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C2C interaction



HOW ABOUT TRADITIONAL 
MARKETING MANAGEMENT &

THE 4Ps OF THE MARKETING MIX : 
PRODUCT, PRICE, PROMOTION & PLACE ? 



The 4Ps 
are neither 4 

nor Ps 
any more! 



P



product: goods and services
price
promotion: personal selling, advertising, SP 
place: distribution

experiences
lifestyles
dreams
events
storytelling
information

public relations, PR
branding
sponsoring political influence

public opinion
lobbying

call centers
telemarketing
TV
email
Internet
mobile phones
text messaging

scientific research
education

VALUE PROPOSITION
Supplier

Customer
VALUE ACTUALIZATION



The firm offers a value proposition

and in co-creation with customers and 

a network of contributors

the proposition is actualized into service



Traditional American 
marketing management
and marketing mix

Customer centric 
Centered on one party

Customer

Relationship marketing
CRM 
One-to-one marketing

SupplierCustomer

Relationship centric
Centered on two parties 

Many-to-many marketing

Network centric
Centered on many parties



My definition:

“Many-to-many marketing
describes, analyzes and utilizes

the network properties of marketing.”



Everything we do in marketing and management is rooted in

interaction in 

networks of

relationships

TOGETHER FORMING UNIQUE
MANY-TO-MANY MARKETING

SITUATIONS



Planning the next Olympics – who’s going to get it?

















Chinese art and entertainment and...

... Steven Spielberg bringing 
Hollywood to Beijing





Beijing Olympics Creates Job 
Opportunities In China and Asia

The media, advertising and public relations 
sectors in China and Asia (Singapore, Hong 
Kong, Japan) are looking for more talents to 
fill in positions as the Beijing Olympic 
Games is drawing near. International and 
local (China) sponsors are looking ways to 
maximize their sponsorship dollars in the 
Games. Advertisers are also more 
interested in online and mobile medium now 
as compared to the previous Olympic 
games. These activities have in turn drive a 
need for qualified talents.
Much of this growth is driven by the demand 
for Olympics-related marketing and publicity
projects, which are now moving into the 
implementation phase.





Not just a shoe –
a scientific sports
product



Function, fashion and
glamor 



Preparing at an early age







This all forms a

HUGE

HUUGE
HUUUGE

service system!



The ultimate goal of service science 
“…is to apply scientific understanding to advance 
our ability to design, improve, and scale service 
systems for business and societal purposes…”

Source: Maglio, P.P. and Spohrer, J., (2008), “Fundamentals of service science”, Journal of the 
Academy of Marketing Science, Vol. 36 No.1, p. 20.



Network theory:

both methodology
and a theory of life



“Networks are 
the fundamental 
stuff of which new
organizations are
and will be made.”

Source: Castells, Manuel, 
The Rise of the Network Society.
Oxford, UK: Blackwells, 1996, 
p. 168



Albert-László Barabási, Professor of Physics, in 
Linked: The New Science of Networks (2002) 
underscores network applications to markets:

“…understanding network effects becomes the 
key to survival in a rapidly evolving new economy.”

(p. 200)

“In reality, a market is nothing but a 
directed network.”

(p. 208)



HUB

NODE

LINK

CENTRALIZED NETWORK
DECENTRALIZED NETWORK

DISTRIBUTED NETWORK

WHAT IS NETWORK THEORY?







air Baltic
Air China
air greenland
Air One
Atlantic Airways
Cimber Air
City Airline
Estonian Air
Qantas
Skyways
Wideroe

Adria

3 REGIONAL 
PARTNERS

11 SPECIAL
SAS PARTNERS

Blue 1

Croatia Airlines

Star Alliance

TAP Portugal

Thai
United

SWISS

US Airways

Spanair

South African Airways

Austrian

Asiana Airlines

Lufthansa

LOT Polish Airlines

bmi british midland

SAS Scandianvian Airlines

Singapore Airlines

Shanghai Airlines

Air New Zealand

Air China

ANA All Nippon Airways

Air Canada

19 FULL 
PARTNERS

THE STAR ALLIANCE,
FEBRUARY 2008



Advantages of a network approach.
It can accomodate:

Complexity
Context
Change
Non-linearity
Both parts & the whole
Both structure & process
Both tech & human aspects

C
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* Nodes and links
* Hubs
* Random networks
* Planned networks
* Clusters
* Connectors
* Preferential attachment
* Rich gets richer
* Fitness
* Fit-get-rich
* Winner-takes-all
* Scale-free networks
* Power laws
* Phase transition
* Robustness, error tolerance
* Cascading failure
* Tipping points
* Thresholds
* Spreading rates
* Self-organizing
* Six degrees of separation
* What is the Internet, really?

A SAMPLE OF

CONCEPTS AND

ISSUES FROM

NETWORK THEORY:
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CONCEPTS AND

ISSUES FROM

NETWORK THEORY:



A GALAXY OF INTERRELATED 

EVENTS, TECHNOLOGY, 

EMOTIONS, AND MORE...



Many-to-Many Management:
results

leadership



“ Return on Networks (RON)
is the long term effect on profitability 

caused by the establishment and 
maintenance of an organization’s 

networks of relationships.”



Certain things cannot be measured or predicted,
such as:

Leadership
Vision
New value propositions
Discontinuities

Business means risktaking!



CEO
Chief Executive Offcier

or...



NEO
Network Executive Officer



CMO
Chief Marketing Officer

or...





network management is
lead and follow

lead and follow
lead and follow

lead and follow

lead and follow
lead and follow



To become excellent researchers and educators marke ting scholars should:

recognize complexity and deal with it

learn network theory and other methods that address complexity

understand the real roles of suppliers and customers

get out of the box of conventional marketing thinking



OVERLOAD?
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