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Abstract
Purpose – The introduction and growth of the Internet and modern technology has had a strong impact on the
structures of companies and led to a change in the decisional processes. In the new economic scenarios, with the
growth of social networks and Web 3.0, technologies go through developments and transformations that are of
vital importance to ensure the competitiveness of companies.
Methodology – The study analyzes the possibility of applying social networks to the new business models,
underlining their importance not only with regard to managers but also, and especially, to crowdsourcing
processes.
Implications – The objective of the study is to focus on the impact that web 3.0 and social networks have on
management and marketing decisions, underlining certain processes in order to improve the competitive
advantages of companies.
Keywords: communication technologies, competitive strategies, crowdsourcing and social network
1. Introduction
The advances in corporate communication, multimedia technologies, Internet, websites, etc., are guiding a fast
innovation in various sectors, pushing a new business-based business style (Garrigos, 2010), where it is
important to set up business networks and other subjects becomes crucial. The new networks and the
introduction of the Web 3.0 technology can change not only corporate structures but also and e specially value
chains and networks, with the consequent change in the decisional processes of managers.
The paper examines how social networks are important about business models, what are the effects on the Web.
Finally, how these new technologies influence management and marketing decisions, what are the benefits for
companies. In particular, it focuses on the importance of the community manager and on the importance of the
crowdsourcing process to cope with the new changes.
2. Literature review
2.1 Social Networks and Virtual Communities
The new tools of social networks and virtual communities are fundamental to modern societies due to the
combined effect they have on the behavior of organizations. Although in different contexts, social networks can
assume different meanings, we want to define them like Boyd & Ellison (2007) did, as Web-based services
allowing users to:
1) build a public or semipublic profile within a limited system;
2) organize a list of other users with whom they share a connection;
3) see the lists of their own connections and other people’s connections within the system.
A virtual community is defined as a "group of people who can or cannot meet face-to-face and who share words
and ideas through the mediation of the Web"(Rheingold, 1993).
The potential of the Web, constantly enhanced and updated, "drives all the society and companies to work faster,
and create and manage more interdependences in order to operate in global markets " (Kalpic & Bernus 2006,
page 41). All of these new trends facilitate the creation of virtual communities and promote business
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competitiveness, acting in all business areas (Garrigos et al., 2011). In particular recent years, the growth of
virtual communities such as Facebook, Twitter or Youtube has been remarkable and it has had a very strong and
more and more widespread impact not only on a social level but also influencing the management and marketing
decisions (Granata, 2016).
They have also led to an increase in the innovation in all stages of the value chain, facilitating management
activities and decisional processes in all types of organizations.
Surely social networks have proven to be essential for the creation and sharing of knowledge, and for learning as
well. As Lin & Hsueh (2006) underline, in the age of the Internet, in order to shorten the learning cycle, people
can take advantage of other people’s experiences to expand their own experiences, which can be achieved
through sharing on the Internet.
However, their function goes beyond the management of the knowledge of organizations, since they are capable
of allowing significant changes in the value chain and in the structures of all types of companies. Today, making
use of the concepts related to the value chain of Porter in order to try to understand the elements of distinction
and strength (value creation) of the companies operating in a given market/sector, very often turns out to be an
outdated evaluation system. Ever more often it becomes necessary to talk of value network rather than value
chain, since, almost always, "value is co-created by a combination of players in a network" (Pepparde &
Rylander, 2006, p. 131).
In an ever more Internet-based society and with the advent of the powerful Web and of the more user-friendly
applications (Moor & Weigand, 2007), the new communication platforms are capable of creating multiple and
different channels. They can also improve the channels among customers and this will affect the various
decisions on the manager side.
In this way, the recent innovations cause a change in the organization of work and processes, both inside and
outside the companies, heavily affecting competitiveness and so transforming the technologies concerning
production, promotion and sale of products, and improving customer retention as well. In this scope, the
knowledge about how new technologies and key elements of change can be used is fundamental. Therefore, it is
crucial that companies cope with these new management forms and adopt them, also transforming, when
necessary, their structures in accordance with the new innovations (Teo & Piang, 2004; Wirtz et al, 2010), if they
want to take advantage of the new opportunities that the market will offer to them, and obtain an effective and
efficient organization of the management. In order to better understand the development of these new
technological platforms, it is therefore of crucial importance to get into the functioning of the so -called Web 3.0.
2.2 The Use of the Web 3.0 to Create a Virtual Community
Over the last years, the technologic advances of the different types of the Web from 1.0 to 2.0, the emergence of
the new technologies of the semantic Web and, mainly, the development of social networks, have created new
forms of competition among companies, leading to a new way of managing the Web: the 3.0. With Web 3.0 we
can mean "the new technologies of the Semantic Web integrated with applications on a large scale" (Hendler,
2009, page 111), digitally developed on the Web and supporting smart technologies (Fuchs et al., 2010). This
new system of the Web is capable, through the manipulation of web services (reading-writing-execution), of
helping companies to quickly react to changes, through the integration of data and applications coming from
various different resources, providing "the capability of identifying relations through the data in different
applications or in different parts of the same application" (Hendler, 2009, p. 112).
The Web 3.0 revolution is not only in the use of semantics, but also in the use of images, sound, space and
feelings, affirming a concept in which the traditional Web becomes a very interactive tool. In this new scenario,
intelligent tools and machines can do many things, such as reading, correlating, manipulating data in cyberspace,
adapting to different companies and users according to their needs.
Thanks to the new technologies that allow listening, understanding, sharing between businesses and between
customers or between any other subject that can be treated differently, based on preferences..
With the new technologies, in the age of the Web 3.0, companies can use the information collected before, during
or after their contact with the customers, through the most innovative techniques such as data warehousing, data
mining or customer relationship management, and also using various information coming from social networks
or from the Web in general. These information are now essential for adapting to the personalization of products,
brands and services from and to different users or companies according to their needs (doing what the user wants
you to do and behaving like the user wants you to behave). In summary you get a radical transformation that
involves changing technologies resulting once again, a complex and evolving business models revolution.
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(Rohrbeck 2010; Garrigos et al., 2011). The creation and dissemination of networks, the technological
development, the development of Web 3.0 can only be the case if the involvement and participation of people
who interact, share, learn, and create content on social networks is there.
In this context, the source of competitive advantage is through personal relationships with the environment,
interactions with other people sharing the same areas.
So social networks are very important and crucial to the development and improvement of marketing, and to
improving the company's strategic management. They are of fundamental importance to promoting cooperation
with Espert, customers and suppliers and to acquire all the necessary information by drawing on social networks.
The most important change that the web deals with is the change of ambience and the subjects that exchange
information. Finally, they are needed to acquire different information from the world of the network, what
consortia are exchanging, what competitors are doing, what are the bad guys and what not. The latter are also of
vital importance, having influence and participating in debates for the creation and promotion of the corporate
image. The administration of social networks for managing the knowledge is proven to be essential, as networks
are capable of promoting creativity, sharing and learning, are able to innovate and create creativity, because
different stakeholders add value to the process of managing them. Then it becomes necessary to transform the
customer from active to active to participate in all production processes through social networks. This method is
costing companies to change their approach to the market by creating an interactive connection. One example of
a company that has implemented this kind of transformation as a starting point for these transformations, we
could use the information system which enabled the success of companies such as the Spanish Desigual, with its
own fast-fashion retail sale network it collects information regarding products from the customers that buy from
it every day. The company is able to design and manufacture, offering new products, displaying them in its own
shops all over the world within a time frame of just 15 days, then it stores the specific data and the last trends of
customer preferences (Ferdows et al, 2004;. Sull & Turconi, 2008).
For example, Desigual is capable of adapting to the fast evolution of markets and estimate the sales of a given
product in a given shop during a period of elaborations of the estimates of the demand. Another example is
Carrefour's policy (Yoon & Zhou, 2011), which allows customers to manage their loyalty cards (see spend, store
history, check accumulated earnings, create shopping lists, share with friends, or others, etc.). It also allows
sharing and interaction between customers and companies. This information from the network can be used by
businesses to get feedback on products, to understand customer needs, and to prepare new products.
These examples make us understand that the evolution of the web is based on promoting sharing and
participation in business development through all business partners: employees, customers, partners and all
stakeholders. Throughout the social networks play an essential role in getting everyone involved in the
interesting business, improving the company's reputation, marketing reputation, and enhancing innovations that
enable the creation of new business management models, valorization of already existing. It is therefore
fundamental to concentrate on specific strategies in networks that could improve the participation and
collaboration of the employees, of the customers and of the other interested parties, by using appropriate
instruments such as the community manager and the adoption of crowdsourcing techniques.
This perspective is fundamental as it can enable the efficient outsourcing of various processes, allowing
companies to become more competitive since they can free resources and human capital and focus on customers
and their needs. In the new framework, in order to strengthen and consolidate these goals, we can underline the
importance of participating in two of the main innovations for companies:
1) improve customer trust and corporate reputation and image through an appropriate use of social networks and
figures like the "Community Manager";
2) enhance the participation of the Internet users through website personalization and through the promotion of
the community manager and crowdsourcing, which will be examined below.
3. The Manager of Virtual Communities
The specific task of the community manager, concerning the creation, management and enhancement of the
participation and collaboration in virtual communities and social networks, is of vital importance for the
companies. We call community managers those managers of virtual communities who operate through multiple
types of social networks and communities and are responsible for the daily functioning of said communities
(Arnone et al., 2009), operating as a connection between companies and online communities, and ensuring a
good relationship between them. (Michlmayr, 2009). In general, the most well-known tasks are creating,
maintaining, facilitating, making dynamic, enhancing and generally ensuring and improving the dialogue and
relationship of a company with customers and with the other interested subjects in the Web. However, their
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function goes further and includes important management and marketing aspects, pursuing three goals.
Firstly, they have to improve the commercialization, organization, promotion of products and events and
improve the reputation of the company. In this sense, they have to improve the encounter, the participation and
the collaboration of a series of interested subjects related to the online communities that are oriented also to the
requirements and opinions of customers and of the other interested parties, trying to monitor and control the
activity, in particular the word of mouth.
Second, they communicate the conditions of the community also taking on a management function, building
metrics and analyzing the data and the key factors for success in order to help companies plan their strategies.
Finally, the community leader must promote the goal of improving some crowding processes at various points in
the value chain, promoting the participation and collaboration of the involved people as described below. In this
area companies, even if they focus on the use of social networks, they are not yet satisfied with the objectives
achieved (Chui et al., 2009).
Most innovative businesses entrust community managers to increase performance and visibility. Almost
everyone has entered the main social networks, some of which have created a social network like Ford, Pepsi,
Adidas, Nike. The key element to keep in mind is that companies need to be aware of the importance of the
community maneger. This manager, in addition to improving marketing activities, also improves the company's
management.
4. Discussion
The participation system involving the various stakeholders for the enterprise within the business process is fully
realized through the "crowdsourcing" that is, in the era of Web 3.0, one of the best models of business
development. Crowdsourcing, also known as “massive outsourcing” or “voluntary outsourcing”, is conceived in
this study as the entrustment of a task or a work to a large group of people or to a community (crowd or mass)
via Internet, through an open invitation. The expression was coined by Jeff Howe in the issue of June 2006 of the
computer magazine Wired, and it has also been defined as “the outsourcing of tasks to the broad Internet
audience in general” (Kleemann et al., 2008, p. 5). It describes a new Web-based business model that exploits the
creative solutions of a distributed network of people through what is equal to an open invitation to present
proposals (Brabham, 2008, p. 75), with the purpose of “animating people to give a free contribution to the
production process of the company” (Kleemann et al., 2008). This has been mainly developed through the
expansion of social networks, which has enabled the work for public outsourcing (Corney et al., 2009), with
various types of remunerative processes and motivations for the participants.
Brabham (2008, page 79) underlines that the public can contribute to designing products, it produces
advertisings and memorable images, it outperforms the fastest and most affordable companies and even the best
minds in these scopes. Geiger et al. (2011) analyses 46
crowdsourcing examples, with 19 different types of processes. By developing its use, Kleemann et al. (2008, pp.
12-14) have described and shown examples of the main types of crowdsourcing: the participation of consumers
in the development and configuration of the product; design of the product; competitive offers regarding tasks or
specifically-defined problems; permanently open invitations; a community for reporting; evaluation of the
product from the consumer side, and consumer profiles. However, the process could be much broader and might
include everything, from the designing of a product or a process up to the resolution of problems of technical or
other nature, from the creation of R&D contents to advertising, and up to quality control.
5. Conclusions
This document has tried to analyze the influence of the so-called Web 3.0 and the development of social
networks with regard to marketing and management and, more specifically, with regard to the decisional
processes of companies. The study examines the former literature that concentrates on the development of social
networks and virtual communities. The paper describes also the transformation of technologies and the new
business of the models emerging in the new framework of the Web 3.0, and its influence on company
competitiveness.
The paper also highlighted the importance of scheduled use of networks and the management of participation
and sharing of the web. The study concludes by highlighting how participation, reputation, cooperation and
image are important elements for managing community managers in order to improve and enhance the
competitiveness of businesses. With regard to the community manager, the document analyses their functions,
summarizing their role with three main points:
 improvement in marketing and promotion;
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 increase in company reputation;
 improvement in company management through the realization of metrics for the communities and
networks, interpreting the key factors for success in order to help companies to plan products and
process strategies;
Lastly, the promotion of the participation of the parties interested in collaborating, in order to i mprove the
crowdsourcing processes in various points of the value chain and of the value networks. The study also
underlines the importance of crowdsourcing and how it can be used by companies.
Surely the paper appears to be the first step to study how ne w technologies impact on business and more
specifically on the marketing and management decisions. We recognize that there are several limitations to the
search conscious that the exploratory analysis and it will require and the fact more in-depth analysis. One
example, future research should focus on the aspects and the impact that a virtual community can have on
businesses and specific functions, such as sales, marketing, etc.
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