
Contents

Part I Introduction

The Social Media Management Chain, How Social Media Influences

Traditional Media . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 3

Mike Friedrichsen and Wolfgang M€uhl-Benninghaus

Part II Management with Social Media

Traditional Media Companies in the U.S. and Social Media: What’s the

Strategy? . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 9

Alan B. Albarran and Terry Moellinger

Social Media in Companies. Integrated Approach for a Social Media

Strategy . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 25

Mike Friedrichsen

Some Economics of New Media Content Production and Consumption,

and Strategic Implication for Media Companies . . . . . . . . . . . . . . . . . 49

Marco Gambaro

How (Social) Media Can Change “Change” in Organizations . . . . . . . 59

Holger Sievert and Astrid Nelke

Employees’ Conceptions of How Management Can Operationalize

Employee Involvement . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 73

Stavros Georgiades

Book Industry Business, Concentration, Internet and Social Media

of Management and Marketing . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 87

Paulo Faustino

v



New Venture Creation in Social Media Platform; Towards a Framework

for Media Entrepreneurship . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 125

Datis Khajeheian

New Marketing Communication in Social Media Business . . . . . . . . . 143

Wolfgang M€uhl-Benninghaus

Social Networks as Marketing Tools for Media Companies . . . . . . . . 161

Alfonso Sánchez-Tabernero, Julián Villanueva, and José Luis Orihuela
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