PAGE  
53
                                  E-Marketing Research for Soccer World Forum.com


[image: image18.emf]Attractive topic on online community

40%

55%

15%

60%

55%

5%

5%

10%

Sports

Travel

Gambling

Entertainment

Academicals

Fashion Stuff

Politics

News

[image: image19.jpg]Figure 1 Life Process OF A Successful Commi

Hgh

Hember
activty

Conception

olescence
Phasesof a community

Waturty

s

Sourc FarestrReseah. e




Name:    Haiou Xiao
          Student Number:    20065170

                    Class:    3ES3B

     Specialization:    Business Management

        Thesis Supervisor:    L.J. Harris

     Date:    June 24, 2009

The Hague School of European Studies

Haagse Hogeschool, the Netherlands, 2009
Preface

In my final dissertation, I explore a subject of research in my disciplines (Business Management) of The Hague School of European Studies. There are two main reasons to write this final paper. The first reason is to help my internship company (the Bedrifssimulaties.nl) to discover potential market foreground for its new product called “World Forum”. The other reason is to conduct an e-marketing plan for the “Soccer World Forum.com” to enter into the e-markets. The online communities are becoming more and more popular for web users to share information or to get the problems solved. However, the status of the online communities is not becoming better: one existing problem has not been solved while more problems are coming one after another. That will be discussed in details in the following chapters. The “World Forum” online community is definitely a future tendency of the online communities in the aspect of its structure. Despite of the common capabilities of the online communities, the “World Forum” is more professional on each topic that they have established and on those which will be created in the future as well. As a pioneer in this field, the “World Forum” faces great challenges. For instance, how to convince people of its strong points, how to present a sense of safety for people in the community.
Writing this final paper is a good opportunity to test my ability of mastering knowledge and skills. Following the procedure of research, I have mastered the useful skills which have been acquired at school. I have also shown that I can apply the obtained knowledge into practice by carrying out this final paper as evidence. Hereby, I would like to give big thanks to the following people:
My internship mentors: Menno Thijssen and Mark Leenards，for giving me this practice chance to have a placement in the company. During the period, they paid great attentions to the process of my internship and they also gave precious recommendations on my work during the whole period of internship. My supervisor: Professor L.J. Harris, who guided me to the right direction of my final thesis. Colleague: Marijn, who helped to provide useful information and answered my doubts with great patience.
Executive Summary
To establish a new business in Internet markets, the “World Forum” is dealing with fierce competition due to the extreme dynamic characters of the e-markets. In order to support a successful entry, a large scale marketing research is needed as a premise to gain knowledge. What is more, a comprehensive analysis of the target market will play an important role in helping to make plans for a further strategy together with suitable methods and to achieve business goals.
The current atmosphere of Internet business is really tough for the online communities. The successful existing online communities have already occupied most parts of the markets, which narrows down space for new entrants. Despite of this fact, the unstopped needs of the e-markets are transferred synchronously into the opportunities for e-business hunters who are well prepared. 
The current industry structure and status of the online communities reveal a great chance for the “Soccer World Forum.com” to inject its innovative ideas to the e-markets as a new generation of the one community. 
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Introduction
In recent years, people are detecting the growth of Internet by witnessing it on the scene: people use it as a convenient channel to obtain information; to chat with friends online; to complete business deals and so on. As a result of these activities that take place with computer network, a number of interactions among a variety of social and professional groups have arisen, which is a premise of the establishment of the online communities. According to the definition of an online community, an online community is a group of people that primarily interact via communication media such as newsletters, telephone, email, internet social network service or instant messages rather than face to face, for social, professional, educational or other purposes, and the mechanism must be a computer network (Virtual community, Wikipedia, 2009).

Currently, the online communities have been developed with the emergence of business where they are taking hold. However, most of the communities are blindly investing a great amount of money in advertising and promotion before they prepare a thorough plan on how to create revenue for their business. A successful online community is the one who understands users’ needs and knows how to apply correspondent approaches to fulfill their needs. In this thesis, a research plan will be carried out to analyze the e-markets’ situation of the online communities and to help find methods for the “Soccer World Forum.com” to enter the e-markets. 

The introduction of the “World Forum” can be seen as a precious opportunity for the Bedrijffsimulaties.nl to extend its business scope. In the other aspects, it injects new elements into the current e-markets as a push factor.  So, it is essential for the Bedrijffsimulaties.nl to know how to present its image. Thus, questions are needed in order achieve the goals. For instance, how to launch the “Soccer World Forum.com”; what e-marketing strategy is to use to enter into e-markets; how to attract visitors; how to draw visitors back again to the online community afterwards? 
Therefore, the central question of the research is:

How can Bedrijfssimulaties.nl introduce “SoccerWorldForum.com” via e-marketing by conducting an e-marketing plan?

The following sub-questions act as supporters to the central questions:

· What is the industry structure of the online communities?

· What are the successful or fail factors of those communities?

· What is the position of the “Soccer World Forum.com” in this industry?

· What is the awareness of this type of community in the markets?

· Who are considered as target group to the “Soccer World Forum.com”?

· Who are in the range of competitors?

· What are advantages and disadvantages of the “Soccer World Forum.com” by comparing with competitors?

· What are common ways to launch an online community?

· What approaches are suitable for the “Soccer World Forum.com”?

· Commonly, which sections of launch needs the budget?

Research Methods
In order to find problems and to give relevant solutions, I made use of both primary and secondary research.  I designed a questionnaire in order to know the e-markets’ awareness of the multi-topic online communities, because there was little information available on this field. Besides, a questionnaire is also a good research method, especially for a new comer (the Soccer World Forum.com) to establish a clear customer profile and determine the range of competitors. Furthermore, I chose three online communities which are treated as competitors in three different perspectives as case study samples. Case studies helped to investigate phenomena of the e-markets integrated with real-life business. 
The content of chapters:
Chapter one: 

In this chapter, a common structure of the online community was explored. A number of representatives in this industry, in terms of their types and functions, were selected helping to describe the current situation.

Chapter Two:

A series of criteria and rules of being a successful online community were listed. In addition, there were some case studies of the major online communities which were considered as competitors. As a result, problems of these online communities were found out. By overcoming these problems, the “Soccer World Forum.com” could easily enter into the e-markets. 
Chapter Three:

In this section, the internal and external analysis and SWOT were conducted for the “Soccer World Forum.com”. A customer profile was built and the competitors were specified as the result of the analysis to define the position of the “Soccer World Forum” in the e-markets. 

Chapter Four:

After making clear all conditions of the “Soccer World Forum.com”, an e-marketing plan was formed by choosing an entrance strategy and giving the recommendations on actions to see how this online community could attract visitors and make revenues. 

Items
The following items are explained here for later use. 

· E-zines
It equals online magazines, normally sharing some features with blogs and online newspapers, but can usually be distinguished by their approaches to editorial control. Magazines typically have editors or editorial boards who review submissions and perform a quality control function to ensure that all material meets the expectations of the publishers (those investing time or money in its production) and the readership (Wikipedia 2009).
· Web 2.0
It refers to what was perceived as a second generation of web development and web design (Wikipedia, 2009).
· Positioning

By positioning, marketers try to create an image or identity in the minds of their target market for its product, brand, or organization. It is the 'relative competitive comparison' their product occupies in a given market as perceived by the target market (Wikipedia, 2009).
· Guerrilla marketing
It is an unconventional system of promotions that relies on time, energy and imagination rather than a big marketing budget. Typically, guerrilla marketing tactics are unexpected and unconventional; consumers are targeted in unexpected places, which can make the idea that is being marketed memorable, generate buzz, and even spread virally (Wikipedia, 2009).

· Public Relations
It is the practice of managing the flow of information between an organization and its publics (Wikipedia 2009).

· Relationship Marketing
It is a form of marketing developed from direct response marketing campaigns conducted in the 1970s and 1980s which emphasizes customer retention and satisfaction, rather than a dominant focus on point-of-sale transactions (Wikipedia 2009).
· Viral Marketing

It refers to marketing techniques that use pre-existing social networks to produce increases in brand awareness or to achieve other marketing objectives (such as product sales) through self-replicating viral processes, analogous to the spread of pathological and computer viruses (Wikipedia 2009).
Chapter 1: Industry structure of online community
1.1 History of online community and its development
By taking advantage of the prevalence of Internet, companies or enterprises are digging out bigger and bigger platforms for their online business. The “online communities”, as one of their products, appeared to the public in recent years. Although this item is not a new discipline to people, it is still hard for them to give a clear definition. After being compared with a lot of definitions of online communities, the following statement has the closest expression to what this final thesis explores. “Online community”, quoted from Learnativity.com, “is comprised of people with shared identity or interests coming together for a shared purpose, which offers a strong forum for members of the community to build relationships and affiliations out of which they can learn from one another and make an impact on the society or culture around them”. (Learnativity.com, 2002)
Before the “online communities” play a role in social life, there is common doubt about the coming negative effects on the relationships among human beings: If people rely too much on Internet World, the real relationships will fade away. A famous philosopher, Socrates, once speculated that ‘writing would lead to the end of civilization once it was developed because people did not have to be amongst one another any more’ (Learnativity, 2002). However, a poll called “The Popularity of the Online Activities”, which is held by The Nielsen Company, gives a powerful evidence for the “online communities” on the enhanced effect on social relationships. The Nielsen Report releases that “Social Network and Blogs, parts of member communities, are ranked as the fourth most popular category of all online activities. Besides, “member communities” all over the world are in an increasing trend compared to the situation in 2007. See Figure 1 below:
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Source from: poll of the popularity of online activity, Nielsen Company 
In addition, the percentage of share of time on the online communities went up in 2007, referred to The Nielsen Report (Table 1).

	Country
	Share of Time 

Dec 07
	Share of Time 

Dec 08

	Global
	6.7%
	9.3%

	Switzerland
	3.0%
	9.3%

	Germany
	3.1%
	7.5%

	UK
	8.0%
	17.4%

	Italy
	7.2%
	15.4%

	Spain
	6.7%
	12.5%

	France
	4.0%
	6.3%

	Austrilia
	6.9%
	10.9%

	USA
	5.8%
	6.4%

	Brazil
	24.4%
	23.1%


Source from: poll of the popularity of online activity, Nielsen Company 

It indicates that the willingness of participants to gather together in a community is increasing which is clearly indicated by the numbers that showed in Global raw. Nine point three percent of participants spent time with their group members in Dec. 2008 compared with those in 2007, which proves the positive influence of the online communities on relationships. 
1.2 Existing online communities in the industry
In this section, some of existing online communities are chosen as representatives in each category as accessorial evidence to explain the structure of this industry in details. 
Unsurprisingly, it is impossible for one to give accurate numbers of online communities. Besides, topics of online communities differ from one to another. For instance, they can be either ivory-towered or connected to real life. No matter how diversified the online communities are, they are classifiable. Referring to the research (Table 2) from “internet Marketing & E-Commerce”, the online communities can be divided into three main types:
Table 2
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Source from: Ward Hanson, Kirthi Kalyanam, Internet Marketing & e-Commerce, 2007
Taking the volume of the online communities in this industry into account, the visible scope of business opportunities on the online communities is hardly ignored. That is also a convincible reason for continuous new entrants to compete in this industry. According to the ranking list of online communities from Alexa.com, a California-based subsidiary company of Amazon.com, there are up to 10 million communities that are existing online, with Yahoo! (No.2); Facebook (No.4) and MySpace (No.9) on the top ten list.
1.3 Transform current problems into potential trends
Despite a number of successful existing communities in the e-markets, there are still a considerable great number of communities that are squeezed out consequentially with worse practices. According to Ed Moran, a Deloitte consultant who just completed a study of more than 100 businesses with online communities, fifty-five percent of the online communities have less than 100 members; less than 25 percent have more than 1,000 members. Problems of these online communities can be summarized below: 

· Lack of sustainable support for communities which include the shortage of information sources; untimely update and monotonic content; non-innovative topics to bring discussion and the limited budget.
· Distort consumers’ motivations and have vague cognition between   visitors and members in communities. 
· Start with the technology first, investing blindly before conducting a rational plan on how to draw revenue. 

On the other hand, problems could be turned around reversely into chances if they are reasonably solved and used as opposite references to avoid developments in the future. Taking the first point that is mentioned above as an example, the communities can be carved up into several sections and invite experts to develop them for you instead. On the one hand, it helps to diversify the content of communities, thus to solve the problem of monotony.  On the other hand, the communities are used as good marketing channels for business. Furthermore, the unsaturated needs of users will cause a reform in the community industry: there will be a lot of multi-functional online communities coming forth in the e-markets. 
1.4 Summary 

In this chapter, a brief description of the structure and the developments of the online communities’ industry were given, which was indicated clearly by graphs. In addition, common problems in this industry were listed, which could be transferred into rules to improve the communities’ situation by making rational use of them. So, communities should have a good command of knowledge of the e-markets and adapt to the dynamic environment in order to be successful. 
Chapter Two:  How to create a fortune for an online community?  
2.1 Rules to build up a successful online community

   Companies or enterprises that plan to start up the new online communities are highly recommended to follow the criteria below in order to enter into the new markets successfully. Moreover, these criteria are also suitable for the online communities which have been already run business for several years to assist stabilizing in the e-markets.
· Liberal development:

The web administrators of the online communities should tell customers what to do. The common task of a web administrator is to create interesting topics as leading samples to guide the discussion. On the one hand, appropriate freedoms in the online communities give members sense of independence. On the other hand, the member-run online communities save the web administrators’ energy for other necessary developments such as the technological improvements of the web site; the links trades with other online communities and so on. 
· Sense of trust:

Confidentiality of members’ information should be secured and guaranteed as one of the premises to convince visitors of joining in the communities. Normally, important information included personal information, passwords and access control. These are significant elements, especially to the “Soccer World Forum.com” which contains a social networking framework. To some extent, the confidentiality of members’ information in a community presents the value of trust to visitors. 

· Search engine friendly: 

One of the most efficient ways to draw traffic from Internet is to make the web site ranked on the top of lists of the search engines. Referring to the research, fifteen percent of target group find the online communities by random search (Figure 2). That is to say, if the “Soccer World Forum.com” is placed on the top of the search engines’ lists, there will be more chances for it to be clicked.
Figure 2
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Figure 2: Common ways to know online community, result of survey  

· Establish of culture of online community:

The culture of one online community is taken as a symbol to distinguish itself from other. The larruping characters of the community culture are just as bright in the darkness that can assemble attention from large-scale of unromantic competitors.

In addition, there is another considerable rule that is summarized by Robin Mille who works for 15 years with various online service, discussion groups, and net forums, and it is: Why buy a cow when the software is free? (Robin Miller, 2006). In other words, it is to taking advantage of any free-cost software to assist the development or promotion of online communities is greatly recommended. Of course, attention is needed to avoid the “side effects” of some software. On the contrary, the “side effects” may drop down the reputation of your online communities. 
2.2 Criteria to be a successful online community for “Soccer World    Forum.com”  
The following factors are selected as criteria that are based on a large volume of market research in order to attract visitors; the range of importance is ranked by 20 participants in the survey. 
Table 3:

	                                          Ranking numbers

                     Factors
	1
	2
	3
	4
	5
	6
	7
	8
	9

	· Timely updated News
	7
	3
	0
	5
	1
	1
	1
	2
	0

	· Service provide to members
	5
	2
	1
	0
	2
	4
	2
	4
	2

	· Interesting topics
	4
	3
	4
	2
	2
	1
	2
	2
	0

	· Capability of solving problems
	2
	3
	6
	3
	1
	1
	0
	3
	1

	· Decoration of the website
	1
	0
	0
	1
	1
	4
	4
	5
	6

	· Variety of content
	1
	4
	2
	4
	0
	5
	4
	0
	0

	· Name of the online community
	0
	0
	1
	0
	3
	1
	5
	2
	7

	· Social network
	0
	3
	3
	5
	4
	1
	1
	0
	3

	· Interaction rate
	0
	2
	3
	1
	5
	4
	2
	3
	1


Source from: Criteria to build up a successful online community, result of survey

Referring to the “Table 3” above, “Timely updated News” is ranked as the most important factor among various criteria when considering joining an online community, occupied 35 percent as a whole. “Service provide to members” comes to the heel which takes 20 percent.  “Name of the online community” is on the bottom of all factors in general. 
2.3 Summary
The online communities grow on their own rather than by management fiat. Thousands of rules and criteria act only as theoretical references to support the growth of communities. The “Soccer World Forum.com” can follow the rules and the criteria that introduced in this chapter as standards to further its development. 
Chapter Three: Analysis of “SoccerWorldForum.com”

3.1 Internal analysis & External analysis:  
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Source from: http://www.maxi-pedia.com/SWOT+analysis+matrix+method+model
Before the selection of an entry model for a product by a Company, either or both of its experience or the analysis are vital in order to succeed in the fierce competition. Furthermore, the external needs of the markets and the internal capabilities of a company make mostly the final decision of an entry model. Due to the lack of previous experience in launching a multi-topic online community, analysis of both internal status and external environment plays an essential role in the whole process of community development to the Bedrijffssimulaties.nl, which is expected to give contribution to sustainability and profitability. Thus, a series of analysis are taken in the following sections.

3.11 Company Image and Capabilities
The Bedrijffsimulaties.nl is the Dutch variant of Businessgameshop.com in the Netherlands. It was established in 2001. The Company is filled up with innovative ideas from the ten-energetic staffs that are respectively professional in technical and commercial areas. What is more, by long-term work for clients on training, recruitment, design and marketing activities, the Company gains accumulative experience while establish successfully a wild network of customer relationships. Besides, the capability of providing custom-made solutions is a competitive advantage in the e-markets.
3.12 Objectives and Concept 

The Company is planning to launch a multi-topic online community named the “World Forum” to the e-markets. Currently, there are already two established streams: the “Casino World Forum.com” and the “Soccer World Forum.com”. 
The initial goals of the company on this project are summarized into four steps as follow: 

a) To promote the “Soccer World Forum.com” online community to the e-markets and to create the market awareness.

b) To build traffic for the “Soccer World Forum.com”, contributing to the growth of this online community. 

c) To draw revenues from the “Soccer World Forum.com” community. 

d) To run the online community sustainably, and searching for sub-topics for the “World Forum” to extend its service line by making use of the previous revenues. 
The “Soccer World Forum.com” is to provide an innovative platform for soccer fans to share their soccer experiences with other members under the concept: “To build up a standard social networking online community, which is based on a multi-topic framework, integrates with a forum and world-compare index”. At the same time, it is to respond to the continually increasing demands of the e-markets as well as filling up the deficiencies of the online soccer communities. 
3.13 Life Cycle of “Soccer World Forum” (Figure 3):
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Source from: http://www.web-strategist.com/blog/2008/02/14/forrester-report-online-community-best-practices/
Referring the actual status of “Soccer World Forum.com” to the “Life Process of A Successful Community” that is shown above, the “Soccer World Forum.com” is placed in between the stage of “research” and “launch”. That is because the status of the “Soccer World Forum.com” matches the characteristics of these two stages: the new entrants enter the markets, sales begin to build slowly; profit may be small or even negative; marketing efforts are required for people to hear about the product and so on. 
3.14 Analysis of competitors

The competitors are one of the most vital components in the external environmental analysis because their uniqueness is considered as benchmark over which the others can seek and find position to maintain themselves in the marketplaces.
The competitors to the “Soccer World Forum.com” are supposed to be the online communities that occupy the same target group: soccer-enthusiasts who are willing to share soccer experiences, ideas and information. The definition of the competitors is summarized more accurately by Frances Brassington, Stephen Pettitt as “Similar specific”(Principles of marketing, p866,para.4), which means business occupies the same service, technology, and target market. According to the characteristics of competitors, three representatives are chosen as study samples for the “Soccer World Forum.com” to lean the strong points while offsetting the weakness. 

By general comparison, the common capabilities of these communities are to provide with sufficient and update news, league tables, features and statistics of the soccer matches. These categories are indispensable if the companies aim at building standard soccer topic online communities, these categories are indispensable. 
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“SoccerNews.com” is a web site which is owned and operated by the Starscape Developments”. Quoted from the web site, the aim is “to provide the latest news and insightful editorials from the major soccer leagues across Europe and other parts of the world” (SoccerNews.com, 2009).
Strengths:

The main reason to choose this community as one of the competitors is that there are attractive categories on the web site such as “transfer news”, “betting”. “Betting”, for example, creates good business opportunities for the members and the potential business partners to make profit. This is a highlight spot because it helps to draw traffic to the web site. Furthermore, the site provides platform for advertising, which helps to support financially the sustainable developments.
Weaknesses:

Despite the good aspects, “SoccerNews.com” cuts off the route of intercommunication among visitors. It is a mostly used approach to rise up the popularity of the web site. What is more, it adopts an excessive traditional framework: community-generated media frame. This framework is out of fashion and will bring risks to the web site in being buried deeply by incredible numbers of the innovative communities.
[image: image24.png]Google



 

This is a Dutch soccer magazine which is also published as a form of e-community, abbreviated to vi.nl. It attracts 800.000 readers every week. It is the oldest soccer magazine that is still running today. Therefore, the sustainable factors are worth to be regard. 
Strengths
One of its specific components is that there are guides before the start of soccer competitions each season, which catches soccer proponents’ common psychological phenomena: foresee the competitions at the first moment. Secondly, the web site holds a “Trump card”—Johannes Gerrit Derksen, a Dutch sports journalist, the former football player and the current editor-in-chief of VI.nl. He gives specialized and critical insight of soccer by video speech. To some extent, it becomes the solely character of this community. In addition, the opportunity to ask for opinions from “Best Johan” is considered as an effective method of stimulating the members’ passion to participate in the community.
Weaknesses
Referring to the performance of the “VI.nl” so far, it is a successful soccer-related community. Personal speaking, it can perform even better if the community acts as a thread to collect views of its members’ together; classify them by objectives and open up a world-wide discussion in the community. 
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HYVES.net is a successful community example on adopting both of the social-networking and the multi-function forums. It was launched since October 2004. Currently, there are 409,000 members in its community. Recorded by Wikipedia, in 2006 and 2007, HYVES won a title of “Website of the year” from competition in the category for blogs and communities (Wikipedia, 2009)
Strengths
Here, a member’s impression on HYVE.NET is given to better describe the strength of this community: “ This site is not only a site, which makes you forget computer, mouse, and bring you in a exaltation by the tight design, the colors and the splendid emphasis” (Marijn, 2006). Besides, HYVES adopts a brilliant strategy: Making use of the advantage of social-networking site which consists of a grant foundation of population, to feed the development of the topic-based community, in which “Soccer Group” is established under excellently performance.
Weaknesses
After all, Football HYVES is a social-networking web site based forum, compared to the soccer-emphasized online communities, it lacks still a sense of profession on soccer area. Besides, news and information of matches are not comprehensive and sufficient.
3.2 TOWS Analysis
TOWS analysis is adopted to better understand and to utilize the internal strengths and external opportunities of the “Soccer World Forum.com” to overcome or minimize self weaknesses and outdoor threats, thus to achieve desired results. Beside, it is also seen as a step stone for later choice of the entry strategy.

Table 4
TOWS Strategic Alternatives Matrix 
	
	Opportunities:

1. 
	Threats:

1. 

	Strengths:


	ST

Strategies that use strengths to maximize opportunities
	ST

Strategies that use strengths to minimize threats

	Internal  Weaknesses:


	WO

Strategies that minimize weaknesses by taking advantage of opportunities
	WT

Strategies that minimize weaknesses and avoid threats


Source from: http://www.mindtools.com/pages/article/newSTR_89.htm
Strengths:

· Strong supported by technology

The most distinct strength of the “Soccer World Forum” online community is tied up with its multi-functionality. It is an online community combining with three functions: social networking, forum and world compare index. By adopting a second generation of web development and design system named Web 2.0, the web site allows every visitor to personalize their information. What is more, a world compare index is considered as a plus to assist visitors in being more objectively when taking a decision. 

· High extent of co-operation:

There is no wide reach of employees for this online community. But members who are responsible for this task are all innovative and passionate. They share the same goals which are to commit to ideas and methods to build traffic and create revenues. 
· Innovation

The project members have lots of innovative ideas. For example, the “Soccer World Forum.com” can be used as a platform in which soccer players can release their information at the same time clubs can use these sources to find desired soccer players; members are encouraged to find old soccer players and invite them to play soccer games in the community. 
Weaknesses:

· Non-experience of building the online community may result in spending much more time overcoming barriers on the way of achieving goals.
· Low market awareness of the “Soccer World Forum” means numerous and effective campaigns to attract e-markets’ attentions are needed. 

· There is rare revenue from the website as a result from low traffic. And the limited budget to support costly developments is another problem. 
· Lack sufficient contents as a standard-based community: news and information are still needed to be recruited. 

· Insufficiency of the search engine optimization. According to Susan Sweeney’s release on her book (101 ways to promote your website, p65, para.1), eighty-five percent of people use the search engines to find what they are looking for. Beside, rarely go beyond the first couple pages of results. Unfortunately, the “Soccer World Forum.com” is hardly to be explored on the first couple pages of the search engines unless the web users type the whole name. This barrier keeps the traffic far away from the online community.
Opportunities:

· The web site is valid for four languages versions, which cover the general “Soccer Countries” in the world. Furthermore, the web site in Chinese version is separated independently to achieve the potential Chinese gigantic markets. 
· The categories of the soccer topic online communities are similar to each other: most of them provide news, videos, live scores of soccer matches. Therefore, a unique platform or trade corner is a good chance to attract interests from the existing market. 
· Chinese market is seen as a huge potential market since plenty of people are crazy about the soccer matches, especially those among European countries. According to the report published by Chinese Soccer Association in 2005, there were 110 million soccer fans in China. Furthermore, the Chinese audience rating of only a soccer match between England and Paraguay takes 22.3 percent as a whole. Unsurprisingly, if this Chinese soccer group is achieved, there will be an amount of imaginable traffic to the “Soccer World Forum.com”.
Threats:

· Providers such as the “SoccerNews.com”, who offers simplified and low-cost of soccer news, are big threats to the “Soccer World Forum.com” in drawing traffic from the markets.
· Time that spent collecting update information is not able to compete with that of soccer clubs and professional news-collection channels, since they are the original sources of the information.  
· Comparatively weak financial capability against the competitors
3.3 Target Group:

· Defining people according to their communities’ experiences as the first criteria to determine the scope of target group is a more accurate direction rather than that in nationality, gender or age range refers to the topic of online community: Soccer. Reversely, the age range of people who are keen on soccer is too broad. There is no limitation on the age of a soccer fan. According to the result of the survey which is conducted for this final paper, eighty percent participants are members of the online communities (Figure 4). However, if the online communities are considered as main channels to do business, the target age range will be allocated from 19 to 40 years old. That is because younger people are tending to accept modern technologies more readily than older people. Instead, old people squint towards to printed media as news sources.
Figure 4
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        Source from: result of survey 

The figure that shows above is one of the results from the survey that conducted for this research in order to gain an overview of the participation situation of the communities. Besides, the age range of participants is narrowed down (20- 29) in terms of the survey result that is attached in appendix B. 
· The second criteria to select target group is in terms of the people’s hobbies. For instance, the soccer fans who are interested in soccer-related issues. Moreover, the purposes of joining in the online communities are also worth being referred: soccer players who desire to transfer themselves to other clubs; manufactures who want to promote their products by sponsorships; and the soccer teams who need budget to sustain matches. 

· On the psychological side, target group is supposed to be people who pin their hope on the online communities’ life to make them well informed, and to extend their social life circle. Treated as a part of daily life, the online communities should present a sense of belongings to either visitors or members. 
· On the geographic side, since the “Soocerworldforum.com” provides four languages versions for visitors, target group is supposed to be those who can at least understand one of these languages. Otherwise, it makes no sense to catch their interests. 
3.4
Summary

Strengths such as the innovative ability and the flexibility of the support team are discovered from the internal analysis; Limitation of the budget as one of the weaknesses to launch the “Soccer World Forum.com” community is also observed. Besides, the analysis on the external opportunities, the threats as well as on the competitors gives an overview of the external environment. It helps to make the strategic plan which minimize gap between expected goals and actual situation.   Furthermore, the strategic plan guides the business runner of the “Soccer World Forum.com” to overcome the weaknesses to survive in the dynamic markets. 
Conclusion:

The main objective to conduct this market research is to find out the effective and corresponding e-marketing methods according to the thorough analysis of both the internal and external situation of the Bedrijfssimulaties.nl to launch the “Soccer World Forum.com” online community to the e-markets by following the central research question: How can Bedrijffsimulaties.nl introduce “SoccerWorldForum.com” via e-marketing by conducting an e-marketing plan? Besides, a series of sub-questions which act as push factors clearly state the current problems and expected achievements. According to the research on the e-markets, the markets’ awareness of the “Soccer World Forum.com” is relatively far more under the expectation.  
Although there are barriers such as rare visitors to the web site and ineffective methods to draw for the “Soccer World Forum.com” to enter into the e-markets, it is still capable of competing with its competitors. It has innovative and profitable categories. For instance, the “transfer corner” can raise the “Soccer World Forum.com” from a non-profit level to the business level. Personally speaking, the e-marketing foreground is positive for the “Soccer World Forum.com” since it has competitive advantages in innovation and flexibility which are considered as precious elements to compete in the dynamic markets.  

Chapter Four: How to launch it effectively?

Entry strategy refers to methods of delivering products or service to target market and distributing there in order to survive and draw revenues. There are crucial factors which influence the choice of entry method. For instance, “cost, flexibility, risk, payback profit objectives”, quoted from Paliwoda’s framework (Paliwoda 1993). In this chapter a sort of recommendations are carried out on the marketing activities as well as on the solutions in accordance to the objectives that are summarized in Chapter Three to overcome the weaknesses and minimize the threats respectively. 
4.1 Entry strategy

The overall entry method to adopt is called the “direct marketing”. It is an interactive system of marketing which uses one or more advertising media to affect a measurable response at any location, forming a basis for creating and further developing an ongoing direct relationship between an organization and its customers, quoted from “Principle of marketing” (Frances Brassington, Stephen Pettitt, 2003, P770, Para. 4). The main reason to choose this strategy is that the direct marketing aims at relationship building with customers. The following figure gives detailed of the growing-influential role of the direct marketing. 
Reasons for the growth in direct marketing (Figure 5)
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Source from: Frances Brassington, Stephen Pettitt, 2003, Principles of marketing

 In addition, because of the specific characteristic of the “Soccer World Forum.com” in comparison with viral product: service-based online community, the e-markets’ awareness, the traffic and the turnover to the web site become the king to back up the growth of the “Soccer World Forum.com”. 
4.3 Recommendations
4.31 Common ways of marketing 
The methods to launch products are gigantic and unaccountable since there are more being generated. However, the major proportion of the business starters pin off traditional promotion methods for the comparatively low risks. 

There are commonly seven types of marketing methods, quoted from About.com (About .com 2007):
1. Advertising

2. Direct Marketing

3. Guerrilla Marketing

4. Positioning

5. Public Relations

6. Relationship Marketing

7. Viral Marketing
Since the financial goal on the “Soccer World Forum.com” is to create a niche market by making minimum use of budget, all the methods that are based on the large investment of capital are unadoptable. Moreover, the methods which are going to be chosen are also required to match the business objectives of the company which leads to the following decision.  

4.3.2 Marketing methods relying on objectives
It is not easy for businesses to choose suitable entry methods for online communities since there is no experience basis. And there are a lot of factors that can influence the final decision-making. 
Figure 6:
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Source from: Frances Brassington, Stephen Pettitt, 2003, Principles of marketing

The following activities are all tailored only for the “Soccer World Forum.com” community in accordance with the determined objectives that are mention in Chapter Three. 
The first objective:

To create awareness of the e-markets to the “Soccer World Forum.com” by promotional methods

Methods:

There are plenty of options of activities that can assist creating the awareness. One of these is to design the web site and make it adaptable to the search engines, which means to set the frequently appearing words on the web site as keywords for easy navigation by the search engines. It has been estimated that 9 out of 10 internet users use a search engine every month. Despite this fact, there are thousands or millions of soccer-topic online communities that are available to the search engines, so if the “Soccer World Forum.com” wants to draw web users’ attentions from the large scale of the Internet activities, the web site has to come up in any relevant search that an information searcher may do. For example, the key words such as “soccer”, “world”, “forum”, “clubs” and “stadium” should be used in every page of its web site so that it can be easily tracked by the search engines. Another effective way is to do advertising in media. 
Abundant printed-media advertising methods: 
Advertising in printed media comes into most business starters’ mind when thinking of promotion channels. “Soccer World Forum.com” can use this channel to do the following activities:

· Publish image of the web site on newspapers with the brief description;

· Copy a bunch of flyers to give away and paste posters around soccer stadiums;

· Print logo image on T-shirts with impressive slogan 

To some extent, advertising in printed media is too costly due to the limitation of the budget to the “Soccer World Forum.com” while the traffic to the web site is unguaranteed. Appendix C is attached on the list of appendices to give direct explanation of the cost rate of adverting in printed media in the Netherlands. Although advertisement in printed media is expensive, it is till recommended as a normal way to create public awareness since news readers offline are still far beyond that online. 

By contrast, electronic media advertising requires relatively less cost. And it can reach broad range of attentions reversely. 
Methods via e-marketing could be:
· Submit articles to e-zines; ask for links exchange trades with the other online communities; sponsor on the mobile content providers with the information from the “Soccer World Forum.com” community. 
· Convince the clubs or the popular social networking sites to add image of the “Soccer World Forum.com” to their web sites, in return, to provide them the advertisement opportunities on the web site. It saves the budget on       advertising meanwhile achieving intention of exploring own web site to        the public.        
· Create regular period e-mails as reminders. For example, “Soccer World Forum.com” can set up a regular e-mail program to inform people of the update results of the soccer matches world wild; the chances to get tickets; or the new activities on the web site. These e-mails may be considered as spam, but they really have effects on making people be aware of this community. 
· Design banners that are integrated with image and context for the “Soccer World Forum.com”. Besides, the banners should be simple with short text and easy-memorised image. 
Furthermore, “word of mouth” is reflected as the most effective promotion method refers to the survey result that is attached in Appendix B. Seventy-one percent of participants know the online communities which are recommended by friends. 

The second objective:

To draw revenues from the “Soccer World Forum.com”

Personal speaking, the “Soccer World Forum.com” has great chances to draw revenues if the community owner can take good advantage of its latent capabilities such as the popular topic of the community. Besides, the revenues can come from three sources:

Technical point of view:

· Making appropriate use of free affiliate programme. There are lots of advertising programme on the Internet. Most of them make advertisers’ free-advertising dreams come true by exchanging text links and banners links. Other programme, for instance, Google Adsense, which is a free charged click-through program, allows to place highly related banner advertisements on applicator’s web sites while web applicators’ can receive a flat-fee in return as a result of click action of any visitors on banners’ advertisements.
· To create a sitemap. A sitemap is a list of pages of a web site. In other words, it is a outline of all pages of a web site. That is to say, the entire structure of the “Soccer World Forum.com” will be found by search engines more effectively. A free tool called xml-sitemaps.com can be used to create sitemap that are commonly accepted by the major search engines. 
E-commercial point of view:

· Provide web site as a low-cost platform. This can recruit new-business  

    Starters who would like to sponsor their products or service. And it only costs them a little percentage of the budgets to release sponsorship news. The category can be named “Sponsors’ Corner”.  Revealed by the market research, except the professional clubs who have regular sponsors, it is a difficulty to find individual sponsors for non-professional soccer teams to further accomplish their matches.  The “Sponsor Corner” category can generate traffic volume to the web site while creating a good environment for business in soccer area.

· Create a valuable and charged database for both the soccer players and      

The clubs builders who are looking for available transfer information. “Soccer Player Hunter” can be used as the name of this category. 
4.3.3 Suggestions on improving the developments of the website:

Adoptable video layouts are shown below. They occupy less space of the web sites comparing with “Soccer World Forum.com”’s:
Video layout of “Soccer World Forum.com”
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        Source two from: http://www.reelseo.com/youtube-player-search/
· Give members’ chances to personalize their personal sites: members can 

    upload their own pictures and apply these pictures to the decoration of their  

    own profile’s background. It gives members chances to show their distinguish  

    personalities. Facebook is as a successful pioneer in this character.
· Open a column that is specified on gossip news of soccer players’ will rise 
    people’s interests on privacy. Gossip news can be quoted from the mostly
    visited entertainment magazines about soccer players’ private life to decorate 
    the “Soccer World Forum.com”.
4.4 Budget Assumption

Advertising will occupy most part of the “Soccer World Forum.com”’s budget no matter making use of printed media or electronic media. If this online community takes the printed-media-advertising recommendations, according to the price list of one copy shop called “Happy Copy” in The Hague, the conceivable costs are as follow: 
· Copy a great volume of flyers to give away and to paste them around the soccer stadiums;
On the assumption that the “Soccer World Forum.com” takes 500 copies respectively for flyers and posters, the cost of per colourful poster is 10 Euro based on volume of 500 copies with the standard size; each A6 size flyer will cost 0.005 Euro. 
In total, the “Soccer World Forum.com” needs more than 5,000 Euro to cover the temporary first round.

· Logo image printed on T-shirts with impressive slogan
If this idea is adopted, on 100 T-shirts, it costs the “Soccer World Forum.com” 1100 Euro with 10 Euro per T-shirt.
Despite the cost in printed media cost, adverting in electronic media will also cost a lot. According to the standard advertising rate that publishes by “Quest”, an electronic magazine, advertising online which is accounted by 1000 per click through per year will cost 7,800 Euro per month. That’s impossible for a new online community – the “Soccer World Forum.com” with a limited budget. 
In conclusion, since the temporary budget of the “Soccer World Forum.com” to support this project under 10,000 Euro, it is be better to use free affiliate programme that are listed in appendix D, and ask for links trades for free to increase its e-markets’ exposal rate. 
4.5 Summary

In this chapter direct marketing is selected as an entry strategy which focuses more on relationship with customers. For “Soccer World Forum.com”, it is essential to build a close connection with its rare members to establish a good entry reputation in the e-markets. Moreover, the appropriate activities are recommended based on the efficient use of limited budget. In the last section, two adoptable video layouts are recommended. There are also other suggestions such as possibility of personalizing the individual web site; adding interesting columns, on behalf of the developments of the “Soccer World Forum.com” community. 
Appendices 
Appendix A: Questionnaire Sample
Appendix B: Questionnaire result
Appendix C: Netherlands Standard Advertising Rate 2009
Appendix D: Top 10 most visited and free affiliate programme
Appendix A: Questionnaire Sample
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      World Forum
This questionnaire is part of marketing research on how to build up an unique social-network online community based on multi-topic framework integrated with forum and compare index This research is conducted as part of project carried out by Bedrijfssimulaties.nl. The questionnaire aims to gather information about the awareness of the role of online community in people’s life as well as potential improvement of online community to fulfill the needs of both current and potential users. 

The questionnaire is treated with the strictest confidentiality and by no means shall disclosure of any personal information be made possible. 

Please complete the questionnaire by filling in the information asked. This will not take more than 10 minutes. If you have any questions or clarifications, you may send an email to J.xiao@ynca.nl.  Comments and suggestions are also more than welcome.

Thank you very much for your co-operation. We highly appreciate your time in completing this questionnaire.

Haiou Xiao

Survey conductor

World Forum.com
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Part I (Please mark answers in red)
Personal information:

Gender:  ○ Male   ○ Female

Age:     ○below 19     ○20-24  
○25-29
   ○over 30

Nationality: _________________________

Hobby:    _________________________

Profession: _________________________

Part II:

Online community experiences in general 

1. What is the average length of time that you spend on internet per day?

a. less than 1 hour

b. 1 hour to 2 hours

c. 3 hours to 4 hours

d. more than 4 hours   

2. What do you normally do on Internet? (You may choose more than one answers.)

a. Watch movies

b. Read news

c. Chat with friends by social network

d. Go to forums, blogs, etc

e. Other____________________

3. What search engine(s) do you often use to search for information? ( You may choose more than one answers.)
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a. Google   
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b. AOL                     
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c. ASK                       

d. Yahoo

e. Other________________
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Are you a member of an online community?   i.e.                                                         

a. Yes 
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5. Please list up to three names of online communities you have visited:

 1____________________________________________;

     2____________________________________________;

     3____________________________________________;

6. Do you return to those online communities that you mentioned above? 

a. Yes.

__________________________________(please give your reason(s) for   returning)

b. No. 

__________________________________(Please specify which aspect(s) of the online community(s) makes you unsatisfied)

7. What function would you like to add to the online community if you edit it by yourself?

For example, would you like to chat with other members online to get advice before deciding to buy the product from EbayTM.
a. ___________________________________

  (Please specify the name of the community)

b. ____________________________________

 (Please specify the name of the community)

c. ____________________________________

 (Please specify the name of the community)

8. How do you know this (these) online community (s)? (You may choose more than one answers.)

    a. Word of mouth from friends

    b. Random search by search engine 

c. From friendly links on visiting web site, i.e._________________________(please   

  specify the web site)

d. From printed media (i.e. newspaper, magazine, etc.)

e. Other ________________________ (please specify)

9. Which online community have you heard of before? (You may choose both of them)


    ○ SoccerWorldForum.com 


○ CasinoWorldforum.com
○ Never heard of these before 

10. What do you think “World Forum” could be by only having a look at the name?  (i.e. social network communities, game forums, blogs, etc)

______________________________________(please specify reason why you think so.)

11. Please rank the following factors in order of importance to you in your choice of visiting a online community. Number the most important 1, the least 9 and so on. If a factor has no importance at all, please leave blank. 

               Factor                                  Importance

              Timely updated News                           [      ]

              Service provide to members                      [      ]

              Variety of content                               [      ]

              Interaction rate                                 [      ]

              Decoration of the web site                       [      ]

              Name of the online community                    [      ]

              Interesting Topics                               [      ]

              Social network                                  [      ]

              Capability of solving problems                    [      ]

12. Which topic on online community would attract you? (You may choose more than one answers.)

   a. Sports

   b. Travel

   c. Gambling

   d. Entertainment

   f. Academicals (Math, philosophy, science, literature, etc.) 

   e. Other__________________________

The End of the questionnaire!
Appendix B
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      World Forum

This questionnaire is part of marketing research on how to build up an unique social-network online community based on multi-topic framework integrated with forum and compare index This research is conducted as part of project carried out by Bedrijfssimulaties.nl. The questionnaire aims to gather information about the awareness of the role of online community in people’s life as well as potential improvement of online community to fulfill the needs of both current and potential users. 

The questionnaire is treated with the strictest confidentiality and by no means shall disclosure of any personal information be made possible. 

Please complete the questionnaire by filling in the information asked. This will not take more than 10 minutes. If you have any questions or clarifications, you may send an email to J.xiao@ynca.nl.  Comments and suggestions are also more than welcome.

Thank you very much for your co-operation. We highly appreciate your time in completing this questionnaire.

Haiou Xiao
Survey conductor

Worldforum.com

Part I

Personal information:

Gender:  ○ Male (10)  ○ Female (10)

Age:     ○below 19     ○20-24(16)  
○25-29(4)
   ○over 30

Nationality: 

           Dutch(2)      Chinese(10)      Indonesian(1)    Bulgarian(1) 

           Danish(1)     Taiwanese(1)

Hobby:   Graphic, web site Design; Photography; Travelling Cooking; Reading;          

          Watching movies; Playing football; Snowboarding; Yoga; Listening music; 

Profession: Civil servant; Student; Marketing staff; IT engineer; Web designer & developer

           Sales trainee

Part II:

Online community experiences in general 

1. What is the average length of time that you spend on internet per day?

a. less than 1 hour -----------   (0)

b. 1 hour to 2 hours-----------   (2)                 

c. 3 hours to 4 hours-----------  (5)

d. more than 4 hours----------  (13)

2. What do you normally do on Internet? (You may choose more than one answers.)

a. Watch movies------------------------------------(10)

b. Read news----------------------------------------(16)

c. Chat with friends by social network---------(13)

d. Go to forums, blogs, etc------------------------(9)

e. Other:  daily work on Internet; search information; building web sites; check   

        e-mail; courses related material is electronic

1. What search engine(s) do you often use to search for information? ( You may choose more than one answers.)

a. Google-------------(19)

b. AOL-----------------(1)                    

c. ASK------------------(0)                     

d. Yahoo---------------(2)

e. Other:   Baidu; University’s electronic database; school’s library system; 


2. Are you a member of an online community?   i.e.                                                         

a. Yes -----------(16)

b. No------------------ ( please go to Question ( 9 ) directly

3. Please list up to three names of online communities you have visited:

	gogodutch.com  (11)
	Amazon.com       (2)
	MSN             (2)
	Tagged   (1)
	Dospy.com

(1)

	Facebook    (10)
	Tianya.com   (2) 
	Baidu Bar          (2)
	Feelunique         (1)
	Codeproject.com              (1)

	xiaonei.com       (5)
	HYVES.net       (2)
	Hi5               (2)
	Secondlife      (1)
	Little Green Footballs       (1)

	EBay        (3)
	My Space    (2)
	Yahoo!         (1)
	daqi.com        (1)
	

	Kaixin01.com     (3)
	Youtube.com      (2)
	Friendster          (1)
	Digg           (1)
	


4. Do you return to those online communities that you mentioned above? 

c. Yes. ------------------------(10)
d. No.

Reasons for returning to the online community (s):
	· Check friends’ update information

	· Contact with friends

	· Community as part of life

	· Social networking

	· Online shopping

	· Channel to gather information

	· Interesting & updated information

	· Download nice pictures

	· Attractive topics and information


N
5. What function would you like to add to the online community if you edit it by yourself?

For example, would you like to chat with other members online to get advice before deciding to buy the product from EbayTM.
· Be able to personalize own web site

· Webcam chat with other members 

· Live chat window instead of posted message

· Be able to bound to mobile phone

· Safer transaction

· Games

6. How do you know this (these) online community (s)? ( You may choose more than one answers.)
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7. Which online community have you heard of before? (You may choose both of them)


    ○ SoccerWorldForum.com ------------(1)


○ CasinoWorldforum.com--------------(2)

○ Never heard of these before ------(18)
8. What do you think “World Forum” could be by only having a look at the name?  (i.e. social network communities, game forums, blogs, etc)

	· Forum for international. People

	· Current affair web site

	· Non-interested platform for social

	· Governmental communication channel

	· Web site contains articles & research papers

	· Platform for people to share experience and ideas

	· Web site with world wild topics


9. Please rank the following factors in order of importance to you in your choice of visiting an online community. Number the most important 1, the least 9 and so on. If a factor has no importance at all, please leave blank.
	                                          Ranking numbers

                     Factors
	1
	2
	3
	4
	5
	6
	7
	8
	9
	

	· Timely updated News
	7
	3
	0
	5
	1
	1
	1
	2
	0
	· 7/20

· 5/20

	· Service provide to members
	5
	2
	1
	0
	2
	4
	2
	4
	2
	· 5/20

· 4/20

	· Interesting topics
	4
	3
	4
	2
	2
	1
	2
	2
	0
	·  4/20

· 3/20

	· Capability of solving problems
	2
	3
	6
	3
	1
	1
	0
	3
	1
	· 6/20

· 3/20

	· Decoration of the website
	1
	0
	0
	1
	1
	4
	4
	5
	6
	· 6/20

· 5/20

	· Variety of content
	1
	4
	2
	4
	0
	5
	4
	0
	0
	· 5/20

· 4/20

	· Name of the online community
	0
	0
	1
	0
	3
	1
	5
	2
	7
	· 7/20

· 5/20

	· Social network
	0
	3
	3
	5
	4
	1
	1
	0
	3
	· 5/20

· 4/20

	· Interaction rate
	0
	2
	3
	1
	5
	4
	2
	3
	1
	· 5/20

· 4/20


10. Which topic on online community would attract you? (You may choose more than one answers)
The End of the questionnaire!
Appendix C:
Netherlands Standard Advertising Rate 2009
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G+ Uitgevers

Gebouw Stede, Dalsteindreef 82 t/m 92,
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‘aweeks prior to publication

6 weeks prior to publication
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ical specificati

type page: 224x285 mm
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printing process: offset rotation

type of paper: 70 grs. LWC gloss (inner pages)
170 grs. WFC gloss (cover)

advertising material:  Digital files in the file format: Certified
PDF Magazine Ads_1V3 (CMYK). llu-
strations and text bleed advertisement
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off. Please add crop marks in the docu-
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 colour proof. When no colour proofis
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binding: stapled
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(HOI Institute for Media Audting,
‘quarter 3/07 until quarter 2/08)



 [image: image16.png]sizes and measurements in mm

type area

format width x height
21 page* 408 x 255 mm
111 page 195 x 255 mm
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112 portrait 98x255mm
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2x1/1 page
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2x1/1 page

advertising rates

price per placement in euros (excl. VAT)

format 4-colour

21 page € 20,500

111 page < 10,900

112 page € 6100

113 page < 4250

114 page € 3700

discount scale: 1% discount per extra insertion (with a max of 12%). Discount
contracts refer to the contracted volume. All advertisements
enclosed in the contract should be placed within 12 months

cost of materials: ‘The above rates do not include the cost of materials for
‘advertisements. Where advertisements are not submitted as
specified, any additional work required will be charged at cost.

position preferences: A special position can only be granted after consultations,
A surcharge of 25% s payable for the back cover. For special
positions a surcharge of 15% will be levied. Surcharges apply
tothe gross price of placement

special remarks: Rates for loose, bound or adhesive inserts are available on request.




Appendix D:

Top 10 most visited Newspaper Netherlands
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Free affiliate programme:

1. Yahoo! Site explorer: https://siteexplorer.search.yahoo.com/ 

2. Google  Adsense: https://www.google.com/adsense/login/nl/?hl=nl&sourceid=aso&subid=nl-nl-ha-google&utm_medium=ha&utm_term=google-adsense&gsessionid=x8bw5_xpNN7Lt39jQ8O8Ag 
3. BidBertiser: http://www.bidvertiser.com/ 
4. Kontera: http://www.kontera.com/ 
5. phpAdsNew: http://sourceforge.net/projects/phpadsnew 
6. http://www.spottt.com/ (a free link exchange web site)
7. http://www.neobanners.com/ (a free banner exchange web site)

8. http://www.trap17.com/index.php/what-free-advertising-program-like_t33043.html
   (a free webmaster banner exchange web site) 
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