wife, there were already a comment made in the chat channel (a channel on IRC network, we were approximately 800 people in the channel) that he should get a bouquet sort of just because of how bad he was treated, this comment was made like an hour before his request. And when his request came we all laughed at it, and some of us said, we really should send a bouquet of flowers to him and his wife.
Because of the heavy chat traffic in the channel (mind you, over 800 people laughing and commenting the Swedish court system) I quickly said in the channel, is anyone going to send flowers? And someone said yes and well, it just became messy in the channel with all the chatter. So after I've noticed that there was some interest in sending flowers to Wallis and his wife, we immediately gathered their home address and in the same time I created a new channel called
#Wallisflowers that I spammed the main channel with and said basically: If you want to send flowers to Wallis’s wife, please join #Wallisflowers for more information on how etc. after just 2-5
minutes after Rogers request I had over 40 users in the channel and in the same time, there was a guy in the channel that started to code a page (http://yodo.se/wallis) for what has been given to Wallis. Within 20 minutes, we had a basic page that we could enter valid information and pictures of what we had given.

Basically, I was the team leader and I said we should have this and that on the site, he who fixed the site then told his programmer on what I and he wanted. So we were 3 guys, that within 20 minutes after Roger request had created a new channel just for sending flowers and a site that showed on how much were given so far and gathered people to the channel by spamming other channels that were tuning in to the stream of the court to join our channel for sending flowers.

In the channels headline/topic I had Roger Wallis home address and valid information, then online flower URLs, so that people just had to click on it and enter valid information on the sites and just buy a flower for Wallis. We also had other sites like www.nallebudet.se etc. So every time someone joined the channel they would get the home address and valid information for on how to send flowers or other things.

At a certain point we were around 200 peoples in the channel, after 30 minutes and Rogers request about flowers, we had a decent list of like 10-20 bouquets that have been given, around that point people all over the net had been getting the site through friends and MSN, ICQ, IRC, mail, Blogs, Micro blogs and Twitter. When people visited the site and saw what has been given to Wallis, it triggered people’s brains to YES, ill join the masses of giving to! It just been a payday, everyone
basically had 100-400 KR to spare, and it was for a good cause. This is how the snowball effect was created. If we hadn’t create the channel on IRC or coordinate the information and showed others that we were sending flowers to Wallis, there wouldn’t be many banquettes at all to him. Maybe 8-20 bunches, since that was given before the process of creating the site and so on.

Why this was successful is only because the question in matter is real infected by the dominating way of introducing the new laws in Sweden, such like IPRED and FRA and that USA basically has put us under the gun for these kinds of laws. Also, Roger Wallis only said what we all
pirates have been saying for years. File sharing is only benefiting the industry really. I myself have spent more then 20 000 KR the last 8 years on the movie theaters (I Have members card at our movie theaters so I can see how much I’ve approximately been spending) All the movies I’ve seen on theaters or at home and that’s been a keeper, I’ve either bought or recommended to other friends and those figures are sick for just media entertainment.

I myself feel that this success only depends on that Roger Wallis is such a nice guy, and we all took him to us. He wasn’t treated with respect in the court and we all didn’t really like it. And this was our way to show that we didn’t like the way he was treated, sort of a manifest against the system.

This is how it all was done, nothing special. We didn’t earn anything from this. Well, I can only speak for myself. But ill doubt the other two guys could earn any money from this except they maybe got free web server location for the future or something. Our page was just a show page on how much has been given, and that information could anyone put on the page (in the beginning we got a lot of fake stats that were just lame) after that I called 2-3 flower stores that got the most orders and asked for the stats on how many orders they had and compared it with the site after that, and the numbers matched all most on the dime, in the end of the day in question the numbers aligned pretty well with our site. Sure, there are certainly some fake ones in there. But overall, the numbers matched pretty well.

The one who earned money on this was the flower companies that got all the orders, and they are also handling the logistics after you buy a flower, we didn’t do anything then spread the word about sending flowers to RW, www.interflora.se was the one that got the most of the orders, that’s the one we pointed all peoples to.

The charity money, well, we just spread the word that, well, maybe there is enough with the flowers. Then others started other ways of giving, and then entered it on the site. If the charity gifts are false, well, we don't know. We just have to assume that they are truthfully when entering the information to the site.

We all did this just to show that we support RW, no money was meant to be made for us that spread the giving!
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Figure6 Traditional media information flow
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Figure 5 Information flow
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Figure4 Value Constellation of Media Product





Figure3 Value Chain of Media Product
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Figure7 Social media information flow
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