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ABSTRACT: 

Viral marketing techniques are powerful 

channels for organizations to reach their 

target groups since they give an opportunity 

to spread the marketing messages very fast 

to a lot of people. In this study, viral 

marketing techniques, supported by different 

cases, are emphasized and the viral mediums 

on the web platform such as e-mailing, 

advergaming, and consumer generated 

media, weblogging, videologging and 

mobilelogging are highlighted. A virtual 

community is a precious information 

collation source allowing a company to 

identify conditions on which to base bubble 

information and indications regarding the 

time and manner on which the bubble 

should be triggered. Observations of virtual 

community dynamics, people entering and 

exiting, the length of their stay and so on, 

are fertile indicators for bubble potential in 

terms of dimension and timeframe. By viral 

marketing techniques marketers can reach 

their consumers by using their imaginations, 

creativity and interactivity. The article 

attempts to explore bubbles in online 

marketing industry from various 

perspectives to determine whether it is going 

to be a successful business model or a 

bubble which would burst burning millions 

of investor funds. In the first segment the 

parameters that are driving the growth are 

discussed followed by the pitfalls that could 

derail the online marketing is discussed. 

Keywords: Bubble, Information, Online 

marketing, Virtual community dynamics, 

Viral marketing techniques 

INTRODUCTION: 

As an integrated marketing consultant, I see 

a few key reasons why the bubble has 
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formed and why it will burst. Why did the 

bubble form? Simply, marketing (the 

business sector) has taken on a role that is, 

to me, overvalued, in terms of intrinsic 

value. In many cases, the marketing of a 

product or service oversells the value of the 

product or service being offered. Now, some 

cynics will probably say, ―What else is new? 

We are not really conducting business in a 

new way.‖ However, many things are new. 

For instance, look to the Internet that 

continues to evolve, creating a paradigm 

shift. A second set of reasons behind the 

marketing bubble involves how trend 

seekers have hijacked marketing. Yes, those 

within our sector who jump onto the latest 

trends without the needed due diligence, 

strategy development, correct integration, 

valuation of media and without possessing a 

full understanding of the multiple tiers of 

tools being used to fulfill a marketing effort. 

Notice I did not use the terms goals and 

objectives - you will see why later. 

Add a lack of testing, a limited 

understanding of legacy and emerging 

media, a failure to develop an attribution 

trail, and a failure to evaluate and research 

the short-and long-term impact of the trends 

and the demographics that are the marketer‘s 

target—all of these add to the creation of 

this marketing bubble. Do not get me wrong: 

trends can be and are very powerful tools, 

but, as with other business tools, there are 

always a potentially dark side of a trend to 

contend with. Over the past 25 years, 

multiple economic and related bubbles have 

negatively impacted the United States and 

the world.  

These bubbles include the very famous 

dot.com bubble, the not-so-famous 

technology bubble, and the very financially 

damaging housing bubble and real estate 

bubble. Whether you believe in the concept 

of bubbles or not, I believe that the 

marketing sector is on the verge of a bubble 

that is truly about to pop. Let‘s be real; not 

all media and not all trends last. They 
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evolve, and a hybrid, converged tool is what 

moves us forward Why? Let us first define 

what an economic-based bubble is.  

According to a few actively used definitions, 

a bubble is ―trade in an asset at a price or 

price range that strongly deviates from the 

corresponding asset's intrinsic 

value.‖  According to Investopedia: 

―Bubbles form in economies, securities, 

stock markets and business sectors because 

of a change in the way players conduct 

business. This can be a real change, as 

occurred in the bubble economy of Japan in 

the 1980s when banks were partially 

deregulated, or a paradigm shift, as 

happened during the dotcom boom in the 

late 1990s and early 2000s." [1] Looking at 

the marketing sector, I would state that we 

not only fit the requirements of what a 

bubble is, but we are clearly in a bubble, one 

that I feel will soon burst. Define soon, you 

say? Soon, to me, is in the next three to 

seven years. 

Viral marketing, viral advertising, or 

marketing buzz are buzzwords referring to 

marketing techniques that use pre-existing 

social networking services and other 

technologies to try to produce increases in 

brand awareness or to achieve other 

marketing objectives (such as product sales) 

through self-replicating viral processes, 

analogous to the spread of viruses or 

computer viruses. It can be delivered by 

word of mouth or enhanced by the network 

effects of the Internet and mobile networks. 

Viral advertising is personal and, while 

coming from an identified sponsor, it does 

not mean businesses pay for its distribution.  

Most of the well-known viral ads 

circulating online are ads paid by a sponsor 

company, launched either on their own 

platform (company webpage or social media 

profile) or on social media websites such as 

YouTube. Consumers receive the page link 

from a social media network or copy the 

entire ad from a website and pass it along 
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through e-mail or posting it on a blog, 

webpage or social media profile.  

Viral marketing may take the form of 

video clips, interactive Flash games, 

advergames, ebooks, brandable software, 

images, text messages, email messages, or 

web pages. The most commonly utilized 

transmission vehicles for viral messages 

include: pass-along based, incentive based, 

trendy based, and undercover based. 

However, the creative nature of viral 

marketing enables an "endless amount of 

potential forms and vehicles the messages 

can utilize for transmission", including 

mobile devices. 

How to avoid the next marketing bubble 

Well, this will be in part a self-serving 

statement—integrate your media mix and 

your marketing strategy by including 

content, context, relevance, interaction, 

measurement, emerging technologies, and a 

mix of new media with legacy media. All of 

these should be defined from the onset with 

realistic projected use, expectations, and 

results, and all defined and selected to make 

your target market happy. 

I have come to this conclusion based on the 

following: 

 There is a reduction of the 

knowledge base of marketers, and 

this lack of knowledge may doom 

many users‘ integrated marketing 

efforts to failure. Just because you 

are using five social media sources 

(or five magazines) does not mean 

you have an integrated marketing 

strategy—integrated media, yes; 

integrated marketing, no! 

 There is a dependence on overvalued 

media (have you read Harvey 

Levenson‘s book What Does Media 

Mean to You?) that provide little or 

inaccurate tools to provide 

measurement and determine ROI. 

 There is a lack of developing a 

marketing strategy, including a 
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confusing trend of not only not 

defining your expectations but also 

your goals and objectives. 

 There is – perhaps on purpose – an 

ignorance of how to combine trans 

media, multi-media, experiential, 

haptic-based touch-and-feel media 

into an active part of your planning, 

despite data indicating this need. 

 There is a lack of understanding that 

the public, your targeted 

demographic, may be (in fact, is) on 

the edge of a revolution that will 

have the market determine the media 

they prefer to use and not the 

marketer. 

 There is an active theory that 

consumer (B2B as well) no longer is 

sold anything; they buy. This clearly 

supports the change in business and 

conditions segment of a bubble. 

There is a lack of understanding why the 

consumer or B2B buys vs. is being sold. 

This is a critical shortcoming. 

Understanding the buying cycle and the how 

and why content, context, message, and 

media equate into dialogue, engagement, 

and action-based sales today is too often 

ignored by many marketers, brands, and 

agencies and is looked upon as less 

important. Need an example? Think of the 

US automobile industry when you begin to 

ignore your market and its voice [2]. 

VIRTUAL COMMUNITIES AND 

DEMAND AGGREGATIONS 

The analysis of commercial opportunities 

offered by various markets, not only in 

relation to final but also to intermediate (or 

professional) demand, has revealed the 

efficacy of aggregate forms of development 

- even if focused, albeit not exclusively, on 

affirming a sense of belonging. Setting aside 

all technological considerations, one might 

say that the consumers of given goods or 

services, or even a retailer‘s or 

manufacturer‘s repeat customers, represent a 

community. That is to say, they constitute an 

aggregation based on shared needs and 



   International Journal of Research 
 Available at https://edupediapublications.org/journals  

p-ISSN: 2348-6848 
e-ISSN: 2348-795X 

Volume 03 Issue 14 
October 2016 

  

Available online: http://edupediapublications.org/journals/index.php/IJR/  P a g e  | 4025 

interests. This collective vision is not 

weakened by the fact that first the purchase 

and then the consumption (which coincide 

with regards to services) concern entirely 

individual actions. 

It follows that communities of purchasers 

and consumers are akin to communities that, 

for instance, represent the social and 

administrative environment of a city or a 

district and, as such, are defined as local. 

Such communities may be characterized by 

shared entertainment (for instance a sports 

association), cultural interests or other 

things. To this end, it is irrelevant whether 

the community is generated by commercial 

interests (e.g. retailers who exploit tools like 

loyalty cards) or generated by an individual 

person. 

BMW fostered the 

development of what has 

become a well-known 

community of motorcyclists2. In 

addition to corporate 

communications and necessary 

practical information, it offers: 

events, products, news, history 

and even virtual product trials. 

It has become crucial to 

promoting events such as 

motorcycle rallies where 

participants can get to know 

one another in person, or by 

suggesting routes which then 

become leisure-time activities 

with the additional value of 

enhancing little known routes, 

townships and tourist/catering 

services in general.[3] 

In addition to shared interests, belonging to 

a ‗commercial‘ community can also grow 

from the search for a sense of gratification, 

the need for protection, assurance, security 

and so on. The appearance of new 

technologies, especially the most recent 

information technologies, has forced such 

issues to be reconsidered and provided the 

opportunity for the emergence of new forms 

of aggregation: that is, virtual communities. 
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In addition to the search for the above 

‗senses‘, virtual communities hinge on 

shared common interests while the physical 

or spatial3 proximity bond becomes weaker.  

Papers and in-depth studies - written mostly 

by sociologists – and published on virtual 

communities have linked this concept 

exclusively to an ITC (Information 

Technology and Communications) 

framework, thereby excluding any other 

extension. We endorse this meaning of the 

adjective virtual used in the ITC sense 

(obviously when related to communities). 

This choice is borne out by analogy, through 

portals and/or specialized business sites that 

are commonly known as virtual 

marketplaces. 

It follows that the subject of our interest 

becomes the online community (the same 

definition as provided for virtual 

communities). These new forms of 

aggregation are the focus for investigations 

carried out by companies interested in this 

novel type of retailing (the so-called e-tail), 

in an attempt to discover efficient ways of 

quelling competition notwithstanding the 

current over-supply. Accordingly, a virtual 

community is a group of entities (individuals 

plus companies, organizations or institutions 

which take part through representatives) that 

share a common interest.  

In practice, the means which facilitate 

exchanges between community members 

and the community and between members 

and the companies which promote such 

communities include emails, discussion 

forums (virtual meeting points), lists, notice 

boards and blogs. Both company action 

(communication) and the entity (the 

community) which the action addresses, that 

is to say the recipient, must be re-interpreted 

in terms of mutual contextual aims focused 

on increasing the relationship value linking 

the various players as well as increasing 

relationship duration. Company assets do 

not only include tangibles. Indeed, in no 

small measure they include active intangible 

elements such as culture, skills, projects, 



   International Journal of Research 
 Available at https://edupediapublications.org/journals  

p-ISSN: 2348-6848 
e-ISSN: 2348-795X 

Volume 03 Issue 14 
October 2016 

  

Available online: http://edupediapublications.org/journals/index.php/IJR/  P a g e  | 4027 

external relations and so on in addition to 

community consistency for the communities 

that interest the company [4].  

All of a sudden, communicating by ITC in 

support of a shared interest (virtual 

community) becomes a commercial 

opportunity with huge potential in so far that 

it is capable of intercepting requirements 

and needs (albeit not explicitly expressed) 

while developing a priority relationship with 

individuals.  

A preliminary comment must be made with 

respect to online communities: access to the 

net is influenced by several variables. As a 

rule, access is easier for the younger, 

computer literate generations. In addition to 

the more immediate considerations, such as 

available information on 

consumers/members‘ age, location, 

disposable income and so forth, a company 

must obtain commercial information about 

their shopping habits, while also attempting 

to impact their shopping emotion. As a 

result of the opportunities provided by ITC, 

the virtual community has become a 

formidable driver, generating epoch-making 

changes in corporate management strategies. 

The in-depth analysis of this trend might 

become a key factor in company success. 

With respect to more commercial aspects, 

innovative technological tools enable virtual 

communities to help companies review their 

segmentation approaches. Generally 

speaking, if technical peculiarities allow a 

community to be considered as a many-to-

many, or even a many-to-one 

communications vehicle, then the 

community can also bring about a change in 

marketing dynamics in so far as it also 

represents an excellent one-to-one vehicle 

[5].  

A virtual community which helps do away 

with the concept of physical presence and 

space, represents the first objective to be 

realized and to which specific commercial 

goals can be later associated. Moreover, the 

community can be run as an instrument for 

increasing customer and consumer loyalty 
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with regards to both the community name 

and brand management (or brands in the 

case of a brand portfolio). At the very least it 

can be operated to reduce ‗disloyalty‘, an 

increasingly common behaviour nowadays 

given the excess of offerings. As previously 

stated, companies principally view virtual 

communities as instruments that are capable 

of redefining their own marketing policies. 

The appearance of Internet has meant that 

consumers are able to compare and assess 

products more effectively than in the past. 

Moreover, virtual communities provide a 

measure of the potential demand level, 

which continues to be the fundamental 

driver in corporate decision-making. Such 

communities enable demand to be assessed 

more accurately, and amongst other factors, 

is likely to be spread over a large and varied 

geographical area. 

The sponsoring company must enjoy an 

excellent reputation in terms of trust and 

credibility within the community to cultivate 

not only customer loyalty but also especially 

the survival and development of the 

community itself. Such aspects have been 

chiefly fostered by direct relationships in the 

past (especially with longstanding 

companies). They must now involve the 

sublimation of key aspects including, in 

particular, the quality of the goods and 

services offered, price value, trustworthiness 

and so on. It must also be remembered that 

the development of ITC has, one way or 

another, enhanced the trust factor, as a value 

in itself. Indeed, there is no physical contact 

on the net, it is impossible to lay hands on 

an offering, purchase payments are carried 

out by remote means and delivery, which 

takes place at a later date, has to comply 

with the terms of the offering.  

In giving commercial aspects top priority, 

we need first of all to identify a 

community‘s degree of independence with 

regards to an offering. It must be 

remembered that a community might pre-

date a corporate proposal or it might develop 

from input given by a company. In addition, 
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the origin of communications must also be 

taken into account that is to say, whether a 

company or the members of a community 

started communications. Of specific and 

primary importance therefore, are actions 

that focus on influencing consumer 

requirements and habits. It is essential to 

measure the demand potential, a goal that 

requires companies to define new 

approaches. In such cases, (online) market 

research is critical in so far that it might be 

able to gather the success potential of time-

limited public offerings notwithstanding the 

instability of the market. It can do the same 

for the opposite case: stable aggregates 

(driven by their own motion or by corporate 

input) in shared interest groups, that is, 

online communities. Consequently, the 

commitment shown by companies must be 

reshaped and although the data collection 

cost trend is declining, the body of available 

news and data entails the development of 

new skills and increased costs for processing 

the information itself. Innovative 

technologies entail rethinking market 

research and, in particular, creating new 

forms of commitment focused on giving 

priority to strategic aspects. 

This is achieved by adopting an integrated 

approach that takes into account the critical 

nature of processing speed (and, 

subsequently, the ensuing analysis and 

adoption of strategies) [6]. That unavoidable 

necessity, that is, data mining speed, 

becomes critical when the offering hinges on 

market instability.  

DOT COM: 

The dot-com bubble was a historic 

speculative bubble covering roughly 1995–

2001 during which stock markets in 

industrialized nations saw their equity value 

rise rapidly from growth in the Internet 

sector and related fields. While the latter 

part was a boom and bust cycle, the Internet 

boom is sometimes meant to refer to the 

steady commercial growth of the Internet 

with the advent of the World Wide Web, as 

exemplified by the first release of the 
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Mosaic web browser in 1993, and 

continuing through the 1990s. The period 

was marked by the founding (and, in many 

cases, spectacular failure) of several new 

Internet-based companies commonly 

referred to as dot-coms. Companies could 

cause their stock prices to increase by 

simply adding an ―e-‖ prefix to their name 

or a ―.com‖ suffix, which one author called 

―prefix investing.‖ 

Due to the rise in the commercial 

growth of the Internet, venture capitalists 

saw record-setting growth as "dot-com" 

companies experienced meteoric rises in 

their stock prices and therefore moved faster 

and with less caution than usual, choosing to 

mitigate the risk by investing in many 

contenders and letting the market decide 

which would succeed. The low interest rates 

of 1998–99 helped increase the start-up 

capital amounts. A canonical ―dot-com‖ 

company‘s business model relied on 

harnessing network effects by operating at a 

sustained net loss and building market share 

(or mind share). These companies offered 

their services or end product for free with 

the expectation that they could build enough 

brand awareness to charge profitable rates 

for their services later. The motto ―get big 

fast‖ reflected this strategy. 

THE AGGREGATION POTENTIAL IN 

DEMAND BUBBLES 

In markets where competition intensity is 

low and supply dynamics are stable, where 

purchase behaviour and consumption 

demand are substantially stable, companies 

tend to develop demand analysis models that 

lead them to identify increasing 

complexities in demand itself. This is mostly 

due to a general lack of homogeneity in the 

composition of such markets. In order to 

handle said complexity, companies develop 

demand segmentation. That is to say, a 

process that allows them to split demand 

into sub-groups (segments) organized so as 

to group homogeneous units on the basis of 

predefined criteria (the basis of 

segmentation), which however, are 
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absolutely non-homogeneous with regards to 

units belonging to other segments. 

The splitting of demand is the first step in a 

company‘s response process to the market 

and the obvious consequence is the selection 

of target segments (targeting) and the 

identification of appropriate strategies to 

cover the segments by altering the profile of 

the company offering (positioning). This 

complex set of activities assumes that 

segmentation has been assessed correctly 

and will generate effective segments (that is, 

homogeneous, measurable, consistent and 

accessible). It assumes above all that market 

conditions allow all the processes to be 

developed, or better, that demand and supply 

are sufficiently stable so that segmentation, 

targeting and positioning will provide a 

company with the expected financial return. 

The very foundations of market stability are 

eroded under more dynamic competition 

conditions (excess of supply), when supply 

exceeds demand. Indeed, not only is 

purchasing behaviour non-homogeneous 

with regards to demand but it is 

unpredictable in so far that it does not 

repeat. On the other hand, supply comprises 

a series of competing companies that, by 

driving product innovation and promotion 

cycles to the limit, increase market 

instability.  

This invalidates the bulk of demand analysis 

and segmentation that focuses on the 

historical organization of dynamics that, to 

all intents and purposes, has been 

superseded. Traditional segmentation, 

targeting and positioning become 

ineffective, in practice, in highly 

competitive markets typified by time-based 

competition. This occurs as markets are 

deprived of the necessary stable support. 

Companies are unable to keep up with the 

increasingly frenzied pace of events and are 

forced to accept market instability as a fact. 

They must attempt to conform and go onto 

the market with an appropriate offering 

profile that is capable of exploiting demand 

dynamics through the continuous 
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aggregation of demand bubbles. As 

previously stated, demand bubbles identify 

temporary groups of purchasers that can be 

aggregated on the basis of specific shared 

characteristics regarding a given business 

offering. As such, they constitute a corporate 

response to unstable market conditions [7].  

Accordingly, just like segments, demand 

bubbles result from precise actions carried 

out by a company - although the conditions 

and dynamics that lead to the development 

of bubbles are radically different from the 

competitive conditions where segmentation 

is applied. Indeed, segments first of all 

require stable conditions. Bubbles, however, 

can only develop in totally unstable markets 

where demand is inured to extreme 

dynamism and is prompt at selecting the 

most appropriate offering over a very short 

timeframe - with utter disregard for brand 

loyalty. Moreover, segments are a 

theoretical disaggregation of demand in 

order to simplify any approach to the market 

and provide a company with the ideal 

potential reference customer profile for the 

development of an appropriate offering.  

The logic underpinning demand bubbles is 

absolutely the reverse as it is generated by 

time-dependent aggregation around a 

specific offering and represents a concrete 

group of non-ideal customers that scatters as 

soon as the purchase is completed. 

Therefore, on the one hand, segments are 

theoretical groups, described only in ideal 

terms and which can be isolated and 

exploited only under stable conditions. On 

the other hand, bubbles are actual groups, 

described only in real terms and which can 

aggregate only under unstable conditions. In 

both cases, one of the most critical aspects 

in terms of business management is the 

quantification of typical size. 

Segment consistency, that is, the certainty 

that the ideal profile encompasses a given 

number of potential buyers, is indeed an 

essential prerequisite for segmentation 

process efficacy. Likewise, the size of 

demand bubbles must be selected in advance 
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in order to precisely organize the processes 

for the creation, development and 

exploitation of bubble potential. Indeed, 

both segments and bubbles must be 

sufficiently large (that is, to ensure a given 

sales volume) to allow a company to attain 

the desired results. This means that 

companies must know the level of resources 

that can be dedicated to a specific segment 

offering, or to activating a bubble and how 

to bring this about. Segment size knowledge 

has its roots in the potential market 

development concept. In practice, 

companies must first understand the depth of 

the relevant market in order to know how 

many product units might be sold at a given 

place. Global demand, just like individual 

company demand, is a response function 

where the level depends on the degree to 

which a series of factors act, namely, 

demand determinants. These determinants 

include ambient factors (for instance, 

cyclical economic trends, tax burden, and so 

on), and factors that can be controlled by the 

company, the so called marketing factors, 

which include the complex system of 

marketing actions carried out by competing 

companies. The effective potential market is 

a limit to which global demand tends when 

marketing pressure in the market is 

maximized, while the absolute potential 

market assumes that all potential customers 

make the maximum possible use of a given 

product [8]. 

Once the potential market concept has been 

recognized, a company must identify the 

size of the market segment. That is to say, 

the company must examine its historical 

competitive position and analyse its market 

share in relation to competitors so as to 

understand, segment by segment, what sales 

potential is reasonable for a specific brand 

offering. Once the ideal segment profile is 

known and once the market scope for that 

type of profile is known, the company may 

attribute a value in terms of consistency to 

each segment identified and then decide 

whether it is worthwhile or not to direct its 
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offering to satisfy that demand. This course 

of action assumes stability and defined 

market borders. Indeed, one must refer to a 

given market with clear borders (geographic, 

political, economic, and so on), in order to 

quantify demand. At least one must know 

exactly what falls ‗within‘ this market and 

what falls ‗outside‘ it [9].  

Stability relates to the concept that the 

market in question must manifest repeatable 

conditions over time, both with respect to 

ambient conditions and competition. In 

practice, companies must work things out so 

that their historical market share enables 

them to see future prospects when faced 

with moves by the competition. For 

instance, these environmental and 

competitive circumstances existed in 

specific Italian markets between the 70‘s 

and the 90‘s, and between the 60‘s and the 

80‘s in other developed countries like the 

US. In reality, there ‗must be time‘ or better, 

time must not be an active variable in the 

competitive system in order to quantify the 

potential market as described above.  

The development of stable-market 

knowledge and an understanding of its 

critical dimensions (demand, distribution 

and competition) are ensured by the 

application of market research. It focuses on 

describing the state of several variables and 

through market research tries to identify the 

causes of the observed phenomena. Such 

research is capable of offering accurate 

information about the certainty of a given 

phenomena over time. All research carried 

out in stable markets is based on exhaustive 

knowledge of the phenomena. Indeed, some 

research work derives from the data 

collected for census processing, that is to 

say, from surveys focused on examining all 

population units. When census taking 

becomes too costly or difficult to 

implement, sampling is adopted, that is to 

say, a calculated population sub-group 

selection is analysed instead of the entire 

population. However, the selection includes 
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features that make it representative of the 

entire population.  

Census taking and sampling, albeit different 

in manner and cost, attempt to acquire 

exhaustive knowledge of today‘s reality. 

The former achieves this aim by analysing 

all units, the latter by analysing only given 

members selected on the basis of specific 

criteria so that it is reasonable to imagine 

that all units have been analysed. In practice, 

given that a universe‘s boundaries and limits 

are known, such analyses attempt to explain 

in an exhaustive manner the causes of 

phenomena therein (albeit not for 

individuals as the analysis is carried out at 

an aggregation level). The aforementioned 

assumptions no longer hold true in markets 

typified by an excess of supply, that is to 

say, by strong competition as in most 

markets in developed countries. Market 

boundaries are not always clear. In fact, 

geographical and political borders do not 

always help to chart economic phenomena. 

National and supranational judicial powers 

(for instance, the European Union) have 

attempted to bring discipline belatedly and 

often in vain to bear on phenomena that 

elude localization. The logic by which all 

business activities must be characterized by 

a place of reference in turn allows for the 

definition of a clear system of responsibility.  

The Internet certainly provides a case in 

point: it is impossible to know the exact 

origin of a piece of information, a contact or 

a contractor. This in itself would not be 

significant if one did not consider that the 

very localization of the economic activities 

that make use of the Internet has replaced 

the former local/national framework, and 

has developed in line with what is currently 

called a global approach. With regards to 

economic activities in general, this approach 

will allow a business to localize over time to 

sites that have a positive impact on costs. 

Time becomes an active variable compared 

to competition dynamics in markets with 

over-supply. In practice, the pace of 

corporate actions and reactions is such that 
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stability is seriously compromised. 

Accordingly, businesses cannot but 

acknowledge the endemic state of market 

instability. In such markets, there is not 

enough time to carry out analyses first and 

then perform the ensuing actions - as is the 

case in stable markets. Companies must act. 

It is up to management to decide when and 

how to perform the analyses that will focus 

an action, in other words, it relies on 

management‘s ability to organize business 

activities. However, it goes without saying 

that it is impossible to act without the 

support of guidelines provided by analysis. 

It follows that analysis and action must be 

carried out on the basis of new time-

organization agendas (in comparison to 

stable markets). From a timing point of 

view, analysis is carried out at the same time 

as action, or at least, it is difficult to separate 

the two. Management analyses and chooses 

to act as it moves ahead. From an 

organizational standpoint, ‗time wasting‘, 

indecision and delay factors must be reduced 

to a bare minimum in order to allow two 

processes, which were traditionally separate, 

to be carried out at the same time.  

The resulting flat organizations, known as 

lean organizations, not only have done away 

with entire organizational levels but have 

also radically altered operations at the 

remaining levels. People who act must also 

be able to perform the analyses that direct 

their actions. They follow a course mapped 

out by the people directing the business, and 

divulged in-house by way of a shared 

corporate culture that develops over time. 

That changing culture thereby reviews and 

re-shapes the course of the entire 

organization. 

The manner by which companies devise and 

consolidate their responses to market 

instability does not only involve business 

organization, but the entire system 

underpinning the development of relations 

with the market. They create and manage 

demand bubbles. To this purpose, 

companies require a wealth of information – 
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just as for the splitting of demand into 

segments and the management of business 

activities dedicated to each segment. In the 

case of demand bubbles, the information 

that allows companies to identify how and 

when to activate a bubble must be available, 

as the time factor is a key variable. The time 

and manner by which bubbles are created 

are tightly connected and must be defined 

accurately before a bubble gets active - on 

pain of forfeiting the entire process. The 

‗manner‘ in which a demand bubble is 

initiated concerns the type of offering made 

to the market, the quantities one estimates 

one can sell and the place or places where 

one intends to trigger the bubble. 

‗Time‘ means assessing when the time is 

right to make the offering (time value), 

defining the duration of the bubble (time 

duration) and controlling all related 

activities (from the collection and handling 

of information to the development of the 

overall logistics chain, including product 

supplies, manufacture and distribution) in 

the shortest possible timeframe (time 

compression) to avoid a reaction from the 

most agile competitors. Hence demand 

bubble timing and way of being initiated and 

managed are closely linked as the choice of 

time for action and bubble duration impact 

the quantity of saleable products for a given 

type of offering. Likewise, the choice of a 

given offering also imposes specific demand 

bubble initiation timing and management. 

The quantification of demand bubble ‗mass‘, 

that is to say, the so-called demand bubble 

potential, requires more critical processes 

than the realization of a demand bubble and 

in relation to the business results for the 

period. Businesses must develop appropriate 

information systems based on research 

methods and that are capable of providing 

information to help steer company 

management with precision in a very limited 

timeframe. The objective is to identify 

action timing, the appropriate offering and 

the size of the bubble to be triggered off. 
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Unlike in stable markets, such systems are 

not able to operate within an exhaustive 

logical framework for two reasons: first, 

because the relevant market borders are 

unknown, therefore the limit against which 

to measure information completeness cannot 

be identified and, second, because the time a 

similar approach would entail is not 

appropriate to the time-based competition of 

inter-competitive markets. Therefore, 

attempting to acquire exhaustive knowledge 

of the phenomena is not only unthinkable 

but also useless. Even if one were able to put 

together an exhaustive representation at time 

t, by time t+1, that is to say when a 

representation would be used for corporate 

decision-making, circumstances would be 

very different from those described at t. It 

follows that exhaustive approaches to 

information must be replaced by solutions 

appropriate to more dynamic competitive 

conditions, such as the selective approach to 

information that concentrates on indicative 

values. This approach, in particular, requires 

accurate meticulous descriptions of reality. 

Causal surveys focus on explaining the 

causes of phenomena so that they can be 

described in full and offer useful indications 

for preparing forecasts based on historical 

information reflecting events that have 

already happened [10]. 

A selective approach to information does 

however give preference to the selection of 

indicators that, appropriately interpreted, 

allow companies to identify future trends. A 

forecast is not, therefore, the result of an 

extrapolative process, rather it is the correct 

reading of today‘s existing indicators for 

tomorrow. Evidently, such an approach 

tends to have a significantly disruptive 

impact on corporate information systems. 

Therefore, companies are no longer 

interested in collecting huge quantities of 

data at high cost in order to ensure that the 

information obtained is representative and 

will lead to, at least in theory, impeccable 

forecasts collected into never ending reports 

that are difficult to read. On the contrary, the 
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focus is now on the manner in which 

significant information is selected from the 

increasingly large amount of available 

information, at ever lower costs and 

showing key-phenomena trends 

(competition, developments in technology 

and legislation and so on). 

In the majority of economic activities, the 

one most important single effect brought 

about by new information technologies is 

the habit of accumulating and filing masses 

of information about company processes. 

The mere fact that most corporate relations 

can be handled digitally (e.g. supplies, 

product marketing, personnel selection and 

training, prospecting and after-sales service) 

has lead to storing huge quantities of 

information on corporate IT systems using 

increasingly flexible storage methods. 

Information can be re-processed at any time 

using increasingly innovative techniques. 

This incomplete information, in terms of the 

market, can be appropriately processed to 

search for indicators that may in turn be the 

subject of further in-depth studies. This 

search process can be carried out by 

applying data mining techniques to company 

databases, followed by the application of 

various algorithms on information and data 

that has been prepared appropriately. 

Complex iterative processes that compare 

and process huge masses of data can reveal 

links and trends that would otherwise not be 

apparent. Evidently, such IT techniques can 

be applied only in the case of vast quantities 

of data that have been stored in a flexible 

manner so that the preparation of algorithms 

is not too costly and yields results. However, 

these search techniques have definite 

limitations in terms of both cost and efficacy 

- as in the case of market and marketing 

research. 

A well-known data mining 

technique application is 

widely used in international 

credit card circles. It looks 

for correlations in suspicious 

behaviour patterns in order 
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to rapidly identify and block 

credit cards that appear to 

have been stolen so as to 

minimize losses for the 

industry. A database records 

all transactions made by each 

individual credit card 

introduced into the financial 

system. Database analysis 

allows for the identification 

of common behaviour 

patterns adopted by persons 

who have stolen cards. A 

monitoring system is 

structured to watch for any 

repetition in these patterns so 

that the authorities can act 

immediately.[11] 

Competitive intelligence makes 

use of a series of techniques borrowed 

from secret service espionage. The 

techniques are based on key-player 

business monitoring system 

developments. Although it differs from 

espionage in so far as all the actions 

carried out are legitimate, competitive 

intelligence is based on the selection of 

information sources to be monitored 

over time in order to process and feed 

information into the system. This 

entails systematizing information 

known to the general public; 

information on events/players that are 

considered critical for a business. 

Individual items of information are 

meaningless but when the items are 

linked up with other data, useful 

business decision-making pointers can 

be identified. Another activity focuses 

on significant signals, especially with 

regards to players thought to be 

important sources of information for a 

business. It involves communications 

devised to handle two-way relations 

that develop between demand, supply 

and other key public entities in the 

market. To this end, public relations 

tools have become widely used over the 
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past years. They rely on advanced logic 

and have been able to help companies 

acquire key information from the 

environment while providing the means 

for the same environment to be 

adequately shaped and informed about 

company activities and competitive 

responsibilities.  

Tools that have traditionally 

been less focused on managing 

competitive positioning, such as 

Customer Relationship Management 

(CRM), are being used increasingly 

alongside public relations. This tool 

drives a Direct Marketing application 

configured in competitive mode. It 

takes advantage of widely available 

ITC to enable users to initiate and 

control key relations with demand by 

applying mass tool logic and also by 

initiating personal contacts using named 

files [12].  

CONCLUSION: 

The study concludes that the 

Observations of virtual community 

dynamics, people entering and exiting, 

the length of their stay and the interest 

shown allow companies to glean useful 

indicators about characteristic profile 

patterns for an offering tailored to suit a 

community at a given time compared to 

public interest in the specifics of the 

offering. Virtual communities are, 

therefore, the most fertile indicators for 

bubble potential in terms of scale and 

timeframe. A pre-condition is that the 

information from virtual communities is 

processed appropriately by IT systems 

and merged with results from other 

research focused on identifying trends 

and correlations - such as competitive 

intelligence and data mining techniques 

- or other tools for generating two-way 

relations, such as current Direct 

Marketing applications. Then bubble 

potential can be assessed correctly (in 

terms of scale and timeframe) and 
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qualified (with regards to the most 

appropriate type of offering) so that 

competitive financially attractive 

bubbles can be created and managed.  

In conclusion, it can be said that online 

marketing and brick and mortar 

business models would exist together 

due to the advantages each provide to 

the customers. Over the next few years 

consolidation of online marketing 

players would bring in much wanted 

discipline and professionalism. Thus, it 

can be said that online marketing is not 

going to be a bubble, but would evolve 

into a successful business model. 
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