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1. Introduction 

In today`s IT market new forms of applications have emerged. The internet is growing 

rapidly and with it the amount of web applications. When the Web 1.0 was a read-only 

web, the Web 2.0 is now a read-write web. The easy-to-use tools of Web 2.0 

applications enable everyone, not only computer experts, to use them. This encourages 

the users to generate content online. Social networking sites have emerged and 

experience a fast user growth every day. The Web 2.0 era offers new possibilities for 

knowledge and communication management and therefore has created social software. 

The most popular social software that recently emerged are wikis and blogs. Their 

success leads to the question if they can also be of meaningful use in companies. Only 

those companies who have an effective internal communication and knowledge 

management will be able to encourage their employees to share their knowledge and 

experience with the company. US firms have already started using wikis and weblogs. 

Consequently this movement will also come to Europe and even German companies 

have begun implementing social software in their intranet or web platform. 

The aim of this thesis is to explain the reader the new Web 2.0 and its challenges for a 

company. The use of wikis and weblogs will be analyzed in particular detail. Finally, 

their risks and chances are explained. 

Starting with a short summary, the second chapter continues with three important 

business factors that every company has to face today: knowledge management, 

corporate communication and change management. In the third chapter examples of 

statistics about the development of the internet in private and corporate usages are 

illustrated. In chapter four the term Web 2.0 and especially the new applications wikis 

and weblogs are explained. The main part includes the analysis of the Enterprise 2.0, 

how wikis and weblogs can be used in companies, which critical factors of success and 

challenges they can have and demonstrates that there is a need for policies. In the end a 

perspective of the upcoming technology advancements will be provided and an answer 

will be given on the question what will follow. Lastly, in the conclusion the results will 

be collected. 
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2. Principles 

The following principles refer to the corporate environment, how it used to be, and 

which changes are needed to adjust to the current technological progress in the 21st 

century. 

2.1 Knowledge Management 

"[…] KM [Knowledge Management] is the process through which organizations 

generate value from their intellectual and knowledge-based assets" (Levinson 2007, at 

www.cio.com). 

Intellectual and knowledge-based assets are generated by a knowledge company (cf. 

Stewart 1998, p. 35 foll.) that employs knowledge workers (cf. Stewart 1998, p. 51 

foll.). A knowledge company has realized that material assets have to be converted into 

immaterial information assets to be able to handle the masses of incoming information. 

It invests in information technology to process the information represented in 

electronical data to accelerate their workflows. A knowledge worker contributes his 

specialized knowledge to the workflow processes and facilitates operations.  

"Information and knowledge are equally raw material and product of their work" 

(Stewart 1998, p. 54). Today, human capital is the most valuable asset of a company. 

Which means, the human capital of a company are skilled workers who are involved in 

the creation of products and services (cf. Stewart 1998, p. 87 foll.). Companies have to 

provide the general framework for sharing knowledge between their employees and use 

it effectively to maximize profits (cf. Stewart 1998, p. 95). 

2.2 Corporate Communication 

Corporate communication is the way companies communicate with different 

constituencies either inside or outside the company (cf. Argenti 2007, p. 23). 

Constituents of corporations can be employees, customers, suppliers or creditors among 

others (cf. Argenti 2007, p. 29). Moreover, an appropriate communication channel has 

to be determined. Communication methods used to be speaking and writing. Now there 

is a growing range of channels like fax, e-mail, voice-mail, web conferencing, intranets 

and weblogs (cf. Argenti 2007, p. 33). Today, the Internet gives companies the 

possibility to publish information quickly and broadly. The power of commenting on 

corporate issues is no longer in the hands of media organizations, like newspapers or 
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TV and radio stations. Individuals, customers and consumers can now give opinions 

themselves (cf. Argenti 2007, p. 124).  

But it is not only external communication which has changed internal communication 

experiences this changing environment, too (cf. Argenti 2007, p. 137 foll.). "Most of 

today’s employees are well educated, have higher expectations of what they will get out 

of their careers than their parents did, and want to understand more about the companies 

they work for" (Argenti 2007, p. 137). This changed atmosphere requires a new 

strategy. The information process has to be improved not only for employees regarding 

corporate objectives but also for the management in terms of new ideas of employees to 

improve products. To realize an improved communication process, more meetings 

between staff and managers have to take place and even here, the Internet has eased the 

situation through online communication as it saves time. 

2.3 Change Management 

Change management is necessary in the 21st century due to several reasons. First of all, 

the information and communication technologies are experiencing fast progress. The 

need for adapting these technologies is necessary to stay competitive on today’s wired 

market (cf. Doppler 2005, p. 22). Secondly, the resource ‘time’ is getting scarce and 

forces a company to use, for example, fast communication methods to react quickly (cf. 

Doppler 2005, p. 24). Thirdly, the globalization of businesses requires intercultural 

collaboration skills to cooperate with companies from all over the world (cf. Doppler 

2005, p. 26). And lastly, there is the lack of financial resources that not only consumers 

but also companies experience every day (cf. Doppler 2005, p. 30). 

This development demands new challenges for the management. Managers have to 

control communication both inside and outside the company. This is due to the fact that 

companies and the public are more and more linked. Information and rumors are 

spreading quickly and people try to be involved in every matter (cf. Doppler 2005, p. 

46). New objectives to be realized are being close to the customer, fast reaction and 

high flexibility, increase of productivity and product quality, and optimization of costs. 

This could partially be reached via motivation of employees, improved communication 

and collaboration, and the simplification of workflows  (cf. Doppler 2005, p. 55 foll.). 

Employees feel more motivated if the manager listens to their opinions and actually 

supports their ideas. There is already a huge base of information in every company, and 

knowledge of the employees only has to be collected and shared to increase information 
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inside a company. Knowledge management and corporate communication are therefore 

important key factors for change management. 

 

3. Development of the Internet 

In the 1960s, approximately 15 years after the personal computer was invented, 

researchers started to investigate the possibility of connecting computers in a network. 

In 1962, the first network project was developed at the Advanced Research Projects 

Agency (ARPA) and convinced scientists to investigate new network technologies. 

Consequently, the ARPANET was created and existing telephone lines were used for 

transmitting data to computers. From then on, more and more networking applications 

emerged and in 1972 the first e-mail program was developed. Finally, in 1973, the 

TCP/IP was designed to interconnect multiple networks to form an Internet (cf. National 

Academy Press 1999, at www.nap.edu). 

The Internet grew rapidly and in 1991 Tim Berners-Lee invented the World Wide Web 

to make it easier to use this new technology (see Berners-Lee 1999a). The Netscape 

Navigator, invented by Marc Andreessen, offered Internet users a first user-friendly 

interface to be able to read websites that were initially written in the language HTML 

(cf. National Academy Press 1999, at www.nap.edu). The amount of websites grew 

supporting Berners-Lee’s aim of making the Internet "[…] a collaborative medium […] 

where we can [..] meet and read and write […]" (Carvin 2005, at 

www.digitaldivide.net). 

But his vision involves more than that, it is to create "[…] a place where data can be 

shared and processed by automated tools as well as by people" (Carvin 2005, at 

www.digitaldivide.net). He wants metadata hiding behind each link, which describes 

the relationship between two sites and not only the information itself. The original 

language of the Web, HTML, cannot read the metadata yet. So, a Semantic Web needs 

to be created to define and link data that can be used by machines for automation and 

reused across various applications. Berners-Lee says that "the semantic web will help 

artificial intelligence projects, online translators and other technologies that require 

access to large amounts of descriptive data to work properly" (Carvin 2005, at 

www.digitaldivide.net). The semantic web will be described again in chapter six. 

http://www.digitaldivide.net/
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World regions Population Population in 
% of world 

total 

Internet Users Usage in % of 
population of 

regions 

Asia 3,712,527,624 56.5 459,476,825 12.4
Africa 933,448,292 14.2 43,995,700 4.7
Europe 809,624,686 12.3 337,878,613 41.7
Latin America/ 
Caribbean 

556,606,627 8.5 115,759,709 20.8

North America 334,538,018 5.1 234,788,864 70.2
Middle East 193,452,727 2.9 33,510,500 17.3
Oceania/ 
Australia 

34,468,443 0.5 19,039,390 55.2

World Total 6,574,666,417 100.0 1,244,449,601 18.9
Table 1: World Internet Usage and Population Statistics (cf. www.internetworldstats.com) 

Considering the population of the regions, 70 % of North Americans were using the 

Internet in September 2007, 55 % of the population in Oceania and Australia are online, 

and almost 42 % of Europeans surf the net. Due to the fact that the population in Asia is 

3.7 billion people, which is 56.5 % of world population, only 12.4 % of them have 

access to the Internet (cf. www.internetworldstats.com). 

3.2 Corporations and the WWW 

A project of ‘Monitoring Informations- und Kommunikations-Wirtschaft’ has created 

reports on the development and perspectives of the Information and Communication 

Technology (ICT) in Germany (cf. TNS Infratest 2007, at www.tns-infratest.com). In 

the following the focus is on the indicators of the report related to German companies in 

the years 2006 and beginning of 2007.  

96 % of German companies with more than ten employees had Internet access in the 

beginning of 2007. The Internet access delivers a company productivity advantages 

considering the environment of globalization and international businesses. That is why 

big companies are investing more money in ICT. In 2006, 73 % of German companies 

with more than ten employees had broadband access and even reached 84 % in 2007. 

The Deutsche Breitbandinitiative supports low broadband prices in Germany and these 

low costs will improve the penetration rate of broadband and DSL in the future. New 

multimedia applications support the new broadband infrastructures globally. Examples 

are real-time communication, VoIP and Web 2.0 applications. 73 % of companies with 

more than ten employees owned a website in 2006 and the numbers are expected to 

grow. A company has to be present in the internet because it is an important source for 
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consumers to inform themselves about the company and their products (cf. TNS 

Infratest 2007, at www.tns-infratest.com). 

These figures show the growing importance of the Internet for companies. The 

following new forms of applications even support the importance of the Internet for a 

company. 

 

4. Web 2.0 and Social Networking 

 
Figure 3: Attributes and Characteristics of Web 2.0 

These attributes, illustrated in a tag cloud, are characterizing the Web 2.0. 

The term Web 2.0 was created during a brainstorming session, on a conference in 2004, 

between O’Reilly Media and MediaLive International (cf. O`Reilly 2005, at 

www.oreillynet.com). The aim of the conference was to discuss usabilities and 

deployment methods of new web technologies. The conference was consequently called 

Web 2.0 conference. The new version of the Web was described as a web consisting of 

networked applications at first consumer-facing and then moving into the enterprise. 

Tim O’Reilly made in his report What is Web 2.0 a comparison of old Web 1.0 and new 

Web 2.0 applications. Examples are: from Double Click to Google Adsense, from 

Britannica Online to Wikipedia, from personal websites to blogs, from content 

management systems to wikis and from taxonomy to folksonomy (cf. O’Reilly 2005, at 

www.oreillynet.com). There was the need to define the old applications that were on the 
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market before the dot-com bubble burst in 2001 and the new applications popping up 

since that crash. But this definition was often criticized. The web applications of today 

could have worked before the dot-com bubble and there are even applications that were 

created back then and only got popular today.  

The market drivers of Web 2.0 are the changes in technology advancements, in 

corporate and private Internet usage and in management strategies of companies 

mentioned in the previous chapters. Over one billion people use the Internet worldwide 

which represents a large user base for online applications (see page 6, table 1, Internet 

users - World Total). The world is becoming more interconnected and requires a choice 

of communication tools. The customers are always-on considering the large broadband 

usage. High-speed connectivity enables fast upload and download speeds for content 

and facilitates to share rich media files like pictures and videos (cf. O'Reilly Radar 

2007, p. 6 foll.). The print media will lose importance because the internet is preferably 

used as news aggregator and information silo. The old package software being bought 

by companies is being converted into service software that is mostly open source and 

online available (cf. BusinessWeek 2006a, at www.businessweek.com). 

But there is more than just the infrastructure changes. Today, the people not only go 

online using desktop PCs but also mobile devices are gaining importance. Internet users 

are more sophisticated and regularly contribute content online. That is covered by the 

growing number of blogs and social-networking websites. Referring to the cost aspect 

mentioned in chapter 2.3, there is a lack of financial resources. But today, the costs of 

production have decreased in the IT sector. Hardware is getting cheaper every year and 

software is more and more based on open source. The access to global labor markets 

and the ability to get through to niche markets creates faster return on investment (ROI). 

Furthermore, Internet advertising offers a new revenue opportunity with low risks 

because of "broader income alternatives, lower capital requirements and faster time to 

revenue" (O’Reilly Radar 2007, p. 8). 

Tim O’Reilly describes Web 2.0 in a definition as follows: 

"Web 2.0 is a set of social, economic, and technology trends that 

collectively form the basis for the next generation of the Internet – a 

more mature, distinct medium characterized by user participation, 

openness, and network effects." (O’Reilly Radar 2007, p. 10) 
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The Web has developed from the New Economy to Web 2.0 (cf. Alby 2006, p. 1). The 

New Economy described the appearance of dot-com companies and ended with the 

bursting bubble in 2001. Since then, new applications have emerged on the market. 

Applications that allow user participation, support global collaboration, are easy-to-use 

and free. 

Tim O’Reilly and his O’Reilly Radar team are explaining the success of Web 2.0 in 

Web 2.0 – Principles and Best Practices (2007, p. 10 foll.) using eight underlying core 

patterns. The patterns are interdependent and are supported by the attributes mentioned 

in the tag cloud (see figure 3 on page 7). 

Web 
2.0

Harnessing 
Collective 

Intelligence
Data is the 
Next ‘Intel 

Inside’

Innovation 
in Assembly

Rich User 
ExperiencesSoftware 

Above the 
Level of a 

Single 
Device

Perpetual 
Beta

Leveraging 
the Long 

Tail

Lightweight 
Models and 

Cost-
Effective 

Scalability

 
Figure 4: Tim O`Reilly’s eight Core Patterns for Web 2.0 Applications 

The first pattern is "Harnessing Collective Intelligence" (O‘Reilly Radar 2007, p. 13). 

An architecture of participation has to be built to let users create content and cause 

network effects, for example when the service becomes more valuable as the number of 

users increases. Users and groups have to be involved so that their intelligence can be 

used to boost "viral network-driven growth" (O’Reilly Radar 2007, p. 13). 

The second is "Data is the Next ‘Intel Inside’" (O’Reilly Radar 2007, p. 19). Intel Inside 

was the marketing campaign of Intel in the desktop era. It described the fact that 

computer systems had "proprietary, single-source components" (O’Reilly Radar 2007, 

p. 19). Web 2.0 is not about desktop applications anymore, but about shared online 

services. Using software as a service offers the opportunity to gain a competitive 

advantage which is the control of data, as today, the value is the data.  
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The third is "Innovation in Assembly" (O’Reilly Radar 2007, p. 24). The Web and 

websites are becoming platforms and this movement requires "a platform strategy in 

addition to an application strategy" (O’Reilly Radar 2007, p. 24). The Internet now 

consists of open standards and open platform websites that support user communities. 

The user can participate and creates at the same time the innovation for the application. 

The fourth pattern is "Rich User Experiences" (O’Reilly Radar 2007, p. 30). Using the 

experience of Internet users and combining it with elements of desktop applications 

builds another competitive advantage for sophisticated web-based applications. 

The fifth is "Software Above the Level of a Single Device" (O’Reilly Radar 2007, 

p. 30). As already mentioned we are in an era where the PC is no longer the only device 

to access the Internet. There are several mobile devices, like mobile phones, PDAs and 

game consoles that offer the possibility to go online wherever you are. A Web 2.0 

application, though, has to be built on standards that make it easy to integrate it in and 

to keep data synchronized on every device. 

The sixth pattern is "Perpetual Beta" (O’Reilly Radar 2007, p. 39). Applications are no 

longer software that needs to be upgraded. They are online services and do not require 

installation anymore. Improvements are made regularly and are automatically uploaded. 

These so called Beta-versions encourage users, as they take part in the improvement 

process as real-time testers.  

The seventh is "Leveraging the Long Tail" (O’Reilly Radar 2007, p. 44). The Long Tail 

model demonstrates the shift from limited to limitless choices in products (see figure 5). 

The Internet provides the framework with infinite web space availability and low costs. 

"Small websites make up the bulk of the Internet and narrow niches constitute the 

majority of the Internet’s possible applications and audience" (O’Reilly Radar 2007, 

p. 44). 

 
Figure 5: The Long Tail model  

(O’Reilly Radar 2007, p. 44) 
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The last pattern is "Lightweight Models and Cost-Effective Scalability" (O’Reilly Radar 

2007, p. 49). This means using open source software that can be reused and does not 

cost anything. Lean strategy approaches to new business financing and product 

development may hinder a bubble 2.0. Furthermore, viral word-of-mouth marketing can 

reduce capital investment before seeing a ROI. 

These strategies have established, and also will establish in the coming years, new 

websites and web-based applications for private and corporate use. These new 

applications are different from computer applications of the past because "[…] they fit 

more naturally into our real lives […]" (Roush 2005, at www.technologyreview.com). 

Watching "younger people who grew up with a mouse in hand" (Levy/Stone 2006, at 

www.newsweek.com), how they use the Internet, indicates the future of the Internet 

world, too. Young people are using Web 2.0 creations through social networking. They 

want to be connected and stay in contact with all of their friends. Instant Messengers 

first allowed users to talk to friends in real-time, called chatting. But as social 

networking sites appeared, young people started to create profile pages online revealing 

their interests and favorites in life. Adding friends to their friends list and looking for 

people that have the same interests became everyday life. But not only young people are 

using social networking sites. People of every age are more often seen on these sites and 

encourage their friends and family to participate in the network (Bughin 2007, at 

www.mckinseyquarterly.com). This huge mass of people, inviting more and more 

internet users, shows the popularity of participation and communication online. Just 

recently, it was discussed on the Web 2.0 Summit in San Francisco, "who should 

maintain greater control over that social capital, […] the information about yourself and 

about your network of contacts […], the user or the web service to which they belong" 

(Calore 2007, at www.wired.com). The people themselves should be able to control 

their data at any time. That is the only way to maintain users and increase the network. 

In the following subchapters some examples of Web 2.0 technologies and social 

software will be given. After that, two important Web 2.0 phenomena will be outlined 

that could help in changing the management of companies: Wikis and Blogs. 

4.1 Social Software and Web 2.0 Technologies 

One of the first new technology movements is the Open Source Software. An open 

source software provides the source code of the application for further editing and 

improvement. This software has licenses which give users the right to modify and 

http://www.wired.com/
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redistribute the application under the condition that they share the improved source 

code, too. These licenses involve also the protection of certain rights of the original 

author and provide restrictions on how the software is used and who can use it (cf. 

Woods 2005, at www.onlamp.com). 

AJAX (Asynchronous JavaScript & XML) is an important Web 2.0 approach that, 

generally spoken, enables parts of an HTML page to load apart from the whole page. 

Google Suggest and Google Maps are two examples of this new approach to web 

applications (cf. Garrett 2005, at www.adaptivepath.com). 

Instant Messengers like MSN (now Windows Live Messenger), ICQ, Yahoo and AIM 

(AOL Instant Messenger) are communication tools for real-time chats. Since recently, 

most of these messengers additionally offer video and voice chat features to compete 

with Skype, the most popular VoIP application. Furthermore they have features like 

application sharing, white board or sketch pad that support collaboration meetings 

online (cf. Koch/Richter 2007, p. 64 foll.). 

Moreover there is the new bookmarking hype. A website manages all of the users` 

bookmarks online using tags. Tags are keywords that describe the content of the user´s 

favorite websites. The action is called tagging. This development created the term 

folksonomy (folk & taxonomy). It refers to subject indexing systems, but is now used in 

a collaborative way. The user can look for a tag and a list comes up that shows all links 

relating to the tag keyword. These keywords are often listed in a tag cloud (see figure 3) 

in which the favorite tags have the biggest font size. A famous social bookmarking site 

is del.icio.us (Del.icio.us 2005). 

Another Web 2.0 novelty is the Newsfeed. A newsfeed allows the user to subscribe to 

the content of websites, so that regular site visits are not necessary anymore. This 

technology is mainly used on weblogs, because its content is updated frequently. The 

information is then pushed to the subscriber of the newsfeed whenever an update is 

available. A newsfeed reader could possibly be an E-mail client or web browser and the 

user can choose when he wants to read the feed as it is automatically saved or added in 

the newsfeed reader. The technology behind a newsfeed is either RSS 2.0 (Really 

Simple Syndication) or ASF 0.3 (Atom Syndication Format), to only name the two 

latest versions. The advantages of using feeds are that it saves time and requires less 

bandwidth in contrast to opening the original document (cf. Koch/Richter 2007, p. 10). 

http://garrett/
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A newsfeed offering rich media files, like video and audio, is called podcast 

(cf. Koch/Richter 2007, p. 26). 

Last but not least various social networking sites for private and corporate use are 

popping up: photo-sharing sites (cf. www.flickr.com), bookmarking sites (cf. 

www.mister-wong.de), social networking sites for everyone (cf. www.myspace.com, 

www.facebook.com, www.bebo.com), only for students (cf. www.studivz.net) and only 

for employers and employees (cf. www.xing.com, www.linkedin.com). These networks 

provide options to create a profile, a contact list and groups. People can present their 

aims and interests in private or corporate life and exchange ideas. The implemented 

search engine makes it very easy to find people of same interest and contact them. On 

corporate networking sites, it is possible to upload a CV, search for jobs or business 

partners and even create groups of employees working in the same company.  

To conclude, the focus of social networking is the creation of relationships between 

individuals and groups. Social software can be divided into: finding people (facebook, 

Xing), publishing and sharing information (weblogs), and collaboration in knowledge 

management (wikis). Wikis and weblogs are hence described in detail in the following 

subchapters. 

4.2 Wikis 

Wiki is the more general term for a system in which content can be created and edited 

collaboratively. It is a database of linked pages for storing and modifying information 

where each page can easily be edited by any user utilizing a web browser. The most 

popular example of a wiki is the website Wikipedia.org (Ebersbach 2005, p. 7 foll.). 

Wikipedia is an online encyclopedia written collaboratively by volunteers from all over 

the world. The name Wikipedia is a portmanteau of the words wiki (wikiwiki is 

Hawaiian, meaning fast) and encyclopedia (coming from the Greek, meaning general 

knowledge) (cf. Wikipedia 2007a, at http://en.wikipedia.org). Encouraging creative 

exchange of information and knowledge in a collaborative way is the purpose of the 

website.  

Wikipedia was founded in 2001 and grew since then rapidly into the most popular 

online reference site. "There are more than 75,000 active contributors working on some 

8,700,000 articles in more than 250 languages" (Wikipedia 2007a, at 

http://en.wikipedia.org). "Wikipedia is a registered trademark of the nonprofit 

Wikimedia Foundation […]" (Wikipedia 2007a, at http://en.wikipedia.org). Copyright 

http://www.myspace.com/
http://en.wikipedia.org/
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notices ensure free distribution and reproduction under the GNU Free Documentation 

License (GFDL) which "is a copyleft license for free documentation, designed by the 

Free Software Foundation (FSF)" (Wikipedia 2007b, at http://en.wikipedia.org). That 

means that the data can be downloaded, edited and even used commercially if 

distributed under the same license (cf. Alby 2006, p. 91). Every article has its own 

discussion page where everyone is invited to contribute his or her opinion. Another 

advantage of the articles in Wikipedia is that words can be linked in an article and a new 

article can be created explaining that word (Ebersbach 2005, p. 19 foll.). This ensures 

the interconnectivity of all articles in Wikipedia. 

A factor of success of Wikipedia is the simplicity of utilization and editing. 

Programming skills are not needed and to know the HTML code is no requirement. 

There is only a Wiki syntax that can be used but even this is easier than HTML. These 

simple usage possibilities and small efforts for creating a page encourage the users to 

contribute content to Wikipedia (cf. Koch/Richter 2007, p. 37). 

But it is not only Wikipedia that is popular in the WWW. Wikipedia has inspired 

companies to create wikis also in different contexts like as a travel guide or dictionary, 

as well as usage in schools and universities. Finally, wikis are also used in organizations 

and companies for knowledge management. 

4.3 Weblogs 

Weblogs: "[…] a megaphone for those who make their own media" (Levy/Stone 2006, 

at www.newsweek.com). 

A weblog is a website that is updated regularly and displays the most current article 

first. The term weblog consists of the terms web and log. A log is a journal, protocol or 

diary that is in this case published in the WWW (web). A weblog is more commonly 

called blog as an abbreviation of weblog. The community of all blogs in the Web is 

called blogosphere. A blogger is the author of a blog (cf. Alby 2006, p. 21). 

Blogs already existed for a couple of years before they got popular through easy-to-use 

blogging software in July 1999 (cf. Blood 2000, at www.rebeccablood.net). Since then 

not only journalists but also everyone else could write a blog. Blogs used to list links of 

interesting websites or served as diary for telling the world private events. Today, blogs 

are more about watching critically the media and companies (watchblogs), dealing with 

literature (litblogs), companies writing a blog themselves (corporate blogs), law topics 

(blawgs) and publishing pictures (photoblogs). Every Internet user can write a blog 
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alone or in groups (group blogs) (cf. Alby 2006, p. 21/22). The majority of blogs 

contain private issues and the huge amount of private blogs makes them relevant for 

companies (cf. BusinessWeek 2005, at www.businessweek.com). They are relevant 

because they can be found by everyone using a search engine (cf. Zerfaß/Boelter 2005, 

p. 25). Companies differentiate between external blogs, to get in contact with their 

customers and partners, and internal blogs to support corporate communication within 

the company. As Tim O’Reilly pointed out on the Web 2.0 summit in San Francisco, 

"Web 2.0 Is About Controlling Data" (Tweney 2007, at www.wired.com). That is why 

different monitoring and filtering software have emerged, so that the huge masses of 

information in blogs can be controlled and filtered. 

The difference to a diary is that blogs have additional features. One feature is that every 

reader of a post can comment on it. Another one is called trackback (cf. Alby 2006, 

p. 22). A trackback is a function that informs the blog software whenever one of its 

posts is mentioned in another blog. This function connects different blogs having the 

same topic or subject. Furthermore, every blog post has a so called permalink (cf. Alby 

2006, p. 23). This is a link that can be used for reaching one post in a web browser, so 

that every blog post has its own URL address. But not only permalinks and trackbacks 

have supported the viral networking of the blogosphere. The new Web 2.0 technology 

of RSS feeds provide every blog reader the possibility of reading the posts of a blog 

regularly through subscribing to the corresponding feed (cf. Alby 2006, p. 23). Next to 

the most important feature of sorting the posts chronologically, links to external sites 

are placed in a blog post very often. Therefore, a blogroll, where the author of the blog 

is listing all his favorite blogs, is not missing anymore on any blog (cf. Alby 2006, 

p. 23/24). New blogging software, additionally, provides a content structure which helps 

search engines finding the published information more easily. This offers the blogger 

the opportunity to get a lot of readers and feedback to his posts (cf. Alby 2006, 

p. 26/27). 

Technorati.com is a search engine for weblogs and currently tracks 112.8 million blogs. 

Every day 175,000 new blogs are created and updated regularly with over 1.6 million 

posts per day (cf. Technorati 2007a, at http://technorati.com). According to Technorati 

data the blogosphere is doubling every 5-7 months (cf. Technorati 2007b, at 

http://technorati.com). 

http://technorati.com/
http://technorati.com/
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The reasons for the popularity of blogs are that people expect to get exclusive 

information through reading the blog posts and because they are interested in the 

author´s opinion. According to a survey of Proximity, half of the German blog users 

build their opinion on products and companies due to blog posts (cf. Proximity 2005, at 

www.pressrelations.de). They discuss about the published information and visit the 

websites of companies or products that have been linked (cf. Zerfaß/Boelter 2005, 

p. 65). 

In the blogosphere, a n:m communication is now possible. N:m means that many users 

are communicating with many users (cf. Koch/Richter 2007, p. 27). This causes the fast 

viral spreading of any kind of news and shows the new power private persons now 

have. The media used to sort out which letter to the editor should be published, but now 

the user can publish his opinion on a topic whenever he wants. Neither programming 

skills are necessary anymore as all new blogging software has a kind of WYSIWYG 

(What You See Is What You Get) editor to structure and publish content easily 

(cf. Koch/Richter 2007, p. 24). This power of communication can also be seen in 

corporate environments where the employee is transferring his private habits to the 

company (cf. Koch/Richter 2007, p. 28). 

Weblogs can be used in a company to strengthen the company’s digital reputation. The 

social feedback, through social rating of the content, is being provided by a weblog so 

that the company can react on the reader`s needs and thus reach the aim of maintaining 

a good reputation. 

 

5. Enterprise 2.0 

The Internet and its advancement to Web 2.0 applications is a social phenomenon. The 

new generation of youths grew up with the different usabilities of the Internet. They do 

not see a difference between private and corporate use of the Internet as research and 

communication tool. Consequently, a company, selling consumer products or services, 

has to enhance their information technologies with Web 2.0 technologies to either reach 

its customers more effectively or offer an attractive workplace for young professionals.  

Andrew McAfee introduced the term Enterprise 2.0 for companies using Web 2.0 

standards. He defines it as follows: "Enterprise 2.0 is the use of emergent social 

software platforms within companies, or between companies and their partners or 

customers" (McAfee 2006a, at http://blog.hbs.edu/faculty/amcafee/). 



17 

Furthermore he developed the acronym SLATES to describe the most important 

components of Enterprise 2.0 technologies. S is standing for Search and describes the 

need for a search engine on every kind of information platform. The second component 

is Links. Links to online content provide a perfect structure as information guide. "In 

this structure, the ‘best’ pages are the ones that are most frequently linked to" 

(McAfee 2006b, p. 23). The A is standing for Authoring. Everyone has something to 

contribute which can be seen in the growing number of weblogs. It shows the desire of 

expressing an opinion in blogs, letting people author individually, or spreading 

knowledge in wikis using group authorship. Tags are another component of 

Enterprise 2.0 technologies. As previously pointed out in the Web 2.0 examples, tags 

support the search mechanisms. Tags can be added as additional information to links of 

web pages. In addition, for example, bookmarking sites like del.icio.us enable the 

employee in a company to keep track of websites that were added by knowledge 

workers. They can see which other employees have already been on the site and can add 

new tags (cf. McAfee 2006b, p. 24/25). The E is standing for Extensions. The web page 

Amazon.com is a good example to describe the use of algorithms to recommend 

relating products. If an internet user buys a book on Amazon.com he will always be 

provided with a bar at the bottom that shows which books have also been bought by 

others who bought this book. The last component is Signals. Signals are needed because 

the internet is updated so frequently that a user cannot possibly check for everything 

new on the web. RSS is the corresponding new technology that offers the user the 

opportunity to choose which information he wants to read and updates automatically if 

new content is available (cf. McAfee 2006b, p. 25). 

In the second chapter change management was described as a principle that has to be 

considered in a company of today. Change management is therefore an important factor 

for creating these Enterprise 2.0 technology components. The management needs to 

support the open corporate culture and collaborative infrastructure changes 

(Koch/Richter 2007, p. 129). Collaboration tools can help them break down hierarchical 

boundaries. Employees used to get information and know-how directly from their 

bosses. Today they get it via online knowledge resources and employees can even create 

their own rules (cf. Leisenberg 2007). "Enterprise 2.0 technologies have the potential to 

usher in a new era by making both the practices of knowledge work and its outputs 

more visible" (McAfee 2006b, p. 28). 
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As mentioned in chapter 2.1 companies have to provide the general framework for 

sharing knowledge between their employees, the technology of a wiki is a possible 

solution for that aim. Referring to the corporate communication aspect described in 

chapter 2.2, a perfect corporate communication method would be a weblog for internal 

and/or external communication. Weblogs and wikis have been the first social software 

introduced in companies and therefore, the different usage possibilities of wikis and 

weblogs and their advantages and risks for a company will be described in the 

following. 

5.1 Applicability of Wikis in Companies 

Companies are experiencing several changes in the 21st century: Cooperation networks 

gain importance, and their focus is on knowledge intensive processes (cf. Klauß 2007). 

That is why information technology is needed for flexible and efficient collaboration in 

knowledge intensive processes. Tim O’Reilly´s list of patterns for the success of a Web 

2.0 application also includes the platform strategy: "Innovation in Assembly" (O'Reilly 

Radar 2007, p. 24 foll.). One of the objectives of international companies in general is 

to collaborate efficiently with all parties concerned on web platforms. Efficiency can 

only be reached if the employees manage it themselves. There is a change from a top-

down to a bottom-up corporate culture so that self-organization only works if a 

company that was previously in hierarchical structures, changes his management (Warta 

2007, p. 41).  

5.1.1 Wikis: A tool for Knowledge Management 

A company full of information still cannot solve its problems. It is not enough to 

convert knowledge in simple documents, like it was described in the chapter of 

knowledge management: the process of converting information into electrical data. 

Knowledge is in the heads of the employees (cf. Koch/Richter 2007, p. 11). Instead of 

only investing in an efficient document management system, the company also needs to 

support the communication and collaboration of its employees (cf. Koch/Richter 2007, 

p. 11/12). As Tim O’Reilly already preached, "the central idea is harnessing collective 

intelligence" (Levy/Stone 2006, at www.newsweek.com). Employees can decide 

properly on an idea if they work on it collaboratively. Knowledge work can be 

supported by a wiki. 

A wiki is a knowledge management medium with which people can work 

collaboratively on one document online. Employees can upload texts, pictures, drawings 
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or even calendar entries. Appointments can be made in a wiki more easily because 

every participant can comment (King 2007, at www.businessweek.com). But there are 

several more ways for using a wiki in a company. Deployment possibilities for 

companies according to Koch/Richter (2007, p. 38) are: 

- Documentation of knowledge 

- Project management 

- Collection and exchange of information 

- Platform for international exchange of expert knowledge 

- Personal information management – electronical notebook 

In most of these deployment possibilities documents are created in teams. Therefore, the 

team members have to be coordinated and they have to communicate with each other 

with preferably interconnected media. A wiki provides a feature that saves all versions 

of the document, a history of all changes is listed, and the document can easily be edited 

and corrected (cf. Koch/Richter 2007, p. 72-75). 

The company has to provide their employees the knowledge they need to accomplish 

their tasks in the company (cf. Koch/Richter 2007, p. 91). Therefore, the documentation 

of knowledge, the collection and exchange of information, and finding experts that can 

provide knowledge, are important tasks that can be supported by a wiki. Experts have to 

start writing articles in a wiki and thus share their knowledge with other employees. The 

information is then documented and stored for later use (cf. Koch/Richter 2007, p. 105). 

Using search engines within a wiki enables users to find not only information but also 

the expert who has written the article.  

Furthermore, a wiki can be used to publish and share company information like 

historical events or progress of internal projects. Moreover, executives can be kept 

informed about products in various stages of development. Here, it is important to 

provide a secure system so that information about new products is kept private before 

the release date. Next to project management, a company can track industry news in the 

wikis of competitors. Additionally, corporate policies can be created collaboratively 

online and then posted in a wiki for further discussion (cf. King 2007, at 

www.businessweek.com). 

5.1.2 Factors of Success of Wikis 

Factors of success of wikis in internal knowledge management are for example that 

employees should decide if they want to use a wiki or not. A team decision should push 
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the motivation to write articles. The wiki software has to be provided by the 

management (open source software is freely online available, see Woods 2005, at 

www.onlamp.com) and the corporate aim has to be discussed with the users first. 

Another motivation for the employees is if the initiator of the idea creates articles first. 

The administrators of the wiki have to manage quality and structure issues. It has to be 

determined if employees should be able to control the content or if a first structure of 

content should be provided. These issues have to fit in the corporate culture of the 

company and have to be discussed on a regular basis throughout the usage of the wiki 

with all participating employees (cf. Koch/Richter 2007, p. 38/39). According to Bill 

Ives, a blogger of the fastforward blog, the alignment of knowledge management and 

business processes drives a company to success. He thinks that, before introducing a 

wiki in a company the business purpose has to be determined (cf. Ives 2007, at 

www.fastforwardblog.com). 

Fast and easy to use, a wiki offers a company the possibility to share and develop 

knowledge in a flexible way. The openness of a wiki system in a company can be at the 

same time a chance for lean work flow management and a risk of alienation (cf. Warta 

2007, p. 44). The risks and chances will be presented in chapters 5.3 and 5.5. 

5.2 Applicability of Weblogs in Companies 

In the fourth chapter the definition and development of weblogs has described the 

usability advantages of weblogs in private usages. But weblogs are not only used in 

private contexts anymore, they are also becoming important for a company. The 

advancements of Web 2.0 novelties and the viral effects on the new generation of 

internet users forces corporations to use them as well.  

Weblogs offer the possibility to let employees vote and discuss on topics more quickly 

and as a result provides the main advantage of saved time. Innovation and new ideas of 

employees can more easily be expressed in weblogs. The moods of employees in 

different situations can be displayed and offer the management the chance to react on a 

changing atmosphere. Furthermore, the team spirit is supported by blogs. Business 

success is spread quickly in the blogosphere and even private issues are being discussed 

to get to know the colleagues better (Koch/Richter 2007, p. 29). 

5.2.1 Weblogs: A tool for Corporate Communication 

Communication channels have changed and communication managers have to establish 

strategies to combine them appropriately with the company’s corporate culture. 
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Referring to the chapter of corporate communication, constituencies of companies are 

no longer only customers, suppliers and other stakeholders, but also bloggers (cf. 

Zerfaß/Boelter 2005, p. 76 foll.). That is why the company needs to redefine its 

communication functions.  

One corporate communication function is corporate advertising. A blog enables a 

company to publish press releases quickly and broadly (cf. Argenti 2007, p. 124). 

Today, the reactions can come fast and quietly over night. Bad publicity can threaten a 

company’s bottom line and the widespread reach of the internet and growing number of 

bloggers, expressing their sometimes critical opinions, makes them pay attention to the 

blogosphere. Communication managers are therefore also responsible for crisis 

management (see Zerfaß/Boelter 2005, p. 97 foll.). The digital reputation of a company 

needs to be managed in weblogs, because it is the tool that is going to be used more 

often for criticism (cf. Eck 2007, p. 50 foll.). Companies` representatives have to react 

quickly and respond on every criticism and therefore need tools that help them find the 

corresponding content (cf. Zerfaß/Boelter 2005, p. 104 foll.). Thanks to the 

sophisticated monitoring tools or search engines the micro content can be found more 

quickly. Micro content is information in single posts of weblogs that can contain texts, 

pictures or audio files (cf. Zerfaß/Boelter 2005, p. 33). 

Another communication function could be product marketing. The blogosphere offers 

the possibility of creating viral marketing campaigns that influence consumers´ buying 

habits more effectively (cf. Argenti 2007, p. 51). Consumers, reading product reviews 

of other buyers in a blog, are convinced more easily to buy the product. They trust the 

company if one of his friends has already made good experiences with them, and this 

will encourage the consumer that the product is of high quality (see also Göhring 2006, 

p. 55-65). 

As of today, companies have to focus more on the wishes, needs and opinions of a 

customer to be competitive. Weblogs are important tools to help a company track the 

customers` opinions and the blogosphere enables the company to reach people that were 

previously inaccessible (cf. Zerfaß/Boelter 2005, p. 92). That is why blog monitoring is 

an important new task for companies and their communication departments (cf. Eck 

2007, p. 70 foll.). 

The following factors of success for corporate blogs have to be considered in internal 

communication of a company. One condition that has to be provided for the success of a 
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corporate blog is that the management supports the use of blogs. Additionally, policies 

have to be established that do not restrict too much and manage the identities of the 

bloggers. Next to the creation of a code of practice, the blog needs to be evaluated and 

optimized regularly. Data security issues have to be examined intensively, according to 

the current laws. And finally, the bloggers` motivation has to be analyzed to find 

incentives that attract them to write articles (cf. Koch/Richter 2007, p. 30/31). 

5.2.2 Authors and Readers of Weblogs 

Zerfaß and Boelter (2005, p. 121-125) have divided weblogs in categories in which 

different authors and readers of a weblog are defined.  

Authors could either be the company as a whole, the CEO or manager and the 

employees. According to Zerfaß and Boelter it appears very impersonal to the reader if 

representatives of a company are chosen to write in the name of the whole company. A 

CEO on the other hand, can give the company a face. He could write about his corporate 

objectives and even start a discussion with customers to connect the company closer to 

them. But that could also have a negative side. It might increase the risk of reputation 

and this could affect the whole company (cf. Eck 2007, p. 42 foll.). Lastly, employees 

could write a blog and provide an authentic image of the company. But on the other 

side, they are difficult to control and it would be more useful for internal 

communication. So, only a few employees should be determined to communicate 

externally with the public (cf. Zerfaß/Boelter 2005, p. 121 foll.). Another possibility is 

to hire a professional blogger writing in the name of the company. The advantage is that 

he knows the blogosphere, well-known blogs and famous bloggers (cf. Alby 2006, 

p. 41). 

Readers of a weblog could be the employees or partners. Employees can read a weblog 

for example in the intranet to exchange knowledge and improve communication to their 

colleagues. Weblogs for partners of the company serve as advertising tool to promote 

sales and to influence purchasing habits for an increasing market share 

(cf. Zerfaß/Boelter 2005, p. 124 foll.). 

5.2.3 Types of Weblogs 

As previously mentioned, a blog can serve as a tool for exchanging knowledge in the 

company. Knowledge is a valuable asset of a company and knowledge workers can save 

their knowledge in a post of a knowledge blog, so that following readers can adopt it. 

Zerfaß and Boelter called them "knowledge blogger" (2005, p. 128), employees who 
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save links or informative articles of the WWW in a blog post and then share it with 

other employees. Readers can then write an answer and a discussion starts. This is 

supposed to strengthen the relationship between knowledge bloggers and readers. 

Furthermore a blog can contain important information and experiences made in the past. 

The search function enables employees to find information they need and even the 

author who wrote it down. That way, employees can get to know each other and 

establish a network to share their knowledge and find experts (cf. Zerfaß/Boelter 2005, 

p. 128 foll.). 

However, service blogs (also called "support blogs" by Alby, 2006, p. 42) are used to 

communicate with the market. They can contain information about products for 

customers or provide them with additional information. In situations where a customer 

experiences problems with the product he can look for information and gets help in a 

service blog. The service blog therefore needs to have a structure that makes it easy for 

the customer to find the corresponding product information, for example sorting the 

posts by the use of tags would be a possibility. Furthermore, customers can discuss 

about the product and exchange experiences (cf. Zerfaß/Boelter 2005, p. 131 foll.). 

In campaign and theme blogs the topics of discussion concern the current campaign or a 

special theme. Campaign blogs (cf. Zerfaß/Boelter 2005, p. 134 foll.) are mostly created 

for a short period of time and in theme blogs (cf. Zerfaß/Boelter 2005, p. 144 foll.) only 

experts in that subject are able to contribute content. 

Product and brand blogs can use the viral effects of the blogosphere intensively. Word-

of-mouth marketing also works on the internet and can build the image of a company. 

People recommending niche products in their weblogs make them popular through the 

blogosphere which supports the long tail model mentioned earlier. Niche products make 

up the bulk and the blogosphere makes it possible to finally reach them 

(cf. Zerfaß/Boelter 2005, p. 147 foll.). 

Other important types of blogs are the collaboration and project blogs. Blogs can 

support the communication during team work projects or collaborative operations. In 

comparison to complex project and document management systems, a blog can be 

created fast and with low costs. That is why they are very useful for small projects with 

only a few members. An example would be the development of a new product where 

weblogs can be used to work on ideas collaboratively. The advantages of working with 
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partners and suppliers from all over the world on the same platform are that posts can be 

searched and information can be found quickly (cf. Zerfaß/Boelter 2005, p. 150 foll.). 

Customer relationship blogs support the idea that it is less cost effective to take care of 

existing customers instead of acquiring new customers. This means that in the field of 

customer relationship management blogs can be used to bind the customer to the 

company through creating a community (cf. Zerfaß/Boelter 2005, p. 152 foll.). 

Finally, Zerfaß and Boelter (2005, p. 154) describe crisis blogs as another type of blog 

being used in companies. In crisis situations it is often necessary to create such a blog to 

be able to clarify the problem openly, fast and with communicative arguments 

(cf. Zerfaß/Boelter 2005, p. 154 foll.). Customers are demanding more transparency of 

their companies. Recently it is more often in the media that companies seem to betray 

their customers (e.g. frauds, high compensation rates). Thus customers get the 

impression that companies are not interested in their needs anymore and only want to 

make money. These events urge them to publish their opinions, and weblogs are the 

perfect tool to do that. So, if a company is criticized by a blogger it should not respond 

privately but publicly in a blog so that all blog readers can follow the discussion and 

evaluate the outcome (cf. Alby 2006, p. 39-41). 

In conclusion, the main aim which all types of blogs have in common is to foster 

collaboration.  

5.3 Critical Factors of Success 

First of all some general critical factors of success of wikis and weblogs, utilized in 

companies, are presented in this chapter. The subchapters will then focus on two 

important issues that are being mentioned often by the media in connection with Web 

2.0 applications. 

One critical factor of success for wikis is that the community of wiki users in a 

company is given. The number of employees determines the number of users. This 

limited number of users makes it more difficult to find a large range of critical authors 

and readers (cf. Warta 2007, p. 45). According to Tim O’Reilly´s definition of Web 2.0 

the network effects do not work in a company. Services that get better the more people 

use it cannot work in a corporate environment. On the other hand the employees using a 

wiki have the incentive that the companies pay them in contrast to the Wikipedia project 

where volunteers are writing of one’s own volition (cf. Warta 2007, p. 45). A system 

used in a company needs to be process-oriented. But a wiki is focusing more on the 
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outcome than on the processes. That is why a wiki needs to be adjusted to a company’s 

processes and the employees need to take part in that development (cf. Warta 2007, 

p. 46). Another critical factor is the time an employee has to work on the wiki. In 

companies the temporal restriction discourages users to write or read articles regularly. 

They have to accomplish other tasks with more priority than occupying oneself with a 

wiki. It is the same with the weblogs where people would like to read their colleagues 

news but do not have the time to do it. Furthermore, knowledge workers, CEOs and 

managers that have the greatest knowledge in the company do also have the least time 

of all employees. Therefore, the time issue has to be managed in policies so that every 

employee gets some time to write and read in wikis and weblogs. Moreover, most 

companies do not have a culture of collaboration and never have had one. This 

condition hinders the use of a collaboration tool as well as the fact that some employees 

do not feel comfortable with revealing their information in front of their colleagues. 

Employees thus need to be able to play a passive role (cf. King 2007, at 

www.businessweek.com). 

Another critical factor that comes to everyone’s mind is: Getting traffic and convincing 

customers and other stakeholders to get involved in the collaboration process. The task 

of the management is to encourage contributors who contribute regularly content and 

find so called shapers, who take care of the quality of the content (cf. King 2007, at 

www.businessweek.com). 

In addition it has to be examined if a company is ready to adopt Web 2.0 technologies. 

It has to be clarified if the transparency of processes is wanted, if there are already 

decentralized structures, if they already have experience with Web 2.0, if the senior 

management supports it and if marketing and communication is already online (see 

Leisenberg 2007). These questions are important, because most companies are still 

stuck at Enterprise 1.5. They do not want to share data because of security risks 

although an open standard would encourage innovation and competition. A blogger 

writes in a blog of internet evolution, that "immediate gain in the 1.5 world weighs quite 

heavily against long-term benefits in the 2.0 world" (Weinberger 2007, at 

www.internetevolution.com). That shows that companies do not see the long-term effect 

of Web 2.0 yet and maybe fear a Bubble 2.0 (Poletti 2007, at www.marketwatch.com). 

http://www.businessweek.com/
http://www.businessweek.com/
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5.3.1 Corporate Image Risk 

Companies have to increase their efforts to maintain the confidence and trust of their 

customers. The online world faces a lot of threats because of the growing number of 

cyber-criminals. Data security issues also affect the reputation of a company "and in the 

online arena, reputation may indeed be everything" (cf. Argenti 2007, p. 220). 

Companies have to calm customers` fears and focus on better communication with them 

(cf. Argenti 2007, p. 221). 

Vandalism is for example a problem for Wikipedia and could also affect a corporate 

wiki (cf. King 2007, at www.businessweek.com). The articles must be written in a 

formally correct manner and of course contain real information. Restrictions have to be 

made and determined in policies, but they should not be too strict. Too many 

restrictions can discourage users to write articles. Enterprise wiki software already has 

security and access control features that would help a company to control the content of 

the wiki. 

Another measure is to restrict anonymous posts in corporate wikis or blogs. 

Participation and collaboration can only be achieved successfully if employees stick by 

their word. In case of a comment made that could harm the company’s reputation the 

author can be found more quickly. 

5.3.2 Data Security and Protection 

Headlines of German news articles have recently been: "Deutsche Medienmanager 

halten nicht viel vom Web 2.0" (see FAZ 2007, at www.faz.net), "Viele Web-2.0-Surfer 

geben private Daten arglos an Unbekannte weiter" (see Computerzeitung 2007a, at 

computerzeitung.de), "Web 2.0 bedroht die Firmensicherheit" (see Computerzeitung 

2007d, at computerzeitung.de), "Experten warnen vor Web 2.0 am Arbeitsplatz" 

(see Computerzeitung 2007c, at computerzeitung.de). These topics are of course 

warning examples for customers, companies and employees that company data is not 

secure and can easily be abused. That is the reason why German companies hesitate to 

use Web 2.0 applications.  

Personal computers and the Internet are now an important part of every business. As a 

result companies are facing new potentials for crises that can be caused by viruses and 

theft of company or customer data (cf. Argenti 2007, p. 219). The most important data 

security issues in connection with social software are the disclosure of company secrets 

and alienation of internal applications by non-entitled persons. The openness of social 

http://www.businessweek.com/
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software is therefore considered critical by companies. A company has to decide which 

information included in weblogs or wikis can be revealed to the public. It also depends 

on the communication method the company wants to use (Koch/Richter 2007, p. 141). 

At the same time a company wants to protect the data that it is publishing either in the 

intranet or internet. Data protection generally supports the idea of being able to control 

who is using which of your data at which time. In weblogs or wikis users are more often 

publishing a lot of private information online and a company has the duty to instruct 

their employees not to publish personal data or express private issues that could affect 

the company’s image. A company can even include a data protection policy in the work 

contract, so that an employee has no right to publish company-related data without the 

approval of the management (Koch/Richter 2007, p. 142-144). 

In addition a company has to instruct their employees which sites they are allowed to 

visit, how long they can surf the net privately and which data they are allowed to 

publish on private networking sites that contain company information. This has to be 

managed in policies. 

5.4 Necessity of Policies 

Policies have to be erected to manage corporate image risks, data security and data 

protection issues. They have to fit in the corporate culture and to the corresponding type 

of application. 

A weblog policy, as an example, contains rules for employees who are writing weblogs 

or are commenting on posts. Before an employee starts blogging these policies have to 

be determined and published, so that everyone can admit them and knows what is 

allowed to be communicated. In a corporate weblog it would be useful to restrict 

anonymous comments, so that employees are more motivated to write qualified 

information and do not abuse the service with spam posts (cf. Eck 2007, p. 124 foll.). 

Furthermore it must be said that the use of links and citations is very much wanted and 

the copyright laws have to be respected. There are sophisticated moderation systems on 

the market that could help cleaning uncivil comments of a blog post (Tweney 2007, at 

www.wired.com). These are only some examples of possible contents of weblog 

policies. There already exist some examples of policies, even in the form of a Bloggers` 

Code of Ethics (Dube 2003, at www.cyberjournalist.net). 

The writing style in weblogs is mostly personal, but in wikis the articles are written in a 

more objective way. That is why wiki policies do not necessarily contain restrictive 
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rules on how users are allowed to write. But still, a wiki needs policies to control for 

example vandalism. Moderators have to be selected so that articles can be supervised 

regularly and the content does not contain false information. Quality guidelines should 

help the user to structure the page, so that the collection of information can be used for 

gathering new knowledge. Of course, these are only some rules that are mostly used in 

wiki policies. The company has to establish its own policies and every employee has to 

accept them. 

5.5 Challenges 

In the following some general challenges are being outlined. The subchapters describe 

some important advantages and opportunities of the usage of Web 2.0 applications that 

can help a company achieve success and a substantial market share. 

The most important challenges are the motivation of users to generate content and the 

change management of a company. As already mentioned the corporate culture has to 

permit the use of collaborative software and the management has to participate actively 

in the implementation and content generation process. These changes could motivate the 

user. Motivation has to be created through presenting the advantages of such an 

application. Employees should have fun generating content and see the success by 

trying it out themselves. But before creating motivation the motives of using Web 2.0 

applications have to be analyzed (see Eck 2007, p. 133 foll.). 

The following surveys have analyzed questions of how Web 2.0 is used in private or in 

companies from different sectors, and what their executives from C-level positions 

think about the new trend. 

McKinsey, a management consulting firm, found out that most private people are 

generating content because they seek fame and it provides them a feeling of 

identification with a community. Furthermore there is the urge to have fun and the 

desire to share experiences with friends. Corporate factors of motivation are to build 

reputation, team spirit and community identification as well (Bughin 2007, at 

www.mckinseyquarterly.com). 

According to a survey of the Economist Intelligence Unit of January 2007, 33 % of the 

responding companies, that were early adopters of Web 2.0 technologies, are already 

using blogs and wikis and 32 % plan to use them within the next two years. Executives 

expect increasing revenue and reducing costs. Using improved communication tools 

with their customers, suppliers and partners, and managing internal collaboration are 
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important factors considered by companies. The companies reviewed answered that 

they expect to increase their revenue through acquiring new customers more easily with 

weblogs or wikis. Costs can be reduced in their opinion in customer service and support 

(Economist Intelligence Unit 2007). 

These expected cost reductions and high revenues explain that three-fourths of 

executives plan to maintain or to increase investments in technology trends that 

encourage user collaboration (Bughin 2007, at www.mckinseyquarterly.com). 

5.5.1 Productivity of Employees  

The prejudice that employees spend too much time in the intranet or internet to 

participate in social networks or write articles in internal wikis has lead to the general 

opinion that productivity is decreasing as a consequence. Productivity is the amount of 

products and services produced in a given period of time. There are different opinions 

regarding how productivity can be achieved. One is to focus on the optimization of 

productivity of every single employee and thus work for the most time on operative 

tasks, which does not include knowledge management. Another is to increase 

productivity by providing the employee instruments and resources like knowledge. In 

conclusion, there is no problem in offering employees the collaboration tools in the 

internet and make them enhance their knowledge to be able to accomplish their tasks 

more effectively and quickly. So that in the end productivity rises as a result of fast 

workflows and high knowledge of workers (Koch/Richter 2007, p. 145-147). 

5.5.2 Return On Investment 

The Global Survey of McKinsey also reviewed executives in how satisfied they are with 

their company’s financial ROI in Web 2.0 technologies over the past 5 years. 46 % of 

early adopters of these technologies and 44 % of those who were fast followers have 

responded that they are very satisfied. Somewhat satisfied have been 22 % of early 

adopters and 56 % of fast followers. Neutral and dissatisfied have been only 9 % of 

each answer who were early adopters and 41 and 31 % have been fast followers. This 

development shows that early adopters of social software have mostly been satisfied 

with their return on investment and fast followers tend to not being that satisfied with 

the results. The answer on what could have been done differently to make more 

effective investments was that they should have invested at the right time (meaning 

earlier) and more in their company’s internal capabilities (McKinsey Quarterly 2007, at 

http://www.mckinseyquarterly.com/
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www.mckinseyquarterly.com). This means that a fast reaction on new technology trends 

is important to receive a satisfying ROI. 

 

6. Perspective: Web 3.0 or Web 3D? 

 
Figure 6: Snapshot of my Second Life Avatar on a virtual Web 2.0 Conference 

There exist several ways of perspective prospects of what is to come after the Web 2.0 

era. On the one hand people believe that the Web 3.0 defined as Web 2.0 plus the 

Semantic Web will reign. On the other hand there is the Web 3D that has already started 

gadding in the internet.  

It all begun with the Web 1.0 era in which the internet made huge amounts of 

information accessible. Web 2.0 was following and was all about harnessing collective 

intelligence, and focused on the connection of users. However, Web 3.0 is about the 

semantic web, giving the internet a brain and making the web smarter. An example is 

the natural-language search. It enables a search engine to answer full sentence questions 

and give only one word or link as answer. A further example is an open platform which 

is already in discussion. People should be able to use whatever application or feature 

they want to use on every device they prefer (Richards 2007a, at 

http://technology.timesonline.co.uk). Referring to weblogs a semantic web might be 

able to put applications in charge of the evaluation of relations between the authors of 

weblogs and for example create a blogroll automatically (cf. Möller 2006, p. 210). 

Others pretend that the web will become a more multi-dimensional environment. 

Computer games already started to let the digital world look more realistic with 3D 

http://technology.timesonline.co.uk/
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environments and even replace their platform in the internet (see World of Warcraft at 

http://www.wow-europe.com/de/index.xml). Now, online worlds emerge that let the 

user feel like entering a new digital world. Second Life is one of these new 3D worlds. 

After having entered the online world the user does not follow a goal, like in the game 

WoW. The online world offers the user to live a second life and lets him choose how he 

wants his avatar to look like. It is possible to own land, build houses or just go 

shopping. But money is needed, like in real life, to buy something inworld. Real US 

dollars are converted into virtual Linden dollar with its own exchange rate. Next to 

working at a virtual workplace, which takes a lot of online time, the user can build 

objects himself (Second Life 2003, at http://secondlife.com). The motivation for internet 

users to go inworld is that the virtual room offers them at the same time closeness and 

distance. They can fly and teleport themselves wherever they want to go or chose it on 

the map. To navigate, act and communicate in the same way as in the real world makes 

them feel comfortable (Bieletzke 2007). 

What does Second Life mean for a company? It offers a company a variety of 

possibilities to market their products. Westaflex, a German company, has presented 

their personal advantages of Second Life as follows: The growth of members in Second 

Life offers the reach to a large customer base. The 3D world enables new opportunities 

in design and creation of graphics to present their products. Regularly organized 

inworld events are another important factor to get more customers involved. Finally, the 

international environment in Second Life, people from all over the world are Second 

Life users, creates a platform to establish multinational strategies for the company 

(Westaflex 2007). 

Some disadvantages of Second Life are that it is not open source, but proprietary 

software that has to be downloaded and installed on a computer and requires a fast 

internet connection. It is thus difficult to scale, has no interoperability and portability of 

content is not possible (Bieletzke 2007). 

To answer the question if a Web 3.0 or Web 3D is supposed to follow, it has to be said 

that both are very probable to come soon. Companies need to be prepared and have a 

look into the already possible solutions like the semantic web applications or Second 

Life. Web 3.0 and Web 3D will be added to the existing web and companies need to 

inform themselves to stay competitive and be successful in the future. 
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7. Conclusion 

Summing up, knowledge management, as an important task of a company, can be 

supported by Web 2.0 software like wikis and blogs. Web 2.0 technologies support 

collaboration and participation of people and offer a company the possibility to improve 

its corporate communication. A communication department needs to establish a 

communication strategy that helps a company to be up to date and handle crisis 

situations more professionally. The top-down management has to be changed to be able 

to introduce collaboration tools and stay competitive on a market where time is getting 

short because others run faster and time is getting expensive because others are cheaper. 

The usability advantages of Web 2.0 applications are that they are easy-to-use and 

openly available in the internet. No expensive software package has to be installed 

which makes it possible to use the services on every device that has access to the 

internet. The web applications have adopted the interactive advantages (see for example 

AJAX in chapter 4.1) of the desktop applications and offer a company the possibility of 

implementing them fast, with no costs and few educational training for employees. 

Companies have to adapt to the changing environment and use new technology to 

reduce costs and increase revenues. In contrast to the German headlines mentioned in 

chapter 5.3.2 American headlines have been: "Blogs will Change your Business" 

(BusinessWeek 2005, at www.businessweek.com), "Web 2.0 Has Corporate America 

Spinning" (Hof 2006, at www.businessweek.com) and "Corporate Wikis Go Viral" 

(Carlin 2007, at www.businessweek.com). Web 2.0 has already proved to be successful 

in America. German companies also have to overcome their reputation and security 

fears and start to change their way of doing business with an Enterprise 2.0. Using wikis 

and blogs would be a chance to enter the Web 2.0 world. It offers a company the 

possibility of creating knowledge and communication platforms that foster collaboration 

between employees and other stakeholders. This newly established network encourages 

innovation and drives a company to success. As the survey of McKinsey revealed, early 

adopters of new technology have been more satisfied with their resulting revenues than 

late followers. That is why it is important that companies investigate the applications of 

the future. 

To conclude, the usability of wikis and weblogs has proved to be reliable and popular in 

private use and can be used in a company as well to stay connected and competitive on 

today´s wired market. 
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