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Executive summary 

 

This thesis looks into the generation of people who is raised and lives with the Internet, 

referred to as the online generation, as well as its effect on how marketing is changing and 

what implications this means for marketing agencies today. 

To explore the characteristics of the online generation, as well as the role and structure of the 

marketing agencies, more qualitative and quantitative interviews with several tweens, as well 

as various marketing decision makers and advertisers have been conducted and interpreted 

with a constructivist point of view.  

The characteristics of the online generation are found to be dominated by the occurrence of 

Web 2.0 and its intellectual property sharing and social interaction features. These features 

have lead to a constant urge of being online in social communities, where we connect and 

micro blog the status of our lives in high speed with dynamic digital merchandises, as well as 

share content, knowledge and information in evolving Web 2.0 sites and soon to be Web 3.0.   

The tendencies have changed the way we conduct marketing, which has made companies 

utilise Web 2.0 by interacting with its consumers by for example creating open innovation 

and viral marketing, where consumers interact with other consumers in a new online C2C 

constellation. 

The online marketing shift is making it hard for marketing agencies in Denmark not to 

overlap each other, as the consumers are participating in creating their own marketing and it is 

only web constellations, which are on the rise. The advertising-, media,- and web agencies all 

want the same clients, but are possessing and lacking each others competences towards 

fulfilling the assignments for them. They then start overlapping each other and stealing 

assignments from each other because they are uncertain of their place on the market, which 

leads to institutional pressures that harms performance and creativity. 

There are different solutions to this problem and there are pros and cons, if the agencies are to 

integrate their competences in one house, such as great competitive advantages, but a risk of 

coming across unspecialised. 
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1. Introduction and research question 

 

In today’s world, information technology seems to keep on playing a bigger part everyday. 

More and more inventions are made based on information technology, such as online 

interaction, shopping, and several marketing initiatives, which affect the way we live our lives 

and perform in business.  

The internet has revolutionized almost every facet of our business and personal lives 

(Qualman, 2009:13) and this thesis takes starting point in that observation, acknowledging 

that there is an increasing tendency in the use of information technology, which consumers 

and companies are and must be aware of. We are already seeing examples of companies 

involving consumers in information sharing processes and product development, such as 

lego.com, nike.com or facebook.com, which can be characterized as Web.2.0. (O’Reilly, 

2005) 

Web 2.0 is based on user generated content and is oriented towards a generation of people 

who wish to socially interact, as well as share content and information. It is stimulating, 

dynamic and unpredictable and is becoming inextricably intertwined with our social and 

professional lives today. (Campesato and Nilson, 2009:7) 

This thesis will look into this tendency, and nonetheless attempt to take that assumption into a 

more future wise level, which can give an estimate of how the online generation, which exists 

today and keeps on expanding, will use information technology, as well as the implications 

for marketing in general and for agencies in particular. 

 

To explore this subject, I find it relevant first of all to investigate what characterises the new 

generation of consumers, whom I refer to as the online generation, based on the tendency we 

already see today. Here the concepts of Web 2.0, Web 3.0, and mobilisation will amongst 

others be further treated in the sense of how they affect interaction, communication and 

business methods today and future wise. 

The name ‖online generation‖ refers to today’s and likewise the future generation who needs 

to be connected to the virtual world constantly. According to expert in digital lifestyle Morten 

Bay: ―The generation of young people, who can not remember a world without mobile 

phones, are creating a trend both in private and in work relations. They are spreading the 

desire and need to be constantly online to the rest of the country.‖  (Translated from 

Conradsen, Generation internet vil være online 24/7, 2010) Also author Kathryn Montgomery 
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recognises this generation, arguing that young people are leading the way into the uncharted 

territory of cyberspace, avidly embracing not only the Internet, but also a host of wireless 

devices and digital products. (Montgomery, 2007:2) 

I wish to explore how this generation is acting today and how they will react to future online 

activities, by using theory, as well as empirics with young people. Based on theory, I have 

chosen to narrow this group of young people down to the so called older tweens, which are 

young people from 13 to 15 years of age (Cook and Kaiser, 2004), (Lindstrøm, 2003) (Siegel 

et al, 2001).  

The characteristics of this online generation will then be put more into perspective, by 

drawing companies into this tendency, investigating how the characteristics of the online 

generation influence marketing in the future and how that will affect the role and structure of 

today’s marketing agencies. A range of opinions and views from relevant decisions makers 

from the Danish marketing industry will be presented and discussed in this part. Focus will be 

on a differentiation between advertising-, media- and web agencies recognised from the 

Danish market in an attempt to enlighten whether the new playground for online marketing 

will affect these three types of agencies and how so.  

Therefore my research question and sub questions are as following: 

 

How can marketing agencies adapt to the online generation? 

- What characterises the online generation? 

- How will the online generation influence on the future role and structure of advertising-, 

media- and web-agencies? 

1.1. Structure of the paper 

When reading this explorative thesis it is very important for the reader to be familiar with the 

theory utilised throughout the thesis, as well as which approach and view on the world the 

author has and how he or she understands and uses the most important terms in the thesis. 

Therefore the thesis will open with a methodology chapter describing the theoretical 

framework for the thesis, as well as my analytical approach and explanation of terms used. 

Choice of data will furthermore be presented with thorough descriptions of all the empirical 

considerations one has to make, when conducting interviews with both adults as well as 

tweens in the age of 13-15 years. 

In the third chapter, the first sub question will be investigated, which is what characterises the 

online generation concerning digital consumption and online initiatives now and in the future, 
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and what we can tell from the early adapters and frontrunners in our society - today’s tweens. 

In order to explore the research area, theories and articles on today’s tendencies will be used, 

as well as acknowledged author’s assumptions. This will be combined with my own 

investigations in the sense of qualitative as well as quantitative surveys, with tweens in 

particular. 

Here the concept of Web 2.0 will be exemplified and discussed in terms of how it affects our 

social and business lives today and future wise, as well as other new tendencies such as 

mobile marketing and even the speculations of a Web 3.0. 

These findings will lead to the fourth chapter and second sub question of the thesis, which 

will engage companies into the explored tendencies, as I will look into how marketing 

agencies can adapt to this online generation and how it will influence on the role and structure 

of advertising-, media- and web-agencies in the future. Here theory will lay the foundation for 

my assumptions in combination with a lot of opinions from executive decision makers in the 

Danish marketing agency industry, and views from decision makers in marketing departments 

from micro, small, and medium-large Danish businesses.  

A recapitulation will then follow together with the concluding discussion on how marketing 

agencies can adapt to the online generation. 

Finally, my assumptions will be put into a broad perspective which can give an understanding 

of these problems in other industries by comparing the problem to relevant industries that 

suffer under the same pressure. 

1.2 Delimitation 

The research question of the thesis includes problems that one can recognize in most countries 

all over the world. However, in order not to make my focus to broad, I have chosen to focus 

primarily on the Danish consumers, as well as Danish marketing agencies and companies. 

However, I am aware that these are all international oriented, and even owned by foreign 

corporations, such as for example Initiative Universal Media, Roche and Viasat, which are 

mentioned in this thesis. 

Furthermore, I have chosen to classify the agencies as advertising-, media- and web-agencies. 

One might argue that there are other measures to separate the aspects of marketing agencies in 

Denmark. Nevertheless, I see this categorisation, as the most regular and frequently used. 

(Kailay, Business.dk, 2010) (Børsen Media marked, 2010) (Grønholdt et al, 2006) 

Finally, it is worth mentioning that I have translated the Danish references to English 

throughout the thesis and market it with the words ―translated from‖. I know that translation 
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can lead to sources of error, but I have strived to translate the quotes and statements as 

objective, direct and correct as possible.  

1.3 Research design  

Two different types of data are to be established in order to conduct a good analysis; first is 

primary data which is data observed or collected directly from first-hand experience. 

(businessdictionary.com) Primary data is the data that the researcher collects during the 

research process and can be collected through various data-collection methods such as 

surveys, direct observations, interviews or questionnaires.  

Secondary data is on the other hand existing primary data that was collected by someone else 

or for a purpose other than the current one. (businessdictionary.com) This could be either 

quantitative data such as numbers and statistics, or qualitative data which usually exists of 

words or text. According to Eriksson and Kovalainen, researchers must consult other 

literature to develop, understand, investigate and evaluate their own research. (Eriksson and 

Kovalainen, 2008:43) Secondary data thereby provides a good groundwork for analysing and 

using the primary data collected.  

All through this thesis, I have made a lot of research on secondary data, in search for the most 

recent theory and literature, as my subject is very dynamic and therefore calls for updated data 

in its nature. 

I have therefore used available theory and secondary data from both traditional and new 

authors in literature, on- and offline newspapers, as well as various web pages. This will be 

elaborated on in the theoretical framework in the methodology chapter. 

In the sense of primary data, I have throughout this thesis combined different data-collection 

strategies by conducting varied kinds of interviews and thereby made a data triangulation. 

(Berg, 2001:28) Triangulation is a process of using multiple perspectives to refine and clarify 

the findings of your research (Eriksson and Kovalainen, 2008:292) and that resulted in seven 

1-1 in-depth interviews with relevant decision makers from different companies in Denmark, 

1 focus group interview with six tweens in the age of 13-15 years, as well as a quantitative 

questionnaire send out to 100 Danish tweens in the age of 13-15 years. In combination, this 

gave me a relevant and representative basis for enlightening my research question and sub 

questions in a thorough and valid manner, based on a constructivist point of view, which will 

be elaborated on later.  

The reason that I have chosen to conduct interviews with the older part of the so called tweens 

in the age of 13-15 is to explore what characterises the online generation. As Montgomery 
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argues: ―Never before have children and youth played such a powerful role in the 

marketplace. They are members of the digital generation that have eagerly embraced an 

endless supply of new technological gadgets, becoming both consumers and producers of a 

flood of digital content.‖ (Montgomery, 2007:7-8) 

As mentioned in the introduction, we are already today experiencing a huge interest in online 

activities and Web 2.0 interactions today, which is very interesting to look into. More and 

more people in all ages are utilising the Internet in everyday activities, and it is already hard 

to imagine a life without Internet now. Nevertheless, today’s youth has not only adapted to 

the Internet, they have internalized it (Montgomery, 2007:8), which is why a more narrow 

look at the online habits of tweens is interesting to survey.   

There are many different opinions on what age a tween really is with opinions from 

everything from around 8 to 15 years of age. (Cook and Kaiser, 2004) (Lindstrøm, 2003) 

(Siegel et al, 2001) Nevertheless, the age group of tweens used in this thesis is the older part 

from 13 to 15, as I see them as the best representatives to describe the online generation, as 

they are more experienced and aware of the technology they use, than the younger children.  

However, it is very important to stress that this thesis does not treat children and young 

people as the only active online consumers. The massive use of Internet in every age range in 

Denmark is not to be neglected or denied in any way. The tweens interviewed in this thesis 

are view upon as ―early adopters‖ of new technology in order to enlighten how the future 

generation will react towards new online initiatives, not as oracles of today’s Internet 

activities. Because there are of course several services on the Internet today which appeal only 

to the adult and educated users of the Internet, such as for example financial activities or the 

like, which will be elaborated on in chapter three. This is a potential source of error when 

using tweens as examples of the online generation. Furthermore, tweens are not educated in 

the sense of formulating the answers in a precise manner, which could lead to my subjective 

interpretation in some matters. However, I will try not letting this affect the validity of the 

interviews. 

In order to raise my research question in the first place, most of these interviews had to be 

conducted preliminary to finding my research question in order to capture and legitimise the 

inductive essence of this thesis; whether there really is a problem that needs to be explored. I 

will through this entire thesis, present data and examples from these interviews which show a 

clear and unanimous picture of this legitimisation. Nevertheless, researchers must not make 

definitive conclusions during these preliminary periods in the research process (Berg, 
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2001:36), which is why my research question continuously has been open for research, 

discussion and exploration in the entire process. 

Primary data can be a valid way to collect data, if one takes the precautions needed for 

gathering them, as the researcher will know where it came from and how it was collected and 

analysed. However, a number of considerations are crucial to underline in order to support the 

quality and legitimacy of the interviews.  

I will in the following describe which precautions and considerations one must take, in order 

to sustain the validity of the collected data.  

Validity refers to the extent to which conclusions drawn in research give an accurate 

description or explanation of what happened (Eriksson and Kovalainen, 2008:292) and can 

therefore be enhanced if considerations are made that can prevent biases in the interview 

situation. 

I will first treat the empirical considerations one must make, when conducting 1-1 in-depth 

interviews with adults. Secondly, which to make when carrying out focus group interviews, 

and in particular with tweens, which I have done. Thirdly I will discuss which empirical 

considerations one must make when conducting quantitative surveys, and again, in particular 

with tweens, as in this case.  

To round up the empirical consideration discussion, I will describe how the gathered material 

is handled and utilised throughout the thesis. 
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2. Methodology 

 

This chapter will initially present the research design of this thesis, as well as give a 

theoretical framework of theory and secondary data used.  

I will then clarify from which approach and view on the world the thesis is written, as well as 

an explanation of the most important terms used in the thesis. Following, choice of data will 

be described divided into primary and secondary data. Use of primary data, as well as 

considerations will be thoroughly described separated into my qualitative 1-1 in-depth 

interviews, the qualitative focus group and finally the quantitative questionnaire. 

2.1 Theoretical framework 

Throughout this entire thesis, a lot of secondary data and theory have been utilised in order 

have the best basis for answering the research question and sub questions in combination with 

the primary data. I have made comprehensive research on theory, in search for the most recent 

theory and literature due to the dynamic nature of my research question, as information 

technology changes constantly.  

I have therefore used available theory and secondary data from both traditional and new 

authors in literature, on- and offline newspapers, as well as various web pages. 

First of all, in research for theory on analytical approaches and considerations regarding how 

to collect data and conduct interviews, several authors are essential to mention. Both Kristin 

Esterberg, Vivian Burr and Jette Fog helped guide me through analytical approaches, whereas 

theories on how to conduct effective research was lead by Steiner Kvale, Bill Gillham, as well 

as Eriksson and Kovalainen. Nevertheless, when conducting interviews with tweens, more 

aspects come into play, which is why the book ―Børn, medier og marked‖ by Birgitte Tufte, 

as well as theories from Jacqelline Scott, Kathryn Montgomery, Martin Lindstrøm and Siegel 

et al have been very helpful when using tweens as respondents. 

In assembling a theoretical framework for chapter three on what characterises the online 

generation, the theories utilised are first of all those of Erik Qualman’s praised book 

―socialnomics‖, Helen Powell and more in ―The Advertising Handbook‖, as well as Darlene 

Fichter from the University of Saskatchewan Library. Furthermore Campesato and Nilson, 

Andrew Lih, as well Feller et al have brought main insight into the aspects of Web 2.0. Henry 

Chesbrough and Eric Von Hippel were then inspiration for exploring the phenomenon of 
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Open innovation, whereas data from Poets and Plumbers and kommunikationsforum.dk 

helped guide me through viral marketing and its advantages. Kommunkationsforum.dk further 

helped me portray the speculations of a Web 3.0, together with other dynamic websites. 

Finally, journalist Thomas Conradsen from Berlingske.dk and Ekström and Tufte provided 

me with information and data on mobilisation, mobile marketing and other digital platforms.  

In chapter four on how the online generation will influence on the role and structure of 

advertising-, media- and web agencies in the future, I found Professor of Marketing, Chris 

Hackley and his book ―Advertising & Promotion‖ from 2010 very inspiring. Furthermore, I 

have utilised Andersen et al., as well as Darlene Fichter and Erik Qualman again on what 

marketing agencies strategically can do in order to meet the needs of the online generation. 

Powell et al and their ―The Advertising Handbook‖, together Winch and Schneider helped me 

define the role and division of the marketing agencies, whereas Richard Florida, as well as 

Koslow, Sasser and Riordan supported me in a discussion about creativity. Finally Richard 

Scott and DiMaggio and Powell guided me through institutional theory and isomorphism in 

order to explore how the online generation future wise can affect the role and structure of the 

marketing agencies in theory. 

It is important to mention that one has to be aware that theory and other secondary data 

collected from the Internet, newspapers and literature could be biased in some cases. This 

could be caused because of subjectivity or contextual matters, but also other kinds of sources 

to errors. Therefore I have all through the thesis been very careful and critical when utilising 

theory and secondary data, and will underline this criticism during the thesis, if relevant.  

2.2 Analytical approaches 

Authors can have different ways of viewing the world, which will affect the way empirical 

material is approached. It is very essential for the reader to be familiar with how the material 

is approached, as it reflects whether the author has strived to find the absolute truth in a 

realistic manner or a social subjective interpretation of reality.  

During history, philosophers have discussed how to view the world analytically and roughly 

put, two disciplines have arisen: First realism or positivism which accepts only one reality and 

believes that things are as we perceive them, independently of our observation. The 

assumption is that the social world is inherently knowable and that we all can agree on the 

nature of social reality. (Esterberg, 2002:10) Oppositely is social constructivism that believes 

all social reality to be constructed or created, by social actors. (Esterberg, 2002:15) 
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Constructivism provides a standpoint that can be interpreted and understood differently and 

which radically has questioned the idea about the ―objective fact‖. (Burr, 1998:14) 

Setting up concrete questions as in my problem formulation, it could seem as if an absolute 

truth and answer would be the purpose of this thesis. Nevertheless, I find that it can be too 

narrow minded to only seek one truth, as we all have our subjective interpretations grounded 

by cultural and social backgrounds.  As Jette Fog argues, ―The problem with everyday 

understanding is that it is diffuse, contradictory, and full of prejudice. If you build recklessly 

on it, you might as well build in sand‖. (Translated from Fog, 1987:30) 

This thesis is therefore based on the interpretive paradigm, which believes that people’s 

opinions, behaviour and way of viewing the world are very subjective and data therefore also 

should be interpreted in that way. Reality is hereby believed as a social constructivist 

phenomenon, with room for many truths.  

Furthermore, one can choose to structure the thesis with a theoretical and deductive approach, 

or an empirical and inductive approach, based on the research question and the measures to 

make one’s conclusion.  

An inductive reasoning is open-ended and typically explores a new problem that one wish to 

investigate: You begin by examining the social world and, in that process, develop a theory 

consistent with what you are seeing. (Esterberg, 2002:7) A deductive reasoning typically 

investigates a problem in our existing knowledge and is concerned with testing or confirming 

hypotheses. You begin with a theory and then deduce logical extensions of it. (Esterberg, 

2002:6) Nevertheless, my goal is not to make hypotheses, but to go on board on an interesting 

discussion. 

This thesis is therefore made with an inductive approach, as it evolves from an exploratory 

research of a problem that I wondered about and therefore investigated. However, most social 

research involves both inductive and deductive reasoning processes at some time, as some 

theory will be chosen over another to support empirical data and as no research can start from 

scratch or without any prior theoretical or empirical knowledge. (Eriksson and Kovalainen, 

2008:43)  

2.3 Use of terms  

Throughout the thesis I will use the term ―marketing‖ several times. Marketing describes the 

processes in the company that have the purpose to develop, communicate, sell and distribute 

products to both consumers and other businesses. (Andersen et al, 2005:15) Nevertheless, one 

could wonder why I do not use the term market communication instead when I refer to 
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different types of aspects within advertising, such as viral marketing, online marketing, peer 

to peer marketing etc., as marketing is a huge word that covers over a lot of aspects. In 

popular marketing, we meet the 4, and later 7 Ps: price, promotion, product, distribution, 

people, process and physical evidence. (Andersen et al. 2005:26)  With starting point in those, 

I do not wish to treat one aspect exclusively, as I think that these aspects can not work without 

each other in praxis, and especially not in the digitalised virtual world. Nonetheless, one can 

rightly argue that this has a deductive approach, as I initially make that assumption and use 

the term.   

Furthermore, the use of the term ―the online generation‖ can be perceived as a deductive 

approach with right. However, this group is named after a tendency that is already seen and 

acknowledged today, which I wish to elaborate on and take into a more future wise 

perspective. 

Moreover, the term ―tweens‖ will appear a number of times. ―Tweens‖ is a term for young 

teenagers, which was first heard of in 1987 (Tufte, 2007) and there are many opinions on 

what age a tween really is. (Cook and Kaiser, 2004) (Lindstrøm, 2003) (Siegel et al, 2001) 

Some argue that tweens are aged 8 to 12, others 10-15 and there are even some who define 

tweens not as an age group, but rather a ―state of mind‖. (Siegel et al, 2001:2) The age group 

of tweens used in this thesis is from 13 to 15, as I see them as the most qualified age of youth 

and thereby the best representatives to be powerful and autonomous agents in the new digital 

economy. (Montgomery, 2009:12) There has been a lot of debate about tweens as consumers 

and their role as early adapters and frontrunners, which is the reason they are relevant for my 

research question and sub questions. I will discuss this phenomenon further in this 

methodology chapter. 

The concept of Web 1.0, 2.0, 3.0 will also be referred to in the thesis. Roughly put, one can 

argue that in Web 1.0 the internet is viewed like an online dictionary and repository of static 

information. (Campesato and Nilson, 2009:9) Kristensen and Christensen furthermore 

describe Web 1.0 as a concept that combined computers all over the world, whereas Web 2.0 

is a concept that combines people all over the world. (Translated from Kristensen and 

Christensen, 2009:5) 

The concept of Web 2.0 is to share information and content. Web 2.0 is user-generated and 

provides us with the possibilities to share, connect and network, and contribute with our own 

content to the masses. 

Recently speculations of a Web 3.0 have then arisen, also referred to as the semantic web. 

There are many opinions and reflections on this new concept, but the idea is that it is a system 
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to be built in extension of the World Wide Web, and which can understand a context in all the 

huge masses of data that exist on the internet. (Frontbox.dk, 2010) 

Nonetheless, the concept of especially Web 2.0 and 3.0 will be treated much more throughout 

the thesis. 

Finally, in my research question I use the term ―marketing agencies‖, and in the second sub 

question, I divide this term into the three categories: Advertising-, media- and web-agencies.  

I more specific explanation of these categories will be treated in chapter four, which explores 

how the online generation will influence on the role and structure of advertising-, media- and 

web-agencies in the future. 

2.4 Empirical considerations: 1-1 in-depth interviews 

As mentioned previously, when conducting both qualitative, as well as quantitative research, 

several considerations are necessary to underline in order to support the quality and validity of 

the interviews.  

In order to assess validity for my 1-1 in-depth interviews, I find it relevant to underline 

considerations such as recruitment of participants, the question guide and the interview 

situation. 

2.4.1 Recruitment of participants 

The recruitment of the 1-1 in-depth interviews was been based on criteria that the 

interviewees should possess knowledge, opinions, and reflections on the subject of online 

tendencies and marketing agency roles and structure. 

Therefore, I found it relevant, first of all, to interview decision makers from the three different 

types of agencies in Denmark, as well as a representative for a Danish media. 

 

 Jan Duckert: CEO and co-founder of the communication corporation People Group 

and advertising agency Wibroe, Duckert and Partners. 

 Christian Strand: Interactive Director at media agency Initiative Universal Media in 

Denmark. 

 Steen Enegaard: CEO/Owner at web agency Deducta A/S. 

 Søren Hylgaard: Advertising Director at Berlingske Media. 
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Furthermore, I found it significant to take note of the opinions of decision makers from micro, 

small and medium-large businesses
1
 who use the services of marketing agencies to market 

their products and services. This was relevant in order to investigate how the services work 

for them in the different industries and sizes of businesses and whether they face problems in 

nowadays agency-structure. Therefore, I furthermore interviewed:  

 

 Sys Østergaard-Hermansen: Product Manager in Roche Danmark A/S. (Medium-

large business) 

 Anne Branderup: Online Sales Product manager at Viasat Danmark(Small business) 

 Rune Damsgaard: Owner at sandwich.dk and partner at Villa Vino ApS. (Micro 

business) 

 

These seven 1-1 in-depth interviews gave me a good overview of the current situation in the 

Danish marketing agency industry and a good basis for further exploration and discussion of 

the research area of the thesis.  

As a reflection, there is no doubt that my contact persons from the various companies have 

their own perception of the problems introduced, and might have strived to provide me as the 

interviewer with the best perception of their business due to that fact, that they could have an 

own agenda for the interview. This is seen as strength of the interviews, as it gave me the 

wanted different views and reflections on the research question and sub questions, and 

complies with the constructivist approach to the thesis. 

I found it most comprehensively to use 1-1 in-depth interviews with these persons, as this is 

the most natural way to approach them, and because they might not have interest in sharing 

personal business information with each other, which could be the case in a focus group 

interview for example. 

2.4.2 Question guide and interview situation 

In preparation for the interviews, I worked out a question guide to help structure my 

questions. However, I chose to utilise a semi-structured question guide. (Kvale, 1997:133) 

This means to have some general topics to discuss during the interview and besides them, 

several subordinate questions. These topics were to be seen more or less as a guideline for the 

                                                 
1
 The definition of micro, small and mdedium-large companies is taken from ‖Kommissionens henstilling 

2003/361/EF af 6. maj 2003 om definitionen af mikrovirksomheder, små og mellemstore virksomheder [Den 

Europæiske Unions Tidende L 124 af 20.5.2003]‖ (europa.eu, accessed 30-11-2010). 
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interview, rather than a firm inflexible structure which can lead to important points being 

missed, if other interesting discussions arise. With a semi-structured question guide, I hoped 

to get my questions answered in the most natural and giving way, as well as create other 

relevant discussions and thereby gain the best outcome of the interviews.  

Kvale describes an interview as a situation with definite asymmetrical power (Translated from 

Kvale, 1997:131). This asymmetrical power is created because the situation is set up 

artificially and because it is the interviewer who decides the topics for the conversation, and 

not the interviewee. This distance in power can result in the answers being influenced by the 

situation as well as the interviewer, and therefore it would damage the validity of the 

outcome. 

However, this problem can be limited if the interviewer is deliberate about it and therefore 

takes some precautions in the interview situation, my making the interview a natural and 

comfortable conversation, rather than the interviewee feeling put in the spotlight.  

Therefore, I aimed at asking open questions by using phrases beginning with what, how or 

why. ―What‖ questions are descriptive and focus on exploring and describing states, situations 

and processes in interviews, and ―how‖ and ―why‖ questions focus on causes and 

consequences explained in qualitative terms. (Erikson & Kovalainen, 2008:39) 

In addition the interviewees were often asked for examples on their answers in order for me to 

get some concrete answers and practical stories from the business life, as well as for them to 

clarify their thoughts. (Gillham, 2005:34) 

I furthermore found it important to give the interviewees enough time to answer the questions, 

by including pauses to think and reflect. More time allowed them to direct their answers to the 

questions in a more relevant context.  

All interviews were recorded using a tape recorder. This could unfortunately limit the natural 

and comfortable aim of the interviews, but was necessary for me, in order to transcribe the 

interviews afterwards.  

Finally, the interviews were carried out in Danish, in order to get the most natural and 

undisturbed answers, and create a good atmosphere in the interview situation. This could lead 

to biases in translation, but I have tried to translate all phrases and words righteously. 

2.5 Empirical considerations focus group interviews  

As mentioned in the introduction, besides the 1-1 in-depth interviews, I have chosen to 

conduct interviews with the older part of tweens in the age of 13-15 in order to explore what 

characterises the online generation. The reason that I decided to conduct research with tweens 
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is that marketers refer to children and teenagers as powerful and autonomous agents in the 

new digital economy. (Montgomery, 2009:12) The marketing industry has in the recent years 

categorised tweens as super-consumers (Tufte, 2007) (Cook and Kaiser, 2004) (Lindstrøm, 

2003) and more market representatives therefore search for understanding on how children 

and young people develop thoughts and behaviour towards consumption. (Translated from 

Tufte, 2007:38) This is especially the case in relation to technical products, where children 

have often greater technical knowledge than their parents. (Martensen, 2007:1) According to 

Martin Lindstrøm, ―Almost every aspect of today’s tweens is different from what we have 

seen among past generations. They’ve grown up faster, are more connected, more direct and 

more informed. They have more personal power, more money, influence and attention than 

any other generation before them. No other generation has ever had as much disposable 

income as this one.‖ (Lindstrøm, 2003:1) 

Based on these observations, one can assume tweens to be able to assess knowledge on how 

the new online generation can be characterised and they will therefore appear as part of the 

basis for my primary data.  

Regarding qualitative research with the tweens, I decided to carry out a focus group interview. 

Focus group interviews are very useful in order to spur reflections and discussions amongst 

interviewees and if conducted properly, it can seem as a very relaxed and natural way of 

conducting an interview, which I find important, when interviewing young people. 

Nevertheless, when conducting both qualitative, as well as quantitative research with tweens, 

many precautions and considerations are necessary to underline in order to support the 

validity and legitimacy of the interviews.  

For the focus group interview, I find it relevant to underline considerations such as 

recruitment of participants, the question guide and interview situation, as well as ethical 

considerations. 

2.5.1 Recruitment of participants 

When recruiting the participants for the focus group, I found age and gender the most 

important criteria. Gender because boys and girls are very different, and they therefore 

hopefully would express different opinions. Age because I wanted older tweens to participate, 

based on theory and assumptions mentioned. Therefore the focus group consisted of three 

boys: Oliver, 15 years old, Sander, 13 years old and Asger 14 years old, as well as three girls: 

Sofie, 14 years old, Liv, 15 years old and Xenia, 13 years old, as I hoped that they would help 
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enlightening my question of what characterises the online generation, in the most fulfilling 

way. The children did not know each other beforehand, but were all from Zealand.  

Unfortunately, it was not possible to make a geographical or behavioural recruitment of the 

participants in the focus group interview. I know that this can cause misleading observations 

throughout the thesis, as the participants of the focus group neither represent all Danish 

tweens, nor necessarily the leading digital frontrunners and early adapters of the society.  

2.5.2 Interview guide and interview situation  

As mentioned, an interview is a situation with definite asymmetrical power (Translated from 

Kvale, 1997:131), because the situation is set up artificially and because it is the interviewer 

who decides the topics for the conversation. This distance in power is being further enhanced 

in an interview situation between an adult and a tween, where there already is an 

asymmetrical power relation in the sense of natural authority. This can easily result in the 

answers being influenced by this asymmetry, as the tweens could feel that there is a correct 

answer to the question, which they must find in order to please the adult interviewer. 

(Translated from Tufte, 2007:70) 

The interviewer must therefore try to prevent this from happening, by creating a nice 

atmosphere, and informal conversation, where the child feels safe and not pressured into 

answering in a certain way. 

I therefore avoided using any academic language, and furthermore told the tweens that I was 

sincerely interested in their opinions and that they possessed knowledge that me and other 

adults do not possess, which would make them co-researchers on the field. (Translated from 

Tufte, 2007:64) This will prevent the tweens’ from feeling in lack of competence or 

misunderstood. 

As in the 1-1 interviews, I used a semi-structured question guide and the conversation was in 

Danish in order to grasp original language and slang from the tweens, and to avoid biases, 

such as misunderstandings or making the tweens not feeling natural and relaxed when 

answering the questions. This might lead to some biases in translation, but I have tried to 

capture the essence of all phrases and words the most comprehensive way.  

Furthermore, it is important to appear trustworthy, and tell the tweens that I will keep a 

professional secrecy towards all personal information. This is important for ethical reasons, 

but also in order to get the most honest answers on sensitive subjects.  

Finally, it is important to be aware of the tweens’ nonverbal action, which means that the 

interviewer must be aware if the tweens feel uncomfortable during the interview by for 
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example avoiding eye contact, become restless, turn away etc. This can be difficult in an 

interview with 6 tweens, but is necessary in order to keep them interested and comfortable 

during and after the interview. If signs like that occur, one could either take a break, or start 

talking about something completely different in the tweens’ favour.  

As the 1-1 in-depth interviews, the focus group interview was tape-recorded, which could 

diminish the relaxed and comfortable atmosphere. However, it was necessary for me, in order 

to transcribe the interviews afterwards.  

2.5.3 Ethical Considerations 

In praxis, the interviewer is ethically right by gaining consent from gatekeepers in the home 

or where else the interview takes place. (Scott, 2000) This could be consent from teachers, 

parents or legal guardians of the tweens involved in the interview. 

I respect this, as I as the interviewer had personal contact with the tweens for almost an hour 

and could influence and affect them. 

Therefore I had conversations with all parents and tweens before the interview, explaining 

them about the subject and their contribution to my thesis. Everybody expressed to have a 

comfortable and good experience during and after the interview. 

2.6 Empirical considerations questionnaire 

Besides a qualitative focus group interview with tweens, I also chose to conduct a quantitative 

questionnaire with the same age group, tweens in the age of 13-15 years. Where my 

qualitative research on tweens gave in-depth sights of the behaviour of this group, quantitative 

research gives a more representative outlook of the entire generation. These two methods 

could in combination help me get a broad view of the tendencies amongst tweens today and 

their digital habits and preferences. 

Nevertheless, there are also here considerations to be made, especially with regards to the 

tweens. I have chosen to underline the importance of the question guide, as well as reliability 

and ethical considerations. 

2.6.1 Question guide 

Questionnaires are a popular means of collecting data, because of their many advantages. 

They can cover a large number of people and a wide geographic coverage and they are 

relatively cheap, especially when conducted online. Furthermore, there are no interviewer 

biases that can lead to asymmetrical power relations and the respondent can be anonymous, 

which can lead to more honest answers. 
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Nevertheless, when formulating a question guide to a questionnaire towards tweens, one must 

be aware that tweens have a poorer ability to concentrate for a longer period than adults and 

that the questionnaire need to be more concrete. (Translated from Tufte, 2007:64) 

Additionally, the interviewer is not nearby to evaluate the interview situation, by for example 

taking small breaks during the interview, why the questionnaire must furthermore be shorter 

than a question guide for adults. Moreover, the interviewer is not present to answer any 

questions, which makes it important for the question guide to be precise and may be 

supported with several choice-options and examples to help the respondent.  

My questionnaire was therefore a simple questionnaire with a mix of open and closed 

questions, multiple-choice questions, with the possibility for the respondent to explain the 

answers further if needed.   

Again, all questions were in Danish to avoid biases, such as misunderstandings and the 

tweens not feeling natural and stress-free when answering the questions. This might lead to 

some biases in translation, but I have tried to capture all phrases and words in an honourable 

manner. 

The questionnaire was distributed by surveymonkey.com, a free web based system used for 

questionnaire surveys. It was conducted online virally, which means that it was send out via 

my network through facebook, MSN and Arto towards 13-15 year olds and answered by 100 

tweens all over Denmark. I am aware that this kind of distribution can rise both ethical and 

reliability debates, but I chose this way due to the nature of my research question. This will be 

elaborated in the following.  

2.6.2 Reliability and ethical considerations  

As argued, quantitative research is a good tool for research, because of the mentioned 

advantages of measuring a broad number of opinions in a statistical manner. This can conflict 

with the constructivist way of viewing the world as an interpretive paradigm with not only 

one truth. However when utilising the quantitative primary data, as supplement to my 

qualitative research, I think that a constructivist approach is still justified. 

Nevertheless, where qualitative research primarily deals with assessing validity, quantitative 

research must also take account of reliability as an evaluation criteria. Reliability tells you if 

you have a representative outlook, and thereby the extent to which a measure, procedure or 

instrument yields the same result on repeated trials (Eriksson and Kovalainen, 2008:292).  

As my questionnaire was conducted online virally amongst 100 completely random tweens in 

the age of 13-15 years in Denmark, through facebook, MSN and Arto, one can argue that 
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reliability is not obtained, as no specific recruitment of respondents was made.  

Nevertheless I chose this kind of distribution in order to capture the most insistent 

representatives of the online generation, hence those who would receive and answer a 

questionnaire sent via a social media.  

I therefore view my quantitative research as reliable in the sense of it being a representative 

viewpoint of my target group, the powerful and autonomous agents in the new digital 

economy (Montgomery, 2009:12) rather than a reliable outlook of tweens in Denmark today. 

Furthermore, my viral distribution of the questionnaire can cause ethical issues due to the fact 

that I did not gain consent from the interviewees’ parents or legal guardians.  

Nonetheless I chose this solution to my questionnaire in the nature of my research question, as 

more and younger people get their own virtual identity and own email address, as well as 

more social community profiles everyday.  

My opinion is that sending out online questionnaires is not morally unacceptable and can not 

affect the tweens in any damaging way.  

2.7 Handling the empirical material 

When data become recorded, gathered, and organised, related or interpreted within a 

framework so that meaning emerges, a data process begins and data become information. As 

mentioned, I chose to collect three types of primary data; 1-1 in-depth interviews, a focus 

group interview and an online questionnaire.  

The collected data from the questionnaire was recorded, collected and analysed by 

surveymonkey.com, through which the questionnaire was distributed. Recording, collecting 

and analysing data is part of the system that Surveymonkey.com provides its users with.  

The qualitative data was on the other hand recorded, gathered and organised own-handed in a 

long process of recording the interviews at present, writing remarkable gestures down strictly 

afterwards and transcribing the entire interviews during the following weeks. When all 

interviews were transcribed, I organised the transcriptions by highlighting important points 

and quotes in different colours due to different subject areas. 

My ambition with the gathered data is to draw patterns regarding the research questions based 

on the empirical material gathered. However, the purpose is not to find a unanimous answer 

to the research questions, rather to seize the various opinions, reflections and point of views 

towards the research area in order to legitimise and underline discussions throughout the 

entire thesis.  
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Therefore there will not be represented a chapter containing the gathered findings, as I think 

that it would simplify the interviews in a too categorised way.  

As mentioned, I have transcribed all the interviews and will use these transcriptions 

throughout the thesis by referring to the statements of the different interviewees in quotes and 

point of views. 

This is especially the case for the 1-1 in-depth interviews, whereas I will refer to the focus 

group interview and questionnaire with tweens in a broader sense, by picking up on 

tendencies and an overall picture. However, exciting points, statements and quotes will be 

highlighted in order to underline tendencies, trends or other reflections. 

2.8 Recapitulation 

This chapter has described methodology utilised throughout the thesis.  

Initially, a theoretical framework of theory and the secondary data used was presented in 

order to give the reader an overall overview of all data used for enlightening the research 

question and sub questions.  

Following, it was important to underline that this thesis is based on the interpretive paradigm, 

where reality is believed as a social constructivist phenomenon, with room for many truths 

and explored with a mainly inductive approach.  

Important terms used throughout the thesis were then explained, as well as my use of primary 

data. Considerations concerning primary data gathered were thoroughly described, separated 

into qualitative 1-1 in-depth interviews with relevant decision makers, qualitative focus group 

and quantitative questionnaires with tweens in the age of 13-15, assuming that they are the 

early adapters to represent the new online generation. 

Finally, how the gathered material was handled established that the purpose with all the 

interviews is not to find a unanimous answer to the research questions, but to grasp patterns of 

the online generation, as well as to get the hold of the different point of views towards the 

research area to underline discussions throughout the entire thesis.  
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3. What characterises the online generation? 

 

‖When I come home from school, I turn on the computer to be connected with my friends 

online‖. These are the words from 15 year old Liv from my focus group interview. She is a 

good example on today’s young generation and their use of digital goods.  

More and more people have a massive use of digital products. My online questionnaire 

showed that 100 percent of my interviewees had a mobile phone, 96 had their own computer, 

55 percent a Playstation, just to look at some of the numbers. These numbers were supported 

in my focus group as well, who told me that that they often had several of the digital goods 

turned on at the same time. They would for example often watch TV, whilst being online on 

facebook. According to Thomas Conradsen: ―It is almost mainstream to be online 

everywhere. We read the news and emails and update our facebook, all while the Metro 

transport us to and from work.‖ (Translated from Conradsen, Generation internet vil være 

online 24/7, 2010) 

I will throughout this chapter portray and discuss this tendency and others in exploration of 

what characterises the online generation. The explored tendencies and characteristics of the 

online generation help legitimise my second sub research question of how the online 

generation influences on the future role and structure of advertising-, media- and web 

agencies in order to finally explore how marketing agencies can adapt to the online 

generation.   

The characteristics of the online generation will be explored by utilising theory and secondary 

data, as well as my own qualitative and quantitative findings with today’s tweens. 

The interviews with tweens will, as mentioned in the research design, be used and viewed 

upon as interviews with ―early adopters‖ of new technological tendencies in order to 

enlighten how the current and future generation will react towards new online initiatives. 

Nevertheless, it is important to stress that the online generation includes both today’s 

consumers in all age ranges and social classes, but that the behaviour of the young generation 

today reflects the tendencies we furthermore will see in the future. 

This chapter will initially treat the current arising occurrence of Web 2.0, as we see more and 

more widespread. Examples will presented and I will try to discuss what the phenomenon 

means for the online generation and their communication platform now and future wise. 

Furthermore, I will discuss how companies can utilise Web 2.0 by for example creating open 

innovation and viral marketing. 
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Secondly I will try to outlay the speculations of the new web, also referred to as the semantic 

web or Web 3.0 and what that could mean for us in the future. 

The aspect of mobilisation and mobile marketing will then be treated, as well as other digital 

goods and distribution channels which are consumed and utilised in an increasing extent 

everyday. 

Finally I will discuss and recapitulate what characterises the online generation now and in the 

future. 

3.1. Web 2.0  

―Web 2.0 is a set of economic, social, and technology trends that collectively form the basis 

for the next generation of the Internet - a more mature, distinctive medium characterized by 

user participation, openness, and network effects.‖ (Musser, 2007:7)                                                     

Web 2.0 is a term that is invented by Tim O’reilly, presented at a conference in 2004 and 

which entitles the second generation of internet services based on the principle to see the web 

as a platform. (O’reilly, 2005) The idea was that the Internet and the computers navigating on 

it would be able to navigate faster and smarter, as the Internet would turn into one global 

communication platform where search engines and thereby users easily could find each other 

and connect.  

Whilst we are still utilising and developing the facets of Web 1.0, such as emailing, online 

shopping and information search, Web 2.0 has accomplished to include a social aspect into 

the Internet, which has changed many ways of communication, marketing and product 

development, and that is why I find the phenomenon interesting to explore in this thesis. Web 

2.0 is about creating relations between people in cyberspace by the use of social software. The 

new media technologies have resulted in a shift from audience to user, because the boundaries 

between reception and production, as well as mass communication and 

interpersonal/interactive communication vanish. (Translated from Sørensen, 2001:14) 

According to Darlene Fichter from the University of Saskatchewan Library, ―In the Web 1.0 

world, we viewed Internet marketing just like other marketing channels. We could design a 

marketing plan, target our audience, and choose appropriate vehicles to get our message out: 

print ads, radio and TV spots, banners, posters, newsletters, direct mail. Internet banner ads, 

text ads, and online press kits were additional channels. With Web 2.0, we need to consider 

not only the new means of reaching our online audience but also the new nature of the social 

web.‖ (Fichter, 2007) Web 2.0 has in this context leaded to some complications for 

companies utilising interactive communication, as ―With Web 2.0, you don’t control the 
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message—everyone can create and shape the message. People post compliments and 

complaints to your brand that can be discovered by thousands of Internet users. Peers listen to 

and trust these reviews. If you’re in charge of marketing, this should be something that keeps 

you up at night as you ponder the best approaches to developing and protecting your brand 

online.‖ (Fichter, 2007) When discussing Web 2.0, I find this issue very relevant. Because, 

part of utilising Web 2.0 also involves letting go of control, which can be very difficult for 

marketers. This problem will be touched upon more times throughout the thesis.                                                                      

The term Web 2.0 covers a lot of different communication tools such as blogs, wikis, 

knowledge sharing and open source programs, video- and photo sharing sites, as well as chat 

programs and social networking sites such as facebook, myspace, linkedin and the like. This 

will be elaborated on in the following. 

3.1.1. Web 2.0 as communication platform 

With the arising of Web 2.0, many new features started to appear on the online scene. 

Interaction is the key word and people’s need for connecting online and sharing personal, as 

well as professional information with each other is only increasing. One can argue that two 

tendencies have appeared on the online scene due to the technologies of Web 2.0; First of all 

intellectual property sharing, which is exemplified in sites like Wikipedia, WikiLeaks or 

Flickr, where people are creating value together, and secondly social interaction demonstrated 

in sites such as facebook, linkedin, Plaxo or the like, where people are connecting, networking 

and communicating. The most popular features and sites that have arisen with Web 2.0, as 

well as how way the affect our lives will be presented in the following. 

 Weblogs, or ―blogs‖ as almost everybody calls it, are often used as an online diary, 

where people write about everything from their daily experiences, travels or opinions 

on different matters. This is a way for people to express their beliefs to the masses, 

being listened to and participate in debates all over the world. Blogs have further 

developed and is now also used as political, journalistic or marketing tools, as for 

example Dorthe Toft from business.dk who used blogging to raise questions on Stein 

Bagger and IT Factory (bizzen.blogs.business.dk), Jarl Cordua (jarlcordua.dk), who 

has become quite successful in the media due to his blog on politics, or the fashion 

girls of anywho.dk who are setting the trend of clothing in Denmark via their blog, 

while earning money on advertisers. Blogging is a widespread phenomenon today, but 
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nevertheless, when conducting my interviews, I saw a pattern of young people not 

using blogs at all. When I asked them whether they had a blog, Xenia, 13 answered 

―No, but I think that my dad has one‖. To that Oliver Added ―Yeah, not many people 

have that anymore‖. Furthermore my questionnaire showed that only 3 percent had a 

blog and 16 percent read blogs on a weakly basis. In comparison entire 98 percent had 

a facebook profile, and 86 percent a MSN account. It can and will be discussed later, 

if this is because the tweens are not so good at formulating themselves in long blogs, 

or because the phenomenon is slowly vanishing from the internet-sphere. 

 Wikis. A wiki can be characterised as an interactive online dictionary or user-

generated encyclopaedia. Each and every article has an ―Edit this page‖ button, 

allowing anyone, to add or delete any content on any page. What would surely seem to 

create chaos has actually produced increasingly respected content which has been 

evaluated and revised by the thousands of visitors to the site over time. (Lih, 2004:3) 

Wikis provide various sites with information to the Internet which have been written 

and corrected by several interested people that all possess knowledge on the subject. 

Nonetheless, the openness of a wiki has caused many people to instantly reject and 

find the idea strange. Where does all the information come from? Is it reliable? What 

stops people from vandalising a wiki until it dies? People assume that because anyone 

can edit a wiki at any time, the wiki must be flawed. (Brain, 

computer.howstuffworks.com:2010) Nevertheless, Wikipedia is today bound to be 

more accurate for major topics; if you have 1000 experts contributing versus 3 to 5 

experts, the social graph will win any time. However, conversely for niche products, 

where you have 2-3 contributors versus 2-3 encyclopedia experts, the experts will 

provide more reliable information. (Qualman, 2009: 23) According to University of 

Hong Kong assistant professor Andrew Lih, wikis provide the ability to track the 

status of articles, review individual changes, and discuss issues, they function as social 

software, acting to foster communication and collaboration with other users. While it 

may take five or ten seconds to deface one article, it can be quickly undone by others 

with just one click of a button. This crucial asymmetry tips the balance in favor of 

productive and cooperative members of the wiki community, allowing quality content 

to emerge. (Lih, 2004:4) Examples of wikis are Wikipedia., WikiLeaks or Amapedia. 

 RSS stands for really simple syndication and pulls in information from different 

websites into one page, so that users can aggregate news that is relevant to them. 

(Powell et al., 2009: 180) A typical example on this is Google, where it as a search 
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engine will contain a link to the site in which the news feed has been published, and 

often a link directly pointing to the item in question. This has made many marketers 

speculate in SEO, meaning search engine optimisation, where for example Google 

Adwords or consumers’ debates in forums can make the companies rate higher on the 

search engines both paid and organic, and thereby generate more traffic on the 

company’s site. 

 Knowledge sharing sites and open source software are also boosting nowadays. 

Interactive technologies have resulted in more participation cultures, where digital 

media are tools to user generated content and different kinds of content exchange. 

That has changed people’s media use and low-cost and user-friendly technology has 

made it possible for ordinary people to produce and distribute media content. 

(Translated from Nyboe, 2009:50) This tendency of consumers turning into so called 

―prosumers‖ (consumers + producers) and feeling like a part of the information and 

product development process is highly utilised by the users today. Where the term 

knowledge sharing site, refers to sites such as www.vark.com, or www.about.com , 

where people are willing to share information and content in the sense of knowledge 

with each other, open source programs refer to software products that allow users to 

use, modify and redistribute the software. Software is hereby run by and run for users 

and examples on this are programs such as www.openoffice.org  and www.linux.org. 

The motivation for sharing for free is a tendency that has boosted on the Internet, and 

research indicate that motivation was based on primarily social incentives, as well as 

to learn and develop new skills. (Feller, 2005:20) Free and open source software 

communities have demonstrated that practicing openness and information sharing in a 

peer-production setting can result in the creation of complex technological products 

that approach, and sometimes rival, the scope and quality of similar products produced 

by proprietary efforts (Feller, 2005). The concept of open source software can also be 

utilised in company regime, by letting the users develop exactly what they want, rather 

then waiting for a company come up with the idea. I will elaborate on this following, 

referred to as open innovation.                                                                                                                                    

 Photo and video sharing sites have also made a great appearance on the internet scene 

due to Web 2.0 technologies with possibilities to share, comment on and forward 

interesting pictures or funny videos. www.flickr.com, www.picassa.com and other 

sites others are widely used by people all over the world for photo sharing with family 

and friends, while www.youtube.com has almost taken oven the video sharing world. 

http://www.vark.com/
http://www.about.com/
http://www.openoffice.org/
http://www.linux.org/
http://www.flickr.com/
http://www.picassa.com/
http://www.youtube.com/
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To support this, one can look at my online questionnaire, where 64 percent of the 

tweens have mentioned yutube.com in their top three of favourite websites. Sites like 

this have enhanced the way we involve others in personal insights of our lives. By the 

presence of the photo and video sharing sites, people have got used to sharing personal 

pictures and promoting themselves on the internet. 

 Finally, chat programs and social networking sites such as facebook, Myspace and 

MSN are the big winner of Web 2.0 sites. Social networking sites are continuously 

growing and latest numbers showed that for instance Facebook inc. has surpassed 500 

million users worldwide. (Guynn, Los Angeles Times, 2010) Furthermore, as 

mentioned, 98 percent of my interviewees in the online questionnaire has a facebook 

profile, 86 percent a MSN account, 48 percent an Arto, Twitter or MySpace profile 

and 16 percent a Skype account. Finally, 94 percent mentioned facebook in their top 

three of favourite sites on the Internet. These participatory online platforms enable 

users to create personal home pages, where they can chat, post photos, videos and 

music. Chat programs and social networking sites also function as a way to be 

connected with friends all the time. 81 percent of my interviewees answered that they 

go online when they come home from school, where they have just been with their 

friends. Liv, 15 elaborates this in the focus group interview, as she argues that ―it is 

important to be online, because something always happens in there, and you don’t 

want to miss anything‖. Her choice of words in there made me wonder, whether the 

virtual world is seen as an other world, then the physical world. To this Sofie, 14 

answers: ―You can say that in a way, like we don’t talk about the little things that 

happens online in school the next day for example, only the big things- like if 

someone broke up or something.‖ This is a quite surprising fact for I think, as it tells 

that there still is a difference in the online contra the offline world today. Besides that, 

there are also other social networking sites, which are not in the questionnaire, as they 

are targeted to adults. Professional networking sites such as linkedin.com is frequently 

used for creating work related connections, whereas dating sites such as for example 

dating.com or elitedating.dk are used for adults to meet each other. These sites have 

arisen because of people’s busy lifestyles and are today accepted as a dating form, also 

because technology can create profiles to match each other due to preferences.  

Networking has been the big buzzword recently, especially due to the mentioned social 

networking sites, and this have affected both our personal and professional lives. Networking 
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has always been important both in social and professional matters, but seems more transparent 

and frequent now due to networking sites inspiring people to connect, instead of the old 

fashioned way of exchanging business cards. What once took place periodically around the 

water cooler, is now happening in real time. (Qualman, 2009:43) People are no longer 

exchanging phone numbers; they are exchanging each other’s social networking information. 

As Qualman states: ―Are you on facebook?‖ is the new ―Can I get your phone number?‖ 

(Qualman, 2009:47) Furthermore, I discovered a sense of competition in my focus group, 

discussing social networking sites with my focus group. Especially considering how many 

friends they had on facebook. It was 15 year old Liv who had the most, and it was obvious to 

see how proud she was when she triumphed by sharing her 437 friends with us. 437 friends 

for a 15 year old girl! That seems surrealistic, but it is nevertheless a quite common amount 

for this generation. Yet, when I asked her how well she knew all these people, she explained 

that a lot of them were people she had met once or twice, and some were more her parent’s 

friends, rather than her own. This illustrates a good picture of the informality there lies in this 

kind of network, rather than if one should have each other’s phone numbers. In extension, it 

can be discussed whether Web 2.0 has changed our generation’s way of communicating as we 

are more informal in our way of communicating and might even more shallow? To that 

Asger, 14 argues: ‖It is just easier to chat on the Internet, more informal if you can say that.‖ 

Xenia, 13 agrees and adds: ―Its way easier than having to call someone.‖ Oliver, 15 agrees, 

saying: ―It’s also easier to chat with a girl that you like, for example, more lala you know- it 

doesn’t have to mean that much.‖   

Finally one can argue that social networking sites has lead to further competition of who is 

living the coolest life via photos, videos, status up dates and microblogging on facebook, 

twitter or the like. One can even argue that they have started designed their own identity in the 

uploaded virtual reality. Design is an informal indicator of economic performance, cultural 

regeneration and social well-being (Julier, 2008) and by designing your own profile on the 

mentioned Web 2.0 sites, you can design your life to be whoever you want to be. I can use 

myself as an example, as I recently posted ―..eating moules frites and drinking vino rosé in the 

south of France.. Life is great!‖ This was purely done to stage myself a certain way. Again it 

is about designing your own profile by uploading pictures and telling great stories and 

anecdotes about yourself. This can be considered a good thing, because as Qualman argues: 

―People are actually living their own lives, rather than watching others.‖ (Qualman, 2009:44) 

Nevertheless, one can wonder, when people really are out and living their life and yet have 
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time to post it on facebook, are they then really living it? Technology apparently seems to 

have marked us so much, that it is only natural for us to share it with our 400 friends on 

facebook, while we are living it.  

Of course there are still those who find it cool to seem like they are offline by not 

participating in all of these online activities. However, according to Anne-Marie Dahl from 

the agency Futuria, many of those who appears to be offline at for example facebook, are 

actually online. They just want to signalise that they are offline when it suits them. 

(Translated from Conradsen, Findes der overhovedet offline-mennesker?, 2010) 

3.1.2. Web 2.0 as a business tool   

Web 2.0 focuses on C2C (consumer to consumer), as it relies on interaction. Yet, this 

phenomenon has made it important for the consumers to be involved in the marketing, both 

when we are talking about B2C or B2B marketing. As Dellaert agues: ―The fact that the 

Internet allows consumers to play a more active role has further contributed to a more 

differentiated view of consumers highlighting their role as emancipated actors in value 

creation processes.‖ (Dellaert, 2000) Consumers are getting wiser as the Internet gives them 

the possibility to search for the exact products they need. Due to the mentioned Web 2.0 

features, they can furthermore read reviews, check prices and write their own reviews on the 

product afterward. Advertising Director at Berlingske Media, Søren Hyldgaard states: ‖By the 

presence of all the transparent Web 2.0 tools, it is the companies’ job to make sure that the 

consumers will give the correct reviews. And they only will, if everything is as it should be. 

Because the world is very transparent right now due to for example online search and 

communities judging price and quality. So the consumer is and will in the future be more 

conscious about price and quality, which naturally calls for initiatives in the detail-industry.‖ 

This has forced more and more companies to actually listen to their consumers in a higher 

degree in attempt to give them what they need to keep them satisfied. Therefore, making the 

consumers being involved in the various marketing processes is a tendency we se more and 

more often. With the development of Web 2.0 and the virtual social interacting it has created, 

companies can gain a lot of information and product development ideas from the market by 

simply observing and analysing how it interacts. One can refer to this as open innovation. 

(Chesbrough, 2003:37) 
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3.1.2.1. Open Innovation 

By utilising open innovation, companies can commercialise both internal and external ideas 

through channels outside of their current businesses in order to generate value for the 

organization (Chesbrough, 2003:37). This means that in order for companies to think more 

creative they have to use other resources and competences besides those inside the company. 

By in that way using others’ intellectual property and experiences, companies will gain 

knowledge and ideas, they might not know existed. The boundaries of the company and the 

market is thereby more leaky, which makes it easier for companies to communicate and 

innovate with the market in the sense of experts, competitors, as well as customers and users. 

Thomke and Von Hippel furthermore introduced one more other aspect of open innovation, 

where the companies are not only drawing knowledge from the consumers, but also are letting 

them interact along with themselves. By letting the consumers be co-innovators and co-

developers of the company’s products, customers will se themselves as partners in value-

creation. (Thomke and Von Hippel, 2002) Von Hippel further argues that the ongoing shift of 

innovation to users has some very attractive qualities. ―It is becoming progressively easier for 

many users to get precisely what they want by designing it for themselves. And innovation by 

users appears to increase social welfare. At the same time, the ongoing shift of product-

development activities from manufacturers to users is painful and difficult for many 

manufacturers. Open, distributed innovation is ―attacking‖ a major structure of the social 

division of labor. Many firms and industries must make fundamental changes to long-held 

business models in order to adapt.‖ (Von Hippel, 2005:2) 

In some Web 2.0 knowledge sharing sites, such as open source software as mentioned before, 

the boundaries are completely broken down and processes can actually not at all be managed. 

Yet, in other aspects, such as product development there is still a big need for the internal 

R&D department. But today their function could in open innovation cases be seen as project 

initiators as it is up to them to start up the research of ideas, as to make use of these external 

inputs and screen them in order to get hold of the value adding ideas and combining them 

with the best internal ideas for the company to gain competitive advantage. Open innovation 

in that sense is therefore still controlled by management in the sense of deciding which inputs 

to realise and which simply to use for inspiration.                                                                                                                                                                                                                                             

When making innovative efforts, one must of course consider which industry the company is 

in and in which parameter it needs innovation. Some companies, as for example medical 

companies, highly rely on specialised skills and expertise, when developing new 
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pharmaceutical inventions,  while others are more commercially market driven and open 

towards the public.                                                                                                                                                                                            

The following example of LEGO’s initiatives illustrates how a company can use web 2.0 in 

the marketing process and gain awareness, good ideas, as well as market-knowledge from an 

open innovation and co-creating process.  

LEGO 

The name LEGO is an abbreviation of the two Danish words ―Leg Godt‖, meaning ―Play 

Well‖, which is the name and ideal of the toy manufacture company (Lego.com). The 

company has positioned themselves as a very strong brand over the last 70 years, and my 

assumption is that the success of LEGO is due to their innovative way of communicating and 

cooperating with the customers and users of their products. LEGO deals a lot with consumer 

involvement, which is why, I have chosen to use the company as an example of good 

distributed open innovation.  

First of all, LEGO has the feature of LEGO Design by Me on the website (Lego.com Design 

by Me). At Design by Me, you can design your own LEGO model, due to a specialised 

software program you can download on the website. Furthermore the users are able to upload 

the design on LEGO’s website and actually order the model online; getting LEGO employees 

to build the users’ customized design. LEGO enthusiasts can also enter competitions by 

manufacturing different designs due to different themes and be selected as one of the winners 

of LEGO Design by Me Competitions and be able to see their own models being sold as real 

LEGO sets. This way of executing consumer involvement has thereby resulted in incremental 

product innovation, as well as generated traffic on the company’s website. 

Besides, the LEGO factory, LEGO has secondly created the concept of the FIRST LEGO 

League, which is a technology tournament for children in the age of 10-16 years 

(Hjernekraft.org). FIRST LEGO League is a global programme for children, which LEGO 

has developed in cooperation with the organisation FIRST. FIRST is an American non-profit 

organisation which purpose is to stimulate the children’s interest in science and technology 

through motivating teaching efforts. FIRST stands for; For Inspiration and Recognition of 

Science and Technology (Hjernekraft.org). The theme for 2008/2009 was ―Climate 

Connections‖, where 140.000 children from 49 countries worked on solutions towards today’s 
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climate issues. The theme for 2010 is ‖Body Forward‖ and the children are to work on 

solutions on issues concerning ―Our body‖. This is another very good effort from Lego 

concerning distributed open innovation, as it besides creating new products, contributes to the 

company’s Corporate Social Responsibility and creates promotion for LEGO.  

Finally, LEGO has also established a LEGO Ambassadors program, which consists of a 

community-based team of adult LEGO enthusiasts who are committed to sharing their 

knowledge and building expertise with the world-wide LEGO community of kids, fans and 

collectors. The mission of the LEGO Ambassadors is to help inspire LEGO builders of all 

ages and from all across the world to create, imagine, design and build. This program 

establishes a formal relationship between the accredited Certified Professionals and the 

LEGO Group that is of great benefit to both parties. (Lego.com Ambassadors program) 

It is my assumption that all of these efforts concerning LEGO’s distributed open innovation 

concerns all the parameters in LEGO’s parameter mix, in the sense of product development, 

placement in the means of distribution, CSR promotion and thereby competitive advantage 

that allows LEGO to charge prices above market prices. This effective way of conducting 

open innovation can therefore be both used in order to create promotion for LEGO, but also to 

help the company with daily innovations in the sense of improvements and ideas to existing 

products. 

3.1.2.2. Viral marketing 

As the case of LEGO showed us, besides a good product, it is furthermore important for the 

company to create an experience out of the promotion and distribution. As post modern 

consumers search for experiences in all situations (Firat & Schulz, 1997), companies have 

started involving the consumers more and more in the promotion as well as in product 

development. One approach in doing that is by letting them be a part of the distribution of the 

promotion, without any control or restrictions. This has resulted in the new phenomenon 

called viral marketing, as an outcome of this.                                                                                                                                                    

The concept of viral marketing is actually inspired from a computer virus. Viral marketing 

refers to a video clip or similar media that is propelled socially over networks to drive brand 

awareness and experience. (Powell et al., 2009:180) Viral marketing is an online version of 

word of mouth marketing; an online campaign so good that internet-users want to send it 

forward to their network. The users who initially discover the viral campaigns are called 
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online influentials. Besides possessing a lot of online knowledge, they function as opinion 

leaders in their often large network, which is why viral campaigns must appeal to these online 

influentials.(Translated from Hansen and Jensen, Kommunikationsforum.dk:2006) This is 

done by making the videos authentic and in good quality and by uploading the videos on 

specific sites used by these users. It is because of Web 2.0 that the consumers will be able to 

spread the videos and send it to their network and furthermore be willing to upload their own 

videos to the public, as seen more and more on for example youtube.com, where people are 

uploading funny home videos constantly.   

Viral marketing is said to be able to reach both wider and more intensively to consumers than 

a normal add, which might be because the sender is more trustworthy then when it comes 

directly from a company. This is also why the campaign must be authentic, and thereby not to 

commercialised. However, viral marketing can also be shaped in a more incentivised viral 

way with prices to win or rewards offered for passing the video along, which furthermore will 

increase the attention level of the consumer, but contradictory decrease the reliability of the 

company.  

Quiksilver 

In order to illustrate viral marketing and its effects, I have used the worldwide corporation 

Quiksilver as an example. Quiksilver is a corporation that designs, produces and distributes 

clothing, accessories and related products for young-minded people and develops brands that 

represent a casual lifestyle-driven from a board riding heritage. (Quiksilver.com) In 2006 

Quiksilver in Denmark launched a video, which is a great example of viral marketing. The 

very successful campaign is called Dynamite Surfing (youtube.com) and is a made-up video 

clip where a group of extreme surfers goes surfing in a Danish sea in Copenhagen with help 

from dynamite.  

There has been much debate whether viral marketing actually works or not, as it is a very 

intangible phenomenon. However, surveys have now proved that it actually does. According 

to Charlotte Østergaard Jørgensen from Poets and Plumbers (Translated from Jørgensen, 

poetsandplumbers.com, 2008) some of the results of the campaign based on their calculations, 

proved: 
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 1 million viewings on the first week and whole 10.3 millions after two months and a 

spread to 186 countries and 1579 different blogs and websites. 

 In profit that means 12.48DKR profit for each DKR invested in Denmark and 

estimated 13.73DKR profit for each DKR invested in the rest of the world
2
 

This of course does not mean that all viral marketing will have the same effort, but it is a good 

example on the positive effect it gives, to open up your promotion to the users and letting 

them be involved in the distribution process. 

3.2. Web 3.0  

There are several suggestions on what the future holds for the Internet. These have led to 

many speculations of a Web 3.0 or also referred to as the semantic web. I will here try to 

present my understanding of what the concept and ideas of Web 3.0 is about.  

People often use the metaphor the freeway of information about the Internet. That means that 

the Internet is viewed as a huge road network, which people navigate on because the can read 

the road signs on their way, or know in advance where to go. In the semantic Web, the 

metaphor is transferred into the cars being able to read the road signs themselves and find 

their way around, which means that people can do something completely different, whilst the 

cars drive them around. (Translated from Norrbom, kommunikationsforum.dk, 2007)   

As the huge amount of websites and data only seem to increases, we more and more need to 

find a solution in order to navigate our way through it. The semantic web will help provide 

relevant information and associate it to other relevant information due to an understanding of 

the context. Both the context in for example a text, but also due to the context created through 

bites of data. (Translated from Frontbox.dk, 2010) 

According to various experts, the semantic web is to be coded in a way that enables 

computers to read and understand the information people give them. Until recently, 

computers have only been able to read signs and letters without understanding what they 

meant in other contexts than its own little database’s. The semantic web on the other hand, is 

not limited by signs, but understands word and sentences and is able to create associations 

between different phenomenon. (Translated from Norrbom, kommunikationsforum.dk, 2007)  

                                                 
2
 For more numbers and information: Jørgensen, Poets and Plumbers, 2008. 
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CEO at the web agency Deducta A/S, Steen Enegaard supports this assumption, believing: 

―Down to detail, web pages will be incorporated with search and there will be a constellation 

where the web works in cooperation with your behaviour, so your browser is not just a lot of 

islands with home pages, but that the control system or the browser begins to segment the 

Internet for you based on your interest and previous actions. I think that we will have fewer 

islands of web sites, thus more integrated. But it is going to take a while.‖ 

3.2.1 What will Web 3.0 mean for the future generation 

As mentioned, the purpose with Web. 3.0 is to understand a context in all the huge masses of 

data that exist on the internet. (Translated from Frontbox.dk, 2010) 

A concrete example could be making tasks like your search for movies and food faster and 

easier. Instead of multiple searches, you might type a complex sentence or two in your Web 

3.0 browser, and the Web will do the rest. For example, one could type ―I want to see a funny 

movie and then eat at a good Mexican restaurant. What are my options?‖ The Web 3.0 

browser will then analyse your request, search the Internet for all possible answers, and then 

organise the results for you. (Strickland, Computer.howstuffworks.com, 2008) 

Furthermore, many experts also believe that the Web 3.0 browser will act like a personal 

assistant. The more you search the Internet; the browser learns what you are interested in and 

the less specific you will need to be with your questions. Eventually you might be able to ask 

your browser open questions like ―where should I go for lunch?‖ and the Web 3.0 browser 

would consult its records of what you like and dislike, take into account your current location 

and then suggest a list of restaurants. (Strickland, Computer.howstuffworks.com, 2008) 

 

There have already appeared a few concrete attempts on Web 3.0 sites today. Nova Spivack, a 

semantic web entrepreneur has started to invent the concept of Twine (evri.com), which is a 

small piece of software that functions like an online-assistant for the user. It gathers all your 

mails, links and bookmarks on the Internet by a semantic categorisation and systemisation. 

Nevertheless, on March 11 2010, Nova Spivack announced that his company Radar Networks 

and its flagship product Twine have been acquired by Evri.com. In that context, he argues: ―I 

still believe that semantic meta-data is essential for the growth and evolution of the Web. It is 

one of the only ways we can hope to dig out from the increasing problem of information 

overload. It is one of the only ways to make search, discovery, and collaboration smart 

enough to really be significantly better than it is today.‖ (Novaspivack.com, 2010) 
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According to Joseph Basary, in ―The Advertising Handbook‖, Web 3.0 signifies how the 

Internet itself is learning a logical rationale of how to collect information and present it to us 

based on our habits. He describes the online community Stumble Upon 

(www.stumbleupon.com), which allows its users to discover and rate web pages, photos and 

videos, as an example of Web 3.0, as people who use it simply rate what they find good and 

bad and connect with each other by sharing their opinions. (Powell et al., 2009:183) 

Another example on an existing site which after my opinion comes close to the idea of a 

future Web 3.0 site, is called WolframAlpha.com and is a computational knowledge engine, 

where you can enter whatever you want and then it comes up with an answer far more 

contextualised and intelligent then I have ever seen before. Their long-term goal is: ―to make 

all systematic knowledge immediately computable and accessible to everyone. They aim to 

collect and curate all objective data; implement every known model, method, and algorithm; 

and make it possible to compute whatever can be computed about anything.‖ 

(WolframAlpha.com)  

Finally, it is worth reflecting, how Web 3.0 affects the current Web 2.0 tendencies as 

previously described. Of course this is difficult to speculate in, but my guess is that Web 2.0 

and online interaction is here to stay, and that Web 3.0 will function as supplement to those 

features. The entire web constellation might change concerning search and navigation, as the 

experts predict, but that will not affect people’s increasing need for intellectual property 

sharing and social networking. 

3.3. Mobilisation, mobile marketing and other distribution platforms 

It has been a known fact that mobile phones have become common item for anyone to have. 

My online questionnaire showed that 100 percent of my interviewees had a mobile phone. 

They all used it for text messaging and 97 percent used it to dial with. Nevertheless, a 

surprising number of entire 55 percent used it to go online with, whereas 39 of them did it to 

check their facebook profile. ―Time has become a very precious asset for the Danes. We use 

our breaks to be online and reply emails on the bus on our way home for example. This is 

today possible, because many new mobile phones contain all the features as we know from 

today’s laptops.‖ These are the words from marketing director Peter Berg from the Danish 

tele-company Telenor in an article from berlingske.dk. He further argues: ―Everything moves 

towards the fact that online access on your mobile phone soon will be a common item to have, 

http://www.stumbleupon.com/
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just like the mobile phone has been for many years.‖ (Translated from Conradsen, Generation 

internet vil være online 24/7, 2010)  

The tendency of people feeling the need to be online all the time has appeared in my research 

several times. For example 14 year old Asger, who described his urge to check his facebook 

several times a day. ―You obviously don’t want to miss anything that happens in there, or not 

see if anyone has written you an important mail to meet up or something like that.‖ This 

underlines the assumption that a lot of communication and presence have moved from offline 

to online nowadays.  

Advertising Director at Berlingske Media, Søren Hyldgaard supports this statement by saying: 

‖You can obviously see how much it means to people to be part of a network and to stage 

themselves a certain way to the public and one’s surroundings. You know, the fact that you 

are online all the time and do not unplug at any time. And I think that this will be the future, 

the world will be much more communicative and network-creating. But it will also more 

dominated by surveillance and feeling locked-up. You know, that you need to be present all 

the time, even when you are on vacation for example. You will constantly have the fear of 

missing out on something. And the boundaries between your private sphere and staging 

yourself to the public will slowly vanish. Because the young ones today, they are simply 

digital natives.‖ 

The tendency of needing to be online all the time is naturally enhanced by the new mobile 

facilities that enable you to be online constantly. This of course leads to many marketing 

speculations, which will be elaborated in the following.  

 

3.3.1 Mobile marketing  

According to Ekström and Tufte, mobile phones are becoming the most important marketing 

platform and mobile marketing will become one of the major forms of advertising and 

marketing in the digital age. They argue: ―People are becoming dependent on internet 

connected cell-phones and other wireless devices to access essential information, learn about 

entertainment, participate in community events, and shop, not to mention downloading games 

and music, which is already a major pastime for young consumers.‖ (Ekström and Tufte, 

2007:182) This is also supported by the fact that websites are starting to conform to the 

mobile platform and designing their sites towards the new distribution channel. The Danish 

tabloid Ekstra Bladet has for example had success with this, as they in a year (march 2009-

march 2010) have accomplished to double up their number of visits on the mobile site. And 
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furthermore the number of people visiting their hotmail via their mobile phone has doubled up 

in the same year. (Translated from Conradsen, Generation internet vil være online 24/7, 2010) 

This tendency was also represented in my online questionnaire, where 36 percent used their 

phone to vote in TV competitions, 18 percent to participate in competitions and 16 percent to 

download games and ring tones. Due to the fact that 100 percent had their own mobile phone 

as a representative for the entire youth generation in Denmark, these percentages could lead to 

a lot of money in a marketing perspective. 

Interactive Director at media agency Initiative Universal Media, Christian Strand does not 

have any doubts that mobile marketing will play a big role in marketing future wise, as he 

argues: 

―Everything will be more mobile. Content will appear on smaller and smaller platforms, and 

the mobile phone will play a bigger part in people’s lives. It has for many years, but now it is 

just much more advanced, it can go on the Internet, download applications etc. And Apple’s 

Iphone has of course led the way and pushed the other manufactures to make mobile phones 

with the same usability etc. And in time the mobile net will settle properly, and the tele-

companys will make more and more arrangements, so you will pay a established price to go 

on the Internet with your mobile phone, and then you can use it online as much as you want 

to. Right now, people do not really understand what it costs and they are afraid to receive a 

huge a mobile bill. And it will of course mean a lot for the advertisers if the consumers is 

constantly online, so you can reach them in a relevant and practical situations, as for example 

when they are out grocery shopping.‖  

Søren Hyldgaard agrees on this, saying: ‖It is definitely the mobile units we will turn to future 

wise. You can fix all of your stuff, while you are on the road, before you go to bed etc. You 

know the situation already; the mobile phone is within a meters radius from you no matter 

what and when.‖ 

When this is said, I can not help consider mobile marketing as yet a distributions channel for 

marketing, instead of a way of conducting marketing. Maybe it should simply be referred to 

as online marketing, as it seems as if it all comes out to that, but the future will provide us 

with so many different distribution channels that the platforms will all melt together. An other 

example on such a distribution platform could as well be Apple’s new platform, the Ipad. To 

this Søren Hyldgaard argues: ‖I think all these digital solutions, such as the advanced mobile 

phones, the Ipad, and Sony’s new item where all is integrated in colour screens, e-readers etc 

are all together the new platforms for distributing  marketing. What is determining is that they 
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are mobile, fast and easy to carry around. It is the digital ―freedom‖ that will be your best 

friend in the future.‖ 

3.3.2 New online platforms 

Besides the mobile units, there are of course other new platforms to consider when talking 

marketing in the future.   

Game-vertising, which is an advertising method were you place your ad in a digital game, is 

also a phenomenon seen more and more. Gaming takes place across many digital platforms in 

addition to the Internet. From Consoles to hand hold devices, as well as to the mobile phone. 

(Ekström and Tufte, 2007:187) My online questionnaire showed that 55 percent had a 

Playstation, 40 percent a Nintendo Wii and 16 percent an Xbox. Besides that 96 percent had 

their own computer, and as mentioned 100 percent their own mobile phone, which also can be 

used for playing games. In comparison ―only‖ 69 percent had their own TV, which shows 

how that game-vertising is not to be neglected to create attention amongst their target group. 

Game-vertising has nonetheless also become such a profitable business that is has spawned a 

new generation of companies specialising in creative integration of brands into interactive 

games. (Ekström and Tufte, 2007:187). 

When I asked Christian Strand, if Interactive Universal Media used game-vertising, he 

answered: ―Yes we do. There are many different ways to advertise in that media; you can for 

example, like in movies, get your product written into the storyline. But then you have to 

know your products way into the future, as the game takes a long time to launch. But the 

games are often connected to the Internet and then you can do stuff like advertise on banners 

on the field or road, if the game for example is a football or car-racing game.‖  

Finally advertising through virtual worlds, such as for example Avatar or The Simps, has 

become more widespread. According to Ekström and Tufte, ―These three-dimensional 

environments are on the cutting edge of digital marketing. These virtual worlds are complex, 

multilayered enterprises that combine many of the most popular online activities, such as 

instant messaging, interactive gaming and social networking, into increasingly elaborate 

settings in which individuals create their own online identity through.‖ (Ekström and Tufte, 

2007:187) 

3.4. Discussion and Recapitulation  

When treating the subject of the online generation now and in the future, several patterns have 

appeared on the behaviour of the users. Many of the patterns have concerned this generation’s 

use of Web 2.0 features, which can lead to a discussion of how they have affected 
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communication today. First of all, it clear to see that the concept of social networking sites 

plays an important role in people lives today, and the need for checking one’s facebook 

profile everyday, or be online to connected with friends are common for many people. Even 

though there appears to be a separation of the two worlds, the online and offline world, a need 

still exists to stage oneself to the public by microblogging, or uploading videos and pictures of 

oneself in situations that will affect people to view each other in a certain way.  

Communication furthermore seems to be on speed, as information changes all the time. The 

Web 2.0 world is very dynamic; microblogging on facebook, twitter or the like provides 

newsfeed, stories and gossip to your network constantly, which leads you missing out on 

everything, if you are on vacation or the like without being online. News, products and 

information also changes all the time due to blogging, open source programs and wikis, and 

are considered to be valid information as we are starting to trust the masses of people as 

reliable.  

One can even argue that things are doomed to become faster and faster, as even blogging 

seem to work to slow for the next generation of online consumers, in favour of microblogging 

and status updates. Newspapers and tabloids are transferring into mobile websites with less 

in-depth information and on smaller platforms, as we heard from Ekstra Bladet, which can be 

checked on your Iphone or other new digital platforms every second.  

When information is appearing to transfer into shorter, smaller, faster and more dynamic 

measures, are we then neglecting quality of conversation, and are becoming more informal in 

our way of speaking and writing and might even more shallow? Or are we actually 

communicating more with each other today due to the various social networking sites and 

chat programs, than we were before- back in the days were you had to call somebody on the 

telephone in order to gain contact with them? 

The waters are spread amongst people, but my guess is a bit of both worlds, we obviously 

have contact more often with our network today and the network consists of more people as 

well. Nevertheless the quality of our dialogue with them has been compromised in favour of 

staging ourselves a certain way and having a network as large as possible. 

 

The good news are that the Web 2.0 sphere has made companies start listening to their 

consumers, as they are becoming wiser concerning price and quality. Web 2.0 enables 

companies to let the consumers be part of the value creation, product development and 

distribution process. Interaction and involvement are the key words and as much as 
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consumers gain from it from actually getting what they want and need, companies are also 

starting to understand what they can gain from it.  

Besides gaining knowledge from the consumers and thereby be able to fit their products to the 

needs of their consumers, they can actually get ideas on product innovation from them due to 

open innovation, as well as making them distributors of marketing in a way where they can 

gain reliability and trustworthiness through viral marketing. Thereby the consumer is 

becoming first priority and communication has shifted from being one-way monologue, from 

companies to consumers, towards a two-way dialogue.   

Web 2.0 has thereby created focus on the consumers, making them the centre of attention. 

Due to all the Web 2.0 features, it has been easier for the consumer to view all options on the 

market, as the market is getting more and more transparent. This transparency can however 

scare a lot of companies, as Web 2.0 gives people the room and ability to speak their opinion 

in open communities, both positively and negatively. I will elaborate on this in chapter four, 

which take on the approach on how companies, and especially marketing agencies should 

work with the online generation and how that will affect their role and structure in the future.  

 

This chapter has treated the question of what characterises the online generation by describing 

the tendencies we see arising today and discussed what they mean for us as communicators 

and consumers, as well as for marketers in the digital age of today. This has lead to a 

discussion concerning the occurrence of web 2.0 and its intellectual property sharing and 

social interaction features, as well as what these features’ mean for the online generation and 

communication platform now and in the future. Furthermore, how companies can utilise web 

2.0 by for example creating open innovation and viral marketing was explored in order to 

realise how the consumers will only play a bigger role in marketing in the future regarding 

interaction and consumer involvement. 

Following, an attempt to portray the speculations of Web 3.0 was presented in order to 

discover a semantic web, which could help us as users, in the future, by functioning as a 

personal assistant and preventing information overload. 

The aspect of mobilisation and mobile and digital platforms was finally treated, exploring the 

picture of a generation constantly needing to be online, as well as an increase of digital goods, 

which will help us realise this urge; a clear tendency of platforms melting together and digital 

features all functioning as distributors for online marketing and social networking.  
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All of the explored tendencies and characteristics of the online generation help legitimise the 

following sub research question of how the online generation influences on the future role and 

structure of advertising-, media- and web agencies. In this chapter, the situation that marketers 

stand in currently and future wise is explored, in the next chapter it will be explored what 

actions that calls for in the marketing agency industry in Denmark. 
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4. How will the online generation influence on the future role and structure of 

advertising-, media- and web-agencies? 

 

As explored in chapter three, the online generation is dominated by the occurrence of Web 

2.0, which has led to intellectual property sharing and social interaction on the Internet. The 

generation has a constant urge to be online, which leads to an increase of digital goods, and a 

clear tendency of platforms melting together, so that digital features function as distributors 

for online marketing and social networking. 

After discussing what characterises the online consumer and which tendencies that dominate 

the online market today, it is interesting to look at how these consumers can be reached in 

marketing.  

Chris Hackley asks in his book ―Advertising & Promotion‖: ―All of these changes mean that 

what we understand by advertising as a genre of communication is changing and this has yet 

uncertain implications for the advertising industry… Over nearly 400 years since the 

development of mass consumption print publications, advertising agencies have proved to be 

most flexible and astute of organisational forms in adding skills and techniques to retain the 

central place in the evolving media environment. But can they deal with the challenges of the 

new media and the digital revolution?‖ (Hackley, 2010: 5)  

I find this question very relevant, which is why I in the upcoming chapter have chosen to take 

on the approach on how marketing agencies should work with the online generation, as well 

as how the online generation can affect the role and structure of the three typical marketing 

agencies; the advertising, media- and web agencies now and in the future. 

In order to enlighten this problem, I will utilise my interviews with the decision makers from 

the three different types of agencies in Denmark, as well as a representative for a Danish 

media. Furthermore, I will make use of the interviews with decision makers from micro, small 

and medium-large businesses who use the services of marketing agencies to market their 

products and services, in order to find out how they experience working with different 

marketing agencies. 

Together with theory and secondary data, these interviews will initially help me explore how 

marketing agencies strategically can meet the needs of the online generation and what 

precautions and risk one must take, when working with social marketing. 
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Secondly, I will discuss how the three different marketing agencies; advertising-, media- and 

web agencies can utilise their different competences and creative skills in order to meet the 

needs of their customers, the advertisers, and in the end the consumers. 

This will finally lead to a debate about the role and structure of marketing agencies in the 

future, which will lead to a discussion that can help me explore the main research question of 

my thesis, how marketing agencies can adapt to the online generation. 

4.1 How can marketing agencies meet the online generation? 

As Daellert agues: ―The fact that the Internet allows consumers to play a more active role has 

further contributed to a more differentiated view of consumers highlighting their role as 

emancipated actors in value creation processes.‖ (Dellaert, 2000) This tendency forces 

companies utilise Web 2.0 actively by for creating social marketing, where you dialogue with 

your consumers, as they will only play a bigger role in marketing in the future. 

There are both advantages and risks when working with consumer interaction and 

involvement and there are therefore some strategic considerations and precautions marketers 

must take when working with social media. 

I will in the following portray some of the advantages that social marketing and Web 2.0 

have, in contrast to traditional monologue marketing by using the push-pull theory. 

Secondly, I will explain some of the precautions one must take, as well as useful strategies to 

use, when working with social marketing, and finally I will discuss how to deal with the risks 

connected to social marketing, such as the risks that occur when letting go of control. 

4.1.1 Push-Pull 

Push and Pull are two terms that were invented by the logistic and supply chain management, 

but are today frequently used in marketing, where they distinguish between two main kinds of 

promotional strategies.  

A ―push‖ promotional strategy makes use of a company's sales force and trade promotion 

activities to create consumer demand for a product. The producer promotes the product to 

wholesalers, the wholesalers promote it to retailers, and the retailers promote it to consumers. 

With this type of strategy, consumer promotions and advertising are the most likely 

promotional tools. (tutor2u.net) 

A ―pull‖ promotional strategy aims at stimulating a demand amongst the consumers, who will 

then ask their retailers for the product. Then the retailers will ask the wholesalers, and the 

wholesalers will ask the producers. (Andersen et al, 2005:532) 
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As mentioned, marketing has in a high degree shifted from monologue to dialogue. Therefore, 

it is important for marketers to start utilising the pull promotion strategy more. To support this 

statement and explore further advantages of using social marketing, I went to a so called 

―Blue Business‖ conference concerning social media, which I found very interesting. Here, 

we talked about the benefits of social media when utilising a pull strategy versus a push 

strategy. I have borrowed a schema from one of the organizers, Jens Rasmussen. The schema 

is in Danish and enclosed in appendix 1. It describes that social marketing function as a pull 

strategy, as it in contrast to traditional marketing, lets the consumer become part of the 

conversation, as already discussed. Jens Ramussen argues that social media adapt to the users’ 

activity, rather than disturbing them, which often is due to the consumer seeking the 

information themselves, or receiving it from a friend. Besides that the timeline for attention is 

much longer in social media, as it often is seen as entertainment and not advertisements, 

which are ―pushed‖ over the consumers’ head. Finally, the messages can be shared and in that 

way function as social currency, and therefore the consumer can actually utilise them for their 

own social benefit in staging themselves. As earlier discussed, how we come across on the 

Internet gives an image of who we are and therefore what we post on our wall or forward to 

our network, will help stage ourselves in a certain way. 

One can argue that small companies have been forced to use a push strategy, as a pull strategy 

requires high spending on advertising and consumer promotion to build up customer demand 

and loyalty. Nevertheless, with Web 2.0 one can argue that parts of this process can be free, 

as worth of mouth via social networking sites, blogging, forums, viral marketing can be 

started with only very little economic resources. After that it is up to each marketer to utilise 

the online facilities properly and take the risks that follow in order to conduct good social 

marketing. 

I will in the following present some of the precautions one must take, as well as useful 

strategies to use, when working with social marketing, and afterwards the risks related to 

social marketing, such as the risk of letting go of control. 

4.1.2 Precautions and strategies on Web 2.0 marketing 

―When you do manage to find the right level of interaction, it can give your users a deeper 

understanding and connection with your site. But don’t create interaction just for the sake of 

it‖. (Ford and Wiedemann, 2008:106) The meaning of this statement is that, even though it is 
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important to connect with your consumers and create interaction in your marketing efforts, it 

can be irrelevant if you do not wisely utilise the opportunities that Web 2.0 gives you. More 

companies try to work with social media nowadays, but a lot of them do not know how to 

advantage from it. To this Deducta A/S CEO, Steen Enegaard comments: ―For example, we 

see several municipalities in Denmark that now have a facebook profile. And then I can not 

help wonder, well it is fine that you have a profile, but what are you using it for? Is it just to 

be on the beat, or are you actually conducting a better service now? And that is the typical 

dilemma, where people get a good idea, or discover a new media, but then forget to ask 

themselves, what are we actually gaining from this and what is the purpose?‖ 

In extension of this, Darlene Fichter has made a strategy consisting of seven measures to 

survive marketing via Web 2.0 and utilise the opportunities that social media gives you. They 

are as following: 

1) Learn about social media. First and foremost, it is critical that one participate in and 

understand social media by learning about it firsthand.  

2) Create a Web 2.0 marketing plan. It is useful to step back and think strategically 

about where and how you’re going to commit your marketing resources online.  

3) Participate! Join the conversation. Social media applications are two-way streets (as 

opposed to the old one-way messages of standard promotion).  

4) Be remarkable. Have something interesting to offer your viewers that they can use, 

bookmark, and share on- or offline. Social media is a form of viral marketing. 

Interesting ideas and content get passed along rapidly.  

5) Help your visitors. Encourage visitors to bookmark and tag your content with a click 

of a button by posting bookmark buttons on your site.  

6) Be part of the multimedia wave. With more than 100 million video downloads per 

day, YouTube for example is too big a marketing opportunity to overlook. Create 

short videos and post them to YouTube and other Web 2.0 sites.  

7) Monitor engagement and learn as you go. Evaluating social media marketing is 

different than just counting website usage or circulation numbers. You want to 

measure how well your brand is doing at engaging the public via social media. And 

you should measure both the amount and the intensity of the engagement. (Fichter, 

2007) 
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I have rewritten these 7 strategies a bit, as Darlene Fichter utilises these strategies on libraries 

in particular, whereas I find them more usable in general manners. Nevertheless, I find her 

ideas very approachable and relevant.  

Erik Qualman further recognises the need for strategy making, when conducting social 

marketing in his book ―Socialnomics‖ (Qualman: 2009:175-180). He states, that if your 

company is about to foray into one of the big social networks, it is best to understand 

fundamentals as they relate to what, where and why you are doing it, meaning that you 

carefully have to consider the means and measures of your activities, rather than just to appear 

on all social networks, just to be there. Qualman wants the companies to ask themselves, what 

defines their success. Otherwise, the team responsible for implementation may be striving for 

something that is different from what the executives deem as important. Finally, Qualman 

stresses that companies must recognise what potential pitfalls they may encounter; they must 

exercise a dosage of social responsibility, as well as users must engage in best-practice 

behaviour to ensure user security. Thus, he argues that companies must understand and be 

willing to unleash control over their brands. This issue will be treated further in the following. 

4.1.3 Letting go  

In my 1-1 in depth interviews with decision makers from the three different types of agencies 

in Denmark, I raised the question of what a marketer should do when consumers suddenly 

freely can discuss the pro and cons of one’s products and services to the public.  

CEO and co-founder of the communication corporation People Group and advertising agency 

Wibroe, Duckert and Partners, Jan Duckert argued to this: ‖Web 2. 0 is great if you have a 

fantastic product, because the consumer does not want to be involved if the product is not 

substantial. This is a very nice thought; the product must be good, because if you are up to 

something wrong, people will find out. One can not mess with people in this operation. 

Nevertheless, the dangerous element in new media is that you do not have any control. You 

just put it out in the air and then to hell with it. I think that the thing to learn is to hold on to 

your track, send out the right emotions and then be good at patting and stroking them in the 

right directions‖. 

Søren Hyldgaard, Advertising Director at Berlingske Media agrees on this clearing up: 

―We definitely have some editors here, who are saying ―cut- away with you, as well as you 

there- come here‖ to what comes in from the public. So yes there must absolutely be some 

kind of journalistic judgement on it. Or else, it is just in the hands of… Well you know, if not 
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you will only need two Nazis to ruin a community. So yes- you definitely have to very critical 

towards who you welcome into your community. Also because the strength of a community is 

that you have something in common and that is what drives the individual.‖ 

To this, Christian Strand, Interactive Director at media agency Initiative Universal Media 

completely disagrees explaining: 

―Well, it is always difficult for an advertiser to let go. Especially if you come from the old 

school where you just had 100 percent control over the consumer, and decided what they 

should think about you. So the idea of letting go and be willing to get some punches, as you 

probably will get, is very hard for them. But I do not think you should put up a filter or 

something like that on your online activities, as it will create a bad atmosphere and reliability 

towards your product. This of course puts up high criteria towards the product, as you can not 

get away with a bad product in today’s media world; people will recognise it very fast. 

Nevertheless, if you have a very good product, it is a fantastic world to enter, because you 

will get a lot of free publicity fast.  

There will always be someone who are critical towards your product, and here you should be 

careful not to say  ‖let’s censor that, we don’t want to hear that‖, because those people raising 

the criticism will quickly spur to an opposite reaction from those who are positive. However, 

nine out of ten advertisers do not understand that.‖ 

These quotes illustrate a picture of the dilemma that exists in Web 2.0 marketing; whether to 

let go and let the consumers have the control, or whether to keep the control and decide what 

to be published and what not to. My opinion is that Web 2.0 can not be carried out 

successfully if advertisers do not learn to let go. If not, Web 2.0 marketing is useless, as the 

companies will not come across reliable and trustworthy and the users will not feel heard and 

as part of the value creating process. To exemplify this, the story of Nestlé comes to mind, 

where members of Greenpeace launched an online protest and some users in their facebook 

group then had begun using the company logo as profile pictures to portray environmental 

damage. Nestle’ responded very defensively to this, by posting: ―We welcome your comments, 

but please don’t post using an altered version of any of our logos as your profile pic — they 

will be deleted.‖ This simply resulted in a storm of negative comments from other users, and 

Nestle panicked further, writing: "Thanks for the lesson in manners. Consider yourself 

embraced. But it's our page, we set the rules, it was ever thus." (York and Patel. Adages, 

2010) This comment resulted in several boycotts of Nestle and a lot of bad publicity for 

Nestlé, and illustrates perfectly how not to try to control activities in the social media world. 
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To follow Christian Strands argument, Nestle should have remained calm and then other 

satisfied consumers would have defended them and maybe even created an even better 

atmosphere on the site, or they should have positively engaged in the conversation.  

Erik Qualman discusses this issue in his book, arguing: ―With social media tools, you can 

post a comment/video in seconds directly from your laptop or most likely your mobile device. 

This is critical, because it allows frustrated customers to post their exact feeling at the point of 

frustration… Ineffective companies that are not in touch with their customers, view negative 

posts as nuisance because it takes time to figure out how to technically scrub or manipulate 

them by means of posting bogus ―good‖ user comments or applying pressure to the site(s) via 

antitrademark infringement laws to remove the post. Effective companies and people relish 

critical online feedback. They use this information to make themselves more competitive by 

improving their products and services in the eyes of the consumer. These companies do not 

waste their time attempting to manipulate online systems; rather, they spend their time trying 

to resolve the issue with the disgruntled customer and learning from it.‖(Qualman, 2009:39) 

Nonetheless, there are still some companies who are struggling with regulations in order to let 

go towards the public, as the medical industry. As it is not allowed to advertise for a 

descriptive pharmacy product, it is difficult to conduct social marketing. To this, Steen 

Enegaard argues: ―Well of course, the medical industry faces some challenges, as there are 

many restrictions on how they are allowed to conduct marketing. But in this way, Web 2.0 

actually makes it easier for them. Because up till recently the medical companies have almost 

only had the opportunity to market their products by booking appointments with the doctors. 

Now they actually have all opportunities for marketing indirectly, by conducting it via Web 

2.0 and social media different places on the net by expert forums and other social efforts. So I 

only see Web 2.0 as a huge benefit for the medical industry. However, there is a tradition that 

needs to be smashed and the industry will need a change of mind-set towards exploiting the 

Internet. And to be honest, I do not see that change of mind-set until around 20 to 30 years, 

when those who are young now will reach to a higher rank in the companies and turn into 

decision makers. Then there will be a shift. Because children today are living in the digital 

age, and they will not separate the online and offline world in the future, the same way as we 

do today.‖ 
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4.2 About the three different agencies within marketing agencies 

―The way agencies are organized and the range of expertise they offer are coming under 

increasing pressure for change, both from clients and from structural changes in the industry‖. 

(Hackley, 2010:100)  

As I have explored how marketing agencies should work with the online generation in praxis 

by involving their consumers and taking the risks that follow, I will in the following try to 

portray the role and structure of the three typical marketing agencies; the advertising, media- 

and web agencies, as they are, as Hackley indicates, put under pressure by the dynamic 

change of web technology, digital goods and online generation’s demand for participating in 

creating their own marketing. 

According to Winch and Schneider, marketing agencies can be characterised as knowledge 

based organisations (KBOs). One of the most distinctive characteristics of KBOs is that they 

only have the expertise of their staff as assets with which to trade. In that way, the KBO 

deploys its assets in a distinctive way, for it sells a capacity to produce, rather than a product. 

(Winch and Schneider, 1993:923) According to Winch and Schneider, marketing agencies are 

identified as a group of KBOs which articulate their distinctive competence around creativity. 

Here, the KBO is hired to provide creative solutions to the client’s problems in a Business to 

Business constellation. (Winch and Schneider, 1993:925) 

To initially look at the oldest marketing agency, the advertising agency, according to 

Wikipedia, an advertising agency or ad agency is a service business dedicated to creating, 

planning and handling advertising (and sometimes other forms of promotion) for its clients. 

An ad agency is independent from the client and provides an outside point of view to the 

effort of selling the client's products or services. An ad agency can also handle overall 

marketing and branding strategies and sales promotions for its clients. (Wikipedia, advertising 

agencies) 

Secondly, in the last 15-20 years approximately, a lot of media agencies have arisen, driven 

on the on-going expansion of media provision. According to Helen Powell, the promotional 

world was accepted as being more complex than in which the original full service agencies 

originated, most significantly in terms of media opportunities, and the requisite skills required 

to maximise their potential for clients. (Powell et al., 2009:15) A media agency is typically 

the partner, which is in charge of the media plan, the media purchases and the media booking 

(this also contain strategy from the advertising agency, price negotiations, and to reach 

discounts by quantity purchasing). (Translated from Mpd Interactive) 



CBS 2010                                     How can marketing agencies adapt to the online generation? 

 52 

Finally, due to the development of the Internet and digitalisation, web agencies have during 

the recent decade found their place on the market. A web agency, or digital or new media 

agency as Wikipedia describes it, is a business that delivers services for the creative and 

technical development of internet based products. These services range from the more 

generalist such as web design, e-mail marketing and microsites etc. to the more specialist such 

as viral campaigns, banner advertising, search engine optimisation, podcasting or widget 

development. (Wikipedia, web agencies) 

So now when the different job assignments is portrayed, to return to Winch and Schneider, it 

is interesting to look at which distinctive competence around creativity each agency 

articulates. I will in the following treat creativity as a competence, as well as discuss what 

competences the different agencies possess and whether they overlap each other. 

In extension of that, I will furthermore discuss the importance of marketing measurement and 

return of investment, which online activities in a higher degree has brought to the market and 

how that affects today’s marketing agencies. 

4.2.1 Creativity 

When looking at which distinctive competence around creativity each agency articulates, it is 

relevant to initially ask the question, what is creativity?  

Creativity is a phenomenon, which many people have tried to define. According to Wikipedia, 

creativity is a mental process involving the discovery of new ideas or concepts, or new 

associations of the existing ideas or concepts, fueled by the process of either conscious or 

unconscious insight (Wikipedia, creativity), whereas Missouri Art Education Association 

defines creativity as the experience of thinking, reacting, and working in an imaginative and 

idiosyncratic way which is characterized by a high degree of innovation and originality, 

divergent thinking, and risk taking. (MAEA Glossary) Nevertheless, I find questionable to 

define such an intangible practice, as I can not help wonder, whether it applies to everyone in 

the same way.  

According to an article by Koslow, Sasser and Riordan, there are many subjective perceptions 

of creativity, depending who you are. They propose that perceptions of creativity differ from 

agency role to agency role, as creativity occurs when a product is (a) novel, original or new 

and (b) appropriate, useful or related to problem solving, goal accomplishment or value. 

They argue that the first dimension does not differ among agency roles, but that creatives 

perceive advertisements as more appropriate if they are artistic, whereas account executives 
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tend to perceive advertisements as more appropriate if they are strategic. (Koslow, Sasser and 

Riordan, 2003) 

I tend to agree with them in the fact that people can perceive creativity in many ways, but my 

opinion is that there are many ways of being creative, which is why the executives might be 

creative in their way of carrying out strategy, whereas the creatives are creative in their way 

of carrying out the creation of an advertisement.   

This thought is inspired from professor of regional economic development Richard Florida, 

who describes ―the creative class‖ as a key driving force for economic growth and 

development. He breaks this group into two components of creative people; the creative 

professionals, and the super-creative core in which group you will find marketing agencies. 

The primary job function of the super-creative core is of its members to be creative and 

innovative. Along with problem solving, their work may entail problem finding. (Florida, 

2002:69) Florida furthermore suggest that creativity is multidimensional and experiential and 

can take place in different forms; both as technological creativity, economic creativity and 

artistic/cultural creativity. (Florida, 2002:33) 

Even though Florida’s ideas have been criticised as being elitist, and his data have been 

questioned, the theory on multidimensional creativity can be applied to the three agencies 

when discussing which distinctive competence around creativity each agency articulates. 

Because even though all of the agencies possess all three aspects of creativity and probably 

more aspects, such as social or strategic creativity, they each articulate one more than the 

other in order to differentiate themselves from each other. One can argue that the advertising 

agency’s strength lies within artistic creativity in the sense of aesthetics, design and narration, 

whereas the strength of the media age consist of economic creativity in the sense of price 

negotiations, planning and purchasing. Finally the web agency finds their core competences 

within technical creativity, such as web implementation, banner advertising, SEO, and other 

digital developments. 

But are these differentiations enough in order not to overlap each other in projects and 

assignments, and will the online generation with its urge for digitalisation and demand for 

participating in creating their own marketing, make some of these boundaries vanish, so a 

differentiation of the three organisations will be hard to find in the future? 

This will be discussed throughout the rest of this chapter. 
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4.2.2 Role and structure of advertising-, media- and web agencies 

―Underlying the reduction in advertising revenue for traditional media, fewer consumers are 

paying for print media and more consumers are viewing, and interacting with, media content 

on mobile phones, PCs, laptops, and other wireless devices such as netbooks. We can watch 

television programming, or read news on digital devices without having to watch the ads.‖ 

(Hackley, 2010:5) 

In order to explore whether this online paradigm shift results in an overlap and confuse of 

assignments amongst the different marketing agencies, or the mentioned differentiations in 

creative skills are enough to separate them, I turned to my interviewees in order to get their 

opinions on the situation. To this question Christian Strand, Interactive Director at media 

agency Initiative Universal Media in Denmark, answers: ―You have to admit that the three 

agencies are starting to overlap each other to an extremely high degree. We don not have to 

go back further than five years, where it was three different silos, where the advertising 

agency was the frontrunner. They were the ones to have the first contact with the client, were 

briefed on the assignment and made the communication universe. Then we were briefed, and 

then finally the web agency. Today, you will more often see that it all starts at the media 

agency, because we decide which platforms to put it on, and then the advertising agency and 

finally the web agency.‖ 

In Extension of this, I asked him how he thought that the advertisers felt about this process. 

―Well, I think that it definitely confuses them. Not the huge advertisers such as Danske Bank 

or TDC, because they are so large that it makes sense; they have no problem activating many 

different agencies at the same time. But for the smaller companies, it is way easier to have 

one contact. And at the moment it is often us, the media agencies, who are that contact, as we 

both can hand out and sub-contract with other partners.‖ 

Steen Enegaard, CEO/Owner at web agency Deducta A/S, agrees with Christian Strand on the 

fact that there is an overlap in the structure concerning assignments, and argues: ―Concerning 

assignments, there is definitely not a clear division. With the media agencies, we see a clear 

tendency towards from only being brokers; they will now also try to be leaders of production. 

And they will definitely have the power future wise. And then there are the web agencies, 

who have not really found themselves yet. They have not yet found their own platform, so I 

think that it will be hard to set them together with the advertising and media agencies. So I 

think that the overlap will continue concerning the projects and assignments on the market.‖  

However, Jan Duckert, CEO and co-founder of the communication corporation People Group 

and advertising agency Wibroe, Duckert and Partners, disagrees in this arguing:   
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―I do understand why people would be confused, because you see some clients choosing a 

web agency to carry out an entire marketing campaign. And then they have to be careful, I 

think. Because, as all other companies, they also need a great idea. And when I say a great 

idea, I mean a definition of their personality in the market. And then it does not do any good 

that it is six technology geeks who are making it. Because to do that, you have to have flair 

for what people want, and then it does not do any good that it they are simply technology 

geeks, because they do not know anything about that. So one can argue, if you in five years 

have a combination of technology geeks and some ethnographers, you are on the right track.‖ 

When I then asked him where that leaves media agencies, he answered: 

―I strongly believe that the core competence that lies within the good advertising agencies will 

be indispensible when we look forward to the new setup. I think that will be the mother 

competence, which has to be complimented with some modern understanding of the new 

platforms, and which integrates, I do not know.. I was about to call it the competence of the 

media agencies, but I actually do not really know what that is.‖ 

Finally, Søren Hylgaard, Advertising Director at Berlingske Media, expresses his mind on the 

subject partly agreeing with Jan Duckert on the matter of media agencies: ―The marketing 

directors are now starting to be more conscious and critical towards which efforts that work, 

and which distribution channels that could be relevant and they will begin to be more 

selective. And is it then necessary to outsource that competence to the media agencies? 

Because that is the competence that the media agencies have taken ownership of; to have the 

comprehensive view over all the possibilities that occur in the media and then find the best 

solution for the companies and advise them about it. But the problem then occurs, when the 

media agencies are not fast enough to pick up on new tendencies and the technical geeks, who 

started up in a basement, but nevertheless possess some knowledge that only a few others do, 

start to show.  Then they will suddenly start to attract some clients, which mean that they 

actually are capable to provide a service for the clients, which the media agencies can not.‖ 

According to these statements, an overlap does exist. It t will be discussed in part 4.3, how 

that affects work and creativity within the agencies.  

4.2.3 Online measurement 

When conducting online marketing, there is one more aspect to consider when dividing the 

roles between the different agencies. Because it is getting more important for companies to 

have the opportunities to measure the results of their marketing efforts. Clients need to be 

persuaded that campaigns are effective if they are to continue to pay high costs and keep 
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agencies solvent. (Hackley, 2010: 125) Analytical tools, as for example Google Analytics, can 

measure the number of visitors on the site, from where they enter and their actions on the site. 

Furthermore they can measure the conversion rate of a company’s online shopping site, which 

means the number of visitors on the site, who actually purchases something on the website. 

These tools can hereby help judge whether the online marketing is conducted properly by 

looking at entries via banner advertisements or search engine optimisation for example and 

whether the site is a good or bad distribution tool, based on the number of the conversion rate. 

According to Søren Hyldgaard:‖ Marketing has become much more about sales, sales, sales. 

You do not have the same amount of time to brand yourself anymore. And this turns out to 

digital market’s advantage and thereby the web agencies. Because it simply is more 

measurable to conduct online marketing. Advertisers know that if they go into an advertising 

agency, spend some money and ask for what they will get in return, they will get an answer, 

like ―it depends on how you see it etc‖. Whereas, if they go into a web agency, they will say 

―well if you spend 100,000 here, we will guarantee that you will get so many leads and 

visits‖, so you will be able to measure the exact effect and even have the opportunity to pay 

after that by for example pay per click. This is really something that attracts advertisers in 

these times. It is much cheaper.‖ 

Concerning what web agencies do for analytical measurement, Steen Enegaard explains: ―We 

are very dedicated to measuring the companies’ return on investment (ROI), and to follow up 

on the objectives that we make together with the client via economic figures and tracking. It 

can for example be how much the online channels contribute to sales, customer loyalty via 

login, how many leads there are from online to the sales department, position analysis. We 

utilise a lot of web statistics and web data, as for example Google Analytics, Omniture and 

other datamining tools, which look at where the users come from, how the navigate on the 

site, where they exit in the sales process etc. And then we also conduct other tests, such as 

usability tests, where we test the users in front of the screen, as well as quantitative surveys 

concerning the client’s website.  

As mentioned, this gives the web agencies an advantage towards advertising agencies, but one 

can also argue that this can lead to a compromise on artistic creativity. I mean, if creatives, 

according to Koslow, Sasser and Riordan, perceive advertisements as more appropriate if they 

are artistic, whereas account executives tend to perceive advertisements as more appropriate if 

they are strategic, it must be hard for digital creatives to produce an appropriate (and thereby 

creative) advertisement if they have a pressure over their head demanding that it must be 
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strategically correct in order to create good conversion rates. Nevertheless, one can argue that 

the key to success lies in, if agencies learn to combine these two disciplines, and that might 

call for a merge of the different competences. 

4.3 The future role and structure of marketing agencies 

Taking starting point in the previous of what competences the different agencies possess and 

whether they overlap each other, one must conclude that an overlap is starting to increase due 

to the many new distribution channels and technologies of the new generation. 

The three different agencies each possess their own unique competences and aspect of 

creativity to a certain degree, but nevertheless there is an agreement on that confusion is 

spread in the sense of which assignments belong to who, as well as which is a more economic 

and competent partner for the advertisers to utilise nowadays. 

I will in the following treat the subject of what that means for the agencies in the future. 

This will be discussed in theory by utilising institutional theory on isomorphic pressures that 

can lead to companies becoming more homogeneous with its competitors in the field, as well 

as in praxis by exploring the views of the agencies and their business partners towards this 

subject. This will finally lead to the discussion of the second sub question in my research 

question, how the online generation influence on the role and structure of advertising-, media- 

and web-agencies in the future. 

4.3.1 Isomorphic pressures 

As explored throughout the thesis, the advertising-, media, - and web agencies are facing a 

challenge of maintaining legitimacy in their own business field. Legitimacy is, according to 

Dimaggio and Powell, needed in order for a company to stay successful in their industry. 

Isomorphism, on the other hand, means adapting the same organisational form or patterns as 

others, and in that way becoming more homogeneous with one’s competitors, and loose 

legitimacy. As DiMaggio and Powell argue, it is a ―constraining process that forces one unit 

in a population to resemble other units that face the same set of environmental conditions‖. 

(DiMaggio and Powell, 1983:145) The isomorphic process can be spurred by institutional 

pressure from outside the company, meaning that organisations are seen as subjected to 

pressures and expectations from the organisational field, which leads to isomorphic processes 

and changes. According to Scott, institutions consists of cognitive, normative and regulative 

structures and activities that provide stability and meaning to social behaviour. Institutions are 

transported by various carriers – cultures, structures and routines, and they operate at multiple 

levels of jurisdiction. (Scott, 1995:33)  
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Regulative pillars are the rules and sanctions that the company might be facing from the 

government for example, and normative pillars are standards associated with the role of the 

company.  

Finally cognitive pillars are the basic assumptions and mindset in the organisation.  

According to my findings in the thesis so far, one can argue that the different agencies today 

are mostly pressured by the cognitive pillars of institution. This is because of the shift in 

paradigm in marketing that the agencies are experiencing today, dominated by the occurrence 

of Web 2.0. The tendencies set a pressure on the agencies towards changing the basic 

assumptions and mindset in the organisation towards other business fields. 

The three pillars of institutional pressure for the agencies can as mentioned lead to 

institutional isomorphic changes that can be coercive, mimetic and normative (DiMaggio & 

Powell, 1991). 

First of all is Coercive isomorphism (do as you are told) is imposed from outside by a more 

powerful actor, as for example a response to the regulative pillars that an agency could face.  

Normative isomorphism (listen to the expert) means appropriate patterns are championed by 

professionalism, which arises from normative pillars and typically arises when you enter a 

new market and benchmark your product or business towards the expert on the market. 

Finally, Mimetic isomorphism (follow the leader) suggests patterns are imitated or copied 

from other organisations in a certain environment, because they are pressured by the cognitive 

pillars of institution. This is typically a response to uncertainty in the field, which the agencies 

are facing with the change of marketing and division of assignments due to the online 

generation and the paradigm shift in marketing that has followed. Therefore I would argue 

that marketing agencies nowadays suffer under mimetic isomorphism, and therefore overlap 

each other in many ways. 

An example of this can be found in Christian Strand’s statement: ―During the last years, we 

have actually experienced a shift from simply buying media space towards starting to make 

communication counselling, which actually is an assignment for the advertising agency. So of 

course we still have our original business areas, but we make a lot of other things today. We 

have a big research department, where we conduct all sorts of analysis, where wee too are 

stealing money and assignments from those agencies. ‖ 

And when I then asked him, whether their core competence then had changed from start till 

now, he answered: ―No, because we still buy media space and plan campaigns, and I think we 

will continue in doing that. But we are constantly put under pressure from the market, so we 

simply have to spread towards more areas in order to earn our money.‖  
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According to DiMaggio and Powell, the isomorphic processes cause organisations to be 

caught in an 'iron cage', only leaving a relatively limited space for performance, creativity and 

―space of action‖. Thereby, they will become more homogeneous and structural similar to 

their competitors as a way to meet expectations and reduce uncertainty (DiMaggio & Powell, 

1983). 

I will in the following portray what the interviewees think that it will mean for the future; 

whether the agencies will be more homogeneous in the future, whether they might merge all 

together, start stealing each other’s competences or even make a response oppositely to this 

tendency by becoming more niche influenced.  

4.3.2 Solution in the future 

According to Chris Hackley, conventional advertising, in the form of a striking –second 

television spot or a stunning print display, is not going away. But the dynamics of making 

money out of this communication form for brand clients and agencies are certainly changing. 

If they want to maintain their place at the centre of the marketing world, advertising agencies 

have to respond to this new reality creatively by re-organizing, and by evolving new skills and 

techniques. (Hackley, 2010:6) Amongst my interviewees there also seems to be an agreement 

that a change of structure will be seen in the Danish marketing agency industry. Nevertheless, 

on how the role and structure of the various agencies will and should be distributed, there 

seems to be different opinions. 

According to Christian Strand, the media agencies will start hiring competences in-house: ―I 

think we will start hiring people within other fields. We actually already have four people 

doing something different in here. They do not do online business, but function like a little 

advertising agency, which make ads and flyers etc. Those are things that usually lie within the 

assignments of the advertising agencies, and I can easily imagine that, within a couple of 

years, we will also have a web agency in-house.‖ 

Jan Duckert agrees on the fact that the agencies will have to implement other competences. 

He argues: ‖What we will se is a repeal of the distinction between the three categories; there 

will become a fusion of the three skills. We are a channel divided house now. I do not think 

we will be that in about five years. I think we will have integrated all three functions then, 

because that is what it takes to keep the client in the right way. I believe we will integrate the 

skills.‖ 

I then asked him, whether that has been the idea with People Group all along, to which he 

answered: ‖Yes, to get them in doors. But they are still separated businesses, which they are 
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not going to be in the future. It is the next step here in People Group, so I have to vanish out 

some of the boundaries between the companies and fusion them.‖ 

Søren Hyldgaard supports this arguing: ―Hmm, in a while it will all melt together anyway. 

Well, because it is creative people all together, except for the web agencies which are 

typically just some nerds. And it is clear that they will get together at a time as a consequence 

of the fact that they do not have each other’s skills. Then there are going to be advertising 

agencies, which perhaps also will be producers of online commercials and activities etc. But 

they will also outsource a lot of their production. 

I believe that we will see some agencies collect in some sense-marriages. For it is clear that if 

you work as a media agency and can see that you are rejected because you are lacking certain 

skills, then you obviously try to assimilate them, or rather buy. 

Finally, Steen Enegaard acknowledges this tendency, but oppositely does not approve of it:‖ 

As long as the clients do not have a deeper understanding themselves, the advertising 

agencies will slowly begin to make digital units, I think. They just do not have the same in-

depth competence and understanding for the media and the opportunities that come with that, 

but they would be able to sell it to a decision maker, who as well does not have much 

knowledge within new media, but more within traditional marketing.‖ 

I then asked him whether he could imagine hiring competences from other fields, to which he 

answered: ―Yes and no. Of course there are a lot of exciting budgets to chase, but I also think 

that it is extremely important to stick with what you are good at. And you can clearly see that 

there are advertising agencies that have tried to integrate digital skills, but their culture and 

tradition is not in it. The same with the technology houses who want to be creative, but have 

over the last 10 years earned 80-90% of their turnover through technological solutions, 

programming, and implementation tasks, which means that they indeed would be forced to 

change their entire culture. That is insanely difficult. 

The solution simply lies with that those who make the decision about choice of partners 

become more aware of their choices and can ask the right questions to their suppliers. And in 

order to ask the right questions, you obviously have to possess some knowledge. So I actually 

think that it is just as much up to the advertisers or companies that drive this process, as it is 

up to the suppliers, or marketing agencies to do so.‖ 

But how do the advertisers feel about this division of competences and are they willing to 

seek all three agencies, when they are marketing their company?  

To this Rune Damsgaard, owner at sandwich.dk and partner at micro business Villa Vino ApS 

(micro businesses), answers: ―I think it is very confusing to choose a partner for marketing. I 
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look at it like choosing between either to do my grocery shopping in a supermarket or in 

different delicacy shops. I am about to hire someone to market my new shop, and in this case, 

I would have liked to have a place like Bilka
3
, where I could go and get all my products at one 

place, and not use more time or money to speculate about that. But that is also because of our 

size, because we have to think about where we put our money. And here, the financial crisis 

definitely also has its say. But If I really wanted to spoil myself and make a really nice dinner 

one evening, then I would visit a butcher’s shop or the like and get the best of the best.‖ 

In this way Rune indicates that big corporations that contain everything might be good if you 

want to save some money, and make it easy for yourself, but that minor agencies are more 

specialised, thus more expensive. 

Anne Branderup, Online Sales Product manager at Viasat Danmark (small business), supports 

this statement by arguing: ―Well of course it is complex to utilise different agencies to 

different assignments, and it also time consuming and expensive, because you have to spend 

time to explain the details of the campaign more times. And it is frustrating if the different 

agencies work against each other by approaching the task in completely different manners. 

Nevertheless, the good thing about utilising specialised agencies is that you know that they 

are experienced and competent in their field and in the end of the day that is the most 

important thing.‖  

Sys Østergaard-Hermansen, who is a Product Manager in medical company Roche Danmark 

A/S (medium-large business) illustrates that there is a difference in what industry you are 

working in, as she explains: ―In our business, it is definitely an advantage to outsource all 

marketing to one organisation. In the medical industry, there are restrictions on everything 

you communicate to the public; what you write, where you write it, what has to be approved 

etc. It is simply too difficult, if we have to instruct new agencies in that every time and to 

each distribution channel. So we use one agency to everything, both to save resources and 

time, but also to secure that the agency is competent within our industry. This of course raises 

the expectations to our agency, because if they can not deliver a good product in all aspects, 

they will be replaced, as we pay a lot of money for their services.‖ 

 

                                                 
3
 Bilka is a Danish supermarket chain. 
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4.4. Discussion and Recapitulation 

In this chapter, I have discussed how marketing agencies should work with the online 

generation, as well as how the online generation can affect the role and structure of the three 

typical marketing agencies; the advertising, media- and web agencies now and future wise. 

As explored in chapter three, marketing has shifted from monologue to dialogue in order to 

capture the needs and wants of the consumer. This has lead to a need for intellectual property 

sharing and social interaction on the Internet amongst the users, which result in the fact in the 

consumers are getting wiser and more informed. This leaves companies with no easy way out; 

their product must be good, or people will find out. As Søren Hyldgaard argues: ‖By the 

presence of all the transparent Web 2.0 tools, it is the companies’ job to make sure that the 

consumers will give the correct reviews. And they only will, if everything is as it should be. 

Because the world is very transparent right now due to for example online search and 

communities judging price and quality. So the consumer is and will in the future be more 

conscious about price and quality, which naturally calls for initiatives in the detail-industry.‖ 

Nevertheless, the world is only transparent if you also can rely on the online communities that 

are set up by private companies in order to market themselves. There are different opinions of 

whether to filter the content in your community. With filter you might prevent statements 

disliking your product on the site, but there also examples on what you risk, when putting 

restrictions on social marketing, such as lack of credibility or even boycotts as seen with 

Nestlé. I argue that the enlightened social consumer will quickly see through if a filter is put 

on and that will only harm the reliability of the company.  

To put on an organisational perspective, I have looked at those who actually take care of how 

marketing is designed, implemented or distributed for the company, which are the marketing 

agencies. These are divided into advertising-, media- or web agencies, which all have their 

distinctive competence around creativity. Nevertheless it seems as if the competences in the 

different agencies are overlapping each other, both in the eyes of themselves, as well as their 

business partners. 

This overlap is caused by uncertainty in their field. They are fighting over the same cliental, 

struggling with isomorphism and can therefore not find out whether to integrate competences 

from the other agencies, or to be even more specialised in their own field. This uncertainty is 

amongst others caused by the online generation who have different demands now, than they 

previously did. A much higher knowledge within technology, digital platforms and Web 2.0 is 

called for. In extension of that, advertisers are due to the financial crisis more aware of where 

they put their money and to the web agencies advantage, they are starting to prioritise 
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marketing measurement and return of investment more and more. One could then argue that it 

will be the web agencies that will take over all the assignments in the future as they posses the 

digital knowledge and can offer concrete marketing measurement. Nevertheless, as Steen 

Enegaard argues, they do not have the culture for it and the skills that it takes to form an 

artistic and strategic campaign. Not unless they decide to incorporate those other skills in-

house, which mean that they might have to ―steal‖ from their competitors. And this would too 

have some complications, because stealing from each other could in a high degree cause 

isomorphism, as you would start imitating each others work, as the creatives and their skills 

would remain the same from company to company and their clients might even follow due to 

personal contacts. And this is the circle that goes around until some drastic moves are made.  

According to Hackley: ―Clients need their agencies to offer them an integrated 

communication solution, which offers value and impact by using different communication 

channels in a single campaign... Within the flux of a change in the advertising environment, 

advertising agencies cannot be expected to be the expert in every communication channel, but 

they are in a prime position to generate and co-ordinate new models of a creative and brand 

communications strategy.‖ (Hackley, 2010:7-8) I support the idea of merging the skills and 

thereby the three different agency constellations. Pros would be that the energy used to fight 

each other could be used in competing against other integrated agencies. Furthermore, there 

would remain synergy in the campaigns between and across the different platforms. The skill 

of combining online measurement with artistic creativity would also be easier to approach and 

further develop by having both competences in house and working together on the projects. 

Finally the advertisers would not spend time and resources of briefing three different agencies 

on the same assignment, which will leave them satisfied.  

Cons would be the fact that advertisers might still not see the integrated houses as specialist, 

as there constantly would appear new specialised consultancy houses claiming that they have 

unique knowledge about some new tendencies. Then the integrated houses might come across 

careless, and as the easy solution as Rune Damsgaard indicated when comparing it to 

shopping in Bilka. Furthermore, the risk that the corporate culture could not survive this kind 

of merge exist, which would demand the integrated company to form a completely new 

corporate identity. 

These are pros and cons which the three different agencies must consider, when facing the 

challenge of the online generation influencing on the role and structure of the marketing 

agencies. 



CBS 2010                                     How can marketing agencies adapt to the online generation? 

 64 

5. Recapitulation and Conclusion 

This thesis has looked into a generation of people who is raised and lives with the Internet and 

its features and is referred to as the online generation. The characteristics of this generation 

have been explored by utilising recent theory, as well as qualitative focus group and 

quantitative questionnaires with tweens in the age of 13-15, assuming that they are the early 

adapters to represent the new online generation. 

The characteristics appeared to concern the generation’s evolving use of sites connected to the 

concept of Web 2.0 that has resulted in two tendencies; first of all intellectual property 

sharing, which is exemplified in sites like Wikipedia and Open Office, where people are 

creating knowledge and content together, and secondly social interaction demonstrated in 

sites such as facebook or linkedin, where people are connecting, networking and 

communicating online.  

Web 2.0 has affected they way we communicate today and interaction and involvement are 

the key words. Social networking sites plays an important role in people lives today and the 

urge to be online to chat, connect with friends, microblog or upload pictures and videos is 

only increasing. The Web 2.0 world is dynamic and leads you missing out, if you are not 

online. Information also changes rapidly due to blogging, open source programs and wikis, 

which are considered to be valid information. Newspapers and tabloids are transferring into 

mobile websites with less in-depth information and on smaller platforms. 

The change of communication amongst the online generation are affecting marketing; Web 

2.0 tools makes the consumers talk to each other, which makes marketing more transparent 

concerning price and quality and that raises the bar for companies towards delivering a good 

product and coming across as open and trustworthy. Consumers demand to be part of the 

value creating process and Web 2.0 enables the companies to do so. Both consumers and 

companies are gaining from that process, as consumers are getting what they want and need, 

and companies can explore what their consumers actually want and need. Thereby the 

consumers are not only becoming first priority, they have placed themselves as the nub of the 

communication, which has forced a shift from being one-way monologue where the advertiser 

pushes his message out to the consumers, towards a two-way dialogue where the consumers 

are pulled into the entire marketing process.   

The shift in marketing has implications for marketing agencies, as they are put under pressure 

by the dynamic change of web technology, digital goods and the online generation’s demand 

for participating in creating their own marketing. 
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This is affecting the role and structure of the different marketing agencies in Denmark today; 

the advertising-, media-, and web agencies. The competences of the different agencies are 

overlapping each other and they are fighting over the same assignments and cliental caused by 

uncertainty in their field, as well as advertisers who are getting more focused on marketing 

measurement and return of investment.  

Merging the skills and thereby the three different agency constellations in an integrated 

marketing agency that could operate across all media platforms could give the agencies more 

synergy and competitive advantage, and furthermore please their customers, the advertisers. 

Nevertheless, a new corporate identity must be established and there is a risk that the 

advertisers might still not see the integrated houses as specialist, as there constantly will 

appear new specialised consultancy houses.  

We already see a number of new social media agencies appearing on the Danish consultancy 

scene who claim to be more specialised in Web 2.0 than the regular web agencies, and with 

the new era of Web 3.0, even more specialised consultancy houses might appear. And then 

the integrated agencies must really keep up to date to market themselves as specialists and 

train or hire new skills constantly to embrace these new technologies in a much higher degree 

than each of them have done so far.  

One can conclude that the management faces two choices in order to adapt to the online 

generation: either to be highly specialised in one field and stay in the front of all activities in 

exactly that Niche field, or to integrate with other agencies and skills and embrace all projects 

across all platforms. If integrated marketing agencies are the solution to how marketing 

agencies can adapt to the online generation, which I believe, they have to keep up with the 

constant digital development and more important, interact and involve consumers on the 

market. Furthermore they must possess specialised competences throughout all media 

platforms and they must be sure to communicate the concept well to their clients.  
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6. Perspective 

It is not only the marketing agency industry, which have experienced a shift of paradigms 

caused by digitalisation. An other example of an industry that has suffered under the pressure 

of everything turning online, is the music industry in which consumers now are accessing 

music at no cost.  

Today, tangible music containers such as tapes and vinyl are disappearing from the market, and 

soon CDs, as the sales are continuously dropping. They are getting replaced by technologies 

carried by the Internet, such as iTunes, Spotify and the like where you can download music at 

lower prices, if they are not downloaded illegally.   

As an example, In Denmark, a popular legal service to access music is provided by the tele-

company TDC in a service called ―PLAY‖, where you can subscribe and the gain access to 

approximately 6 million music tracks (tdc.dk). As a given, this naturally effects retailers on 

the Danish music scene, as well as many other stakeholders. 

The digital development can result in, like in the agency industry, the artist suffering from an 

institutional pressure, because of the economic uncertainty in the market. That can affect the 

legitimacy of some artist, who might start commercialising their music in order to make money.  

Nevertheless, there are other ways to gain revenue in the music industry, besides selling CDs. 

People are going to concerts to experience their idols in a more authentic manner, than they 

can experience online, and one must not forget that the Internet also provides artists with 

better opportunities for exposure, and viral promotion through Web 2.0 channels such as 

MySpace and facebook. Finally, they will still gain revenue from the online services of for 

example Itunes, TDC or Spotify.  

Nevertheless, the industry is bleeding and this goes for many other creative industries as well; 

initially it has been the industries connected to activities that could be digitalised, which have 

suffered, such as the music and photograph industry. Now digitalisation also affects 

knowledge based industries such as radio, TV, newspapers and books, as well as education 

material, as these can be uploaded, streamed and shared for free on the Internet, and one can 

only assume that many other industries and products will be affected in the future. 

As digitalisation is obviously not a phenomenon which is disappearing, we must start thinking 

creative in ways of utilising the Internet and develop more ways to gain earnings through the 

online channels. 
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8. Appendix 

 

8.1. Appendix 1 

 
                                                             (Jens Rasmussen, Blue Business Conference: 2010) 
 


